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PREFACE

In 198%, the writer Jjoined the Department of Trade and
Industry (DTI) as an export trade advisbr in the Western
Cape Regional Office. The function ot this position is to
encourage companies to export and to assist companies
registered as exporters with their export endeavours. In
this capacity, the writer came into contact with more than

1,000 companies covering a wide range of products, problems,

attitudes and situations.

It became apparent to the writer that a large number of
these companies lacked a marketing orientation in their
export activities. There also appeared to be a poor success
rate among these exporters in that probably as many as hal+¥
of the number of registered exporters never achieved any
export sales and of the remaining exporters, only a few

obtained substantial, ongoing and profitable sales abroad.

The writer believed that if these companies approached their
export activites in a more marketing orientated fashion,

their success rate would be significantly improved.

This begged the question as to whether a relationship
actually exists between export marketing orientation and

export success.

It is the abovementioned relationship that this study

Sprimarily addresses.

It was decided to keep the scope of this study confined to
manufacturing companies in the Western Cape registéred as

exporters with the DTI.
T ——— e —
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In the research methodology, use was made of a stratified
random sample of 130 sample elements and the relevant
information was extracted from the respondents, in personal

interviews, using a questionnaire designed for this purpose.

The study began in esarnest in 1986 and took approximately

two years to complete.

The results of the study suggest that a relationship indeed
exists between export marketing orientation and export
success, although this relatidnship should not be seen in
isolation. Other variables such as the size of the company,
the seriousness of the management towards the company’'s
export activities and the export education of the executive
in charge of exports, also play an important role in

determining export success.

If export success is to be improved among manufacturing
exporters in the Western Cape therefore, cognizance will

have to be taken of the abovementioned variables.

An earlier study by Sandra van der Merwe which also focused
on the relationship between marketing orientation and
company performance, provided valuable guidelines for the

bagsis of this study.

The writer felt that he was in a unique position to
undertake such a study ég only he and a few other people in
the DTI have access to the information found in the records
of registered exporters, which provided the sampling frame
for this study. In this regard, the writer would like to
express his thanks to the DTI ftor allowing him the

oppportunity to undertake this study.



The writer also wishes to express his sincere appreciation
to the following persons for the valuable assistance they

gave him:

Mrs Helen Brice: As supervisor, her guidance, patience and

wisdom were decisive in this study.

M- Trevor Wegner: The interest, encouragement and advice
given to the writer were most helpful and are much

appreciated.

M- John van Schalkwyk: As head of the regional office of
the DTI and as a colleague, Mr Van Schalkwyk was always
helpful, encouraging and supportive of this study. In the
proof-reading, M- van Schalkwyk provided valuable advice on

language usage.

Margarét Schaffer and Rita Botes: Two ladies whose
assistance helped the writer process the large number of
‘records of registered exporters, a task which would

otherwise have been daunting.

My wife Christine: The one to whom I owe so much; for the
late nights, weskends and holidays spent typing; for
enduring my impatience and irritability; and for the
endrmous assistance given, without complaint, in being the

‘sounding-board’ for this study.

Thank youl

vi



IMF

WY

MOI

SAFTO

SEDC

Sel

SITFRDSA

Sul

U.5.A.

LIST OF ABBREVIATIONS

Balance of Fayments

Consumer Frice Index

Direcforate of Export Trade Prqmotion
Department of Trade and Industry
European Econaomic Commurnity

Export Market Development Assistance

The General Agreement on Trade and Tariffs
Gross Domestic Froduct

Industrial Development Corporation
International Monetary Fund

Fo-operatiewe Wynmakers Vereeniging
Marketing Orientation Index

Marketing Orientation Outlook Index
National Froductivity Institute
Firetoria-Witwatersrand-Vereeniging region
Republic of South Africa ‘

South African Foreign Trade.Organisation
Small Business Developﬁent Corporation

Seriousness Index

Simplification of Trade PFrocedures in South Africa

Success Indey

United States of America

United States (of America)

Vi i



TABLE OF CONTENTS

FAGE NO.

ABSTRACT i
DECLARATION ii
DEDICATION ' 1ii
FREFACE . iv
LIST OF ABBREVIATIONS ' vii
TABLE OF CONTENTS . viii
LIST OF FIGURES Mvi
LIST OF TABLES ' , ' Kvii
PART A @ BACKGROUND AND LITERATURE SURVEY 1
CHAFTER 1 -~ INTRODUCTION . 2
1.1 THE NATURE AND EXTENT OF EXPORTS IN
SOUTH AFRICA 2
1.2 THE BENEFIT OF EXPORTS TO THE SOUTH AFRICAN
ECONOMY i1
1.3 THE INCREASING SOFHISTICATION AND COMPLEXITY
0OF THE WORL.D MARKFET AND THE NEED FOR A
MARKETING ORIENTATION 14
1.4 THE LACK OF A MARKEETING ORIENTATION AMONG
' SOUTH AFRICAN COMPANIES 14
1.5 THE DBJECTIVES OF THIS STUDY 19
1.5.1 Main objective 19
1.5.2 Secondary objectives 20
1.4 FOSSIBLE IMFLICATIONS OF THIS RESEARCH 21
1.7 EXFECTED CONTRIBUTION TO KNOWLEDGE _ 24
1.8 SCOPE AND KEY ASSUMPTIONS ot
1.8.1 Scope of this study | 25

viii



FAGE NO.

1.8.2 FKey assumptions o 25
1.8.3 Limitations of the study | 246
1.9 ECONOMIC THEORY UNDERLYING INTERNATIONAL
TRADE 27
1.9.1 Comparative advantage and gains from trade 27
1.9.2 Economies of scale and productivity : 29
1.9.3 Differences in demand 30
1.9.4 Tariffs and quotasv =1
1.9.5 Foreign exchange 32
1.9.6 Balance of paymeﬁts (BoF) 4
1.10 ORGANISATIONS INVOLVED IN ASSISTING SOUTH
: AFRICAN EXPORTERS ' 35
1.10.1 Directorate of Export Trade Promotion (DEF) A5
1.10.2 South African Foreign Trade Organisation
(SAFTO) =7
1.11 SUMMARY 40
CHAFTER 1 : REFERENCES 41
CHAPTER 2 THE MARKETING CONCEPT | 44
2.1 INfRdDUCTIDN | 44
2.2 MARKETING DEF INED 4%
2.3 THE MARKETING CONCEFT 43
2.4 THE FOUNDATIONS OF THE MARKETING CONCEPT | S0
2.4.1 Consumer orientation - 55

2.4.2 Goal orientation =1

2.4.3 Integrated effort _ LS



2.5 EVOLUTIONARY BASIS OF THE MARKETING CONCEPT

2.5.1 Production orientation: 1900 - 1930

2.0.2 Sales orientation: 1930 - 1950

2.9.3 Introduction of the marketing concept and
marketing orientation: 1930 - present

2.6 FACTORS INFLUENCING THE ADOPTION OF THE
MARKETING CONCEPT

2.7 ARGUMENTS AGAINST THE MARKETING CONCEFT

2.8 SUMMARY

CHAPTER 2 : REFERENCES

CHAFRTER 3 - MEASURING MARKETING ORIENTATION
3.1 INTRODUCTION

3.2 THE MARKETING ORIENTATION OUTLOOK OF A
COMPANY 'S EXFPORT EXECUTIVE

3.3 MARKETING ORIENTATION MEASURED RBY THE
MAREETING MIX

3.4 SUMMARY

CHAPTER 3 : REFERENCES

CHAFPTER 4 — INTERNATIONAL MARKETING.

4.1 INTRODUCTION

4.2 INTERNATIONAL MARKEETING

4.3 FROBLEMS IN INTERNATIONAL MAREETING
4.3.1 International competifion

4.3%.2 Cultural differences

4.3.3 Language differences

FPAGE NO.

i
i

Lh
il

67

&8

78
78
78
81
81

84



4.%.4 Educational and literacy considerations
4,.3.5 The political environment

4.3.6 The legal environment

4.4 SANCTIONS

4.5 BEMNEFITS OF EXPORTING

4.6 INTERNATIDNAL MARKETING MANAGEMENT

4.7 . SUMMARY

CHAPTER 4 : REFERENCES

PART B : RESEARCH METHODOLOGY

CHARPTER 5 - RESEARCH OBJECTIVES AND HYPOTHESIS

5.1 | INTRODUCTION

5.2 THE OBJECTIVES OF THIS STUDY
S.2.1 Main objective

5.2.2 Secondary objectives

5.3 THE HYROTHESES

S.3.1 Main null hypotheses

S5.3.2 Sub hypotheses

CHAPTER S : REFERENCES

CHAPTER &6 - RESEARCH DESIGN

6.1 INTRODUCTION

b2 SAMPLE DESIGN

6.3 DEFINITION OF THE POPULATION
b.35.1 Export companies

6.3.2 The Western Cape

PAGE NO.
86
86
87

89

938
100

102

103
104
104
105
105
108
112
1135
113

114

115

117
117
118

120



CHAFTER

CHAPTER

~d
rJ
o
8]

Maﬁufacturing exporfers

THE SAMPLING FRAME

SAMPLING PROCEDURE

Active versus non—active exporters
Large versus small exporters

SAMPLE SIZE AND SELECTION OF SAMPLE
ELEMENTS o - N '

REPLACEMENT CONSIDERATIONS .~

6 : REFERENCES

7 - BUESTIONNAIRE DESIGN

INTRODUCTION

QUESTIONNAIRE DESIGN
fuestionnaire layout

The active questicnnaire.

The non—-active questionnaire.
fuestion wording

Types of questions

Recording respondenté’ answers
Semantic di449fen#ial'rating_5C§1e
PDi—- and multichotomous questiogs
Open—-ended qgquestions

RESPONSE INDICES

The Marketing Orientation Outlook Index

(MOOI)

The Marketing Orientation Index (MOI)

PAGE NO.
120

1"'.\"?

al i,

122
123

126

178
141
147
146
147

149



PAGE NO.

7.3.3 The Success Index (Sul) R C1E6
7.3.4 The Seriousness Index (Sel) 158
7.4 INTERVIEW FROCEDURE 159
7.5 THE PILOT STUDY ' 160
7.5.1 Report on the pilot study ‘ 161
CHAFTER 7 : REFERENCES 163
CHAFTER 8 - DATA ANALYSIS 164
8.1 INTRODUCTION | o 164
8.2 DATA PREFARATION . 164
8.2.1 Data editing | 165
B.Z.é Data coding _ 146
B.2.2.1 Coding of guestions 1646
8.2.3 Data tabulation 173
8.3 DATA ANALYSIS L 17%
8.3.1 Multiple regression and correlation analysis 176

g8.%.1.1 Reasons for wsing multiple regression

analvsis 177
8.3.2 Cross tabulation 178
8.%2.2.1 Reasons for using cross tabulation 179
8.3.3 Testing the difference of means between

groups 181
B.Z3.%.1 Reasons for using this test 181
8.3.4 Discriminant analysis 184

8.%3.4.1 HReasons for using discriminant analysis 184

¥iiid



PAGE NO.

8.3.5 The Delphi method S _ 18=
eS3uT.1l Reasons for using the Delphi method 1864
CHAFTER 8 : REFERENCES _ 188

FART C : RESEARCH FINDINGS, CONCLUSIONS AND

RECOMMENDAT IONS 190
CHAPTER 9 ~ RESEARCH FINDINGS 191
2.1 INTRODUCTION : 191
9.2 SIMPLE DATA DESCRIFTION _ 192
?.2.1 Section A in both the active and non-active

guestionnaires 192
?.2.2 Section B in both the active and non-active

gquestionnaires 193
.2.3 Section € in the active questionnaire only 194
?.2.4 Section C in both the active and non—-active

guestionnaires 19%
2.2.5 Section D in the active questionnaire and

section C in the non—active questionnaire 196
?.3 MULTIPLE REGRESSION ANALYSIS 202
2.3.1 To test the relationship between the

dependent variable Y (5ul) and the set of
independent variables X. to X. (MOOI, MOI,
Size and Sel) R2O3

?.3.2 To test whether there is a relationship
between each of the independent variables,
X. to Xa (MOOI), MOI, Size and Sel) and the
dependent variable Y (Sul) : 204
P33 Simple linear regression analysis of the
relationship between the dependant variable
Y (Sul) and the independant variable X.
(MOI) , 206

.2.32.1 To test whether a relationshib exists between

the dependent variables Y (Sul) and the
independent variable X. (MOI) 207

Hiv



2.4 DIFFERENCES IN MEANS TEST

Q.5 CROSS~TABULATION

F.6 DISCRIMINANT ANALYSIS

.7 THE DELFPHI METHOD

.7.1 Description of an active manufacturing
exporter

CHAPTER 9 : REFERENCES

CHAPTER 10 ~ CONCLUSIONS AND RECOMMENDATIONS
10.1  INTRODUCTION

10.2 CONCLUSIONS AND DISCUSSION

10.2.1 Conclusion to the main objective

10.2.2 Conclusions to the secondary objectives
10.2.3 A brief discussion of the Opperman study
10.3 RECOMMENDAT IONS

10.4 CONCLUDING REMARES

CHAPTER 10 : REFERENCES

AFFENDICES A — H

BRIBL.IOGRAFHY



LIST OF FIGURES

FIGURE

6.1

o
L

Strratification of the population.

)

Allocation of population elements to the
strata and corresponding population

proportions (in brackets).
Sample size and sample proportions
corresponding exactly to the population

proportions.

Sémple size and actual sample proportibns

selected for this study.
Separate guestion and answer sheets.

Comparison of the active and non—active

questionnaires.

Coding of semantic differential scaled

guestions.

wvi

PAGE NO.

128

ey
e

140

144

168



LIST OF TABLES

TARLE ' PAGE NO.

1.1 South Africa’s foreign trade in R billionms

- 1980 to 1986. ' =
1.2 The level of value-added in South Africa’s

eﬁport products (1285 figures). - 8
b.1 Outline of the research procedure. 1164
7.1 Guestion numbers in the non-active

auestionnaire corresponding to thévquestion

numbers in the active questionnaire. 145

9.1 The four main indices and their respective

average scores. ’ 192
2.2 The marketing oriermtation outlook index. 193
?.% The marketing orientation index. 194
2.4 The success index. 195
2.9 The seriousness index of the company’'s

management. 195

The multiple Fegregsion analysis results. 203

2.7 Calculations based on the multiple regression .
analysis results in Table 9.6. 204

2.8 An analysis of the relatiornship between the
dependant variable, Y {(5ul) and each

of the independant variables X. to Xs (MOOI,

MOI, Size and Sull. ' 205
2.9 Simple linear regression results. 206
?.10 Calculations basaed on the simple linear

regression analysis results in Table 9.9. 207
2.11 Test for equal variances (active vs non—active

exporters). 211
?.12 Test for equal means (active vs non—-active

exporters). ' 211

H¥wvii



TAELE . paGE NO.

9.13 Test for equal variances (large vs small). 212
?.14 Test for equal means (large vs small). 212
?.15 MOOI vs company turnover. 215
?.16 MOI vs company turnover. v 214
9.17 MOOI ve company profit or loss. | | 217.
?.18 MOI vs company profit or loss. ‘ ' L 217
.19 MOOI vs number of employees in the company. 218
.20 MDI vs number of employees in the company. - 218
Z.21 MOOBI vs regional or national domestic market. 219
2.22 MOI vs regional or national domestic market. 219
9.2%-MOOQI vs industrial or consumer products. 220
92.24 MOI vs industrial or consumer products. 220
9.25 MDOI vs position of export executive in

the company. 221
.26 MOl vs position of export executive in

company. 221
.27 MOOI vs whether the export executive has

attended any courses or seminars on

exporting. | 7 222
9.28 MOl vs whether the export executive has

attended any courses or seminars on

expor-ting. 222
9.29 Initial calculation of the F-ratios for the

variables MOOI, MOI, seminars and size. 224
.30 Stepwise discriminant analysis. ' 225
.31 Initial calculation of the F-ratios of the

variables MODI and MOI. 226
9.%32 Stepwise discriminant analysis. 227
9.7% Results of the Delphi method analysis. 228

®viii



FPART A

BACKGROUND
AND

LITERATURE SURVEY



CHAPTER 1
INTRODUCTION
1.1 “THE NATURE AND EXTENT OF EXPORTS IN SOUTH AFRICA

Although Southern Africa has been inhabited for some fifty
thousand years the first significant étep towards
industrialisation of the region began when, on the &é6th of
April 1652, Jan van Riebeeck, an officer.in the service of
the Dutch East India Cohpany, arrived in Table Bay with
instructions to develop a vegetable and fruit farm to
replenish Dutch ships on route to the Far East (Spilhaus

1966, p.1).

These early trading activities may be seen as a simple form
of exporting and it is interesting that exports can be
identified at this early stage in the development of modern

South Africa.

Today, some three hundred and thirty-six years later, the
economic future of South Africa relies Heavily on the growth

of its export sector (Clewlow 1987, p.3).
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In 1986, total South African foreign trade? amounted to just
over R&67.3 billion. This represented 52,6 percent of Gross
Domestic Product (GDF) which was R127,9 billion in the same
year. Exports alone (R41,8 billion) represented almost 32,7

percent of GDF and the net surplus on the current account

totalled R7,2 billion (see Table 1.1) (S.A. Reserve Bank

Quarterly 1987, p.é63).

These figures support the assertion that South Africa has an
open’ economy and is therefore influenced quite considerably
by its foreign trade (ﬂatthews 1987, pp;ED - %1 and
McCrystal 1987, p.1). This economic interdependance of
South Africa with the rest of the world is not likely to
abate, as foreign trade tends to grow with a country’s

industrial development (Matthews 1983, pp.157 - 173).

Because of this critical role that exports play in the South
African économy, growth in exports is considered to be of
particular importance (Freece 1987). Clem Sﬁnter, for
example, suggests that the export ot manufactured goods is a
corner stone of South Africa’s future growth potential

(Sunter 1987 pp.88 — F0).

e eeare e veoe svant e socn 00 i s o S S0 a3 soed £e0m8 S STom o T o e ey e e S T S e St s S T Cuar e s T e i T S I S I ST R I ST SR N SRS IT IR AM AN IR Im I ET
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1. Excluding service receipts and payments.
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While merchandise exports have shown a dramatic increase in
value over the past 3 to 4 years (from R10,2 billion in 1983
to R25,1 billion in 1986 - see Table 1.1), if one considers
that in the same period, the average annual inflation rate
(reflected in the Consumer Price Index (CPI)) was 14,7
percent and that the U.S.dollar/rand exchange rate fell by
more than 50 percent, this growth in the value of exports

seems less dramatic.

In comparison, the seasonally adjusted export volume indices
only indicate an 11 percent growth in exports since 1980,
representing an average annual growth rate in Eﬁport volumes
of less than 1,8 percent. Considering the large fall in the
value of the rand compared with the U.S.dollar (more than &%
pefcent since 1980), which should have resulted in far
greater volumes because of lower eﬁport prices, export

performance has been qguite poor.

It should be kept in mind, however, that trade sanctions
have been introduced against South Africa since the second
half of 1985, and these have no doubt had an effect. Almost
illogically, the greatest increase in export volumes since
1980 occurred just prior to and after the introduction of
sanctions (a 17,1 percent increase from 1984 to 1985 and a
3,8 percent increase from 1985 to 1986), albeit from a lower

base than in 1980.



‘Table 1.1 South Africa’s foreign trade in R billions - 1980

to 1986.¢
T 1984 1985 1984 1983 1982 19@1 1980 :
i iR i R t R i R i R i R I
E Nerchandise exports f 5,1 (24,9) E 20,1 (?5,8) 5 12,9 26,5 f 10,2 {1,0) E 10,1 (5,2) f %6 2,0 | 9,8 f
; Net gold exports ; 16,7 1,1 ; 15,9 (32,5 ; 11,7 (18,2) ; 9,9 (15,1) ; 8,6 (3,6) ; 8,3 (17,8) : 10,1 ;
y ' ! ' ' ' ' ' :
; Total exports® ; 41,8 (17,4) ; 35,6 (44,7) ; 4.6 (22,4) ; 2,4 7,0 ; 18,7 (4,5) ; 17,9 (—lO,l)v; 19,9 ;
; Merchandise inpurts'; 25,5 (10,4) ; B4 (7,8 ; 24,5 (35,2) ; 15,9 (-11,7) ; 18,0 (-0,6) ; 18,1 (27,5 ; 14,2 ;
; Tatal foreign trade’; 67,3 (14,1 ; 28,7 (27,3 ; 4,1 (28,1 ; 35,0 (-1,9) ; 3,7 (1,9 ; 3,0 (5,8) ; .1 ;
i i H : ' ' H ! :
; Net service payants ; 9,9 ; 1,3 E 5,7 V4,7 I 14,3 {3,214
; Current acc balance ; 1,2 ; 3,9 g 2,2 % 0,1 ; -3,4 g -4,1 ; 2,8 ;
; 60P ; 127,9 (16,1) ; 110,2 (13,1) ; 9,4 (16,9 ; 83,3 (14,1) ; 73,0 {10,1) ; 6b,0 (13,8) ; 5,0 ;
; Export voluse index ;'lll,l ; 107,3 ; 90,2 ; 81,9 ; 91,3 ; N, ; 100 ;
i (gold excl) 19BO=1005 f 3 3 f E E f
; Export voluee index ; 102,8 ; 104,9 ; 96,9 ; 89,1 ; 94,2 ; 94,2 ; 100 ;
i (gold incl) l980=100f E E E 3 f E E
; Total foreign trade ; 32,6 ; 93,3 ; 41,3 ; 43,2 ; 9,3 ; #,3 ; 4,8 ;
iasalof 60P i | i i i : ! i
; Tot exp as % of 6DP ; 32,1 ; 32,3 E 2,3 ; 24,1 ; Byb ; a4 ; U3 ;
! Tot inp as 1 of 60P 2,0 21,0 2,1 19,1 %7 27,4 : 2,5
$/R exchange rate ' 0,84 (-2,2) 0,45 (-33,8) 0,68 (-24,8) 0,90 (-2,2) 0,92 (-19,3) 1,14 (10,9 1,28;
': Ave increase in cw; 18,6 ‘ 16,2 1,7 12,3 14,7 15,2 oy

(5.A. Reserve Bank Quarterly 19287, pp.&5S - 108)
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The figures in the brackets represent the percentage
increase over the previous year.

Rand values unless otherwise indicated.

Excluding service receipts.

Excluding service payments.

Excluding service receipts and payments.

% = Y.S.dollar.

Percent increase per annum.
Because 1980 is the base year for this table, no
percentage increase over the previous year is indicated.
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Ferhaps the reason for this can be explained as follows:

a. A stock-piling of me#chandise:from South African
suppliers by overseas importers in view of the expected
sanctions announcements, especially considering the
attractively low (for the foreign impdfter) value of the

rand.

b. A throughflow of existing supply contracts from 1984 and
1985 which were allowed to run their course after the

introduction of sanctions.

Besides this relatively poor export performance, if one
looks at the nature of South African exports, it becomes
apparent that a large percentage of these exports are either
mining or agricultural? products (63,7 percent of total
exports including gold, or 36,8 percent excluding gold)
(Bulletin of Statistics 1986, pp.?2.5, 9.7 and 92.9). This

fact alone is wortrisome. It indicates;

a. BSouth Africa’'s reliance on gold esxports. This

dependance on a single, commercially volatile

—_—— L R R N I N N N N NI S, T S N R ST S I s T S TN I I ST N e e

i. Including products of the fishing industry.



product does not augur well for South Africa‘s future .
growth. The economy is tied too closely to the
international gold marﬁet and flqctuationé in this
market have a direct and considerable impact on the

South African economy.

b. South Africa’s general reliance on primary products.
Developed nations are users of primary products and
exporters of finished value~édded goods. If South
Africa wishes to enter the league of developed nations
it should place greater emnphasis on higher value-added

goods (Sunter 1987, pp.B% -~ 86).

0f concern is the fact that only a small part of South
Africa’s manufacturing exports consists of high value-—-added
products. This point is highligbhted if one divides South
African exports into primary proncts, low value—added
manufactured products and high value-added manufactured

products.

In Table 1.2 those export products that are commonly
classified under the heading of manufactured goods have been

further divided into two groups, namely low value—added



Table 1.2 The level of value-added in South Africa’'s export
products (1985 figures).

! Primary | Low i High '

{ product | value-add { value-added |

' (R)m | product (R)m! product (R)m!
i Inedible raw materials ' i i :
i Hides and skins H 177 ! ! H
{ Coal 3127 ! ! !
{ Metal ores i 1318 H i H
! Wool ! £77 ! ; :
{ Dther raw materials i 1272 H H H
H H : ' !
i Food, beverages & tobacco ! i d d
{ Beverages and tobacco i H 46 H '
! Fruit H 697 ! H {
! Other food and livestock | : 94 : '
H H } ! :
! Animal/veq oils and fats | ! 74 H !
H : ' H 1
{ Chemicals H H 1016 : !
H ' ! H H
{ Manufactured goods i ! ! !
! Textiles H H ' 234 H
! Rough diamonds H H 1745 H H
{ Cut and polished diamonds ! H ' 390 !
i Metals and metal products | i 4020 b '
' ! ' H H
i Machinery/transport equip ! i i 903 '
! i H ! !
{ Miscell manufd products H ! ! {
i Clothing _ H : ! 118 t
i Other manufd products H H H 827 '
] ] ¥ [} (]
i Unclassified (incl arms) : : 3200 {
H H H H !
H Sub-total V7268 H 7895 H 5672 !
t 1 ] ] 1
] ] 1 1 ]
i Gold bullion and coins V15447 H H !
1 1] H ] ]
} Total i 22735 ! 7895 ! 5672 H
{ Percentage of total expts | 62,6% | 21,8% i 15,6% :
i Total exports 1 36302 H

(Bulletin of Statistics 1986, pp.9.5 - 9.7)



manufactured products and high value-added manufactured
products. The primary product column includes both mining

and agricultural products.

The classification of low and high value—addéd products was
determined by the writer. Although there may be some
disagreement with this classification, its main»purpose is
to support the contention that South Africa does not export.

enough high value—added products.

Products from the chemical industry, for example, are
classified as low value—added as they are usually used in
subsequent manufactuwring processes. This is also the case
with metals and metal products. The semi-—-ptrocessed steel
products manufactured by Iscor are indeed "manufactured
goods’, but they are then exported overseas where other
countries add a great deal of further value to the steel to

produce finished products.

Ratcliffe (1983, pp.127 -~ 136) suggests that South Africa’s
manufactured exports are closely tied to its natural
resources. Processed food products and basic metal and
chemical manufactures (all relatively low value-added
products), represent well over two thirds of all exports of

‘manufactures.



With a few exceptions, she adds, exports of manufactures are
low in relation to domestic manufactures. Exports in 1980
only represented approximately 15 percent of the sales of

local manufactures.

It is clear that South Africa will have to focus greater
attention on the export of higher value-added products?® in

order toj

a. break her reliancelon volatile primary products;

b. maintain employment opportunities within her borders;
and

Ce. utiiize the opportunity to earn foreign exchange which

is being lost to countries abroad.

An illustration of the problem that exists can be seen by
Iscor ‘s exports of steel to Taiwan (at greatly reduced
prices) and the subsequent import of bicycles from Taiwan at
prices with which the South African manufacturer cannot
compete, because of the relatively high domestic price of

steel supplied by Iscor.=?
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1. This consideration is acknowledged by Government. In
the recent ‘White Paper on Industrial Development
Strategy in the Republic of South Africa’, the following
point was noted: "Greater export assistance for industry
than for the primary sectors of production is
Justified” (1986, p.18).

2. This scenario was described to the writer by Mr M
Gahagan, Managing Director of Bartons (Tvl), South
Africa’s leading supplier of metal tubing products.
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In the above discussion, the nature and extent - of exports

within the South African’ecohomy was examined. It is

equally important to understand the benefits of exports to

the economy as a whole.

1.2 THE BENEFIT OF EXPORTS TO THE SOUTH AFRICAN ECONOMY

Exports benefit the growth of the economies of most

countries for the following reasons: .

Exports are a means of money-creation. Foreign earnings
are new inputs into the money supply equation (Goedhuys

1978, p-28 and Samuelson 1980, p.306).

A gfowing export sector contributes to the creation of

new jobs within the economy {(Reynders 1972, p.%94).

Exports increase the demand for the country’s currency,
which in turn contributes to a healthy exchange rate and

a stronger currency (Lipsey 1979, pp.643 — 647).
Exports increase a country’s productivity and

competitiveness because of the exposure of companies to

international competition.

11



e. In developing countries where technology needs to be
imported to maintain industrial growth (such as is the
case in South Africa), exports represent a means of

compensating for import payments (Meyer 1979, p.1l).

In South Africa, the role of exports is equally important.
As Messrs H J J Reynders and J € van Zyl (19469, p.93)
observed:
"The country has evidently reached a ... stage of
growth ... in which exports will have to play a more
important role in the growth process [of South
Africal.”
D J de Villiers (198%, p.5), a previous Minister of Trade
and Industry, supported the above statement when he said:
"It is essential,... that our exports — particularly
of secondary products —- be dramatically increased,
if we are to create more employment and show
consistent economic growth in the years to come. An
increase in exports is also essential for a strong
currency and a healthy balance of payments."
The findings of the recent White Faper on industrial
development strategy in the Republic of South Africa also

emphasise the importance of exports within the South African

economy (White Paper. 1986, p.16). These findings are:



Import replacement [as an alternative to export
promotionl has decreased in significance as a growth
tfactor and is accompanied by increasing problems and

costs.,

Al though the local demand for industrial products Qill
probably be a very important growth factor in the long
term, it could be subjecf to certain restrictions in the
short and medium terms [largely because of limited
sizel. Increasing export markets can be seen as a
possible solution fo this problem by incfeasing mar ket

opportunities for industrial concerns.

The availability of foreign capital for industrial
development has become less certain owing to economic
and political factors. Foreign earnings through exports

are a way of filling this qgap.

Euports of industrial products can make a substantial
contribution to increased economic growth, employment
and the improvement of the Balance of Fayments (RofF)

without contributing to inflation.



In addition, South Africa’s net foreign liabilities have
increased from approximately R13 billion in 1980 ta‘alhost
R50 billion in 19846. The surplus of exports over imports
has helped considerably in reducing this debt over-the past
two years (the 1986 debt figure, for example, was R10
billion less than in 1985, paid for mainly out of the EDP

surplus) (S5.A. Reserve Bank Quarterly11987, p.78).

The above points outline the value of exports to the South
African economy. Besides the benefits to the economy at

large, exports also benefit individual companies.

These benefits, however, will be elaborated on in Chapter 4,

section 4.5.

1.3 THE INCREASING SOPHISTICATION AND COMPLEXITY OF THE

WORLD MARKET AND THE NEED FOR A MARKETING ORIENTATION

The world market is becoming increasingly sophisticated and
complex. Satellite communication, tecﬁnology, aggressive
competition, consumerism, social awareﬁess, improved living
standards, cémputerisation and world events (for example,
the Gulf war), are all factors that have contributed to this
situation (0'Reilly 198%, pp.l; - 12 and Suchard 1983,

pPp.75 — 79).
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It is not possible for firms to take their ‘home-grown’
products and to simply sell them abroad. It is necessary
against this backdrop of market sophistication and
complexity, to satisfy the exact wants and needs of the
consumer (the ultimate goal of marketing), against overseas

competition who are striving to do the same.

Sophisticated and complex international markets require the
South African firm, indeed any exporting firm, to be

properly equipped with a plan of action whichg
a. 1is based on information about the target market;
b. integrates all the resources of the firm;

c. orientates the effort of the firm towards satisfying the

wants and needs of the foreign consumer; and

d. is directed towards achieving the profit objectives of

the firm (McDaniel 1979).

Such a plan of action is characteristic of a.marketing
orientated firm and, in the writer  's opinion, is essential
if South African exporters are to achieve greater success in

international markets.
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1.4 THE LACK OF A MARKETING ORIENTATION AMONG SOUTH AFRICAN

COMPANIES

Studies undertaken in South Africa indicate that companies
generally lack a marketing orientation. Almost fourteen
years ago, in her doctoral thesis, Van der Merwe (1974,
p.347) observed that;
"...the average marketing orientation outloock...is
not high...fandl is rather mediocrea"
A year later, Prassas (1975, p.197) in his MBA dissertation
suggested that;
"...the degree to which at present the marketing
concept is adopted and implemented by...companies in
South Africa is rather low"
More recent studies indicate that the situation as far as

marketing orientation is concerned, has not improved.

In a paper presented by Abratt (1984, pp.llé'— 120) on the
marketing orientation of industrial companies, he suggests
that while these companies appear to be more marketing
orientated than in the past; marketing has still not vyet

found a formal footing.
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Norman Blem (1984, p.38), a former national vice—-president

of the Institute of Marketing Management, writes that;

"Often considered to be a more glorified name for
selling, and poorly practised by some, marketing to
many remains nothing more than an incomprehensible

It is interesting to note that the situation overseas does
not appear to be better. A survey of 128 European companies
uﬁdertaken by the European Strategic Marketing Institute,
indicates that marketing is little more than good intention,
although there appears to be a recent resurgence of an
accepténce of the marketing philoseophy among corporate

executives (Larreche, Fowell and Ebeling 1987, p.79).

As far as marketing in the field of exports is concerned,
the Commission of Enquiry into the Export Trade of the

Republic of South Africa found that;

".eathere seems to be a general lack of appreciation
of the fact that in modern dynamic marketing the
products designed, manufactured and sold are those
wanted and preferred by consumers" (Reynders 1972,

P-553).

All of the above statements suggest an insufficient
marketing orientation among South African businesses. The

writer ' 's research supports this assertion.

17



As an export trade advisof in the Department of Trade and
Industry (DTI), it is the writer’'s function to assist neﬁ as
well as established exporters to find markets for products
and to overcome any problems they may be experiencing in

their export endeavours.

Over the past three years, the.writer'has been involved with
more than 1 000 companies in the Western Cape and it has
‘become apparent during this time fhat these companies
{especially the manufécturing companies) are generally not

marketing orientated.

At the same time, it also became apparent to the writer that
only a few of those manufacturing companies investigating
export markets, ever actually achieve succeés in these
markets. The writer suggests that this poor export success
rate is largely due to the general lack of marketing
orientation among these companies (which implies a
relationship between marketing orientation and export

sucecess) .

If this is so, a serious problem exists. No country can
afford its exporters to perform poorly, since failure has an
economic cost attached to it in terms of money wasted and

potential revenue lost.
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potential revenue lost.

In view of the important role that exports play in the South
African soonomy, the writer believes it is maessary to
undertake research into the export sector in ordef to
understand the nature and extent of the export industry and
-to examine the various relationships that are believed to
exict.
This particular study is intended to add to the research
that has already been undertaken in this field, by primarily
examining a possible relationship between marketing

orientation and export success.

1.5 THE OBJECTIVES- OF THIS STUDY

1.5.1 Main abjective

1. This study aims to establish whether a relationship

exists between the marketing orientation of an export

company?® and the company’'s success in exports.

1. In this section, where the term ‘export company’ is
used, it should be understood to mean ‘export
manufacturing company’
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1.5.2 Secondary objectives

To examine‘whether the variables company Size and the
Seriousness of the management of a company towards its
exports (measured by the emphasis, cammitment‘and budget
allocated to these exports), influence the company’s

success in exporting.

To develop a definition of an ‘active exporter’ using the
Delphi method which would then be used to classify export

companies as either active or non-active exporters.

To develop a model using discriminant analysis which can be
used to predict the potential that a new export company has
of falling into either the active or non-active export

groups, depending on certain selected variables.

To establish whether the marketing orientation of the
company, as well as the seriousness of the company’s
management towards exports, is greater for large export

companies than for small export companies.
To examine whether a relationship exists between the

company ‘s marketing orientation and certain

selected variables:
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7. To examine certain variables considered to be relevant

to and to influence the export process.

The abovementioned objectives will be expounded upon in

CHapter 5, section 5.2 of this study.
1.6 POSSIBLE IMPLICATIONS OF THIS RESEARCH

I¥f a link can be found between export success and marketing
orientation, then by focusing on the marketing activities of
expoft companies, these companies could be encouwraged to
become more marketing orientated. This should result in an
improved export success trate which in turn should have a
marked effect on the South African economy as a whole.
Greater success in exports could mean a more stable economy,
improved foreign exchange earnings, less unemployment and

generally a more efficient and prosperous economy.

Because the DTI controls the registration of new exporters
and administers a series of export incentivé échemes, it is
in a good position to encourage export companies to
introduce a marketing perspective to their export
activities. FPerhaps incentives which reward firms that
embrace a marketing approach, as well as additional training

programmes, could be introduced.



Certainly the services of the DTI and of the South African
Foreign Trade Organisation (SAFTO) could give Qreater
attentiqn to the marketing needs of export companies; whilev
SAFTO could more aggressively promote its export mgrketing
training courses.

(
It is important to mention that both the DTI and SAFTO do
appreciate the value of marketing as a contributor to
success and consequently‘provide services and incentives

that are intended toj;

a. encourage export companies to follow a marketing

approach; and
b. assist export companies in their marketing activities.

The writer is doubtful, however, whether existing services
and incentives are sufficient in themselves in the light of
the apparent lack of marketing orientation amongst
exporters, especially in view of the vital role that exports
play in the Soﬁth African economy. Part of the solution
could be better communication of existing services and

incentives to exporters.
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Furthermore, if variables can be idenfified that will assist
the DTI in predicting the potential of success of a new
export firm, this will enable the DTI tb allocate its
services and incentives to new exporters more eftficiently

than is presently the case.

This study will be one of the first attempts to examine the
extent of marketing orientation specifically amongst
export firms and should reveal useful general information

about the population of Western Cape euporters.

A recent study by Dppe%mann (1986) also looked at marketing
prientation amongst export firms, focusing on industrial
companies. He concluded that the companies incorporated in
" his study were generally marketing orientated. These
findings appesar to be in contradiction to the assertion by
the writer that export companies are generally not marketing
orientated. It should be noted, however, that Opperman used
a sampling frame selected from SAFTO's membership lists.
Since SAFTO s membership tends to be skewed towards larger,
more successtful companies, it is argued that Opperman’s
findings are likely to be biased. Indeed, he himself

remarks that these companies do not reflect South

o
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Africa’'s complete production and export potential.
Nonetheless, the results are interesting and will be

addressed in Chapter 10, section 10.2 of this study.

1.7 EXPECTED CONTRIBUTION TO KNOWLEDGE

This study will attempt to measure a company’s export.
success, the seriousness of the company’'s management towards
gxporting and the extent of its markéting orientation. The
findings should provide an insight into the way in which

South African companies approach their export endsavours.

The study will hopefully also provide valuable information
to support the link between marketing and business success,

albeit in the field of exporting.

In addition, the outlook that ewport executives have towards
the CDﬂStituehtE of the marketing concept and the
consideration that export companies give to each of the
glements of the marketing mix Qill be examinecd. This
infmrmation will add to the body of marketing knowledage that

exists in South Africa.

Various statistical technigques will be used, in particular

discriminant amalysis and the Delphi method. The results
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obtained will provide an insight into the usefulness of

these technigues.

Finally, it is expected that useful information of a general
nature will be added to the limited pool of knowledge that

exists about exporters and exporting in South Africa.
1.8 SCOPE AND KEY ASSUMFTIONS
1.8.1 Scope of this study

For reasons discussed in Chapter 6 (section 6.3), this study
is confined toj;

a. registefed export companies:

b. manufacturing companies; and

€. the Nestern'Cape.

1.8.2 Key assumptions

The following assumptions sﬁould be bormne in mind:

. &. As thé records of exporters registered with the regional
office of the DTI are to be used for the sampling frame

in this study, it is an assumption that these records

are complete, current and reasonably accurate.



b. This study does not include non-registered exporters.
It is assumed that the group of non—-registered exporters

is so small as to be insignificant.

C. It is further assumed that the information supplied by

respondents is reasonably accurate and reliable.

1.8.3 Limitations of the study

Certainly a major limitation of this study is that itvonly
targets on manufacturing exporters.in the Western Cape. The
largest part of South Africa’s manufacturing sector is
located in the Pretoria-Witwatersrand-Vereeniging (FWV) area
(Dagut 1983, pp.202 - 204) and is consequently not included
in this study. This must be seen as a serious limitation,

esbecially if the results can be eupected to differ.

Another limitation is that the study, because of practical
considerations, excludes the group of non-registered
exporters, even though this group is assumed to be quite

small.

An additional limitation common to most studies is that by
the time the study has been completed, some of the

statistics and other information will have dated.



1.9 ECONOMIC THEORY UNDERLYING INTERNATIONAL TRADE

Before ending this introductory chapter the writer feels
that it would be appropriate to discuss briéfly those
economic concepts which play an important role in
international trade, in order that the mechanics behind

South Africa’s export trade be more easily understood.
1.9.1. Comparative advantage and gains from trade

The principlé of comparative advantage is the basis for
specialization into trades and occupations and is of great
importance in the theory of international trade. It
suggests that no matter how developed or under-—developed a
country is, there will always be gains from trade by
specialising in the production of goods in which the country
is relatively more efficient than its potential trading
partner (Locke Anderson, Futallaz and~Shepherd.1983, pp.714

Recause of its vast mineral resources, South Africa has a
significant comparative advantage in its mining industry
&Sunter 1987, p.8é). In addition, a large pool of

relatively cheap labour, as well as an abundant supply of

mining and agricultural raw materials, may contribute to a



comparative advantage existing in the manufacture of certain
products incorporating these resources (for example, iron
and steel products (Kotze‘1965, pp.129 - 138 and Ratcliffe

1983, p.153).

Sunter (1987, p.87) also lists other comparative advantages

that South Africa has. These areg |

a. a good infrastructure:

b. relatively cheap power;g

c. 1its position on an important trade routej

d. the benefit of gold for bilateral trade swops;

e. sophisticated financial services;

f. an ability to handle large projects such as Cobora
Bassa;

g. its proximify to African markets; and

h. medical expertise.

An interesting observation made by the ‘Commission of
Inquiry into the Export Trade of the Republic of South
Africa’ in 1972, was that there was no specific industry in
the manufacturing sector which enjoyed an outright

comparative advantage (Reynders 1972, p.216).



1.9.2 Economies of scale and productivity

Increasing economies of scale enable countries to specialise
in the production of certain products which may then become
more competitive internationally because of falling prices
resulting from decreasing production costs (Samuelson 1980,

p.631).

It is the writer 's experience that even with a weak rand,
many- South African exporters find it difficult to match
competitive prices abroad because of the economies of scale

and high levels of productivity that exist overseas.

South Africa is also in a position where it cannot benefit
from its own economies of scale because of a relatively
small domestic market. This situation is aggravated by a
geographically fragmented market, lack of standardisation
(an excellent erxample of this is the motor industry with its
proliferation of makes and models), and an economically poor
surrounding market in the Eest of Southern Africa (Reynders

1972, pp.411 - 413).

One way to benefit from economies of scale in South Africa
is to export and to achieve greater volumes in this way

(Kleu 1983, p.192).



As far as productivity is concerned, South Africa has one of

the poorest records in the developed and near—devel oped

world (Reynders 1972, p.380). The National Productivity

Institute states that:
“Compared to its major trading partners, however,
this country [SAl shows up pretty poorly - and
that ‘s where we lose competitiveness. Since the
war, growth in almost all our trading partners has
come overwhelmingly from productivity gains. In
South Africa, the reverse is the case..." (National
Froductivity Institute Survey 1985, p.é&).

1f South Africa is to succeed in international markets,

attention will have to be given to improving both

productivity and economies of scale.
1.9.3 Differences in demand

Consumer demand differs from village to village, from city
to city and especially from country to country. Differences
in demand result from, amongst others, imbalances in
technology and resources and from differences in levels of
education, dietary requirements and cultural backgrounas

(Samuelson 1976, p.b32).

The peculiarities of consumer wants and needs go a long.way
in shaping the trade of nations. For example, before South

Africa built her own nuclear power plant, nuclear reactors

i
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were being used commercially overseas. Consequently, there
was a demand for uranium from South Africa to be used in
these nuclear reactors, even though>80uth Africa had no need
for the uranium at this early stage ftor her own nuclear

plant.
1.9.4 ' Tariffs and quotas

Tariffs may be imposed either to prohibit trade or to earn
revenue, but in both cases, they are considered as barriers

to trade (Matthews 1987, pp.12 - 1%).

Tariffs imposed by a country have the effect of increasing
the price of a product imported into that country and thus

making the product less competitive (Lipsey 1979, p.&659).

This is the case, for example, with South African exports to
the European Economic Community (EEC). No tariff bérrier
exists between EEC member nations, but significant tariffs
are imposed on non—members such as South Africa. South
African exports may consequently be less éompetitive when
sold in the EEC in competition to member nations. The EEC
is South Africa’s largest export market (éAFTO Exporters,

1987) and therefore these trade barriers have an important
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influence on South African exports. It is difficult to
measure the impact of trade barriers as it is énly when they
are removed that any subsequent improvement in trade

reflects the influence of the trade barrier.

A quota has a similaf prohibitive ef{ect.’ 1t sets 1imits on .
the amount (value or volume) of products'in ;ertain |
categories that may be imported into a country. The
limitation may be placed on é certain type of good aor on
goods from a particular country, the objectiQE being either
to protect local induétry or to preéerve foreign exchange
{Grubel 1981, p.141). The United Kingdom, for exémple,
places a quota on the value of cotton goods that is allowed

entry from South Africa.

1.9.5 Foreign exchange

To facilitate trade, a market has been established where
individuals, firms and countries can trade one currency (or
unit of value) for another (Goedhuys 1975, pp.;éa - 130).
This market has developed into a complex and sophisticatéd
trading arena where currencies can be bought and sold

(Culyer 1985, p.514).
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The exchange rate reflects, by way of the mechanism of
supply and demand, the relative purchasing power of the
various cuwrrencies when compared with each other (Samuelson.

1976, p.b10).

In the pfesent volatile world economy , various political,
economic and social.issues may distort the eﬁchange rate..
This has beén_the case in South Africa where the fluctuating
gold price, political unrest, poor economic performance and |
highuinflétion has affected exchange rates, with the result
that until about 1980, 1.2 U.S. dollars were equal to one
rand (S.A. Reserve Bank Quarterly 1986, p.8BO). Today the
value of one rand stands at approximately 0.5 U.S. dollars.
Goods in South Africa have, therefore, become relatively

cheaper in terms of the U.S5. dollar.

The exchange rafe mechanism plays a vital role in
international trade and it is of particular importance to
the exporter. I+ a South African exporter intends to sell
his gdods abroad, he would prefer to be paid in rands. The
importer must therefore buy rands on the foreign exchange

market in order to pay the South African expdrter.

A
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I¥f rands are ‘cheap’, the U.S5. importer can obtain
relatively more rands for his dollar and this has the effect
of making South African products less expensive and

therefore more competitive abroad.

In this manner, the exchange rate is a vital link in the

pricing mechanism for goods intended for overseas markets.

1.9.6 Balance of payments

The balance of payments of a country represents an
accounting schedule of the state of its international
receipts, payments and capital flows (Heyne and Johnson
1976, p.647). Unlike the other economic concepts diséussed
above, the balance of payments is not a structure for
international trade but merely reflects the state of a

country’'s foreign trade (Matthews 1987, p.41).

This accounting schedule includes all gbods and services
purchased from and sold abroad; all loans to and borrowings
from overseas countries; as well as all gold movements;
tourist expenditures (domestic and overseas) and interest
and dividends received or paid abroad (Samuelson 1980,

pp.-614 — 617).
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1.10 DRGANISATIDNS.INVOLVED IN ASSISTING SQUTH AFRICAN

EXPORTERS

In South Africa there are a number of DrganisationsAthat
play an important role in assisting companies who are either
preparing to export or Who are looking at expanding existing.
markets abroad. As such assistance may»affect the overail_
strategy of an exporter, it is necessary to examine the

services that these arganisations offer.
1.10.1 Directorate of Export Trade Promotion (DEP)

The DTI is the major organisation involved in promoting the
development of the South African export sector. More
specifically, it is the Directorate for Export Trade
Fromotion (DEF) within the DTI that is charged with the
function of promoting exports. It has some 36 trade offices
in 27 countries, 3 regional offites and its Head Office is

situated in Pretoria (White Paper. 1986, p.16&6).

As far as the promotion of exports is concerned, the DEF

assists exporters in two ways.
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First, there is a programme of financial incentives intended
to help registered exporters breach new markets or expand
existing markets abroad. These incentives encompass two
areas. The first area is to assist exportefs in reducing
manufacturing or production costs anq the second is to help

them cover some of their marketing overheads.

Second, in addition to the fihanéial iﬁcentives, the DEF
assists exporters by proviaing them with mar ket information.
The overseas trade offices will, for example, undertake a
survey into a particular market on request of the exporter
or provide specific information which an exporter may

urgently require, such as import duties.

The overseas tréde commissioners also gather information on
market opportunities within their purview on an ongoing
basis. Furthermore, should a prospective exporter undertake
a vigit abroad, the trade offices will assist wherever it is
possible. This assistance may include arrangment of
appointments with and introductions to prospective importers

abroad.

The DEF also organises South African pavilions at various
international trade fairs and produces a magazine for

overseas distribution. This magazine offers an opportunity



for South African exporters to advertise their products.‘ A
computerised service that matches South African export
products with potential overseas importers is another

service offered by the DEPF.
All the services of the DEP are free of charge.

While it is not a function of the DEFP to undertake the
actual mérketing or selling of products abroad, there are
certainly a number of services which exporters can make use

of to facilitate their own marketing efforts.
1.10.2 South African Foreign Trade Orqganisation (SAFTO)

SAFTO is a private company established in 1963, financed
partly by membership and consulting fees and partly by
subsidy received from the DTI. Membership in 1987 consisted

of 1465 companies.

Its corporate mission, as set out in its annual report is

to;

. ..be South Africa’s one—stop international
business development organisation, providing a
complete range of export services to help South
African companies build up their foreign business
capabilities" (S8AFTO 24th Annual Report, 1987).



SAFTO's activities cover the following areas:

3.

Export marketing consultancy, including market
selection, trade fairs, industrial market research and

small exporter development programmes.

Export administration, including export costing and
pricing, documentation handling, payment finance, export

incentive claims and export management systems.

Foreign market intelligence, including desk research,

market data and country surveys.

Publications, which include specialised export
directories, exhibition catalogues, educational export
handbooks, advertiéing magazines and information

circulars.

Training and education which includes courses in
marketing, export administration, forms.handling, export
awareness and motivation drives. A three year
correspondence diploma course in export management is on

offer by SAFTO in 1988 for the first time.



f. Liaison with public authorities and the private sector
on export matters and opportunities.

(S6FTO 24th Annual Report 1987)

Although SAFTO operates on a membership basis, certain of
their services are available to non—-members as well, on an ad

hoc basis.

A number of other organisations also exist that are in a
position to assist the exporter to a greater or lesser

extent. These organisations includej

a. the Credit Guarantee Insuwrance Corporationg

b. the Industrial Development Corporationy

C. the Small Business Development Corporationg

d. commercial banks;

e. clearing, forwarding and shipping companies; and

f. wvarious private export management consultancies.
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1.11 8UMMARY

In this chapter, the importance of'exports to the South
African economy was emphasised, as well as highlighting the
numerous benefits of exporting. Without a doubt, exports

will play a decisive role in South Africa’s future growth.

It is hypothesised that South African expoft'companies

generally lack adequate marketing orientation.

It is further hypothesised that if exporters become more
marketing Drieptated, they will achieve greater export
success. This argument, however, implies a link between
marketing orientation and export success and it is this
relationship between these two variables that this study

intends examining.

This chapter also provides a sketch of a few economic
concepts that underiie international trade, as well as
briefly highlighting the services of the DEP and SAFTO - the
two organisations that play a pivotal role in assisting

exporters with their endeavours.
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CHAPTER 2
THE MARKETING CONCEPT

2.1 INTRODUCTION

In Chapter 1 the writer suggested thét.there'is a need fof
South African export companies to become more marketing
orientated and that South African exporters generally lacked.

such.an orientation.

Before this assertion can be tested, however, it is

necessary to examine what constitutes marketing orientation.

In her study, Van der Merwe (1974, p.72) suggests that the
marketing orientation of a firm represents an attitude or
pattern of conduct which denotes a disposition towards
implementing the precepté the marketing concept puts

forward.

The marketing concept can consequently be seen as the basis
upon which marketing orientation is founded. In this
chapter, therefore, the writer examines the marketing
concept. It is appropriate, however, to begin with a
general definition of marketing.

,
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2.2 MARKETING DEFINED

The term markéting has become a fashionable catchword and is
often used by executives and managers to describe the
business activities of their companies. Some consider
marketing to be the ‘right product at the right price’,
while others again equate marketing;with;adyertising;

research or selling (Kotler and Armstrong 1987, p.4).

This.lack of precision among busihess executives in their
understanding of marketing is reflected in the myriad of
attempts to define markéting in academic literature.
Certainly no generally accepted definition exists. This
lack of agreement has led to frequent semantic arguments and
misundersténding of the broader nature of marketing and its

principles (Hunt 1976, pp.17 - 18).

As McKitterick (1957, p.71) remarked somE'tWEnty years ago;

"...0one of the most charming attributes of this
tireless conference subject is its sturdy
resistance to onslaughts of definition and
prescription.™

This statement appears relevant even today.
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Attempts at defining marketing vary from broad macro.

perspectives to a more micro view,

A macro-—-perspective, in terms of marketing, is defined as a
concept or philosophy withbut operational links to
individual firms (Prassas 1975, p.5). It caﬁ_be seen as the
aggregate viewpoint which considers marketing in.relation to
the national economy aﬁd implies a total systems viewpoint

(De Coning, De Wijnholds and Swart 1974, p.4).

An example of a macro—perspective definition of marketing

is:

"Marketing is the economic process by means of
which goods and services are exchanged and their
values determined in terms of money prices" (Duddy

and Revzan 1947, p.4).
A micro—perspective on the other hand, focuses on the
individual firm or enterprise. It examines the marketing
functions and activities of the individual business

(McCarthy 1982, pp.7 - 10).
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A micro-perspective definition of marketing would be:

"[Microl Marketing is the performance of activities
which seek to accomplish an organisation’s
objectives by anticipating customer or client needs
and directing a flow of need-satisfying goods and
services from producer to consumer or client"”
(McCarthy and Ferreault 1985, p.8).
Clearly the micro view considers marketing within the firm,
while the macro view sees harketing set within the national
economy. This study is essentially concerned with micro-
marketing. That is, marketing as seen within the context of

the firm and it is this latter definition df marketing that

is therefore adopted for this study.

The writer suggests that even within the micro framework of
the firm itself, marketing can also be seen in a macro—- or
micro—-perspective. The macro approach reflects the overall
orientation or attitude of the entire firm towards the
conster; while in contrast, the micro view sees marketing
at a more technical level where the elements of the
marketing mix are finely—-tuned to suit the consumer’'s exact

wants and needs.
Marketing in this broader {(or macro) context can be
considered to be a philosophy of doing business and is

called the wmarketing concept (Sturdivant 1970, p.284). It
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encompasses all the activities of the firm (including
production, finance, personnel and the functional (or micro)

marketing activities) (Guiltinan and Faul 1983, pp.4 - &).

It is important to appreciate this dichotomy in marketing,
as it is here where most of the confusion about marketing

first arises.

The marketing concept is of particular importance to

marketing and deserves further discussion.

2.3 THE MARKETING CONCEPT

In the evolution of marketing, the marketing concept has
today become a fundamental building block.for subsequent

marketing actions (Evans and Berman 1984, pp.10 - 12).

It has already been said that thé marketing concept is
essentially a philosophy of business — a way of life -
~guiding and co-ordinating the activifies of the entire
organisation. It is an approach utilised to achieve company
growth with the wants and needs of the customer as first
criterion against which all business decisions (not oﬁly

marketing decisions) are weighed (St Thomas 1967; p.64)."
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It also involves a corporate state of mind that insists on
the integration and co-ordination of all marketing
functions. These in turn are combined with all the other
corporate functions for the basic objective of producing
maximum, long-range corporate profits (Hise, Gillett and

Ryans 1979, p.12 - 14).

Van der Merwe (1974, p.36) suggests that there is some
difficulty amongst executives in conceptually grasping the
difference between the marketing concept as a philosophy and

the marketing function in an organisation.

The functional aspects of marketing (including the elements
of the marketing mix), do not in themselves comprise the
philosophy of marketing as embodied in the marketing concept
(Lipson and Darling 1971, pp.l1&6 - 17). Consequently the
marketing concept does not necessarily manifest itself in an
aggressive marketing department that emphasises the

functional aspects of marketing (Wilson 1985, p.44).

In all likelihoqd companies will eventually emerge that no
longer simply accept the marketing concept, but are in
effect ‘marketing companies’ - companies in which the
marketing philosophy guides and controls their entire

operation (Lipson and Darling 1974, pp.lO - 13).
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The switch to the marketing concept is, in its most
developed sense, a switch to a ‘marketing company’ (Keith
1960, p.38), because the marketing concept philosophy Is
probably the closest to that of an overall management

philosophy (8t. Thomas 1967, pp.77 - 78).
2.4 THE FOUNDATIONS OF THE MARKETING»CDNCEPT-.

In order to understand the marketing.concept more clearly,

it is appropriate to examine its foundations.

According to McDaniel (1979, p.4) these foundations are;

2. consumer orientationg
b. ~goal orientationi and
cC. a systems approach.

2.4.1 Consumer orientation

Most important of all, the marketing concept is a philosophy

of consumer orientation (Mckay 1972, p.2).

The purpose of a business is to satisfy the wants and needs

of its consumers and management thinking should start and



end with the consumer (De Coning et al. 1974, p.7).
Manufacturing has simply become a service -activity to supply

the goods demanded by the public (Bell 1966, pp.13 - 14).

A first step impliéd by the marketing concept, therefore, is
to determine the wants and needs of the consumer and it ends
with the repeated satisfaction of these wants and needs

(Kotler 1984, pp.15 - 16).
2.4.2 Goal orientation

This step is sometimes referred to as profit orientation,
but it should be remembered that although most companies
consider the profit motive to be the main purpose of their
business éctivities, not all companies are necessarily
profit orientated. Nonetheless, to achieve corporate goals,
whether they are profit goals or otherwise, should be

considered crucial to the well-being of the firm.

Satisfying the wants and needs of the consumer must not be
viewed as an end in itself, says McDaniel (1979, p.4). A
firm should not serve a market unless this service satisfies

corporate objectives.



2.4.3 Integrated effort

The marketing concept is a complete business approach. In
other words, the personnel, production, finance, marketing
and other functions are all incorporated in the marketing

concept —~ it is an integrated systems approach (Hise,

Gillett and Ryans 1979, pp.13 - 14).

. In summary therefore Bell (19646, pp.13 ~ 14) defines the
markgting concept as a market or consumer orientation,
emphasising the subordination of departmental goals to
company-wide goals through interrelated operations and a
concern for profitability, all in order to achieve operating

results in accord with overall company goals.

2.5 EVOLUTIONARY BASIS OF THE MARKETING CONCERT

Feith (1960, pp.35 ~ 38) distinguishes three historical

phases in the evolution of marketing:

a. FProduction orientation : 1900 - 1930.
b. Sales orientation : 1930 - 1950,
cC. Marketing orientation : 1950 - present.



2.5.1 Production orientation : 1900 - 1930

In this period the main emphasis fell on efficient
production in respect of both technology and management. As
a result, manutfacturers approached the market froh the
viewpoint "...that everything made could Be sold" and their
primary (if not only) ?unction was to produce (De Coning, et
al. 1974, p.1%). In essence, the customér was secondary'and
management did not concern themselves with the customer and
his needs. It was a period characterised by a scarcity of

goods, in other words a seller’'s market.
2.5.2 Sales orientation : 1930 -~ 19350

The Depression in the 1930°s increased competition and the
growing complexity of markets resulted in a chronic
oversupply of goods and services. Management was forced to
pay more attention to the consumers’ wants andvneeds and
attempts were made to organise some marketing apparatus,
including high-pressure salesmanship (De Coning, et al.

1974, p.15).

Production remained a significant factor in the organisation
but a dynamic sales force became a competitive advantage in

creating a demand for the product (Keith 1960, pp.35 - 38).



The advent of World War II also resulted in companies
realising-the value of good research. This realisation was
a stepping—-stone to using marketing research in order to
make better management decisions (McKitterick 1949, pp.74 -

73) .

2.5.3 Introduction of the marketing concept and marketing

orientation : 1950 - present

The marketing concept was first articulated soon after the
second World War by the General Electric Corporation

(Dickson, Herbst and 0’'Shaughnessy 1986, p.18). Since then
considerable thought has gone into the development of this

philosophy.

After the second World War, competition becaﬁé fiercer and
customers more demanding. The industrial gearing-up for the
period of the war resulted.in an oversupply position éfter
the war. Consumers could therefore afford to be mofe
selective. This situation was Dﬁe of the major contributors
toe the éccelerated development and adoption of the marketing

caoncept in this era (Willis 1971, p.21).
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Fired by activists such as Ralph Nader and Robert Choate,
consumers have beqgun to actively seek more attention from -
manufactﬁrers (Enis 1977, p.40). This ‘tidal-wave’ of
consumerism has probably done more to focus the attention of
marketers on the consumer 's wants and needs than any chef»

factor.

The writer would like_to point out tha£ thle the thfée
phases described above account for the historical
development of.marketing Qithin the general business
énvironment, these three phases can just as well be applied
to the development of individual firms. That is to say,
there are firms which begin their existence following a
production orientated approach and develop through a sales

orientation phase to become a marketing company.

However, it is not to say that a new concern cannot follow a
marketing approach from the onset. There are many that do.
Others again begin at the sales orientated stage and develop
into a marketing concern, while others again may never
develop beyond either the production or sales orientated

stages.
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2.6 FACTORS INFLUENCING THE ADOPTION OF THE MARKETING

CONCEPT

There are several factors which encourage the acceptance of
the marketing philosophy amongst business executives (Lazer
1971, pp.35 - 36 and Field, Douglas and Tarpey 19467, pp.16 -

17). These include:

A Increased productive capabilities in an economy of

~abundance.

b. Keenly competitive conditions that force greater

attention on consumers and consumption.

c. The profit squeeze resulting from increased costs and

competitive prices.

d. = The automation of manufacturing systems which, bringing
high fixed costs and continuous production capability,

require mass markets to spread them.

e. The recognition of the role of innovation and the
contribution of new products to corporate growth and

survival.



k.

The growth of mergers and multinational corporations
that recognise the need for better market planning and

co—-ordination.

The development of mass markets with widespread
sa@lective spending power, thereby providing an
opportunity for developing new products to meet

consumer wants and needs.

Consumer affluenée, full employment, job security and

discretionary puwrchasing power, making mass marketing

possible.
Growing consumer education and product information.

Froduct diversification and scrambled merchandising
have produced ‘criss-cross’ competition for the

consumers’ discretionary dollar.

More sophisticated management has increased competition
through improved management methods resulting in
greater productivity, lower costs and more effective

marketing techniques.



These factors would suggest that the modern organisation is

being ‘pushed’ to become more marketing orientated.

A further point the writer would like to make is that while
the factors listed above generally hold true in South
Africa, their influence on companies differs for

international and domestic markets.

These factors are arguably less valid in the South African

domestic market for the following reasons;

a. the South African domestic market has enjoyed a fairly

high degree of protection from foreign competitionj

b. there exists a developing, yet relatively unexplored

black consumer marketj;

c. in some cases anti-market environments have arisen
(such as is the case with dairy, meat and deciduous
products, where controlling boards and monopolies

exist); and
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d. the social imbalance in South Africa has allowed white
South Africans (who.largely control the business

environment), a margin of comfort which does not exist

L abroad.

Consequently; companies have generally found it easy to
achieve success within the domestic market without the need

to be marketing orientated.

In the international market, however, the situationvis
entirely different. Inflation rates may be lower,
productivity higher, competition more intense and the
abovementioned factors that influence the adoption of the
marketing concept, more relevant. Unless a company’s
prodﬁct clearly satisfies the wants and needs of the end-
user, the company will lose sales.to its foreign,competitors
who are willing to target the entire effort of their concern

towards satisfying the wants and needs of the consumer.

In most instances, unless a company is marketing orientated
in the international market, its chance of achieving
success is significantly reduced (Cateora and Hess 1978,

p. 13,



2.7 ARGUMENTS AGAINST THE MARKETING CONCEPT

Jolson (1978, p.81) remarks that;

“"The marketing concept is so ubiquitous in the
marketing classroom that the naive student of
marketing is generally led to believe that firms
who fail to employ this phllosophy are bu51ness

criminals".
It has been suggested that the marketing concept'is not
necessarily the optimal management philosophy in all

instances and that it may be time to discard it (Sachs and

Benson 1978, p.74).

Houston (1986, pp.B1l — 87) also argues that there are many
examples of poor marketing practices that have been adopted
in the name of the marketing concept. He says that;

"It is important....to recognise that under

certain circumstances, the production concept

or sales concept would be a more appropriate
management philosophy for the quan1sat1on than

the marketing concept."
The marketing concept has been described as an incomplete
prescription as it does not sufficiently emphasise the
unigue capabilities and resources of the firm (Kerby 1972,

=)
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A point that has been made is that many marketers take their
.lead from the expressed wanté and needs ofvthe consumer .
However, there may be latent wants and needs that only
surfaﬁe in response to the creativity of a firm resulting

from a production/sales effort (Houston 1984, pp.81 - 87).

Austen (1983, p.6) suggests that the maﬁketing concept is
obsolete but remains a "...useful andvvaluabie guide to the

business eMecutive."

While the above arguments are interesting, it is the
writer's opinion that the marketing concept still remains
appropriate if one considers it in the light of an overall
philosophy of business. It integrates all the capabilities
and resources available to-the firm, Including any creative
resources the company may have in its effort to satisfy the

consumer .

In a recent article by Samli, Palda ana Bar#er (1987, pp.45
—»31), support was also shown for the continued use of the
marketing coﬁcept. The fact that the marketing concept has
recently come under étfack, they argue, is not the problem
of the concept itself, but its narrow application.

*Ollowed to mature, it will generate both

imitative and innovative product areas..."
(19287, p.45).
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They conclude by suggesting that the concept is capable of
dealing with the challenges offered by short- as well as

long~-run opportunities.
The writer would tend to agree with this conclusion.

2.8 SUMMARY

In this chapter the writer highlighted the philosophy

underlying marketing — the marketing concept.

The marketing concept was said to be a management philsophy
that guided and integrated all the activities of the company
for the purpose of satisfying the wants and needs of the

consumer at a profit.

There are three elements that form the basis of the
marketing concept, namely; customer orientation, profit (or

goal) orientation and integrated effort.

Over the years many businesses have evolved through various
stages to become marketing orientated companies that embrace
the marketing concept. These evolutionary stages are;

production, sales and finally, marketing orientation.



Recently, the usefulness of the marketing concept has been
queried. Some:authors doubt whether it is the most suitable
philosophy and argue that either a production or sales
arientation may be more suitable depending on the

circumstances.
The writer suggests, however, that the marketing concept

remains a useful and appropriate business philosophy, if

viewed in its broader sense.
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CHAPTER .3
MEASURING MARKETING ORIENTATION

3.1 INTRODUCTION

In the previous chapter the marketing cdncept was described
as a philosophy of doing business where the integrated
effort and resources of a company are directed at satisfying

the wants and needs of the company’s consumers at a profit.

However, this philosophy should be translated into elements
of daily work activity in order for it to be effective

({Cascino 1959, p.&Q). .

It was also mentioned in the same chapter, that marketing
orientation represents an attitude and pattern of conduct
which denotes a disposition towards implementing the

precepts the marketing contept philosophy puts forward.
In other wards, marketing orientation can be said to be the

operational end of the marketing concept and is linked by

the elements constituting the concept.
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For the purpose of this study, the question arises as to how

the marketing orientation of a company can be measured.

Van der Merwe (19274, p.73) argues that the extent to which a
company is marketing orientated could be manifested in and
measured by either the attitude or outlook of the executive

management of the firm or the actions of the firm or both.

3.2 THE MARKETING ORIENTATION OQUTLOOK OF A COMPANY 'S EXPORT

EXECUTIVE

In a truly marketing orientated company, all management
executives starting with the company president, should
understand and support the philosophy of marketing based on
thé foundations of the marketing concept expounded in the
previous chapter (Abfatt, 1984, p.119). It is their
commithent to the concept which manifests itself in a point-
of-view or opinion which they pass on down through the

organisation.

Since it is a function of management to influence the
‘ultimate direction of an organisation by setting values and
guiding the behaviour of others, Steiner (19469, p.143)

argues that the executive’'s personal values and opinions can
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be expected to have a profound impact on the ultimate

direction and performance of the organisation.

I+ management is positive towards the marketing philosophy,
it can be argued that this attitude will in turn influence
subsequent activities within the firm and consequently

result in a marketing orientated organisation.

Although we have constantly referred to management in
gene?al'terms, as this study focuses on exports, the
particular management executive that would be of interest is
the one that has the final responsibility for all export

decisions; hereafter called the export executive.

I¥ the export executive is positively disposed towards
marketing, it is suggested that. the general outlook of the
export division of the company in question will also be

marketing orientated.

In Chapter 1, section 1.5.1 it was said that the main
objective of this study is to establish whether a
relationship exists between the marketing orientation of an

export manufacturing company and its success in exports.
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anseqqently, one of the methods that will be used to >
establish this hypothesised relationship, is to determine
whether a link exists between the marketing orientation
outlook of the export executive and the degree of success
his company has achieved in exports. Tﬁe executive’'s
marketing orientation outlook will be méasurea by his
responses to guestions that will relate to'the'Qariéus

elements constituting the marketing concept.

The éxpectation is that the higher the export execqtive's
marketing orientation outlook, the more his opinions and
values will influence the export department along marketing
lines. This should result in a marketing orientated export
effort which in turn will lead to greater success in

exports.

It is appreciated that there is a weakness in this argument.
If, for example, the eiport executive is a junior managervor
a member of the company’'s clerical staff, his orienﬁation
will not particularly affect the company ’'s export
activities. More likely it will be the generalvcompany
orientation (influenced by senior management) that will

exert itself on the export department.



It is because of this weakness inherent in the above
argument, that the writer felt it was also necessary to take
into account the actual export marketing actions and

performance of the firm.
3.3 MARKETING ORIENTATION MEASURED BY THE MARKETING MIX

According to McDaniel (1979, p.17):

“The marketing concept can be implemented via
the marketing mix C(which consists of] promotion,
pricing, distribution and the product itsel+.
Without a successful marketing mix, the firm is
ultimately doomed to failure".

A company’'s blend of the elements of the marketing mix can

therefore be said to be a tangible measure of the extent to

which the company has implemented the marketiﬁg concept.

In other words, a company’'s marketing orientation is

reflected in its market ‘offering’ or marketing mix.
Kotler (1976, p.S?) defines the marketing mix as a set of

controllable variables that the firm can use to influence

the consumers’ reactions to the company’'s market offering.
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The . marketing mix is the result of a blending, compounding
and mixing of marketing variables into an integrated packagé
in order to satisfy both the customer and.the company ’'s

abjectives.

The marketing mix is an end-product of a marketing process
which involves: | | N
a. A situational analysis (McDaniel 1979, p.103):
This includes examiningj;
ie the resources available to the firm;
ii. the external'environment within which the fifrm
must operate;
iii. the nature and extent of the potential market
being considered; and

iv. the present marketing effort of the firm.

This analysis enables management to take stock of the
present marketing situation of the company, both internally

and externally.

b. Flanning (Brown 1985, pp.41 - 51):2
Once the marketing executive has an understanding of

the marketing environment of the firm, he must;



i. decide where the company shbﬁld be heading and set
appropriate objectives; and

ii. prepare a program of action (including mérketing
strategies and pléns) to enable the company to

achieve these objectives.

Implementation of marketing plans (kKotler 1974, p.46):
Having set objectives and developed marketing plans,
the marketing executive should now ensure that these

plans are implemented.

It is at this stage that the blend of marketing
variables is physically orchestrated into a market
offering. The marketing mix is essentially-an end

result of the company’'s marketing plan.

Cdntrol (Hodgetts 1972, pp.135 - 138):

As with most activities, controlbis.important in ordér

to monitor the progress of the firm and to measure this
progress against company objectives to ensure that the

firm remains on the desired path.

A company’'s marketing mix consists of four basic elements,

namely; product, price, promotion and distribution (Kotler

and Armstrong 1987, pp.4& — 47).
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These components of the marketing mix can be viewed as £DDlS“
that are at the disposal of management. As variables, these
elements can be combined in a variety of different
combinations. Management should choose the most suitable
combination most likely tdisatisfy'the wants.and needs df
the consumer at an acceptéble profit level (Borden'1969,

pp.365 — 376).

In order to achieve the objective of this study which is to
measure the relationship between the extent of a company ’s
export marketing orientation and its success in exports, the
writer feels that by looking at the emphasis or
consideration that the company has given to the various
2lements of the marketing mix, a measure of marketing
orientation can be obtained which may then be related to

export success.

The writer believes that this is a more reliable method than
linking the export executive’'s marketing orientation outlook

with export success as is described in the previous section.

Although both methods are used, the second method is
considered to be the more appropriate for testing the
relationship between export marketing orientation and export

SUuCcess.

74



It should also be noted that it -is not the purpose of tﬁisr
study to comment on the wisdom of management ‘s choice of
each of the various marketing variables. Instead, this
study merely strives to establish whether management has
given any consideration to these variables and the exteﬁt'

thereof.

3.4 SUMMARY

In this chapter the writer describes the link between the
marketing concept and marketing orientation, as well as
discussing two methods that can be used to measure the

extent of a company’'s sxport marketing orientation.

First,.byvexamining the outlook of the export executive
towards the elements of the marketing concept, the éompany's
marketing orientation can be measured. The argument is that
the executive’'s commitment to marﬁetiﬁg'manifests itself iﬁ
a point-of-view which he then passes on down through the
export department and which subsequently impacts on the
direction and performance of the company’'s export activities

resulting in an export marketing orientated company.



Ther writer acknowledges the weakness in‘this method, aé it
is quite possiblevthat the export executive has little
impact on the company’s export activities and that it is,
for example, senior management that has a greater influence

on these activities.

Second, the writer suggests that by examining the company’s
exporf marketing actions reflected in its export market
offering or marketing mix, these actions will reflect the

extent to which the company is export marketing orientated.

The above two methods provide a means of measuring edMport
marketing orientation and both are used in this study,
although the second method is considered more reliable.

This is aq.important part of this study if it is to acﬁieve
its main objective which is to establish whether a
relationship exists ﬁetween marketing orientation and export

SucCcess.
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CHAPTER 4
INTERNATIONAL MARKETING
4.1 INTRODUCTION

As this study specifically focuses on marketing within the
export environment, it is important to look more closely at

what constitutes international marketing.

The guestion arises as to what the difference is between
domestic and international marketing and whether the
management and planning of a firm’s international business
differ from the management and planning of ité domestic

business?

4.2 INTERNATIONAL MARKETING

As with the definition of marketing where a plethora of
alternative definitions are evident in marketing literature,
a number of terms can be found that describe the marketing

of goods and services across national boundaries.

Terms such as global marketing, international marketing,

foreign marketing, multinational marketing, world marketing



and export marketing are all commonly used. The differences
in meaning are often simply a question of semantics.
Different authors may use different terms to represent the

same meaning.

O0'Reilly (198%5), for example, uses the térms international
marketing and export marketing inferchéngeably. Terpstra
(1983, pp.4 - 12) on the other hand, uses the term
international marketing to include all markéting activities
across national boundaries, while export, multingtional and
foreign marketing each represent different levels within

international marketing.

Keegan (1984, p.290) suggests that the difference between
international marketing and multinational marketing is the
orientation of the company. International marketing, he
says, describes the export activities of a home-market
orientated company, while in multinational marketing the

company is primarily concerned with the world market.

For the purpose of this study the writer will use the

Terpstra classification (19832, pp.4 — 12). In other words:

R International marketing represents all marketing

activities across international boundaries.
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b. Export marketing represents the instance where a
company markets its products abroad, but supplies these

products from a domestic base.

C. Foreign marketing represents a company which has some
degree of representation (either'sales Dr'production

facilities}) overseas.

d. Multinational marketingvrepresents the extreme case of
-international marketing where the company controls
extensive global operations and sees itself as a global

company.

Terpstra (1983, p.4) also argues that there is little
difference between the principles underlying domestic and
international marketing. The difference, he says, exists in

the way they are managed.

The reason for this is that the international marketer is
faced with so0 many extraordinary problems, such as language,
culture, political, legal, social and logistical
considerations, that his task of managing the international
marketing function is made more difficult. These problems

are briefly discussed below.
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4,3 PROBLEMS IN INTERNATIONAL MARKETING
4.3.1 International competition

The international market environment is vast and complex.
World trade was valued at more than U.S.dollars 1,800
billion in 1983 (United Nations 1984, p.4), more than fifty

times larger than South Africa’s GDP in the same year.

There are countries whose economic infrastructurevdépends
heavily on either imported raw materials (such as Japan) or
on exported finished goods (such as Taiwan), or on both.
Imports and exports in South Africa in 1985, for example,
represented some 537 of the country’s GDF (almast 704 if
foreign ser§ice receipts and payments are included)

(Bulletin of Statistics, 1987).

I+ one removes international trade_from these and other
economies (including those of the U.5.A, Europe and the Far
East), then most of these economies woula collapse.
Consequently, countries compete fiercely for a shére of
world trade; on the one hand trying to break into new

mar kets 6r enlarge existing markets abroad and on the other
hand, restricting other countries from access to their own

-

domestic economy.
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A good example of this scenario can be foﬁnd in the present
trade war between Japan and the United States (The Ecbnomist
19871} . In the automobile industry, which is considered to
be a corner-stone of the United Stétes,ecunomy, the Japaneée
have captured approximately a third of the market;,while
tenaciously fighting off United States cdmpetitiﬁn in Japan
by instituting restrictive trade barriéfs including high

import taxes agaeinst U.S5. imported motorwveﬁicles.

In these highly competitive international markets the South
African exporter has to compete against companies prepared
to spend large amoﬁnts of money and effort on the marketing

of their products abroad.

The South African exporter often finds himself at a

disadvantage because:

a. Foreign companies can atford to spend more money on.
reseafch and dévelopment progrémmes because of large
domestic markets where they are able to recoup their
investment more easily. Research and development
inevitably gives the overseas competitor the edge on

technology, innovation, quality and design.

B2



European and U.S5. exporters are closer to their‘foreign
markefs than the South African exporter. Distribution
and logistical costs are therefore greatly reduced for
the foreign competitor. Freight rates are also paid
for in U.S. dollars and heré again'the.Sbuth African
exporter is at a disadvantage because'of the low value

of the rand.

Productivity levels in the U.S., Europe and especially

-the Far East are considerably higher than in South

Africa. Even though in some cases, South African
labour costs are.fairly low, the productivity levels in
this country are proportionately lower still. This
enables overseas companies to achieve a lower unit

price than the South African exporter is able to.
The large volumes the foreign exporter can achieve,
again because of large‘home markets, result in lower

costs and more competitive prices.

The overseas exporter is also generally prepared to

- spend greater amounts of money on the promotion of his

product abroad than his South African counterpart.



The factors mentioned above tend to negate the benefit of
the low value of the rand that South Africans often cite as

an advantage.

it is the writer’'s experiehce, based on reports received
from both the South African trade commiésioners overseas and
from South African exporters who have Qﬁdertaken researeh
abroad, that the low value of the rand is seldom sufficient
to achieve a price advantagelover foreign competition, even

if export incentives are calculated into the export price.

4,.3.2 Cultural differences

Cultures differ between countries as much as languages may

differ.

The French pride themselves on logic, while the Dutch may be
stubbotr-n and non~committal. Getmans,on the other hand, are
usually precise, while the Italians tend to conceal
in{orﬁation. In Japan the focus is on the well-being of the
group, while in the U.5.A. the individual is considered more

important (0O'Reilly 1985, p.18).
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Culture has been defined as the integrated sum of learned
behaviour that is shared by members of a society and may
affect the way markets react to a company’s market offering
(Hoebel 1985, p.29). A South African company’'s marketing
mi» deemed acceptable for the local mérket, may not be

suitable for the overseas market.

In managing the marketing programme, the exporter should
strive to understand thelcultural constituencies of the
overseas market and adapt the marketing package to suit tﬁe
specific characteristics of the national identity of the

market place (Terpstra 1983, pp.90 - 21).
4.3.3 Language differences

The language of the target market may also differ from that

of the exporter.

Since marketing is dependent on communication, unless the
exporter can adequately communicate his offering to the
potential importer, it is not likely that the exporter will

achieve success (Terpstra 1983, pp.92 - 99).



4.3.4 Educational and literécy considerations

In some countries (especially in Africa), the level of
education may be lower than in South Africa. Froblems could
therefore arise it the South African exporter should attempt

to market a high-technology product in such a country.

There may also be the problem of literacy. If & product
requires a lengthy explanation as to ité method of use,
there will no doubt be difficulty in ﬁarketing the product.
How can a product be advertised in the print media, for |

example, if the target market cannot read or write?

4.3.5 The political environment

Governments play a role in all economies to a greater ar

lesser extent (Terpstra 1983, pp.119 - 128).

In certain socialist or communist countries, the foreign
marketer could rum the risk of having his operations

nationalised by the government.
The international marketer may also be concerned about
entering & country where the government is unstable. South

American and African countries are often considered high
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risk markets because of the uncertainty of the future of the

government in power.

The political environment is consequently important,‘not
only in the initial decision to inveSt'in a foreign couhtry;

but also in continuing marketing Dperations there.
4.3.6 The legal environment

The legal environment provides a minefield of problems for

the aspirant exporter.

First, there are the legal problems that exist within the
exporter ‘s home environment. In South Africa, for instance,
only the Deciduous Fruit Board has the right to market

deciduous fruit overseas.

Before wine can be exported from South Africa the
consignment must be inspected by the Vinilogical Institute

in Stellenbosch.
There are also a host of products, some strategic (for

example, armaments and qgold), others fairly ordinary (for .

example, printing machines and excavation equipment), that
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can only be exported under permit, the issuing of which is

‘controlled by the DTI.

Second, the other laws of which the exporter must be aware
are international laws and the laws that apply in a foreigh

market (Hibbert 1985, pp.32 - 33).

Trademarks and patent registrations fall under the auspices
of international law, as do certain trade treaties (for
example, the IMF & GATT). Certain of these laws may affect

the marketing of a company ‘s. product in a foreign market.

The laws in the target country are equally important to the

exporter.

Before an exporter in South Africa can market electronic
products in the U.S5.A., he must obﬁain approval from the
Underwriters'Laboratory — an institution similar to the
South African Bureau of Standards. This is also the case
with food or pharmaceutical products imported into the
U.S5.A. where approval is required from the Food and Drug

Administration.
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Such legal requirements inevitably entail a lengthy and
costly effort on the part of the exporter and add to the

eventual cost of the product.

While one could go on indefinitely about the various
problems the exporter faces, the above list should provide
the reader with an insight into the difficulties of

marketing in an international environment.

The writer has mainly looked at these problems from the
point of view of the South African exporter, but they are

equally relevant to the exporter in any other country.

The South African international marketer does, however, face
certain additional and unique problems. These relate to the
‘sanctions, boycotts and consumer resistance that the South

African exporter experiences in foreign markets.

4.4 SANCTIONS

Foenderman (1982) defines a sanction as ;

"...a coercive measure undertaken by one or
more states against another guilty of
violating international law."
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Australia, Canada and the U.5.A. have recently imposed
punitive sanctions against South African exports iﬁ an
effort to induce the South African. authorities to bring
about political change acceptable to the governments in.

these countries.

The EEC, the Commonwealth, the United Nations and other
similar organisations have also introduced sanctions or
boycotts. GSome of these have been in existance for many
vyears, for example, the arms boycott, while others have been
introduced quite recently in one form or another, with the.

same purpose in mind.

Furthermore, there is a lengthy list of countries throughout
the world who have for several yéars applied a total boycott
against tréding with South Africa. These include the East

Bloc and Communist countrieé, mast African countries, India,

Thailand, South Korea and the Arab countries.
Many of these countries, however, view trade with South

Africa in a pragmatic way. If there is a benefit for their

economy they will usually allow trade to proceed.
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NMonetheless, these boycotts and sanctions have created
enormous problems for the South African exporter. Even if a
product is not subject to sanctions or boycotts, the
exporter may find that his marketing effort is disrupted
because.of consumetr, trade union and/or other non-official

action.

It is appropriate at this point to‘distinguish between

official sanctions and non—-official sanctions. foiciai

sanctions include all those legislafed'actions instituted

against South Africa’'s foreign trade by either overseas

governments or international organisations such as the EEC

and the United MNations. These actions may include;

A bans on investment in South Africa:

b. complete or partial bans on imports and exports to and
from South Africaj

c. a withdrawal of landing or overflying rights;

d. a ban on South Africah shipping at foreign ports;

e. a refusal to grant visas to South African businessmen:
f; a ban on new financial investment in South Africa; and
(a8 a closure of South African overseas trade commissions

(Koenderman .1981, p.3%).
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Non—official sanctions include éll non—-legislated actions
against South Africa such as consumer and Eusiness boycotts,
tradg~union actions, disinvestment by foreign multinationals
in South Africa, overseas stockholder pressure and a
withdrawal or recall of private loans madé tD-SDuth A{rican

companies.

The effect of sanctions on South African companies is that;
a. markets are closed to South African exporters: and/or
b. the South African exporters marketing activities are

seriously affected by the sanctions.

In the former instance, the opportunity for South African
compaﬁies to market their products abroad is drastically
feduced. Fewer markets mean tewer exports, Even if the
South African company is able to find aIteﬁnative marketgg
the potential of a market, closed to South African exports,
is lost - not only in terms of the exports no longer allowed
to be sold there, but also in respect of potential exports
that might have been sold there in thé futufe. This
situation poses a serious problem for South Africa’s future

export growth.



In the latter: case, the exporter notlonger has the freedom
to manipulate his marketing mix as he may feel is necessary.
Advertising and promotion, for example, méy.no longer be
possible as it may attrécf undesirable attention to thé
product. Distribution of products overseas may also become
more compler as exporters are.forced to reroute theif
exports. This may entail transshipment, restuffing of
containers as well as extra documentation procedures. These
additional activities all add further costs to the product,
resulting in either higher prices or lower profit margins.
Finally, certain product and/or packaging changes may Be

necessary to reduce the protfile of the product overseas.

The South Africén exporter is consequently considerably
constrained in his marketing activities as he has less
control over the elements of his marketing mix.
International marketing has thus become unconventional for

the South African exporter.?

This does not mean that the marketing concept is no longer

applicable to the South African exporter.

1. It is interesting to note the announcement of the State
Fresident on the 4th of November 198% on the
establishment of a Secretariate for Non—canventiaonal
Trade within the Directorate of Export Trade Fromotion
in the DTI. :

I



More than ever before, the South African exporter mustvpay
careful attention to the wants and needs of the foreign
consumer. The only way to overcome sanctions is for the
exporter to ensure that his product is MDre competitive'thah
that of his foreign competitors and that it meets the éxact
requirements of the overseas consumer . If it does not, the
consumer has a ready reason not to purchase from the South

African manufacturer.

It is clear that the South African exporter faces enormous

problems and risks in marketing abroad.
4.5 BENEFITS OF EXPORTING

So far, only the problems involved in exporting have been
addressed. There are, however, benefits to the individual

company and to the economy as a whole.

The economic benefits of exdporting were discussed in Chapter
1 and there is no need to repeat the discussion here. This
section specifically deals with the benefits of exporting to

the individual enterprise. These are:.
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Increased profits.

No coﬁpany will export in order to make a loss.
International markets offer greater opportunity for
profit generation and sometimes the profif margins. can
be better than the margins available in the domestic

market.

Increased sales.
The potential exporter may find that his domestic market
is saturated and the only opportunity to increase sales

(and profits) is by exporting his products abroad.

Stabilising sales.

O+ten when & recession occuws in the domestic market, a
boom exists somewhere else in‘the world. Eﬁports can
offer the South African company -an opportunity to enjoy
sales potential in an otherwise depressed domestic
market. Should the South African exporter produce a
spasonal product, if he exports the product to the
Northern Hemisphere he may be abie to obtain sales

during his normally slack wihter,period.



Frestige.

There is a certain prestige or status attached to
exporting. It may be advantageous for the exporter to
boast the fact that his product is soid internationélly.
This may give the exporter a competiﬁivé edge iﬁ.the

domestic market.

Improved competitiveness.

In order to compete internationally, the local company

must be competitive. This results in the company being
more competitive and efficient in the domestic market,

enabhling the company to increase local sales.-

Increased volume and lower unit costs.

As export sales reéult in an increase in production
volumes, the exporter should be able to obtain a lower
unit cost. This has bene?its for both the company’'s

domestic and export sales because of lower prices.

Excess production capacity.
A company may have spare production capacity. Exports
are an excellent means of uwtilizing such excess

capacity.
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The above benefits are a few of the reasons.why a company

may decide to become involved in exporting.

There also exists within industries unique reasons for
seeking markets abroad. The Qine indUStry in South Africa
pfovides a qood examble. KWV (Ko—operatiéwe Nynmakers
Vereeniging) was originally formed td help stabilise the
wine.farmers' price for growing grapes. Each farmer is
allo&ated a quota by the KWV which it buys up annually at a
set price, guaranteeing an income for the farmer. HNQ
produces wine from these grape quotas. 8o as not to compete
with local wine prqducers, the KWV has agreed to market this

wine only overseas. '

Whatever the reason for exporting and whatever the risks, it
is essential that each individual éxporter carefully
consider all the options available to him. If he still
chooses to export it is important fhat he then develops a
marketing plan which includes specific objectives.
Innovative management will be necessary if the company is to

succeed in its international marketing efforts.
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The above export marketing plan and the management thereof
are considered key ingredients to successful international

marketing.
4.6 INTERNATIONAL MARKETING MANAGEMENT .

The basis of a successful international marketing program,

suggests Keegan (1984), is a sound understanding of the

marketing discipline, including both the concept of

markéting and its functions. International marketing, he

continues, in addition to being a concept and a philosophy
N

of business, is also a business process and set of

activities.

Marketing principles, from the concept to its functions, are
universally applicable to both domestic and international
marketing. It is not the mechanics of marketing that
differs in international marketing, but rather the
complexities of the envirohments within which international
marketing takes place. Management must develop suitable
marketing strategies to achieve success in eﬁports (Terpstra

1983, p.4).

28



The techniques of ménagement in the international context
differ little from the domestic situation. Objectives must
be set, markets evaluated, a marketing plan and marketing

strategies developed and implemented.

Strategies are implemented by management tﬁrough thé
adjustment of marketing variables to suit the spétific‘
foreign consumer requirements. In other words, a specific
marketing mix must be formulated to meet the needs of
foreign consumers. The marketing mix (cohsisting of
essentially the same elements as in the domestic market,
namely product, price,_promotion'and.distribution), should
also be formulated taking into consideration the vast array
of external variables existing in the international
environment, some of which have been discussed in this

chapter.

In Chapter 3, two methods of measufing marketing orientation
were suggested. The writer argues that these two methods

are equally relevant in the international marketing context.

On the one hand, if the erecutive in charge of exports is
marketing orientated, his opinions and values will most
likely influence the orientation of the export division

along marketing lines.
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On the other hand, by looking at management’s attention to
the markefing mix variables in the export context, a
judgement can be made as to the degree to which thé company
is marketing orientated in its export effort.

Both the above methods of measuring marketing orientation
are cbnsequently used in this study.

N

4.7 S8SUMMARY

In this chapter various terms were used to describe
- marketing across international boundries. These terms
included, international marketing, export marketing, foreign

marketing and multinational marketing.

The numerous problems and difficulties involved in
international marketing were also discussed, as were the

benefits of exporting to the individual company.

The effect—of sanctions on the export marketing manager’s
activities was outlined. The elements of the marketing mix
are all subject to constraints under the influence of
sanctions. Although the marketing function has come under
pressure because of sanctions, the writer suggests that the
philosophy embodied in the marketing concept is more

applicable than ever before.



Official as well as non-official sanctions will only be-
overcome if the South African exporter is more competitive
- than his foreign competitors and satisfies the exact wants

and needs of the overseas consumer.

The wrifer suggested that the international marketing
manager ‘s task is no different to that of the domestic
marketing manager. If anything, the international market is
more competitive and therefore marketing principles are more

relevant.

Finally, the writer suggests that the two methods of
measuring marketing orientation suggested in Chapter 3 are
equally applicable to the international marketing function

within a company.
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CHAPTER S
RESEARCH OBJECTIVES AND HYPOTHESES
S.1 INTRODUCTION

In Chapter 1 (see section 1.3), the writer suggested that in
order for exporters to succeed in the world market, it is

important that they become more export marketing orientated.

It is the above asgertion that forms the basis for this study.
The main pufpose of this study therefore, is to establish
whether a relationship does in fa;t exist between the
marketing orientation of a manufacturing company and its

success in exporting.

I+ a relationship does exist then this implies that the more
marketing orientated a company becomes, the more successful it

is likely to be with its exports - a significant revelation.

In Chapter 3 it was suggesﬁed that the marketing orientation
of a company is reflected in eithervthe'marketing orientation
butlook of the company’'s export executive or in the export
marketing activities of the company. The writer arqued that

the latter case is a more reliable measure of a company’s



marketing orientation. This is therefore where the main
emphasis of the study is focused. However, it also examines A
the export executive’'s marketing orientation outlook as a

matter of comparison.

There are alsoc other factors and relationships of interest

that will be examined.
5.2 THE OBJECTIVES OF THIS STUDY

The objectives of this study highlight the above factors and
possible relationships and provide a framework within which
the research methodology can be developed. These objectives

are listed below.

5.2.1 Main objective?®

1. Thie study aims to establish whether a relationship
exists between the marketing orientation of an export

company and the company’s success in exports.

This main objective can be expressed in terms of two groups

of sub—-objectives.

o o it gttt oo gasie s gmmas s s et e e S0en garme gee
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1. Where export companies are mentioned in the text of the
objectives, these refer to export manufacturing
companies in the Western Cape.
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The +irst group attempts to identify whether a relatiohship

exists between the marketing orientation of an active export

company (expressed in terms of both the company's'actual

marketing orientation and the company’'s export executive’'s

outlook towards marketing orientation) and the company’s

succcess in exports. This group of sub—objectives is

formul ated bhelow:

To establish whether, in active.expoft companies®*, the
company s marketiﬁg orientation (measured by an index to
be called the company’'s Marketing Orientation Index -
MOI) is related to the company’'s success in exports
{(measured by an indéx to be called the company’'s Success

Index -~ Sul).

To establish whether, in active e:xport companies, the
company ‘s export executive's outhok'towards marketing-.
orientation (measured by an index to be called the
export execulive’'s Marketing Orientation Outlook Index -
MOOI) is related to the company’'s success in exports

(5ul).

The population of export manufactwing companies will he
divided into two groups; active export companies and
non-—-active export companies - see Chapter 46, section
6.5.1.
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The second group of sub-objectives attempts to identify
whether the marketing orientation of an export company
(eupressed in terms of both the company ‘s MOI and the export
executive’'s MODI) is greater for active than for non—actiVé
export companies. This group of 5ub~objectives is

formulated belows:

C . To establish whether the company ‘s mean MOI for actiQe
#“port companies is greater than that for non-active

xport companies.

d. To estabiish whether the export executive’s mean MODI
for active export companies is greater than that for

non—active export companies.

In arder to achieve the abovementioned fouw sub-objectives,

the following actions are necessary:

i To measure the marketing orientation df axpart
Companﬁes as is reflected in their respective marketing
mives (expressed as a Marketing Orientation Index -
MOI) .

ii. To measure the level of success that active export

companies have achieved in exports (expressed as a

Success Index — Sul).
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iii. To measwre the outlook that iport executives have
towards the marketing concept (expressed as a Marketing

Orientation Outlook Index - MOOIY.
5.2.2 Becondary objectives *

. To examine whether the variables company Size and the
Seriousness of the management of a company towards

exports, influence the company’'s success in exports.
This obijective is achieved as follows:

a. MVMariable: Size
i To establish whether a-relatimnshiﬁ exists between
the sirxe of a company (either large or small) and
the company’'s success in émports (Sulld.
ii. To establish whether the company’'s average success
in exports (Sul} is greater for large export

companies thamn for small export companies.

. Variable: Seriousness of management towards exports
i. To establish whether a relationship exists between
the seriousness ot the company’'s management
towards exports (measuwwed by a Seriousness Index -~

5el) and the company’'s success in exports (Sul).
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N To establish whether the mean Sel is greater for
active export companies than for non—-active export

companies,

In order to achieve the abovementioned objectives, the

following action is required:

- To measure the seriousness of the management of export
companies towards their exports (expressed as a

Seriousness Indew - S5el).

i

. To develop a definition of an ‘active exporter’' using
the Delphi method which would then be used to classify
export compahies as either active or non—active

wporters.

flthough this is a secondary objective of this study, it is
nonetheless a prior step to the main objective because it is
necessary to divide the population of export companies into

active and non—active groups (see Chapter &, section &6.5.1).

4. To develop a model using discriminant analysis which can
be used to predict the potential that a new export
company has of falling into either the active or non-
active export groups, depending on certain select

!

variables.
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"The variables that are thought to influence the potential

that a new export company has of falling into one of the two

groups (either active or non—active) are as follows;

a. size (measured by turnover) — whether large (over RSm)
or small (R3m and less)g

b. the company’'s MOIg

c. the export executive’'s MOUl; and

d. whether the export executive has attended any courses or

seminars on exporting.

5...To establish whether the marketing orientation of the
company (measured by either the company’s MOI or the
export executive’'s MOOI), as well as the seriousness of
the company’s management towards exports (measured by
the compahy's 8el), is greater for large export

companies than for small export companies.

6. To examine whether a relationship exists between the
company'svmarketing orientation (measured either by the
company ‘s MOI or the export executive’'s MOOI) and

certain select variables.
Theée variables ares
a. company turnoverg

b. the number of employees in the companys
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. whether the company is in a profit or loss
situationg

d. whether the company sells to a regional or national
domestic markets

e. whether the company produces industrial or consumer
products or bothj;

f. the position of the export executive within the
companys; and

g. | whether the export executive has attended any

courses or seminars on exporting.
To examine certain variables considered by the writer,
based on his work experience in the DEP, to be relevant to

and to influence the export process.

These variables are as follows:

a. -the perceived benefits of exborting;
b. Vthe major geographical regions exported to;
c. the number of customers companies have abroad (that

is, a few or many);
d. the average number of years required to successfully

penetrate a new export market;

e. the company’‘s annual turnover;g
f. - whether the company is in a profit or loss positiong
g. the number of employees the company has;
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h. whether the company sells to a regional or
national market domestically:

i. whether the company produces a consumer or
industrial product or bothsg

J. the position of the respondent in the company;

k. whether the respondent has attended any courses or

seminars on exporting:

1. the export experience of the respondent;
m. problems encountered in exporting;
ne. where the main emphasis of the company liss (in

marketing, selling production or administration):
and
Q. what products the company exports or wishes to
export.
From the above objectives, certain hypotheses may be

formul ated.

5.3 THE HYPOTHESES

Although the purpose of this study, as stated earlier, is to
show that a relationship does exist, strict statistical
methodology requires that the null hypotheses that follow,
he expressed conservabtively as though no relationship exists

(Ben-Horim and Levy 1981, pp.350 - Z51).



5.3.1 Main null hypotheses

a. A relationship does not exist between the company’'s MOI
and the Sul of an active export company (refer to

section S.2.1(a)).

b. A relationship does not exist between the export
#ecutive ‘s MOOI and the Sul of an active export company

(refer to section S.2.1(b)).

. The mean MOI of active export companies is not greater
than the mean MOI of non—active export companies (refer

to section S.32.10c) ).

d. The mean MOOI of export executives of active euxport
companies is not greater tham the mean MO0I of export
erecutives of non—active sxport companies (reter to

[ roing ]

section S.2.10d)) .
5.3.2 Sub-Hypotheses

A number of sub-hypotheses were formulated corresponding to
the secondary cbiectives of the study. These are detailed
in Chapter 9 in conjunction with the relevant analysis of

the research data.
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CHAPTER &
RESEARCH DESIGN
6.1 INTRODUCTION

This study falls into the cross—sectional descriptive
research design category, as its purpose is to make specific
predictions about the population being studied (Churchill

198%, p.537 and p.6&63).

It incorporates a field survey in which a representative
sample of units is selected from the population under
controlled conditions. Information theﬁ collected %rom the
sample is‘analysed and predictions are méde about the
population based on the results obtained (Churchill 1983%,
p.74). It is a quantitafive form of research (Sheatsley

1974, p.2-69).

For ease of reference, Table 6.1 summarises the research
procedure followed in this study. Only the main objective

is incorporated in the table.



Table &.1 QOutline of the research procedure.

and sasple

i Non-active export sanufacturing cospanies

i Large export manufacturing coepanies
! Sla?l export sanufacturing companies

! sethod to define
i "active exporter®.

Research outline H Discussion points H Coasents iChapter No.!
Introduction i The nature and extent of exports in S.A. ! i Chapter 1
i Isportance of exports to economic growth i — i
i lexities of international sarkets and the need | i
! : be sarketing orientated : !
Probles identification { fpparent lack of marketing orientation asong i See section 1.4, i Chapter 1
i sanufacturing exporters ! :
| fpparent lack of export success asong manufacturing | i
' i exporters : :
Question: Does a relationship exist between export marketing orientation and export success?
Statesent of main objective | To establish whether a relationship exists between | (bjective stated in | Chapter |
i1 export sarketing orientation and export success | Chapter 1, expanded -i Chapter 5
l : i upon in Chapter 5, !
Nethods for seaswring i The marketing orientation outlook of the executive ) Based on discussion |} Chapters
aarketing orientation i in charge of exports : of the sarketing 12,3k4
i The actual sarketing orientation of the company, | concept. :
i reflected in its marketing amix i Supporting discussion i
i i of international :
H } marketing. i
Definition of population i All the registered export sanufacturing ! — i Chapter &
} P i coapanies in the Western Cape H :
Sampling frase i The records of the Western Cape regional : - 1 Chapter &
ng* i office of the DEP ' :
Stratitication of population | Active export manufacturing cospanies i Use of the Delphi i Chapter 6

|

Population SLarge actm expurterss

15aall active exporters!
(] m 3

l:l.arge non-ac

tive exporters! iSeall non-active exporters!
15 ] 365 i

1

|

le ilarge active exporters:
S?S'i) =ge HW !

ESlall actig expwtersf

ELarge nm-ac%%ve expurterss

SSnall nm-ac&i)ve expurters'%
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Buestionnaire design } Developsent of: } Forsulation of W0I i Chapter 7
i Active questionnaire and answer sheet { and Sul indices. !
i Non-active questionnaire and answer sheet H H
Data l i Collected from respondents, using questionnaire i Personal interviews. i Chapter 7
Data analysis { Methods: SiTIe data description i Discussion of editing,! Chapter 8
: Multiple regression analysis i coding and tabulation !
i Difference of means between two groups | of data, as well as |
H Discrisinant analysis ! statistical eethods |
i Cross tabulation i used. [
i Delphi sethod ' i
Remltsl i Presented according to statistical eethods used H . i Chapter 9 E
} Conclusions and 3 Conclusions presented within framework of i -— E Chapter 10%

{ recomtendations

objectives
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6.2 SAMFLE DESIGN

A sample is a part of a population selected in a specific
manner and then ahalysed in order to make inferences about

that population (Jedamus, Frame and Tavylor 1976, p.443).

It is used when it is either impractical or impossible to
measure or observe the entire population because of time

and/or cost constraints (Ferber 1949, pp.43 ~ 44).,

A sample design is made up of the following steps (Weiers

1984, pp.10S — 109):

a. Defining the population.

b. Selecting the apprdpriate sampling frame.

. Selecting the sampling ﬁrocedure.

d. Determining the sample size.

e. . Selecting the sampl=z elements.

f. Collecting the data from the designated eslements.

6.3 DEFINITION OF THE POPULATION

Weiers (1984, p.102) defines a population as;

"...the total collection of elements ..... about
which we wish to make an inference based on sample
information."
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Defining a population should be seen as é first step in any
sample plan and will depend largely on the particular
objectives of the study in question (Weiers 1984, p.105).

A researcher should be accurate in defining the population
and should alsb ensure that he has actually sampled the
detined target population, otherwise any subsequent analysis

will be invalid (Buzzell, Cox and Brown 19469, p.114).

For the purposes of this study, the population is defined
as;

all the export manutacturing companies In the Hestern Cape.

The three population parameters in this definition need to
be discussed more fully, namely:

a. how are euport companies to be defined;

b. how are manufacturing companies to be defined; and

c. what geographical area does the Western Cape encompass.
6.3.1 Export companies
An export company is defined in this study, as a.company

registered as an exporter with the DTI. It was decided to

consider registered exporters only becausey
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= non-registered exporters are extremely difficult to

identify;

" b. the number of non-registered exporters is éonsidered to
be so few (as to be statistically insignificant) for
the following reasons;

i. any export company that intends using the services
offered by the DTI, or that wishes to claim the
allowancés provided for unaer the Income Tax Act
1ibis 4b, must first register as‘an exporter
(White 1986, pp.431 — 433): and

ii. both the Customs and Excise and the Reserve Rank
regquest exporters to put their exporter's
registration number on all export documentation
(Fackard, 198%). Althouagh this is not obligatory,
most companies register as exporters.in order to
comply with these procedures for the sake of

convenliaence.

Consequently, the files of the DTI represent a fairly

complete record of all sexport companies.
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6.3.2 The Western Cape ' ;

The Western Cape is defined as the geographical area to the
left aof an imaginary line running roughly from Upington to
Mossel BRay excluding these two towns. While this may seem
like & large area, the number of manuftacturing exporters
that are registered outside of the Cape Town, Faarl,

Stellenbosch and Wellington area, is very small and

represents less than two percent of the total population.

Only exporters in the Western Cape have heen considersed for
this study. One reason for this is that the writer has
access to these exporters but not to exporters in the rest
of the country. Time and cost constraints were major

considerations.

6.3.3 Manufacturing exporters

This study is limited to manuwfactwing companies only and

excludes agents, traders and service-orientated companies.
The writer felt that the marketing acttivities of these

organisations differ from that of manufacturing companies,

as they have less control over certain elements of the

120



marketing mix. This does not imply that their marketing
functions are any less important — in some cases perhaps
even more important - only that they are different and for

this reason should be examined separately.

Furthermore, as far as agents and traders are concerned,
often when they market products on behalf of manufacturers,
the manufacturers are also registered as exporters witﬁ the
DTI because of the financial incentives that they are
entiéled to. Since they are registered as éexporters these
manu%écturers woul d automatically be included in this study.
To have incorporated the agents and traders in addition to
the manufacturers within the same study, would have resulted

in a distortion of the results.

When manufacturers that made use of agents or traders
occuwrred in the sample, they were asked to view the

marketing activities of the agent or trader as their own.

The zize oF this detined population is BI7 elements (see

Appendices F and G).



6.4 THE SAMPLING FRAME

While the defined population is simply a descriptive
concept, the sampling frame is the actual list of the
population elements from which the sample is té be drawn.v
This list should ideally include all the elements of the
popul ation although this is not always possible (McGown

1979, p.192).

The sampling frame used for this study can be defined as the
list of all the manufacturing exporters reqistered with the
Western Capé office of the DTI. This list was obtained from

the files held at the regional office.
&.5 SAMPLING PROCEDURE

There are various sampling procedures a researcher can use.
The type of procedure will depend on the nature of the
population and £he objectives of the study (Churchill 1983,

pp.340 — E78).

It was decided to use a stratified random sampling procedure
which is applicable when the population does not display
homogeneous characteristics of importance to the research,

as is the case in this study (Weiers 1984, p.119).
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The ptocedure requires the population to be divided'into two
or more mutually exclusive and exhaustive subsetst. Each
subset would consequently display common characteristics and
a simple random sample is then chosen independantly from
each subset, usually in the same proportionvthat they occur

in the population (Weiers 1984, pp.119 -~ 121).

" There are two characteristics that the witer believes have
a significant effect on the extent of the marketing
orientation of export manufactlring companies in the Western

Cape. They arej

a. whether the companies are active or non-active in

exports; and
b. the size of the companies - whether large or small.
6.5.1 Active versus non—active exporters

In the population of registered manufacturing exporters,
there are many companies that, although they are registered

as exporters, have not yet exported anything.

1. The terms ‘subset’ and ‘strata’ are used interchangeably
in this study.



The non—active group of euxporters cannot simply be ignored.
They have shown sufficient interest in export markets to
register as exporters and many of these companies have spent

thousands of rands on developing overseas marhkets.

The population for this study has therefore been divided

into two strata, namely;

a. active exporters (those companies that are currently

expaortingl); and

b. non—-active exporters (those companies that are not vyet

exporting but are attempting-to export).

The Delphi method as is described later in Chapter 8,
section B8.2.5, was used by the writer to develop a
definition of an "active’ exporter. This was . then intended
to be used as a criterion for dividing the population into

active and non-—active subsels.
The definition obtained uwusing this method (the results of

which are presented in section 9.7) proved to be so strict

that, had it been applied to the population, it would have
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resulted in an active subset consisting of such a limited
number of companies as to have been statistically

meaningless.

The results of the Delphi method were consequently discarded
for the purpose of definition. The term active exporter was
subsequently deftined as a company that has obtained export
sales In the calendar year 1986, beyond the sample or trial
order stage. This showed itself to be a more appropriate
definition resulting in two more egual strata (437 in the
active qgroup of exporters and Z80 in the non—-active group of

exporters).

in deciding whether an exporter was active or not, the
records of the DTI were scrutinised to ascertain whether the
cémpany had exported any products during 1986. These
records however, do not always reflect whether the company
in question has or has not exﬁorted. In these instances,
the export executive of thé company was contacted
telephoni&ally and gquestioned as to whether the company was

active in exports or not and then classified accordingly.
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64.5.2 Large versus small exporters

The writer also felt that company size could have a bearing

on whether the company was marketing orientated or not.

It could be argued that the larger a company, the more
marketing orientated the company is likely to be. Large
companies can afford to pay more attention to the marketing
Func£ion and i¥‘nECES5ary, to employ marketing specialists
to improve the marketing effort of the company. As export
marketing is an expensive exercise, it is generally.the
larger company that can afford to invest more resources in

its export activities than the smaller corncern.

Consequently, the two subsets (active and non—active) were
2ach further divided into two strata, namely large and small

export companies.

While it might have been preterable to create three subsets;
large, medium and small, there are so few large companies
(with an annual tuwnover b%, tor example, over R%0 million),
that this group would represent only about two per;ent of

the population.
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The group consisting of small exporters represents the
largest portion of the population. Even by selecting only
two subsets - la}ge and small - and setting the cut-off¥

point at R10 million, the large subset would still represent

less than 10 percent of the population.

In order to obtain a more realistic repreéentation, the cut-
off point was set at RS million. At this level the group of
large export companies would represent approximately 20

percent of the total population. This was considered more

practical.

It is appreciated that RS million is not a significantly
large annual tuwrnover and probabl& more accurately
represents a medium sized company. .Ba5ed on experience
gainad from working with a wide variety of expaort companies,
however , the writer feels that a company with a turnover o?
RS million or more is sufficienfly large to be in a position

to aftord an export drive of some substance.

Figure 6.1 depicts the stratification of the population.
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Figure &.1 Stratification of the population

Fopulation

N

Active exporters Non—-Active exporters «—15T STRATA
LLarqge Small Large Small «—2ND STRATA

4.6 SAMPLE SIZE AND SELECTION OF SAMPLE ELEMENTS

In a previous section it was said that a sample is a random

selection of a portion of the population’s elements.

An important consideration in any sample design is the size
of the sample that should be chosen. The objective of
sampling is to make as accurate a prediction of the

characteristics of the entire population as is possible.

The closer the sample size apptroaches the population size,
- the more accurate (usually) will be the results of the

sampling process (Churchill 1983, pp.382 - 3283).

The point has already been made that it is neither possible
nor practical to examine the entire population or even a

large part of it. A choice of sample size is usually a



compromise between the practicalities of the cost and time
involved and accuracy (Zaltman and Burger 19735, pp.39&6 -

397) .

The Central Limit Theorem suggests that a minimum sample
size of 30 elements will produce a:normal distributioﬁ.curve
which is an important requirement for the statistical
analysis that is to be applied later in this study. This
theoFem does nDt‘pFDVidE any hint as to what an optimum

sample size should be (Churchill 1983, pp.3S5 - 356).

The formula that is used to calculate the appropriate sample

sire is set out below (Weiers 1984, p.128);

n = Z=2pP{1 - F)/E=

where

n = sample size:

Z = deqgree of confidence reguired;

F = proportion of population that possess the

characteristic of interest, that is, marketing
orientation; and ‘

E = maximum difference between sample proportion
and population proportion in percentage points
that the researcher is willing to accept.

At a confidence level of 95 percent and with a relative

precision of 10 percentage points, the calculated sample

size (n) is equal to 27 elements.
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Although a sample size of 97 elements was calculated to be
sufficient, because the population was to be stratified, a
larger sample size of 130 sample elements was considered
more appropriate. This sample size proved to be an
acceptable compromise betwéen a larger {(and hence morea
reliable)vsample size and the practical considerations of

time and expense.

In a proportionate stratified sample, the sample size would
be allocated to each of the strata in the same proportion as

they occur in the population.

Figure 6.2 represents the allocation of the 817 population
elements to the strata as they were found to exist in the

popul ation.

Figure 6.2 Allocation of population elements to the strata
and corresponding pqpulation propaortions (in brackets)

Fopulation size = 817
Active éxporters Non—-active exporters
457 (SE,57) IBO (446,54
Largé Small l.arge Small

148 (Z4%) 289 (66%) 1= (470 F6S (96
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Figure 6.3 represents the instance if the population

proportions had been applied exactly to the sample size.

Figure 6.3 Sample size and sample proportions corresponding
exactly to the population proportions

Sample Size = 130

N

Active exporters Non—-active exporters
70 (33,5%) 60 (46 ,%%)

/

Large Small L.arge Small
24 (347) 46 (LEL) 2 4% =28 (96%)

From Figqure 6.3 it can be seen that the Suﬁset of large
ekporters (24 in the case of active exporters and 2 in the
case of non—active exporters), hasvéo few exporters that it
lacks statistical sigﬁificance (the Central Limit Theorem
suggeshts that alt least 30 sample elements are necessary to

be statistically appropriate).

Therefore, the group of exporters was increased to 34 in the
case of the active group of exporters and to 10 in the case
of the non—active group of exporiters. This total of 44
large exporters was considered more meéningful in terms of
the Central Limit Theorem. Figure 6.4 represents the actual

sample proportions selected for this study.
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Figure 4.4 Sample size ahd actual sample proportions
selected for this study.

Sample size = 130

Active Non—~active Strata proportionate to
//;O ///;0 ponulatinn strata
LLarge \;}all LLarge \:}hll Strata disproportionate
34 36 10 50 to population strata

Each of the elements in the sample strata (34 large active,
346 small active, 10 large non—-active and 50 small non-
active -~ see figure 6;4), were subsequently selected from
each of the corresponding population strata (see figure 6.2)
on a completely random basis. A computerised random
sampling program was used for this purpose. The elements
selected from the population for the sample are listed in

Appendices F and G (marked with an asterisk).
6.7 ' REPLACEMENT CONSIDERATIONS
A possibility exists that the export executive in a company

chosen as a sample element may refuse to be interviewed.

This eventuality had to be planned for.

i
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In such a case, another sample element would have been

selected randaomly from the stratified population from which

the refusal originated.

No refusals were encountered in this study, however.
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CHAPTER 7
QUESTIONNAIRE DESIGN

7.1 INTRODUCTION

In Chapter é (section 6.1), it was said that this study
incorporates a field survey which is described as a planned
process to collect spécific data from a representative

sample of the relevant population.

There are primarily two methods of collecting data from a

sample of respondents (Cox 1979, p.l17&6). Either;

a. by abserving the respondents by human or mechanical

means; or
b. by interrogating (or interviewing? the respondents.

The figld survey used in this study involves the latter

methad.
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Three basic interview methods exist (Lehmann 1979, 132);
a. personal interviews;
b. telephone interviews; and
c. mail surveys or other self-administered methods.
|
The writer is of the opinion that the personal.interview is
the most appropriate method to use for the following

reasons:

a. The length of the questionnaire precluded the use of the

telephone method.

b. The writer, being the only interviewer, could maintain
control over and bring a degree of consistency to the
survey by representing a common frame of reference for

all the respondents.

c. By securing an appointment with each respondent, the
writer was assured of the respondent ‘s full attention

for the period of the interview.

d. The writer was able to ensure that it was the target
respondent that completed the questionnaire. In a mail

survey, the answering of the questionnaire could be



delegated to a subordinate producing inaccurate results,
especially as the opinion of the target respondent is of

ubtmost importance to this study.

With reference to this last point, there were a few '
instances where the target respondent brought his secretary,
col leaque, co—direétor or partner to the interview. Even in
these instances, the writer was able to maintain response
obijectivity by ensuring that the answers provided were those

of the correct respondent.

Crisp (1957, p.197) says of the personal interview that;

"...where it is essential to provide data of great
and predictable accuracy ... no other approach can
be seriously considered."
The personal interview also has its limitations, however.
it is an exupensive and time--consuming method of data
collection. (Sheatsley 1975, p.2-79) It is conseqgquently
necessary to keep the size of the sample manageable (see

Chapter &, section &.6).
Interrogétion technidues, including the personal interview,

involve a measurement instrument commonly called a

guestionnaire (Buzzell, Cox and Brown 1969, p.146).
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A gquestionnaire is essentially a list of questions that will
be asked, or topic areas that will be discussed with a
respondent by an.interviewer, who will record the answers
provided (Zaltman and Burger 1975, p.2951). It is a guide in

the interview process (Weiers 1984, p.211).
7.2 THE QUESTIONNAIRE DESIGN

The function of the questionnaire in this study is to
cextract information from the respondents with the purpose of
answering the questions raised by the objectives listed in

2
A

Chapter %, section 4.
In developing and administering this questionnairé,
attention was given to the following factors, bearing in
mind that the intelligence level of the respondents was
considered to be sufficiently high to use relatively

sophisticated techniques in the questionnaire desigh.

7.2.1 Questionnaire layout

Buestionnaire layout is important in soliciting accurate
answers from respondents. A confused or crowded layout
could result in irritation on the part of the respondent,

which in tuwn might result in rushed or confused answers.



In designing the layout of the questionnaire for this study,
the writer attempted to ensure that it was simplé, easy to
follow and where possible, reasonahly attractive in order to

reduce response bias.

A structured questiohnaire consisting mainly of closed—ended
questions was.decided upon. All respondents were therefore
faced with the same gquestions. This meant that objective
and consistent answers could be obtained whi;h would allow
for é comparison to be made between the various responses

offered.

It was decided to separate the questions from the answers
and to list each on separate sheets for the following

reasonss;

a. combining the questions and answers on one sheet would
have resulted in a cramped appearance: The writer
initially experimented with this layout in the pilot
study, but found it to be unsuitable and consequently

discarded its;

b. separate question and answer sheets facilitated the
subsequent administration and data extraction, as the

answer sheet was not cluttered with questions: and



c. as only one master question sheet was required,

reproduction costs were reduced.

For each question, there was a corresponding answer option

on an answer sheet. The respondent would read a gquestion on
the questidn sheet and provide an answer on the answer sheet
corresponding to the appropriate question number (see figure

7.1).

Figure 7.1 Separate question and answer sheets

- ‘-“-——-—-—_.
. — le-—}—~——~w~~~—7~~}g1 —
)2 e o e o e e e e e e AR
‘z....____‘..._____.._.._...._._..__.'__...'-;.A—.r
O4~~%~—————~—~~~%~~}A4
5 55 e o e e *AS
etc [ ‘ etc |
Cuestion Sheet Answer Sheet

There were no instructions on either the question or answer
sheets. The writer was present at esach interview and
instructed each respondent verbally as to how the

questionnaire should be completed.

The questionnaire differed for active exporters and for non-

active exporters.
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For the sake of convenience, the questionnaire for active
xporters will hereafter be referred tq'as the active
questionnaire, while the questionnaire for non-active
exporters will be referred to as the pon-active
questionnaire. See Appendices A — D for the active and non-

active guestionnaires and answer sheets.
7.2.1.1 The active guestionnaire

The active questionnaire consisted of four sections and 55
questions. There was an additional section consisting of
three questions for the writer to complete after the

interview (see figure 7.2).

a. Section A consisted of 10 questions relating to the

respondent.’s MOOI.

b. S8Section B consisted of 16 questions relating to the

company ‘s MOI.
Cu Section C extracted information relating to the Sul of

the company and the Sel of the management of the

company.
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Section D included questions designed to examine selected
variables considered to be relevant to and to influence the
export process. In addition, three questions were included
in this section in which the'respondent was asked to
evaluate in his opinionjg

i. the success of the company in exportss

ii. the extent of the company’'s marketing orientation; and

iii. his knowledge of marketing.?

The writer’'s own section (as interviewer), consisted of

three questions. 1In this section, ﬁhe writer was able to

provide his own perceptions as tog;

i. the level of success the company had achieved in
exports;

ii. the extent of the company’s marketing orientation; and

iii. the extent of the respondent’'s marketing knowledge.?

This information was later compared to the information
obtained from the questions listed in d. (i — iii) above and
to the three indices; Sul, MOI and MOOI, respectively.
Although the answers to the questions described in sections
d and e would be somewhat subjective in nature, the writer
nevertheless feels that they could serve as a moderating

factor when analysing the abovementioned three indices.
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7.2.1.2 The non—active gquestionnaire

The non—active questionnaire consisted of three sections and
4% questions. There was also an additional section
consisting of two guestions for the writer to complete after

the interview (see figure 7.2).

a. Section A consisted of 10 questions relating to the

respondent ‘s MOOI.

b. Section B consisted of 16 questions relating to the

company ‘s MOIL.

t. Section C included gquestions designed to examine
selected variables considered to be relevant to and to
influence the expdrt process, as well as the Sel of the
management of fhe company. In additién, two guestions
were included in this seétion in which tHe responent was
asked to evaluate in his Dpinion;

i. the extent of the company’'s marketing Drientationg
and

ii. his knowledge of marketing.
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The writer’'s own section (as interviewer), ‘consisted of

two gquestions. In this section, the writer was able to

provide his perceptions as toj

i. the extent of the company’'s marketing orientation;
and
ii. the extent of the respondent’s marketing knowledge.

Thig information was later compared to the information
obtained from the questions listed in c. (i — ii) above
MOI and MOOI,

and to the two indices; respectively.

Figure 7.2 Comparison of the active and non-active
questionnaires

Active guestionnaire

Section Section Section Section Writer's
ral ) =t C D Section
1 — @10 Q11 -~ @246 027 - Q36 QE7 — Q55 056 — 058
(MO0 1) (MO I) (Sul) (Frofile)
‘ (Sel)
~
AN
Sel
Non—-active questionnaire \
L V) Y
Section Section Section Writer s
A ' 3] C Section
Gl - @10 Q11 - 026 Q27 — Q45 Q46 - Q47
(MO0 1) (MOI) (Frofile)
(5e1)

144



In Table 7.1 the question numbers in the active
questionnaire with the corresponding question numbers in the

non-—-active questionnaire, are listed.

Table 7.1 Guestion numbers in the non-active questionnaire,
corresponding to the question numbers in the active
questionnaire

jAct -~ NAct |  Act -~ NAct | Act - NAct | Act - NAct*!
i Q1 - &1 i 216 - Q16 ! £zl H 46 - QFZ7 :
oz - Q2 i Q17 - @17 H =2 H @47 - QE8 i
VRE —- B3 : 218 - Q18 i 153 H 48 - Q%9 i
i G4 - G4 : @19 - 619 : =4 - Q28 H Q49 - @240 :
HI B LI B b 1 Q20 - R20 H Q35S - 29 i G50 - @41 !
i s —~- Qb H az21 - 021 H Q36 - Q30 } a5l H
a7 - @7 : Q22 - @22 i G337 - 031 H Qo2 - @42 H
a8 - @08 | Q23 - Q23 : BIRAS H Q53 ~ Q43 i
P9 - Q9 t 024 — @24 : (MIRA i 0S4 — Q44 i
Q1o - @10 } aRs - @25 : Q40 - Q27 i QoS - Q45 4
011 - 211 i Q26 —- (26 } 241 - @32 } o e e e H
o112 - Q12 H Q27 i D42 - Q33 : 056 i
{013 —- 013 H 028 : Q43 - Q=4 i 0n7 — Q446 H
14 - Q14 H Q29 H Q44 - QES H =8 ~ @47 i
Q15 - Q15 ! G0 i Q45 - RDE6 : i

= Active questionnaire
NAct = Non-active guestionnaire

*

D

n

lz
i

Generally, the questionnaire layout provided few problems
and a number of respondénts commented that they had found

the questionnaire easy to complete.
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7.2.2 Guestion wording

The wording of a questionnaire can have a great deal of
influence on the answers obtained from the respondehts. An
ambiguous, leading or difficult quesfion, can result in
inaccurate or biased answers. The Vocabulary used in
questidn wording should consequently, be simple, direct and

familiar (Churchill 1983, pp.227 - 231).

The wording of the guestions used in the guestionnaire for

this study was chosen with this in mind.

After the questionnaire was pilot tested, a few words were
changed. For example in question seven, the guestion first

read:;

"Mrofit must be the sole objective of the management
of the the company".

This gquestion would have resulted in an inaccurate answer as
‘must’ and ‘sole’ are too restrictive in meaning.
Aftter the pilot test, the question was changed tojg

"FProfit should be one ot the main objectives of the
management of the company™.
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No technical words were used in. the questionnaire and the
sentences were kept as simple and as short as was possible. It
was also felt that the wording of the questions were well
within the intellectual capabilities of the interviewees,
almost all of whom were senior managers or executives in the

companies in question.

In formulating the wording of the questions, the following
basic rules, suggested by Davies (1973, pp.107 -~ 109), were
also kept in mind;

a. avoiding double-barrelled questions;

b. using words that are familiar to everyonej;

€. avoiding leading questions;

d. avoiding ambiguous questions;

e. avoiding more than one thought per question:

f. avoiding vague gquestions; and

g. making questions as concise as is possible.

In a few cases where the respondent was Afrikaans, the writer,

who is fully bilingual, was able to assist and guide them.
7.2.3 Typese of questions

Both closed and open—ended questions were used although the

questionnaire consisted mainly of closed—~ended questions, namely;
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a. semantic differential scaled questions;
b. dichotomous questions; and

€. multichotomous questions.

The use of predominantly closed-ended questions allowed for
easy and reliable comparison between respondents and for
accurate analysis. It élso proved easier to complete and to
administer. An inherent weakness of closed-response
questions, however, is that there is little freedom for
self—-expression or to qualify answers given {(Weiers 1984,
pp.233 - 236). There is also the possibility that if the
respondent is ignorant or uncertain about a question, he may
choose an ‘acceptable’ answer to avoid admitting his

ignorance or uncertainty, resulting in response bias.

Because the writer was present at each interview, wherever
uncertainty or reluctance was detected on the part of the
respondent, the problem could be identified immediately and
the respondent was encouraged to provide a more accurate

answer .

For the sake of consistency, wherever reference is made in
this text to the guestions found in the questionnaire,
question marks are not used, as they were unfortunately

omnitted fraom the actual gquestiannaire.
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7.2.4 Recording respondents’ answers

Three methods were used in the questionnaire to record the
respondents’ answers to the various questions. These are
discussed below. The actual coding of the respondents’

answers, is discussed in Chapter 8, section 8.2.2.

7.2.4.1 Semantic differential rating scale

This method requires a respondent to express his feelings or
opinions in answer to a question by selecting a position:
along a scale bounded by bipolar adjectives or phrases

(Weiers 1984, p.312).

This rating scale is easy to construct, easy to use and it

allows fine distinctions to be made.

It is the same method used by Van der Merwe (1974, pp.236 -

2E9) in her study?®. The reason for using the same attitude

differential scale, the writer is of the opinion that the
scaling technigue she uses in her thesis, is more
accurately a graphic rating scale combined with elements
of the semantic differential scale.
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measurement scale is to allow-comparisons to be made to the
Van der Merwe study. This would atford a degree of academic

continuity to Van der Merwe’'s work.

In Van der Merwe’'s study, however, words that were not
extreme opposites, were used to anchor the scale. For
example, "always very important ...sometimes not so

impaortant™.

Az Van der Merwe (1974, p.232) explains;

"By doing this it was found that a more accurate
reflection of opinion could be drawn from the
respondent. This was mainly because the opposite of
the positive was not totally negative and theretore
he was not tempted to overemphasise a positive
response to the question, and so indicate a high
degree of marketing orientation [if this was not the
casel."”
Her argument is supported by Ralph L Day (1974, p.3 - 109)
in his article, "Measuring Freferences", in which he
suggests that there has been a relaxation by market
researchers of the requirement that the descriptive pairs

that anchor the scale must necessarily consist of polar

apposites.
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7.2.4.2 Di- and multichotomous questions

Dichotomous and multichotomous questions are two types of
closed—ended questions sometimes referred to as fixed-
alternative response quastions (Zaltman and Burger 1975,

p.260).

In these gquestions, the interviewee is given a limited
number of alternative responses from which he can choose an
option which most closely corresponds to his attitude or

opinion on the subject (Zaltman and Burger 1975, p.2&60).

In the case of one dichotomous question arnd two
multichotomous guestions, however, the interviewees could
choose more than one of the alternatives provided, if

appropriate.

The dichotomous guestion, for example, referred to whether
the company sold to either a consumer or industrial marbket.
It is guite possible of course, that the company could seil
to both an industrial and consumer market and a third

alternative should have bheen included called ‘both’.



The problem was solved by éllqwing the interviewee to mark
both alternatives. This problem was not encountered in the
pilot study, but proved how beneficial it was for the writer

to work through the questions with each respondent.
7.2.4.% 0Open—ended questions

In open—ended questions, the interviewee is not restricted
by a set of alternatives. The respondent is therefore free
"to reply to the guestion within his own frame of reference

(Churchill 1983, p.2235

While this type of guestion is easy to formulate, responses
may be difficult to record or to tabulate (Weiers 1984,
p.2%32). For example, one interviewee may suggest that in
exports, his majof problem is tﬁe effect of sanctions, while
another interviewee may argue that his problems are as a
result of the internal politics of the country. To suggest
that these two answers mean the same is not necessarily

true.
A further advantage of open—-ended questions is that the

interviewee is not swayed towards a response that does not

reflect his true copinion (Zaltman and Burger 19735, p.259).
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The guestionnaire in this study contained six open-ended

questions.

In two of the six questions, the interviewee was prompted to
provide more than one answer. In the first gquestion the
interviewee wasvasked to listvthree advantages that exports
had for his company, while in the second question the
interyiewee was ashked to indicafe four problems he‘perceived
to be most inhibiting to his company’'s export activities.

It wés accgptable if, for example, the interviewee could
only identify two problems. In this instance he was not
coercéd into ‘creating’ further problems for the sake of

completing the guestion.
7.3 RESPONSE INDICES

Dne.of the main functions of the questionnaire used in this
study, is to obtain information that can then be used to
farm four composite indiées which would in turn be used in
subsequent statistcal analyses to realise the objectives of

this study. These indices are:

A MOOI: The Marketing Orientation Outlook Index for sach
respondent.

b. MOI: The Marketing Orientation Index for the company.



c. Sul: The Success Index for the company.
d. Sel: The Seriousness Index for the company’'s

managemant.
7.3.1 The Marketing Orientation Outlook Index (MDOI)

In the first section of both the active and nan-active
gquestionnaires, an attempt is made to measure the outlook of
the interviewee towards the marketing concept. The
marketing concept is broken down into its three elements,
namely: customer orientation, profit orientation and
integrated effort, as was discussed in Chapter 3, section
I.2. Ten questions were then selected - mostly from Van der

Merwe's thesis (1974, pRp.=258 -~ 265) - that related to the

abovementioned elemants.

Each guestion was represented by a semantic differential
scale from which an index could be obtained that would
reflect the interviewee's opinion as to a particular element

of the marketing concept.

This index forms the basis of two composite indices.
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First,; an average rating for each question was established,
which is a relative rating or index and refleéts the average
strength of feeling that the respoﬁdents héld about each

question {(Van der Merwe 1974, p.243).

Second, an overall index consisting of the average of the
above guestion ratings was also derived. This reflected the

respondent ‘s MOOI. Again this is a relative rating.
7.3.2 The Marketing Orientation Index (MOI)

This index reflects the marketing orientation of the company
towards ite exports measured by the extent to which the
company gives attention to the various elements of the

e -

marketing mix, as was discussed in Chapter 3, section

In section B of both the active and non—active
questionnaires, exactly the same methodology as described in
section 7.5.1 was used for the MOIL. In other words, a
rating was obtained for each component of the marketing mi
and ﬁhe average of these ratings indicated the overall MOI

for the firm.



Not only semantic differential: scaled guestions were QSed,
.but multiple—choice questions were also incorporated in this

index.

The questions used in this section referred to the elements

of the companies’ export marketing mix, which included:

a. Esport pricing (including export incentives).

b. Distribution cohsiderations.

c. FPackaging considerations.

d. Fromotional considerations.

8. Product adaption to suit foreign consumers’ wants and
needs.

f. Formal export and market planning.

g. Foreign market research undertaken.

7.3.3 Success Index (Sul)

The Sul reflects the relative success that an active export

company has achieved with its exports.

Success was measured by a series of seven guestions that

addressed the following points:

= The benefits of exports to overall company profits and

goals.



b. Whether exports were more profitable than domesticg

sales.

c. Whether the company was obtaining an adequate return on

its investment in exports.
d. The company’'s actual exports in 1986.

e. The percentage increase in exports over the previous

year.

f. The percentage of total sales that the company’s exports

represent.

g. The length of time the company had been active in

exports.

While the abovementioned factors cannot individually be seen
as a measure of success, combined, they provide a relative

indication of success.

Again the same method as described in section 7.3.1, was
used. Both semantic differential and multiple-choice
questions in section C of the active guestionnaire were

incorporated in the Sul (the Sul did not form part of the
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non—active questionnaire). In the case of this index,
however, only the overall index was of interest. The
individual element ratings were ignored, except in as far as
their average was used to establish the overall success

index.

7.3.4 The Seriousness Index (SeI.)

This index reflected the seriousness of the management of a

company towards its exports.

It consisted of the average rating of three questions (in
section C of both the active and non-active questionnaires),
two of which were measured on a semantic differential scale.

The third was a multiple~-choice question.

The three questions addressed the following points:

a. The emphasis placed on exports.

b. The committment of the company’'s management to long-term
exports.

C. The budget allocated to developing exports.

As in the case of the Sul, this index was also a relative

rating.



7.4 INTERVIEW PROCEDURE

All respondents were contacted telephonically and an
interview arranged to be held, in most cases, at the
regional office of the DTI - otherwise at the respondent’s

office.

The exact purpose of the interview was not communicated to
the respondent in order to avbid the respondent offering
biased answers. Instead, the respondent was informed that
the reason for the intervie@ was to obtain informatioﬁ about
the profile of South African exporters and to identify
various problems that they, as euporters, may have |
encountered. They were also informed that the selection of

respondents was done completely randomly.

The respondents found this explanation guite acceptable and

no resistance was encountered in arranging appointments.

It was decided to keep the interview relatively short so as
not to annoy the respondent or to cause boredom or fatigue.
A maximum interview length of 20 to 45 minutes was

considered acceptable.



7.3 THE PILOT STUDY

It is essential to field test a questionnaire before using
it.in the actual survey (RBoyd and Westfall 1944, p.321).
Such a tield survey is often called a pilot study or pilot
test and should be conducted using a small sample from the
population being surveyéd in order to ensure that the test
is a representative one of the main survey fﬁckoff 1953,

p.345).

As a prior step to pilot testing the prototype
questionnaire, Davies (1973, p.113) suggests that the
researcher first speak freely to potential respondents about’
the generai content of the survey with the idea of forming a
more detailed impression of the actual problem to be
researched.

While this was not a deliberate step in this survey, the
wrriter was presented during the course of his daily office
routine, with the opportunity to discuss various aspects of
exporting with a large number of exporters. This exercise
provided the writer with an excellent insight intQ the
problems and difficulties being experienced by the euport
community in general and assisted in formulating the

research objectives and questionnaire design.
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With respect to the pilot study, eight interviews were
conducted before the writer was satisfied with the

questionnaire design.

Companies interviewed in the pilot study were selected
randomly from the population without regard to size. 8ix
the eight companies were active exportérs. The remaining

two companies were non—active euporters.
The companies interviewed are listed in Appendix E.
7.3.1 Report on the pilot study

The pilot study proved useful in highlighting potential

weaknesses in the questionnaire.

In some cases, the wording of gquestions and corresponding
answers ware changed (see section 7.2.2), while in other
instances, additional gquestions were incorporated into the

questionnaira.
In the active questionnaire, guestions 13, 32, 38 and %4,

and in the non—active gquestionnaire, questions 13 and 44

were added.
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The pilot study also guided the writer how best to conduct
the actual interview, as well as to what verbal instructions

should be given to the respondent.
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. ‘ - CHAPTER 8
DATA ANALYSIS
8.1 INTRODUCTION
The function of data analysis is to reduce raw data to
meaningful and relevant results and 1t logicaily'follows the
process of data collection as previously described
(Churchill 1983, p.444).

This chapter focuses on two areasg

a. the preparation of the raw data into a form suitable

for further analysis; and -

b. the statistical methods used in analysing the prepared

data.
8.2 DATA PREPARATION

Data preparation invalves three steps (Weiers 1984, p.Z80);

a. data editing;
b. data coding; and
c. data tabulation.
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8.2.1 Data editing

An important step in any research study involving data
collection, is to examineg the guestionnaire and the data
obtained from the questionnaire for errors, omissions and

inconsistencies (McGown 1979, p.208).

In this study, the main problem tﬁat was encountered was
that some respondents failed to complete at least one of the
questions in the guestionnaire.

;
In some instances, the writer discovered the omission before
the respondent depatrted +rom the interview and was able to
correct the omissibn at the interview. This is an example
of a field edit. The remaining omissions were detected by
the writer while editing the.data later. In the latter
case,; the writer called on the respondents again and

requested that they complete the omitted gquestion(s).

A few errors were also made by the writer in tabulating the
data in preparation for computer analysis. Most of these
errors were detected by an independent audit of the

tabul ated data.
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Two further errors were discovered after the computer
analysis had been completed, as the computer results.
indicated incomplete data. These errors were corrected and

the computer analysis was undertaken again.
8.2.2 Data coding

According to Chuwechill (198%, pp.446 — 447), data coding

transforms raw data into symbols, usually numerals; that may
be tébulated and subsequently analysed. The answers offered
by a respondent in this study to the various guestions could
not be analysed directly. In each casé, a numeric value hgd

to be assigned to the answers.

This value is a measure of the respondent’s answer and
enables the information provided to be analysed using
statistical methods. There are different ways in which the
answers can be measuwred.

2.2 Coding of questions

In Chapter 7, section 7.2.7%, the three types of questions

used in this survey were mentioned, namely:
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a. semantic differential scaled questionsg
b. di— and multichotomous questions; and

C. open—ended questions.

The procedure for coding the respohdents' answers to the

abovementioned questions was as follows:
a. Semantic differential scaled guestions.

A 106 millimetre scale was used. Each end of the scale Qas
anchored by an answer. 0Of the two answers, one was
considered more pretferred while the other was considered
less preferred. This differentiation was made based on
'marketing theory and in consideration of the specific

question put to the respondent.

For example, in marketing theory, profit orientation is
considered to be one of the three pillars of the mairketing
concept (Van der Merwe 1974, pp.30 — 31) and question seven

in the qgquestionnaire read;

"PFrofit should be one of the main objectives of the
management of the company". '

The corresponding answer wasjg

"Always trugl———— e e e e e e INot Always True'.
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In the above example, the correct (or more preferred)Aanswer
is "always true"” and the less preferred answer, "not always

true’.

‘The mare preferred end of the scale and the less preferred
end of the scale were coded as 1,00 and 0,00, respectively.
A respondent ‘s answer anywhere else on the scale was coded

as a fraction of one (see figure 8.1).
Figure 8.1 Coding of semantic differential scaled questions

e e e i —100millimetres——Ii| :
Answer A [-——r—eee e e T e e e o e e e 1 Answer B
(l.Less preferred) 1 , (More pretferred)
Respondent ‘s marlk

= =

Respondent ‘s score is coded as S3/100 = 0,53,

b. Di—~ and multichotomous guestions

Some of the di- and multichotomous questions, together with
semantic differential scaled gquestions, formed part of a
composite index (for example, the MOOI and the MO I - see
Chapter 7, section 7.3). It was therefore necessary to code

them in a similar manner as was done with the semantic
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differential scaled questions. The remaining di- and
multichotomous questions were coded individually and

separately.

In the case of both the dichotomous and multichotomous
questions, the alternatives were ranked from the more
preferred answer to.the less preferred answer. The ranking
was.made in the light of marketing theory and the.natqre of
the guestion, as in the case of the semantic différential

scaled questions.

To illustrate this procedure, two examples are provided

below.

i. Guestion 21, in both the active and non-active
aquestionnaires, reads;
"As an estimate, what does yow company spend on

advertising/promotion of its products abroad per
anrum® . )

The alternative answers were:

l.ess than R1,000 L3 R10,000 — RS0,000 (]

R1,000 — R10,000 £l RS0 ,000 plus L1
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It should be noted that while on the answer sheet
was no category provided for a company that spent
rands on advertising or promotion, the writer did

respondents that if they fell into this category,

there.
Tero
askh.

to

mark the answer as zero. This fifth alternative was

incorporated in analysing the answers.

Since advertising and promotion is one of the elements

of the marketing mix,

the more emphasis placed on this

area by a company, measured by the amount it spent on

advertising and promotion of its products abroad, the

more marketing orientated the company is likely to be

with respect to its exports (obviously within reason).

Hence, the cateqories were coded as follows:

RS0,000 plus
R10,000 — RS50,000
R1,000 -~ R10,000

Less than R1,000

Zero rands

These scores were
obtained from the

questions.

1,00
0,75
0,50
0,25

ooy st

0,00

seen to be compétible with the scores

semantic differential scal ed
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ii. In both the active and non-active questionnaires,

question 25 read:

"Does your company have an export marketing plan®,

The alternative answers were:
Yes L3 Ne L3l

An export marketing plan is considered to be such an
essential part of any export marketing activity, that the
more preferred answer (‘Yes’) was coded 1,00 and the less

preferred answer ('No’) was coded as 0,00.

This difference was felt to be acceptable because of the
importance of planning in marketing. The less preferred

answer was therefore discriminated against quite heavily.

Although the rankings and corresponding codes differed from
one multiple choice question to the next, the procedure and
rationale for coding was similar to that described in the two

examples set out above.
There were a number of multiple-choice questions that did not

form part of an index and that were of the categorical type.

These were coded differently.
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For erample, in guestion 44 in the active guestionnaire
(question 3% in the non—active questionnaire), the respondent
was asked whether his company was opérative regionally (that

is, only in the Western Cape) or nationally.

The answers were not ranked in any way as the one alternative
was not considered more preferable than the other. Codes of

‘17 and "2 were assigned to the answers respectively.

In the data analysis stage, categorical data such as from

quegtion 44, was cross—tabulated with the MOOI and the MOI.

In order to do this, the categorical data, coded simply as
1,2,3 etec., had to be recoded using dummy variables.

I¥f a researcher intends to include gualitative or categorical-—
type variables in analvsis techniques such as multiple
regression analysis, discriminant analysis or

cross tabulation, these categorical variables must first be
gquantified. Dummy variable coding is a technigue used for

this purpose (Daniel & Terrell 1983, p.364).
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The following categorical—-type questions were recoded using

the dummy variable téchnique;

&« the company size - Qhether large or small;

b. the company turnover;

c. the number of employees working for the company;

d. company profit or loss;

e. whether the company sells to a regional or national
domestic market;

f. whether the company sells to an industrial or consumer
markelt or both;g

g. the position of the respondent in the company: and

h. whether the respondent has attended any couwses or

seminars on exporting.
8.2.3 Data tabulation

Churchill (1983, p.449) detines data tabulation as the
assigning of responsges to categories and the counting of the

numbierr of data cases that fall into these categories.

The writer suggests that data tabulation can be divided into
two parts:
a. The preparation of previously coded data into tables

ready for computer analysis.
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b. Simple data description, inCIQding the following:

i. The counting of data within the various categories
(also called frequency counts or one-way
tabulation) (Churchill 1983, p.449).

ii. The measurement of central tendency and
specifically the mean or average,sﬁore.(McGDWn
1279, p.214).

iii. fhe measurement of the dispersion of the data
including the range, standard deviation and
skewness of the distribution of the data (Weiers
1984; pp.39% - I946).

iv.e PFPercentages, which allow the researcher to
describe the frequency of data in a relative sense
and make it easier to compare groups and

distributions (Weiers 1984, I97).

It shouwld be noted that not all data is suitable ¥or'each of
the data description steps mentioned above. in the case DF 
rategorical data (that is, nominal scaled data*), for
example, the measwrement of mean scores and standard
deviation is not applicable, although the use of frequency

counts and percentages is.

1. Refer to Weiers 1984, pp.1S1 -~ 157,
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According to Weiers (1984, p.404) , mere processing ahd
summarization of the data is not enough as a number of
guestions usualiy remain to be answered. Further
statistical analysis is then required ih‘ordér to.énSwer

these questions.

Consequently, data analysis usually follows data tabulation.

8.3 DATA ANALYSIS

A large variety of techrniques exist that can be used to
analyse data. Different technigues provide different resulls

and it is important to choose the best statistical method

In this study, the following statistical methods were used;
a. muiltiple regression and correlation analysis;
. cross tabulationg

c. testing the difference between the means of two groups;

(g

discriminant analveis; and

g. the Delphi method.
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8.3.1 Multiple regression and correlation analysis

Multiple regression aﬁalysis is a statistical technique that
evaluates the relationship between an interval-scaled?
dependent variable and a set of interval-scaled independent
variables (Cox 1979, p.353). This relationship can be
expressed in the form of a linear equation called ﬁhe
pstimated regression eguation as follows (Ben—-Horim and Lévy
1981, p.538):

y = a + biX:1 + bzXo + L. + bnaXa

wherej; ) '

Y is the dependent variablej
a is the estimated intercept on the y-axis;

b, — b~ are the estimated parameters of the
independent variables X; to X.3 and
Xy = X~ are the independent variables.

In this study, the variable Y is represented by 5ul, which

is argued to be dependant on;

a. the MOOI of the respondent — independent variable X,u:

b. the MOI for the company - independent variable Xa;

c. the size of the company, whether large or small -
independent variable Xx3; and

d. the Sel of the management of the company - independent

variable Xa.

1. Refer to Weiers 1984, pp.1%1 - 157
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A computer énalysis using the estimated regression equation
was undertaken to determine the extent and’nature of the

relationéhip between Sul and MOOI, MOI, company Size and Sel.

In the same computer analysis, the interrelationship between
the five variables mentioned above was also examined using

correlation analysis.
8.3.1.1 Reasons for using multiple regression analysis

One of the main objectives of this study as stated in Chapter
5, section S.2.1, is to establish whether the success of a
manufacturing company in its export activities is related to
the extent of its marketing orientation towards these

activities.

Consequently, the relationship between the Sul and the MOI
for each active export manufacturing company was examined

using multiple regression analysis.

The reason only active export companies were considered, is
because by definition, the non—-active exporters had not yet
achieved any export sales and therefore no Sul could be

established for the non—-active exporters.
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The relationship between the Sul of each active export'
manufacturing company and the_following three variables was
also examined in the same analysis{

a. rthe MOOI of the export executive;

b. the Size of the company , whether large or small; and

c. the Sel of the management of the company.

It is also possible that the independenf variables, while
having an influence on the dependeﬁt variables, may also
influence each otth. The writer therefore %elt that
correlation analysis, which examines this interrelationship

between variables,-was also appropriate.

8.3.2 Cross tabulation

Cross tabulation involves the examination of categorical data
for two or more variables simultaneously (Cox 1979, p.235)
and enables relationships among and between variables,
whether dependent or independént, to be measured (Bellenger

and Greenberg 1978, p.230 and Churchill 1983, p.439).
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-E.2.1  Reasons for using cross tabulation

In section C of the non—active questionnaireAandvsection D
of the active gquestionnaire a number of categorical -type
or qQalitative qgestions were put to each respondent.

Some of these guestions related tb variables that wers-
thought to have an influence on both the HDI and fhE'MDDIn

These variables included:

& a The size of the company measured by its turnover:
It is presumed that the larger the company, the more
likely the company will be marketing Drientafed with
respect to its exports, because it is able to provide
human and financial resources in support of its export

activities.

b. The sire of the company measured by its number of
emplovees:

Again the same argument as in (a) above applies.

. Whether the company is in a profit or loss situation:
First, it is the writer 's experience that companies
struggling in the South African domestic market and

who then turn to export markets
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in the hope that they will find sufficient business to keep
the company alive, are inevitably ill prepared to face the

complexities of marketing abroad.

Second, it is suggested that cash—flush, profitable firms are
better able to support their export activities than companies

that are in a loss position.

Whether the company operates nationally or only regionally:
The writer suggests that companies that have not yet ventured
into the national market may be out of their depth in

international. markets.

Whether the company operates in a consumer or industrial
market or both:

It is expected that companies active in consumer markets or
both consumer and industrial marﬁets, will be more marketing
orientated than companies that are only active in industrial
markets. This is bhecause consumer markets may arquably be

more marketing sensitive than industrial markets.
Whether the export executive has attended any courses in
export marketings:

In this‘instanCe, the writer felt that if the export
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executive has some knowledge of export marketing, he is more
likely to manage the company’'s export activities'along

marketing lines.

Cross tabulation was therefore used to establish whether any
relationships exist between the abovementioned variables and the

MOI or the MODI.
B.3.3 Testing the difference of means between groups

The function of this technique is to ascertain whether the means
of two distributions are difterent. I+ the means are indeed
different, then the implication for this study?®.is that the mean
of ths one distributiuﬂ is areater than the mean of the other
distribﬁtion (Greensted, Jardine and Mactarlane 1978, pp.118 -

119).
B.3.%3.1 Reasons for using this test

One of the objectives of this study is to establish whethsr the
MOI is different for the active group of exporters and for the

non—active group of exporters.

1. In which a one-~tailed test is used.
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If the mean MAI is greater for the active group of exporters than
for the non—active group of exporters, then the implication is
tHat the active group is more marketing orientated than the non-

active group.

In order to establish whether the abovementioned difference
exists, it is necessary to test the hypothesis that the mean of
the MOI +for the group of active exporters is greater than the

mean of the MOI for the group of non—active exporters.

The same procedure was followed to compare the means of the

following variables;

a. ™MQI - Email vs large exporters;

h. MOOI - active vs non-active exporterss

. MODI —~ small vs larée exporterss;

d. Sul ~ small wvs large exporters;

2. Sel - active vs non—active exporters; and
f. Sel -~ small vs large exporters.
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8.3.4 Discriminant analysis

Fischer (1934) defines discriminant analysis as a technigue that
is employed to discovéf the characterisfics that distinguish the
members of one group from anofher s0 that given a set of
¢haracteristic5 for a new individual, fhe group to which hé

should be assigned can be predicted.

Discriminant analysis also enables the researcher to determine
the relative importance of each variable and the predictive value

of a total set of variables (Robertson and Eennedy 1968, p.é&4).

The linear function of independent variables that determine an
individual ‘s discriminant scaore is given by;
Ly = Do o+ BaXaa + DXz + oe.. + baXaa
where:;
X351 1 the ith individual ‘s value ot the jth independent
variable:
by is the discriminant co-efficient for the jth variable:; and
Zy is the ith individual 's discriminant score.
The classification process 1s;
if Zi ¥ Zerie Classify individual 1 as belonging to group I or

i¥ Zy 4 Zerie Classify individual 1 as belonging to aroup 11

(Morrison p.2-443%) .
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The groups should be identified prior to the analysis based on
whatever criteria are of interest to the study (Lawson, p;1979).
In this particular study, the two main groups of interest are;

active and non-—active exporters.

Four variables were identified that mightiinfluence thé
classification of an exporter into either of these two aroups.
These are;

A £he-MDI of the companvysg

b. the MOOI of the respondent;

c. the size of the company, whether large or small; and

d. whether the respondent had attended any seminars or coursss

on export marketing.
8.7.4.1 Reasons for using discriminant analysis

The writer felt that if those yariablea that discriminate between
an exporter being active or non—active could be identified, then
it would be possible for the DTI to predict whether a potential
exporter is likely to fall into one or other of thess two groups,

based on certain criteria.
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The benefit of such a classification is that it could assist the
DTI in deciding whether it should or should not financially
assist a particular exporter, with a view to the more efficient

and effective utilization of incentives.
8.3.3 The Delphi method

According to Lehmann (1979, p.112), the Delphi method is designed
to produce a consensus evaluation of alternatives among a set of

judgements or opinions.

The method involves a group of experts who are interviewed on a
particul ar subject and are asked to provide specific input

relating to this subject.

This input i= then examined and the pertinent information

highlighted. The results are then referred back to the group who
are asked if they wish to review their original input. This re-
evaluated input of the respondents is again examined to identify

the main points.

OBrece again the results are referred back to the group and their

feedback is in turn re-examined (Wood 1985, pp.33 — Z4).,
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The number of revaluation rounds by the group of respondents can
vary from two to four (or until the researcher feels that

consensus has been achieved) (Jedamus, Frame and Taylor p.223).

This funnelling approach used in the Delphi method provides'
results based on consensus and has been used in long-range
planning, financial forecasting, generating information,
'establishing priorities or obtaining solutions to problems

203 .

(Vichas, p.20%
B.3.5.1 Reasons for using the Delphi method

An. integral part of this study was to decide on what criteria
exporters would be divided into active or non-—active groups (see

Chapter &, section &6.35.1). ’

The writer believed that a description D% an active empérter
should be developed and used to classify the exporters
accordingly. It was felt that this description could be
developed using the Delphi method, by asking a number of experits
in the field of exports to describe what attributes they felt an

active exporter should have.
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In the first round, the group members {(consisting of 10
individuals - see Appendix H) were interviewed individually
and asked to list attributes which they felt were important

in the description of an active exporter.

These attributes were collated and the respondents were then
asked to rank the attributes from most important to least
important (there were ten attributes identified in all).

A final description was developed and referred to the group

for confirmation.

The writer found that this method resulted in a description
of an active expdrter that was so strict, that had it been
applied to the population, only a small percentage would

fall into the active exporter group.

It was decided, therefore to abandon this descfiptioﬁ for
classification purposes and it did not in any way contribute
to the definition ultimately used. The description was
used, however, as an example of what attributes an ideal
active exporter is considered to have (see sections 9.7 and

10.3).
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CHAPTER @

RESEARCH FINDINGS

9.1 INTRODUCTION

This chapter presents the results obtained from the sample -
data, the analysis of which was discussed in the previous

chapter.

The results are tabulated under the headings of the analysis
methods that were used on the data, namely;

a. Ssimple data description;

b. multiple regression.analysis;
c. tests of the difference between the means of two groups;
d. c¢cross tabulation;

e. discriminant analysis; and

. the Delphi method.
For the purpose of an overview, Table 2.1 listing the four

indices (MOOI, MOI, Sul and Sel), together with their

respective average scores, is given below.
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Table 9.1 The four main indices and their respective
average scores.

s ires otas seves beiae BFS P SR Bees T b e e e Sk $548 SRS SO 0FS STESE THETS St TP S Meoie SOt Se41e Sabh POV VIS MM Poimt HHRSS foty it et $AeLS Sien $4EHS MRS B40%H FeEs Feere esd SEOTS SeS Seeve Sesen EeUS SebtS ek 4meds $HAR Soits e Mbwt serem Srite poste o

i Marketing orientation outlook index (MOOI) 0.755 |
i Marketing orientation index (MOI) Q.423 4
! Buccess index (5ul) S 0.439
! Seriousness index (Sel) . 0.438

ent P v v A e gnt S S o e St S8 S e Ceur oot SO Seiem Sese BhS et SO SO St TSk o Seeve YOINS Sases S Gvers e} RSy S SeveS PewER meems M et nees Ay Gk e S S e e Seee e At FORIS S490 SOANE S4M iarm S mat et bk

9.2 GSIMPLE DATA DESCRIPTION

The results presented under this heading, follow the
sections (A,B,C and D) and questions (GB1 - @58) in the

respective questionnaires (active and non-activel.

2.2.1 Section A in both the active and non-active

questionnaires

In Table 2.2, the average MOOI score for the respondents is
highlighted, as well as the average score for each of the
ten questions fhat contribute to the MOBI. The elements of
the marketing concept to which each question refers, are
indicated in the brackets corresponding to eaéh queétion

number.



Table 9.2 The marketing orientation outlook index.

et bt Sare e s ke (e S 2808 00R B SR SOPR Pt S PTOGe SoSeS e b i febke mbrie s Soen owie FreTe Smels Sribe SHSh SISE SELTS SSRSR SELES SP PHESS S44RD M SUTOY Suoes SuPeY e VRS it MeTS SYPE POV LA BESdS it $AOMS (RS s ASet SPRAR asee Srres Sebas Sorme Foart

{ Buestion number - Mean |
HE | (profit orientation) 0.702 1
! 2 (profit orientation and integrated effort) 0.743% |
i 3 (customer orientation and integrated effort) 0.841 |
i 4 (customer orientation) ‘ 0,736 |
i 5 J(customer orientation) ' : _ 0.685 1
i 6 f(integrated effort) g . 0.863
I 7 (profit orientation) _ - o 0.642 1
1 8 (customer orientation) i : 0.694 |
i 9 (customer orientation) SQ.900 |
i 10 (customer orientation and integrated effort) 0.830 |
i MOOI (marketing orientation outlook index) 0.764 |
i S nt = 130 |

9.2.2 Section B in both the active and hon-active

questionnaires

Table 9.3 lists the average MOI score for the respondent
compaﬁies, as well as the average score for each of the
sixteen questions that contribute to the MOI. Each question
refers to an element of the company’s marketing mix, which
is described in the brackets corresponding to each question

number .

e et bris s pore ot arobt Sty Aean Soie e Teim e Amert Sresy Smoat Smima Pem e St ey Somy st sims chrs Teuee Moyt Soivs STeve biewe Shun Sies Sests bome SOves Smbm rven Riesy Seeis Serm Lo SIS s HELFS ot SELIS Taims HLESY bhed sered bensh voih fased TIA wmeun GOAAY S9ey ey svmen

1. For the rest of this chapter, n refers to the sample
sirze. :
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Table 9.3 The marketing orientation index.

' Question Number : Mean |
i 11 (product) 0.426 |
i 12 (product and marketing research) 0.428 1
i 13 (product and pricing) 0.688 |
i 14 (packaging) ‘ 0.508 |
i 15 (packaging and marketing research) 0.274 |
1 16 (pricing) O h62 1
1 17 A(pricing and market research) S 0.534 1
i 18 (pricing) 0.408 |
V19 (pricing) 7 0.494 |
i 20 (advertising/promotion) o ' : 0.223 |
i 21 (advertising/promotion) 7 0.381 |
i 22 (distribution) 0.344 |
i 23 (market research) 0.416 |
i 24 (distribution) _ 0.377 |
i 25 (marketing planning) Q.385% |
i 26 (export market planning) 0.224 1
{ HOI (marketing orientation index) 0.423 |
i n = 130 |

irte mtae et vt SHRES G020 e S S A 3005 TPl FAER Sheee eSS bhvrm A 4888 ek H6L4 et SRS SSETS S80S it Pt SektS S SSS AU it Sbm B SoES bt it et SRS Sreet LS St S e Soame ot St e Hivim St 0870 bomee SPYER e SO0 Saoee BrAry Mamed Se et

?.2.3 8ection C in the active questionnaire only

Table 9.4 lists the average 5ul scoreffor éll the actively
exporting respondent companies, as well as the average score
for each of seven questions that contribute to the Sul. A
brief descriptiﬁn of the intended purpose of each question
is provided in the brackets corresponding to each guestion

number .
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Table 9.4 The success index.

it ot cenrm erees Sares Meres eont SerS Tmreh S it obus Semme Sbber Svese ks SSHES $U40 mmses meare Ghrm SHakt bites SSH4D FeaSR Seri® GMsie Seese PREY Smbre Py e Safee S bk St e ERES SSANS a8 F4SSP S seamd SeAMG ae SHHAS S Mot Smaal Ak $000t s ks Asis At dubes Berts Semee semre Brobe

| Question number __Mearn |
i 27 (profitability of exports) 0.474 1
| 28 (profitability of exports) 0.318 |
i 29 (return on investment in exports) v 0.430 |
i 30 (export turnover) 0.447 |
i 31 (growth in exports) : 0,594 |
i 32 J{(importance of exports as % of total turnover) 0.238 |
it 33 (age of the company’'s export activities). 0,551 |
i Sul (success Index) v o 0.43%9 |
] ]
. 1]

n = 70
2.2.4 Section € in both the active and non-—active

questionnaires

Table 9}5 indicates the average Sel score for all the
ébmpanies' management, as well as the average score for each
of three guestions that contribute to the Sel. A brief
description of the intended purpose of =2ach gquestion is
provided in the brackets corresponding to each question
number. The question numbers‘in the square brackets refer

to the non-active questionnaire.

Table 2.5 The seriousness index of the company’'s
management.

i Question number Mean |
34 1281 (emphasis placed on exporting) 0.443 |
i35 L2911 (commitment to exporting) - 0,358 |
i 36 [301 {budget allocated to exporting) 0,712 |
! Sel (Seriousness Index) , 0.438 |
' ' n = 130 i

s S et bovin Sorae Smsae Smten G it S phas See Pobe Shesd GBS SO MEPS VEES s b THId YOS SO b Seeek S st S T Pk o T A L e et PP SN S Lo St SN et FeeME S Siuse Mt SOAE 158 SN bese et S4448 Pease e e Seim ot
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?.2.3 Section D in the active questionnéire and Section C

in the non-active questionnaire

Tables are not used in this section. Instead, the fabulated
results follow the question numbers in the questionnaires. |
The questiqn numbers in the square braékets refer to the
non—active questionnaire. é brief description of the

question is provided beneath each guestion number.

fuestion number: 37 [311]
Benefits of exporting.

et tnr nonrs bomes eae mare o s e S e ettt Sabim i S e S400S S mmen S bt Srees SoALS Stan SFOeL A4 Sutes Samon S i i Tk e e fi et S M S SR PH4 PR et b o Tt S S Sl S St S S Moo ol S et B e i

i Answers: )
i Increased turnover/sales/production 00 ... 6374 |
{ Increased profits and cash—flows Y A
i Improved sales/production stability and '
! company growth Y & A
i Improved competitiveness and exposuwre = 00 ... 23% 4
! Utilisation of spare capacity  ..... 227 1
i Increased volumes and lower unit costs 000 L.... 187
! Larger markets ... 157 1
i Develop and utilise company potential and i
! innovation cen e w127 4
i Status and prestige of exporting 0 L. ... 127 3
i Benefit of export incentives ..., 107 4
i Increased or continued labour employment =~ ... 0o8xL |
i Lower lead times and improved buying power P 8 IS Y A
i Recovery of overheads e e 0ZF%4 |
! Stabilise cyclical domestic demand ) IR & ey A
i lLess dependant on the local market ... 2% 4
! Travel opportunities e e 027 |
! Spreading visk Ll Q2%
i No benefits aena s D2%
: i

n = 130
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Question number: 38 (active questionnaire 6n1y)
To what geographical regions does the company export.

| Answers: ' _ . i
! North America ' : cneno16%
i Africa ' R YA
! South America veeaaslOZ4 |
| Australasia cewna18%4 1
i Europe 1 Y
i Middle East ' , : vaeea11%
i Far East - , : ' cenae 134 1
{ Other (Asia) - ) , - I e VA
! ' S no= 70
Question number: 39 (active questionnaire only)
Does the exporter sell to a limited or wide range of
customers. :
i Answers: :
i A single overseas buvyer «nxaslOZ 1
! A few averseas buyers fee e B9
i Many overseas buyers s I A
' 1007 |
! n = 70 |

s Mt it ekt 4t Setts SAam b e b S Sets Aao Srete SoagR Ve Aaten B Een abtn fbm Arims S POLIS Mo S ab SR oiis e oS Set Bt SeAtS M Seme Sasem e ey e A e Pkt Jeut S PIE Son e M RS Sorm Fore A ek b S B S Sane s

Question number: 40 [27]

How long did it take the company to break into exports or
how long has the company been investigating the export
market.

e et vt mt4n Sinas s roree et Seims mems iee Saoen dmaas Merem e ST S e Sty HAth Hate s Seis Semes Seee it Bees Saris Srbes Seaee Sess HArS FPRSS St b et At it SU00S SeiS $54000 G Shure Fyrk Lok Kt Mreve G4t SHILS ey Aes Mrte et S35V Seiie heers Bemet Aees et e

i Answer: i
i Average years R
: ' n = 130 }
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Question number: 41 [32]
Approximate turnover of the company.

ra oot s aevet $3ae0 008 Spese Beee POORE FESSs Pt fak S Kioew s ket S Sovee berme Sesed Seom Sk Sebes $Iues Seese SRS Sermt MRS FeRm eemh et ey A SHAS Feam e e e Bt oS v $00%0 Suere iSRS LeSIE S SAEA 6088 S8 St v SHO Admen moser Poat Sa0et Hese Sore Mrare oot

! Answerst _ !
i Under R100 000 . anaa OB
i R100 000 -~ Rimillion ' e Y A
! Rimillion - RSmillion . 6. VA
i RGmillion - R2Z20million e 237 1
! R20million - R10Omillion ' R 1= A
i Over R100Omillion ' ' . L e e W Q3%
: ' 100%
i n = 130 |

Guestion number: 42 [33]

Is the company in a profit or loss situation.

! Answer: !
i Frofit veensbO4 )
i Loss A A
H 1007 |
i n = 130 |

Question number: 43 [341]

Number of employees.

i Answers: |
| Under 10 _ ceseal5%
P10~ 50 : S A
PSSO — 100 anwew2lZ |
P100 — 200 P YA
i DOver 200 : .....2;1 !
! 100% 1
: n = 130 }

oo et maan e e S04 Sbove bt Sarin 0t beran Hane Swmte Shae amser T oS Seeih Shces Satre FOAD Hitn o s St Seess Seess Lesh e oo Aetes PAB Mees At Fiem e e e e A P S Mach Shth ek Mt et e Ssieh Feett fmese Ehoe baas Beses Peses bonen Vomn e Sabre pmrce

Question number: 44 L[351]
Does the company market to a regional or national market in
South Africa.

i Answers: !
i Regional :  eea 0B84
! Mational e 2271
i 1007 |
: n = 130 |

avr mveve m v e i bt et SHeY MPTHS Sy Poes St Sanan Tt bt et Seetd Sraen beart St St Sabd RS At b Seped SeA Fre Sw Sevbe 004t SHebe Gvees S SAi Sy Feany S e Sms Sme e bt Frebe et SrS Sriat FRASS Aot Teeie erees Sare FoeSS Sbeen S S S e
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Guestion number: 45 (361 _ _ -f
Does the company market consumer products, industrial
products or both.

e e vt S4H S1018 S man St £544% TS Ser oS S2003 FOEm oA Sk St S Pt S S SH00S THoRS Sren S Lt St S840 Lomh SHAk e i St s i AT S BHETS FiLee asee Seeee GOSN SUE PSSR 014E 0SS $mrid ot Hort s Sesme Somes Soved SOF Sovms Sares Srede Semen Setre Satas

i Answers: :
i Consumer products . e A
! Industrial products _ v cane 417
i Both : e e L Y
! ' 100% |
' n = 130 |
Ruestion number: 46 L[371] -
What is the export executive’'s official designation.
i Answers: H
i Owher/Partner PG A
! Managing Director v a26% |
{ Director  nwe 207 4
i Senior Manager cenn17% 1
i Manager e Y
' ' 1007 |
i n = 130 |

e o s Sooe $2008 PRAS Sote e et S SR S b St Shiat See ekt Serid Semst Sets St PN SoLi P s Seeet GeSM SHAE beste Beeln Smemm Smamt PAS e hoite Sebes S0t SEmee Seyms Beoem Frore FEE MR e b brict Hedm Teves Peas Aamm Mnie B0em WM eI oot Amem S04 PesSS Setn Beom

Guestion number: 47 (381
Has the export executive attended any courses or seminars on
exporting.

i Answers: !
! Yes , e 467 |
| No _ cee e 547 4
H 10074 1
H n = 130 |

it e et St st SAE e Gtam Aiams e M S0278 Rooet Srare PSS PaRLS e ke O4e Srben bt SIS S e FrAms St P3RS et EE tn Fitn SAm pam e Srie} RS SR mms B Shvm e TS St e Saete ot o e o i $ee48 e SOYRS Sars s Sa0as oo bt e

Question number: 48 (391
How many years experience does the export executive have in
expoarting.

s et e s Bemes S et s S0res P Tt Saere ot o S8 LD Smpbe e PR SH4AS S Sty Seae S e beiee BT ceere Seye NSS SEPTS M et e Toute SO S Pt et Tk S St ety ke s i eeh S Sev el ek S S4%06 Sewes Srevs Peate Fesbe oeve oo

i Answers:
! Average years experience o e 7
H 1
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Question number: 49 L[40]
Froblems experienced in exporting.

e Sorn Grees bors soeta Cosas G006 srem PreAs s Aeas S brare ELIR Fegih e00S Pl Shie A e s Se SSH et ove S Setmm RO Mt i Mis AAnih il it Barks Sl St Sredh TSk bt Sl S aPes TS ieis SRS SLFS POE 0048 SPee S SOV St A v otes bt armns saten e

i Answers! ] i
| Sanctions/politics A ’ R & A
i Lack of finance or cash-flow Y A
i Distance from export markets/high freight rates .....25% ¢
i Lack of overseas market information. T senea 197 4
i High cost of raw materials L e eees18% 0
! Lack of necessary skills S Cheaaa 3 Sy A
! Fluctuating exchange rates R S U YA
i Lack of— or limited spare production capac1ty nees e 1374 1
! Inflation : : el 127008
! Overseas competition . L eewn 12700
i Lack of time ceeaa 107 1
i Foor export image abroad ' ceea0O8BL
i Overseas regulations and control cewwa OBA
i Lack of reliable agents or representatives N s VA
! Raw material shortages : P & A
i Lack of adequate export incentives ..., Q6% |
i Lack of interest or commitment B £ 1Y A
i Lack of marketing ability or planning I o b A
i Communication problems : enesOT4
i Uncompetitive prices e e W QE4
i Bureaucracy : R & Y A
i Poor product quality S YA
i Overseas parent company policy I T & A
| n = 130 |

o Ao ounan St it et SPvSS Aat Foein st SAAo? Semen S Peves Toubs Srarn MY S4mg amms e Sk $5185 Em o4t Saats Saeis Pt e Feaf Sebmm SAt SRS b4 se St Har SR St M it et $S4EY 144 SRS ett bt hemie hebds frebe Brtes Srbe SPMES Srven SOA RORRY 4man Sress St Seste Smare

Question number: S0 L£41]
Where does the main emphasis of the company lie, in the
opinion of the export executlve. :

e e e e Sovoe Sraae S44es veons Smadn e TS Aot Semss Seorm ehbs SURS AeA mave rivd 4108 S9R40 SIS MU Sate fembe Seeut SeSGE AL Seeeh S4SSA SIS Samn S SHARe s A A Se0te SO0 SHmY TSNP Setis Ehees SHs Ser Meare P SArMS e it mmeet brrbe brbes it e e vere Svede Saron Saere

I Answers: !
i Marketing \ P ey A
i Selling , «nnwaaPl
{ Productionm e 637 |
i Administration i e e Q9% i

n = 130

eaem ot roin a2 Somes mbart SIS veesh benst MMM SAS St Mmkn SAss S4em Aeb Sobet $oA Sram Fhomt Sbems SA0m ek s Saamt e o T et frect $4440 Seim S1A16 Shees Penen ersn S Pameh i wevm b e e STV See otk SPMS SSm Seewe Some B4t $440 TORME SYSNS PR e i Fomm Smame Seem
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Question number: 51 (active questionnaire only)

How successful does the export executive believe the cumpany
is in exports.

15997 $5208 52051 a2 ey Ao e S0 IS Sarah Gnets SRme Shie 9000 SS90 BSMAS SOSTS SSTL (e Groee 4 4ty b beaee 4ent 50904 SO A Reerd e e S S 9994 S Sereh MRS rvace Sriet SERYS Asbes Sovn eret SLAAS eSS S4028 S6v0e s e S B0 Sr90e b ot st ot

i Answers: : : _ 4
! Average score ' T e el 0.397
i Sul for comparison cees s D.439
! The writer’'s score for comparison (056) cewea0.478 |
! {

n = 70

Question number: 52 [42]
How marketing orientated does the export executlve be11eve'
the company is with respect to exports.

ot esta semte G et Gat e e Se0ms Goe T Gae0 Somme et vt Miewe Semty Sudes Bowe B Skt S0eSS G4 bopee SeeTS T Syt Saise ST TANS SH14S PHOSR Feere s Menke Peuis SRS (PSS VS s B S5 s S S el S4ne e STV FRASR FELTY $OHS SHSS MBSO PSP eset beemt Setm A Srore

i Answer: '
{ Average score ' e 0.394 1
i MDI for comparison ... 0.423 |
i The writer’'s score for comparison (G557 [461) .....0.410 |
1 1
i 3

n = 130

s oo e oeten Babt oo S mroes brans S et S Tt S5 et HHA4S BTSN G SFS SRese Safn St rer e S0 Seme St SO STl byre SYESS oA e st S R e YOS S S v ‘eeD ST e $004% 4P S Feue St S kit heree a P boste Smmen T et Subee

Guestion number: 53 [43]
How knowledgable does the export executive believe he is
about marketing.

i Angswer: i
! Average score L iLa. 0.5902 |
i MOOI for comparison enee L7855
i The writer’'s score for comparison (038 [471) ceeeD.3I79 |

n = 130

Question number: 54 [44] :
How beneficial does the export executive believe marketing
could be for his company.

ot e sS40 sebet St $rost w SreP VeV Prvit Sem Fe SVest Saisy et MO e ertt Seeay Sitms S40bs e beee bubes BOSe Seues Setmt Seave ecte Meate Mivan KTt Merss Seves Trmm otve G0N Shery Heess SeLRS eesR iy et Feere Serit S350 SRS Weeme BeSwE S Hhe Bemas FreT i aeee S0OrY SrEE? pees Soare

1 Answert i
i Average score ceeea0.785 1
i MOI for comparison ane D423 |
) t
1 §

n = 130

o e Soret Svn et o S e Vo S99+ o Saem S Snamm b S8 S et S St 2o MR SYem s Al Aebee iy e Seew S St S Mivip St Sbde Hebie Sioch Mts dmtsr S48t Holn SPeim St b S Mease TP AvE e i e PoPMR sk Hbies et Stim Srow Smaee eess Rebre
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Question number: 55 [45]
What products does the company export or intend to export.

A E0nt 048 Bries teees Sonte BIeHs e FBrat VIR Gmmas v e s S GoTee ek $osse LS bevms S2400 Seate $ORE Srits SSeE SHiEs evers Snees Seedh Peras PSS PHAeR deeve Fovse Frest Shave
S5 S TS ettty 4T 2er SO SIS Geets Bats Mt Aaimt L Feei Boam Sosm Se0ae mas brnm Beven e seoee oo

1 Answerss No. of companies & % !
i Light industrial engineering ee 30 - DI
i Clothing and linen products e w22 —~ 17%
i GRF and plastic products ‘ cenall = 08% |
{ Electrical and electronic products o Ceawa 10~ 0O8% -1
| Sports goods and equipment and games L aeeeeB = 06%
! Food products _ I N =7
{ Heavy industry o a7 = OS%
I Furniture products . cewanb — O57 |
i Light consumer engineering - - ' A L YA
i Chemical and cosmetics products o cense — 047 |
i Leather tanning and products o I T L=y A
i Wearing accessories and shoe products cenend = O34 4
i Printing and packaging products » e eees — Q2404
i\ Textile, curtaining and upholstery products .....1 - 0O1% |
i Jewellery products e L
i Other products el — O7Y%
; _ 130 100% 4

i Soves S04 Setmn Pehk Skes e Aaem PeAve Saad haoen Fbte Oete Peam Fessw vy HEbTe Peaeh St Seem Wb SSH IS ert S 900 Soesh Mk P Srets See S Pt feke oS SR S S WAL vt ek oS Sy O ST el e TR P St A T e FebE SN e S Seirt s T

9.3 MULTIPLE REGRESSION ANMALYSIS

Table 2.6 presents the results of the multiple regression
analysis of the dependent variable Sul (Y) and the following
indépendent variables;

a. the MOOI of.the export executive (X;);

b. the company’'s MOT (X=2)3 |

c. the size of the company (whether large or small) (Xx)3

and

d. the Sel of the management of the company (Xa).

(8 ]
b
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Table 9.6 The multiple regression analysisfresults.‘

o eaee et Soves $oree oo 49008 soris Feem Seers TN SeE Seeew ort ML Frrem T Bt BN Pl ets Lhead $400r BAIRS SRS ArAMS S04 Sov Lorte SUMME Soted Sesmt Surle Moty Maver SOM SOMML Seeie $ROSt Besse S04 Suris Meohe Wb

i Multiple correlation coefficient (R) = 0.6491 |
i Coefficient of multiple determination (R=2) = Q.4213 |

Analysis of variance: i

Sum of Squares DF Mean Square F Ratio !
Regression 0.92106 - 4 . 0.2276 11.832 - |
Residual 1.2506 65 0.0192 : K

s A Svsoe 098 o St A s bomr St PESe Sbbe SRS FPL ESSD PeS it Sm Smiet v TS ST S Gmsen e LS Amten SSe SAML FOUSS beres $$008 beest ANSeS IS MOM Miakt GAMMA Aeots Aaiis Ammee Loas beses Forud Semab ANrts Siems St CTOeS dbut Sushe TALMS Sus SESS Srovs Stosm Semse Pt

B T o R,

Table of variables, including T Statisticé:,

i 4
i Variable Coefficient T Statistic i
i Intercept (&) 0.27011 , i
i MOOI (X4) -0.08087 : ~-0.432 i
i MOI (X=) 0.02119 0.147 :
i Size (X=) 0.07122 1.789 i
i Sel (Xa) 0.,36292 4.077 i
! Corvrelation Matrix: 1
i Variable MOOI MOI Size Sul Sel '
i MOOI (Xq) 1.0000 :
i MOI (X=) 0.4622 1.0000 i
i Size (X=) 0.3540 0.4859 1.0000 i
i Sul “(Y) 0.2617 0.5171 0.3182 1.0000 i
i Sel (Xa) 0.3918 0.7221 0.2094 0.6184 1.0000 |
! Level of significance for the above calculations = 0.05 |
i no= 70 i

e oo e soem 200 2300 o ek 4500 b4ri e b i S 00088 B St S8 S S5 R S RO b v O A U8 A S o0 s St o o L0 A A RS S G AL A b R S D P $07 ol et S 1S R4 S e e e e v

9.3.1 To test the relationship between the dependant

variable Y (Sul) and the set of independent variables X, to

X« (MODI, MDI, Size and Sel)

Null hypothesis — Ho:
There is no linear relationship between the dependent

variable Y and the set of independent variables Xi to Xa-



Alternate hypothesis —~ Hi:
There is a linear relationship between the dependent

variable, Y and the set of independent variables, X, to Xa.

Decision rule: Accept Ho if Faricicmir 7% Feomputed-

Table 9.7 presents the results of thisjanélysis.

Table 9.7 Calculations based on the multiple regression
analysis results in Table %.6.

i Critical F-ratioc = 2.53. =~ Degrees of freedom = 4 & &5 1
i Computed F-ratio = 11.832. ~ From Table 9.6 :

e S0t aam et S4ne Wt Shrm P e A viAe o (e M8ie P SRS By Sheih BECE S AN At fdrts S et STare e Gsese Sl ekt Abe e S ot (et Sk S654R FREY LS She4s St Sepas it SAALS Sien dmts SAaS SSuve Sesen SHrE PO eate Fesen AETHS Shems Seevn Seree Sarme

1 .
i Level of significance for the above calculations = 0.0%5 |
it n =70 g

-t s S G o e oo Aaba Sen P e Soeeh Hhes Meoss Saare SAN soart Formt S maem S90S S50 keiob SEeeP Sl Srile Seie S SV o e Mo B4 SHees SH0e% et AT AR T b YO M S SRR i it S S See W SrHR Sevea Seere Ve maey Seees S ease Petme

?2.3.2 Test to see whether there is a relationship between
the dependent variable Y (Sul) and each of the independent

variables, X1 to Xs (MOOI, MOI, Size and 8Sel)

A null and alternate hypothesis is established for each of

the four variables X, to X4, of the form:
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Null hypothesis — Ho:
Variable X., in the presence of the other variables, is not
useful in predicting and estimating the dependent variable Y

(where2 n = 1 to 4).

Alternate hypothesis — Hi:
Variable Xmy in the presence of the other variables, is
useful in predicting and estimating the dependent variéble Y

(where n = 1 to 4).

Decision rule: Accept Ho if Tariticar = Tcomputeda-s

Table 9.8 presents the results of this analysis.

Table 9.8 An analysis of the relationship between the
dependent variable Y (8ul) and each of the independent
variables X. to Xa (MDDI, MOI, Size and Sel).

oot 1ees e S1e S et TeY sar Wovey SeO Teem SIS Mt S04 PP WoTVE SHS A s T SRS el e St e eeiS Srees G4 Sebs vt Seam Smes e e Sebme ek ek Seses 0N Bitss P SFOUS SeieE SPOMH T SHHLS FETEE ST St e et e S Seue Tete Sarm Teat Srabt S

i Var | Computed i Critical i Degrees | Variable |
i i T-statistic | T-statistic | of i related i
] i value ! value i freedom ! to Sul (Y) |
P ———— H it § e e e o e e :
i MDOI -0, 432 i 1.647 %1 ! Mo '
i MOI H 0.147 i 1.4667 H 65 i No i
! Size | 1.789 i 1.6467 1 65 : Yes H
i Sel | 4,077 i 1.667 1 65 i Yes i
i Level of significance for the above calculations = 0.05 |
in = 70 !
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?2.3.3 Bimple linear regression analysis of the
relationship between the dependant variable Y (Sul) and the

independant variable X. (MOI)

In Table 9.9, the results of the simplé“lineér regressidﬁ
analysis of the relationship‘between the_dependent variab1e
Sul (Y) and the independent variable MOI (X4}, are |
tabul ated.

Table 9.9 Simple linear regression results.

. sarm i o st it $30m ks e oot foota saren Pmeis Sheke et FEAIR Hem etk el Mokt SHSd A ST SoPMS SHOSS PSS betm Soren i ets Sried TAR TR MAFS SIASA Bette bemmm Gy S sever Sosee Feeen mvege boo 0SS s e e SR Sebe MM 00N Seeed S48 ST Faary ome St s SO0

i Correlation coefficient (R) ' = 0.5171 |
! Coefficient of determination (R=) = 0.,2673 |
e e e e e e e e e e e e e e o e e o o o e :
i Analysis of variance: i
i Sum of Squares DF Mean Square F Ratio i
| Regression 0.5778 1 - 0.5778 24,814 i
i Error 1.5834 68 0.0233 i
o e e e e e e e e e o e o e e o s e e :
! Table of variables, including T Btatistics: :
i Variable Coefficient T Statistic i
! Intercept (&) 0.21371 }
¢ MOI (X1) - 0.47020 4.981 :
o e e e e et e e e e e t
i Level of significance for the above calculations = 0.05 |
in =70 !

soran easne Srosn By s ottt o ovoin A Ak T Serem S48 e At 0 Sre S840 S Teeds e A e oA el e S4tes bt S Mt ot ot S St S Seles P B S s S4HE W beims S T M e T s S e So0in e Srere St e e S e S004e
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?.3.3.1 To test whether a relatibﬁship;exists befween the
depehdent variable Y (S5ul) and the independent variable Xj

(MOI)

Null hypothesis —~ Ho:
There is no linear relationship betweép the dependent.

variable Y and the independent variable X,.

Alternate hypothesis — Hiy:
Theré is a linear relationship between the dependent

variable Y and the independent variable X..

Decision rule: Accept HO if Foricical % Foomputeas
Table 9.10 presents the results of this analysis.

Table 9.10 Calculations based on thé simple linear
regression analysis resgults in Table 9.9.

et Aat v o s 1420 2o oare v e bene Setm S48 Saren e TS e eSS e Mrtd SR ST, eSS Aeees s beer Sovee S Semmt Sk S Gvers SR S5 oA SRES S84 Sty Smman e S rave Seee 40eS Serad Srees Hobrd Fares PeeR S SmAce St St SSWRs Se0se Sorre

! Critical F-ratio = 3,99 -~ Degrees of freedom 1 % 68 |
i Computed F—ratio = 24.814 - See Table 9.8 :

oore oot e Satms i S2O bttt oo TP et e Aol Yovin Mo St S BT TS PR e e ek Gl ST M e S Seief Hrem e et s Sem Mot et e $5TP BEMe Frem Sers S Maam Mo aSt S Pee SO AL Aot So Pove Sakeh A e b

tLevel of significance for the above calculations = 0.05]
in = 70 ' H

orve e e T Sara S PR et 82035 s $448 S0 e e SNt 4 b Seiak S e SO kit Uit M St e A e SaE S A e S s e e ek Sri S S sbeb AN ST bebee Seean e Seees P PR e Mk S Sarme e Svaih
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?.4 DIFFERENCE OF MEANS TEST
The following variables were analysed to see whether a
difference existed between the means of the two

corresponding groups of exporters.

Variable Groups of exporters

MOI active vs non-active
MOI small vs iarge
MDOI active vs non-active
MOOI small vs large
éuI small wvs large
Sel active vs non-—active
Sel small vs large

The analysis of each variable was divided into th stages;

a. a test to see whether the variances of each Qf the two
groups of exporters are equal to each other; and

b. a test to see whether the means of each of the two

groups of exporters are equal to each other.

In order to test the difference between the means of two
groups, it is a necessary requirement that the variances of

the two groups are equal each other (Daniell and Terrell
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1983, pp.164 - 168). If the variances are not equal;'it
does naot mean that thertﬁe results obtained from the teét'
for the difference between the means of fhe>two gfoups is

inaccurate, simply less reliable.

The hypothesised relationship for eachfpérticﬁlak'analysisg

is as follows:

a. Variances:
Null hypothesis - Ho:
+he variance of the active/large?® group of exporters is
not equal to the variance of the non-active/small?* group

of exporters.

Alternate hypothesis - Hij
The variance of the active/large* group of exporters is
equal to the variance of the non—~active/small* group of

exporters.

Decision rule: Accept Ho i1t Feomputea = Forseicals

Mottt brers mmems oucap Pasta Sorem Serm brvis Sovin Sur Seom Saboa Seses verms Sy tebep 40oh hvws Smbm sores ciow SoSry S0eMe vitel Semss Siee St SPLE seity gubes Seuel Mmis e maw merm Sigmm TS e Ssy Feirp Sy SuTee msb AP eriws secm tomy Symmw Soh S teiry Seer bk s S tvete brack srver Smeis
I T e T I T N T T D S T I I T I R I I I I I I I I I T T I I O L L I T T S R Y I T I NI SN NN I I I aN I s s e

1. Select the appropriate group, depending on the
particular relationship being analysed.
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Means:

Null hypothesis - Hou

The mean of the active/large! group of exporters is lessy
than or equal to the mean of the non;actiQe/Smalii.gfoup.

of exporters.

Alternate hypothesis ~ Hi:
The mean of the active/large?! group of exporters is
greater than the mean ot the non-active/small? group of

exporters.

Decision rule: Accept Ho if Zecomputea = Zeriticals

Results obtained from the two-stage analysis of each

variable are tabulated below:

Select the appropriate group depending on the particular
relationship being analvysed.
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a. Active vs non—active exporters.

Table 9.11 Test for equal variances. .

M 00944 S4mat 200 SO0 acms sesss e S99 Sones S Gaemm Saom Seves Seen SHvSt WS H4ATS ISAYS POt HOSS o SRR S002e SELIY b et e Sih e i Mt s i Sk e kS (ke e PO F1sre S02 S200% o8 e P e S48 SS9 a0 So0en oo s s

i Var | Computed i Critical | Degrees of | Variances !
i i F-ratio i F-ratio | freedom ! equal? i
b o e b e
P MOI 1.57 bo1.67 : 6 % 59} Yes |
i MOOI | 1.51 i 1.65 : 29 ¥ 69 | Yes :
! Sel 1.66 : P69 % 59 | Yes :

. . 1
iLevel of significance for the above calculations = 0,05
PeEYED s : !
in = 70 [

" o ot 0t rets Smomt Sttt SOIE Songt Peaen bosar Vet st A Loon PO et DR SO TSRS P et e oA Pebet U oA A e TP S S T P SR S Mo St A PN Seis feLm e SO Gt Soomr TS o Sovie Sease SO v Soess Peree OYe Brom

S totas o et B4kt ot Trveb S ST bemed St S0448 SR Fimtt SH053 SIS it emm feem SePE PSS Hish e e SHUMR Soris MO S Sk S i b bt S1e08 S e Eerte Gt 4 SR AHA et e St? Seave bovas SrreR SeieS eSS Betss SHbeE SRS Sesss smam P serm

i Var | Computed ! Critical | Means | Inference * |
i { Z~value i Z-value | equal? | about means |
i MO 3.777 : 1.645 4 No i Act > NAct |
i MOOI | 2.145 i 1.645 No i Act > NAct |
i Sel i F.751 ] 1.64%5 4 No : Act » NAct |
i :

iLevel af significance for the above calculations = 0,05
tin = 70

B I T I T e o T T S T T L T I O R T O O R O R R T R N N N S N N O N N N N L N s e I S SN st e

1. Act = Active
Nﬁct_= Non—active



b. Small vs large exporters.

Table 9.13 Test for equal variances.

$9e Sones v Gt beems 4wt PO Stem v e oD bets Satey TR SYA Seree S S G726 Yeew Veray Yees et Benm Pores eSOt SAALS Bt Seben e o rhin et Poree v Seket 149 SRS 0048 Sies 4aves Someo secss
— — B TS — -~ ——

i Var | Computed i Critical | Degrees of | Variances |
i ! F-ratio | F-ratio | freedom i equal? !
P ——— e e § e e e Rt !
{ MOI i 1.19 : 1.67 | 43 % 85 | Yes !
¢ MOOI ¢ 2.35 : 1.84 i BS ¥ 43 ' No H
i Sul | 3.03 i 1.97 P34 & 36 i No i
{ Sel | 1.40 ! 1.67 i 43 & 85 i Yes !

t
iLevel of significance for the above calculations = Q.05
in = 7Q ' '

e vt o ety e Pt o St (e Bamg Pt Mokt B P St S oot San St A P S04 S dmits GEFS Sty i Abert Mi14S Somue M Sk S e $HNS Sibrs S dmius GeAr® At Seor T SMAsY VAR $4408 SS9RS SRt Sian Sk ive BH0e Sriea PO abnd et e

aren raon Senen Sarts St Seere S Srboe Sres i Sovee (et S Saan Sttt Seme Pkl v $4¥An St S804 ekt SFn it St SeTES s 0008 S0008 Smsn Safs $osn b S10se Setmr Srets Pobes SIS PR e AStaL St S3tve Teame Bobee mebms HeAse Seres Tmne e SIS At SPAm it Sy oSt PoAas

! Var | Computed i Critical | Means | Inference '
} i Z-value ! Z-value | equal? | about means |
i MOI 5.767 i 1.645 | No i Large > Small |
i Moor 4,076 H 1.645 i No i Large > 8mall |
i Sul | 2.704 : 1.645 | No { Large > Small |
i Sel i 2.206 H 1.645 | No ! l.arge > Small |

e e e Smme st A, var e $nden ohoTe e $iPvn Pt et et et AS41 Teave e St SERP ke et Seics St SNt SR iy beves oAy oSt MAm ke mebte e Sy St bkt e St St e A St (s M e Seie Sea v Vet Searn S Aoves e

iLevel of significance for the above calculations = 0.05
in = 70 '

e o e b e e S SO o eth s S50 S e Poous S ek S50 e s S A SeAeH FeAie AR 0O M are SO oo e Seee S PO Sonee eid Sl S Vv s St S04 Seit ST STk ePES SAeE s S Yok oy Ve Shems Seben A orte mabe
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9.5 CR0OSS TABULATIONS

In this section, the following cross tabulation tables are

listed:

a. MOOI vs company turnoyer (Tablé 9ﬂ15){

ve company profit or loss (fable,?.i?);

vs number of employees in the company (Table 9.191{

Vs regional or national domestic market
(Table 2.21);

ve industrial or consumer products (Table 9.23);

vs the position of the export exe&utive in the
company (Table 9.25);

vs whether the export executive has attended any
courses or seminakslon exporting (Table 9.27);

and

b. MOI wvs company turnover (Table Q.ié)g
vs company profit or loss (Table 9.18f;
Ve ﬁumber of employees in the company (Table §.205;
vs regional or national domestic mar ket
(Table 2.22)3:

ve industrial or consumer products (Table 9.24);

J
[
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vs the position of the export executive in tHe;
company (Table ?.26);
vs whether the export executiVe has attended any

courses or seminars on exporting (Table 9.28).

For each cross tabulation analysis,_the'(elationship between
the two variables is also calculated and.presentéd beneath

each table. The form of the hypothesis_is as foliows:

a. Null hypothesis -~ Ho:

A relationship does not exist between the two variables.

b. Alternate hypothesis — Hi:
A relationship does exist between the two variables.
Decision rule:

Accept Ho if chisquar@criticer »= chisqUarCcomputed:s



Table 9.15 MOOI vs company turnover.

s oot et o $0100 Srsen So e e S amds St $3e0 Pyt Amote SAee Sm e inmde Mmbde St e IS STESS SeTL Teet oo Sedim Cebes Besrs SPTSS Rebs Sobim rehe orON SRS Mt Metes Gsss Seete PrRes beses Eeve Smamm Saras fasm ames Sasee

! MOO1I i Turnover i Total |
i ’ | %A B C D E F H H
f o e e e e b e e e e e e e e e } e o e e H
i Under 0,65 | 3 11 9 2 0 9] 125 i
1 0,65-0,75 H Z 10 13 7 2 Q ! 35 H
i 0,75-0,85 } 4 9 9 16 5 1 H 44 !
i Over 0,835 ; O Iz 12 b 3 3 H 26 i
1 e e i e e § e e e e e e e il !
H Total V10 FF 430 30 10 4 i 130 H

.t coran Enet Wi Sets e S Aarta Sesen Saer S TN et e s S et Serh (RS GA S it S Gores o S00O% O0NS MRk ke b i s Saet $54es SRS S9N Mank 44003 S55F% tue euens Semn eSS P Sty At P

1t

Under R100 000

R1QO Q00 - Rimillion

= Rimillion — RSmillion
Romillion — R20million
R20Omillion ~ R10Omillion
Over R10Omillion

it

o

TMmOonom> %
|

Table 2.15 Cont.
\ Computed chisquare | 29.890 1
i Critical chisquare |
i Degrees of freedom | 15
i Null hypothesis i

{ Level of significance for the above calculations = 0.05 |
iD= 130 H

i et 4rtts o am phss Soem B i ekt Sy oo et Poett R MO Arter et EE NMR Tt it S S Sy s o et S Mot ebis S Mo M SR LN Seer S S e e et A ALt Shabe seras Seri e Svem Mo b P AL Sead $Arm T s S i

M
=
n

O~



Table 9.16 MOI ve company turnover.

nton Sanee iman o A e S Somte Soore SHoh Shers Ak FOOES Seove SO Brme Sap et S St e S000Y S2o%P PRE ST o SS90 SPTED SRS SRS S et o i e e e v e Mt e St S S o i S

H MOI i Turnover i Total |
H i *A B c D E F i H
ettt e i e !
! Under 0,25 {1 S 7 12 3 1 o .7 28 :
P 0,25-0,5%0 1+ 4 22 20 11 4 o 1 61 H
i 0,50-0,75 | 1 4 10 13 5 1+ 34 H
i Over 0,75 | 0O 0 1 3 0 I 7 i
e e e e e e e e e R aradet i
i Total i 10 33 43 30 10 4 1130 :

*

A = Under R100 000

B = R100 OO0 - Rimillion

C = Rimillion — RS5million

D = R3million — R20million

E = R20million — R10Omillion

F = Over R10OOmillion

Table 9.16 Cont.

1 Computed chisquare i 63.374 1

i Critical chisquare | 24.9946 |

i Degrees of freedom | 15 i

{ Null hypothesis ! Rejected |

: o oo ovave Lo s ot So00n Pt S Svte T Aot T AR g S04 $412S R s Va4 $448% 008 S9498 AR PP e Saame SR SPurY SSSRS e P e M M So000 SHORA A Ser? S S L SeReD V08 S0m My s St e S e i St ReTY dom e R Sheve
i Level of significance for the above calculations = 0.05
. .

n = 70



Table 9.17 MOOI vs company profit or loss.

Tkt 4t $00v0 4nn oo semen Beare it et Saas Seved B W4 bt PoArS SesE Srtes State Smre Feimt Abrim aedt S48 $iar Merve Sed ARIS $801% Saea Semsn et Semre fopen e v St e

i MOOI Loss Profit Total |
i Under 0,65 11 14 25 !
P 0,65-0,75 14 21 35 ]
[} 1
] 1

0,75~-0,85 | 20 24 i 44
] N
s ]

Over 0,89 7 19 26
] Total 52 78 130 i
i Computed chisquare | 2.565 |
i Critical chisquare | 7.815 |
i Degrees of freedom i 3 :
i Null hypothesis i Accepted |

$
!
n = 70 !

o o o 4 oo o it S S s 40498 P M Mt S e e AL S S oo i P Me4e0 T $4ia Meor P et A ok GO s (A S SO Sty Sy St At arten Al S AN Skt Mebat Ml SSAne Smie Seed Se OO eage e e Sadem diams S0uts bt

' MOI i Loss Profit | Total |
e P e e | ———— i
! Under 0,25 1 11 17 i 28 H
P 0,25-0,30 1 30 31 i 61 i
¢ 0,500,755 ¢+ 10 24 34 H
i Over 0,75 1 1 6 i 7 '
f o e e e P e e P ———— i
i Total yoE2 78 130 i
i Computed chisquare i T.665
i Critical chisquare | 7.815% |
i Degrees of freedom | 3 '
i Null hypothesis i Accepted |

i Level of significance for the above calculations = 0,05 |
in =70 ’ i

it s o e et o et SARS Pk ot et 4% e imeet 44m8 SHMn drde bt AP Sime oo Sams Samms s by SeAPe et Seee S Shom P e RS LSS PP LA S eh 483 RS SRt e TS AL Sha sem Sebem T CoOe St FoSVE oSS Sa Som S Seeve e e bt



Table 9.19 MOOI vs number of employees in the combany.

Lt o oo Babt Vet 0ot S Seees et S S (i oot A $4000 S0SH et Sset S S Ser ol e Stare ST Seert $HM A Goers Fense Peees Sed Sl g Pie ST S4B P Skt e S Skt Ay i et Gtad S0 AR s SrS EARL ekt HLe0e Shae Sem et $orm Srove

i MOOI i Number of employees -t Tot |
i i Under 10 10-30 50-100 100-200 Over200 | i
| e o e e e e e e e e e e e e e ettt !
i Under 0,63 | 7 g 6 3 1 P25 1
I 0,65-0,75 | 4 14 7 4 BE- T
i 0,75~0,85 | 8 12 b S 1z i 44
{ Over 0,83 | 0 & 8 5 -7 26 10
e e e e e e e e e e e e e e o !
H Total ; 19 40 27 17 27 1130 4
{ Computed chisquare { 18.271 i

i Critical chisquare | 21.026 |

i Degrees of freedom ! 12 '

{ Null hypothesis i Accepted |

: __________________________________________________________
| Level of significance for the above calculations = 0,05 |
t :

n = 70

e v o 5008 o e i Aamin Sb4E e et M Tes Mt s forE e aseim St i SR S St P SIS S i e Nt s S e SO e et e i e Shbe A e AP Meeee oo b P S T S iy e i S S o s A W S

mbes sourm sonm’ s eede S42s B SALRS WBsen oo S POORS S0Gte Mbie SN Sher S bares boere Sanie S8 $H48H Sease e o SHeMS $4b SOive Pk fmeim Mels MM SeUS tebte S1Sle Sems Sies Seime Senm S s Sess Seber Mooms Gaom mirh beems St SESS ser HeSE SESIR SHHR MO aim Abest b PS04 et

! MOI i Number of employees i Tot |
i i Under10 10-30 50-100 100-200 Over200 | |
| e e e e e e e i e {———— i
i Under 0,25 | b A 4 .4 1 b 28 1
P 0,250,530 | 10 21 14 9 7 i 61
! 0,50-0,75 | 3 é -5 4 16 34
i Over 0,75 | 0 Q 4 o 3 i 7 i
e e e e e e e e e P :
i Total i 19 40 27 17 27 130 0

{ Computed chisquare | 35.751 i
! Critical chisgquare | 21.026 |
i Degrees of freedom | 12 i
i Null hypothesis ! Rejected |
i Level of significance for the above calculations = 0.05 |
tn o= 70 H



Table 9.21 MOOI vs regional or nationalvdomestic'market.

S (a000 000t B0nts Be0t0 B0ss Setme Gemee Cmree S St Smm bt S Al POt St A448 SAbtt P WS PSS SHLLS Bee S $348% SRR At i (i fmar b oy Aty P YOS FPOFS BOPLS SPVen S0s08 beees Seens Foamd

i MOOI i Regional National | Total |
! Under 0,65 ! 1 24 -7 B
i 0,65-0,75% | b 29 | 35 -1
T 0,750,855 | 3 41 : 44 |
i Over 0,85 | O 26 H 26
: Total i 10 120 o130

Computed chisquare 7.09468 |

Critical chisquare 7.815 |

Null hypothesis Accepted

et ot e iy St Do e St MRS it oot s G So0me S e S et et et P S0 e s e et i e St e Ahbs S0t Suiel s Sube I et St b At St S4ae SASER Ferwe vare Seven St o

i Degrees of freedom | 3 H
¥ 1 ]
1 ) 1

Level aof significance for the above calculations = 0.05 !
n = 70 ' H

trem v s saeve e e s s 400 oS YO PSR T et e S SUA LA S 3R Saam Serm S et Seee SomE FOSM PN smsen B e Ut Skt Abemm Seets STV Mo Beeat (Bves frbes Fars SN WSS S40S S B e S S e e e e Skt 8i4e areta Ser v i

v~ ot St So7s Yo PO st et Siee St SeeS SN o eSS RS e TS Yot e e M $0%8 e e Tebrt Hee e AL S01 eMts b e e G Mt A e AL S Shoe ok o S48

i MOI i Regional National | Total !
P e e P e e e e e f——————— H
| Under 0,25 | 7 21 i 28 |
P0,25-0,50 | 3 =8 i &1
P 0,500,735 0 24 : 34 |
I Over 0,75 | O 7 | 7 i
i Tatal i 10 120 V1300
i Computed chisquare | 15.8920 |

! Critical chisquare | 7.815 |

{ Degrees of freedom | 3 i

! Null hypothesis i Rejected |

; :

ot cat1a oo Tt Fobae Sanme o S PSS A% Foslh i PLP = PP bir eSS S b et e Sk Sete e e Abm beare Seoss S BOSMY ertw St Avct it B0 Lhrdk Mt T S0 POAR Mee) ek HOOE VAAS S $4051 esre Soree v Semn Sk Tt bomem ot S e

i Level of significance for the above calculations = 0.05 |
in o= 70 1

~



Table 9.23 MOOI vs industrial or cpnsumer products.

e 440 Pramn Gren e S 830 SR POA T FeS $SR SrVAY e SHPNR fotmt S SO0 Teim rael PR o bes S Tere Se e Sevss SuSSS SO BTV COE Shess SUns erte Mims vei beber HUUSH SONES HHVL YOI Sama SIS S04R SIS Satmt sS40 Seheb Svene

i MOOI i Industrial Consumer Both | Total |
P e e b e e e e e R et H
! Under 0,65 | 10 10 S i 25
i 0,650,735 | 12 16 7 1 IS T
P 0,750,853 | 16 17 11V 44 |
{ Over 0,85 | 8 10 . 8 i 267 i
f e o e e e f e e e e e e e e
H Total ! 446 53 31 o130

Computed chisquare 1.547

Critical chisquare

Null hypothesis

ek S et ey (ot 44448 FeAm S T A Siuh . Sobm b Soemn oo Tt e b e SoAde SAE et L SRS Teams bk b Sis S SO O P Pt e Bk St Smiie b POV SONY feben e St Sevie RO S Seata Somwn Seish MAen B SE S LS RS Sem Prase

i :

: i

i Degrees of freedom | )
H :

]

n = 70

e S4on soan et et Soson Sd Peam e Se4tt e $OPAe S ShTed Merh it SEEE A b fAmes AR P (bid Aot SebRS SSAe St S Setee St Shale Seev deihe YIS Svses SASSH St LSS SHAeS St Seire S Srott GuAey G A HHASS ALt et LSS Saate AHee Seres S e $Ares Mt S eata

Table 9.24 MOI vs Industrial or consumer products.

i MOI i Industrial Consumer Both | Total |
e e P e e e e e e - H
i Under 0,25 | 13 7 i 28 1
P 0,25%-0,50 | 25 24 12 61
P 0,50-0,75 11 14 9 | = :
i Over 0,75 | 2 2 3 7
H Total : 46 53 31 130
{ Computed chisquare | 3.216
! Critical chisquare | 12.592 |
i Degrees of freedom ;| b6 i
i Null hypothesis { Accepted |

e e a0 i e ekt St Srbre S SRS SAete edmm Sarem et e s SV SOV et S Sean S ek et R Spure S4bry $5558 $EAS SH4E LRt EEASS TRPER Save Veamn Peems T e bkt i AT Mkt e et ks P P S Skt Pt o ok S i S ek A

i Level of significance for the above calculations = 0.05 |
in =70 !

e o o S sor e orem T IS s e o et b e b (I P e TR Akt et ks Sreeh SR boute Reils SR et A A S fAe o Shimt ok S48 P POk e oot Mmede fuem sebet b A el HOHE SOt St ot L PO SY MO Pt P v S
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Table 9.25 MOOI vs position of export executive in the
company. :

oot et St raome pummt oo 20304 b 8000 A402S STEnd bemes e et A4PeS ML4FS $00R HOGP Some Mikss Seite R o et et hove Solnt So0tn dmesn SUTEt SHLSS PUdey SSHS AN Aed Mistn Seett S4ESP ETRSH Shmh S MSES Siaee Geete Meere SHeSE MMbed SSVHE et M4t Biyee Hoid RLSSS SeRs Hob S4B At St Sotes

1 MOOI { Qwnr/partnr ™MD Dir SnrMngr Mngr | Total |
e e ——— : :
i Under 0,65 | 8 & & 3 2 P25 i
i 0,650,795 | 10 10 7 b6 2 K 35 i
i 0,75-0,85 | 13 12 9 7 b L
! Over 0,85 | 9 b 4 b 1 26
P e e e o e e e e e e e e e e e e |
d Total : 40 34 26 22 8 i 130

Computed chisquare 2.306

Critical chisquare 21.026

Null hypothesis Accepted

Seate Sreat et et $41s S e S ey v Skt oY (e e b FOONS S A S e e Aamme e o St SFe Arow SR TS T e e AL St Pt SHbet it S S Seebe SeStn Ay Seme SIS St PSS AN AN SOMMR (mtan Saets Ereee T Wme beoe eek maent hee

) ]
] L]
i Degrees of freedom | 12

{ Level of significance for the above calculations = Q.05 |
ino= 70 o

- oo e - 408 S P o %8 SO S P feems St Lo (S M i S 0 S e et s S Gebe VRt SrS GOrIE WO Pl Beten yeip A TP PO bee fome LeaMe St e S Eem M S M RO e Seem Seem Somee Hives b rive T Smiee

Table 9.26 MOI vs Position of the export executive in the
company.

i oere srots Soret ey aeat Sroee Saras S S i et Seate Serm Sarie TS $H4KS b T praem b oM Aiee Srmn et Me0s4 e Ssem Sminb Sutmt TS Sebs Sovas res® Smn Pasen Gmry P9y SHd by Seerm e At Sbben $mekn e Sesit Srbes brves $mene Saisn seree Smpls Siat Samte Semim Suamt dmees Sooee

H MOTI i Ownr/partnr ™MD Dir SnrMngr Mngr | Total |
i Under 0,25 | 9 7 7 2 3 : 28 i
i 0,25-0,50 i 22 14 10 11 4 H 61 |
i 0,500,755 | ? 11 5 8 1 H 34 |
i Over 0,75 | (8] 2 4 1 0 : 7 i
| e o e e e b e e e e e e e e e e ke '
i Total } 40 34 26 22 8 i 130

e et sesan et P Sou i Somt Tk TAe comih Seem Garim A SR $00 RO ems e b Soomd e e SA0S Been Team ks St Beue S4en PO oot MBS By el oMMl e St e Saree S S S SRt AAe Sa S A S i vt b S S Mo W ot Sh0re

Computed chisquare i
Critical chisquare | 21.026
b

Degrees of freedom 2
Accepted

|

i Null hypothesis
i Level of significance for the above calculations = 0.05 !
fn o= 70 : !

o o orins ot e boove oS e e e ek ek ST M bt PSR T ot pmdme et SUHAE St PAD Seret SO Seoer ey et b Sromr T M o0 e SHere Sodh SN SSeh Ty e S eoun et S0 Lot et e S 6N A Svam S e M i s it e
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Table 9.27 MOOI vs whether the export executive has
attended any courses or seminars on exporting.

S St i it Somn S e Gabe SOON G $400e et Seitn Mok Boves Pevih FeOR St PRSD Sanes S MGk Seoen Seeis Gaded Sebee Sesit Sash et S Ghmis Sheit Eevas Sebim $54E% Shede S S Seaas oIS Sasrs SRS SRS Semre orih S

H MOOI ! Not attended Attended | Total |
‘ ”””””””””””” ; ““““““““““““““““““““““““ § TR e e e — l
i Under 0,65 | 18 7 H 25 :
i 0,65-0,75 i 20 3 } 35 i
P 0,75-0,85 } 22 22 H 44 '
i Over 0,85 H 10 16 . 26 H
j e ——————— e b e e e e e e e e } o e e
} Total 1 70 &0 1 130 H
b e et e et e e e e e e e s e S . e s S e e 2 e St S e S 10 0 e e e e o o o e e e o S e
Computed chisquare 6,206

[} 1

i Critical chisquare | 7.815
i Degrees of freedom | 3

i Null hypothesis i Accepted
i Level of significance for the above calculations = 0,035 |
i n = 70 !

i ot e S G P s mbem S4bve o it SparS St PSS S Sdeee SGe POETE T it SHTHS SO Pt st A LBe0s SRS N o0t SAOVS Seate TS ekt et PO e Mt SR S PR et et SIS Baatn WA Siite e Tk e Sarts SRS o et S o P s Seves S

Table 9.28 MOl vs whether the export executive has attended
any courses or seminars on exporting. :

! MO1 ! Not Attended Attended | Total |
i Under 0,25 1 21 7 : 28 1
P0,25-0,50 ! 36 25 ! b1 i
¢ 0,50-0,75 i 12 22 { =4 H
i Over 0,75 ] 1 & ! 7 i
P e e e e } oo e o e e e e e e e e e f H
i Total H 70 &0 ! 150 !

! Computed chisquare | 14.815
i Critical chisquare | 7.81%
! Degrees of freedom | =

i Null hypothesis i Rejected
e e e o e s o o o i o e o e o e e e e o o e . . i o o tm o e e o i e e e e et
i Level of significance for the above calculations = Q.05 |
in = 70 H

e st et o e Shit2 v ot o S it st b Sebt e SotL® Shatn Shis Amh e et M S Sk it Sk e e ke SYest Seemy Ll SeSb P s i SmitS SETae Saman MY Soees Semt S e Sabe hmiee e SOVt P e Sroet dmate S Praeh Smche S Aeses Seane Samm
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9.6 DISCRIMINANT ANALYSIS

Table 92.29 outlines the calculated F—ratiﬁs for the four
independent variables; MOOI, MDI, Seminaré and Size. These
F-ratios indicate the strength of disérimination that tHé‘
variables have between the two exporf groups; activé and
non—-active. The F-ratios are used to-decide as to which

variable to enter into the discriminant function.

'In Table 9.30; the steps are shown in which those variables
with a sufficiently high F-ratio, are entered into the
discriminant equation. After each step, the F-ratios for
the remaining variables are recalculated. These
recalculated F-ratios are used to decide as to which
variable should next be entered into the equation, if

indeed, any.

As far as Tables 2.31 and 92.32 are concerned, the same
process is applied except that only two independent

variables are now examined, namely; MOOI and MOI.

M
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Table 9.29 Initial calculation of the F-ratios for the
variables MOOI, MOI, Seminars and Size.

o ot s So0ts 2000t Sopen g s ShO Lt s st o Sosy Porep SRS S Akt FoSSE PP P S St ek B Bems PEAES A et s

Srese Seete eeee St e ey e vt Saam ot st AeSe  §  Sen et it it ket SRS S Peare e St e a0t vt e v

;

H }
H Seminars H 2X3.36 !
H MOOI | 3.75 : i
: MOI i 14.18 HE
H Size t 16.30 H

i F—to-enter limit = 4.00. Deqgrees of freedom = 1 % 128. |
i Level of significance for the above calculations = 0,05 |
in o= 130 ' ' ]
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Table 9.30 Stepwise discriminant analysis.

e e Pt S 0844 et S4ets Sovre SARSe Smres Tt Sobme Mabew TS Gebes SeS BHOSS Seans A St Shvet Som Pty emh BME0S SHes SN B o e et s S St At St Sk e S0t S4eve Shese SO0 Feest $0OTY Pueed Sared et Seme MY Shbre s Foe kS Pt e ot o900 0000

i Step | Variable | F to i F to enter for !
i no. i entered i remove | remaining variables |
§ e P e e e § e e e e e e |
i 1 i Seminars | 23.36 i 1.08 (MOOI) i
4 - t ~ i P 4.6%9 (MOID) H
H H ] I B.B2 (8ize) i
i i i ! : - H
! 2 : Size ' 8.82 } 0.08 (MODI) !
] i i i 1.21 (MOD) i
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: = No more variables entered into the equation. !
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Farameters of the variables entered into the equation,
faor each of the two groups:

The jacknifed classification remains unchanged from the
above classification matrix, suggesting a reliable
classification.

[}

Active Non—active i

Function (Seminars) 2.685 1.0463 i
Function (Size) 1.9225 0.635 H
Constant ~2.024 -Q.879 i
/ []

Classification matrix: , . Percent i
H Fredicted classified i

Actual i Active Non—~active correct H
fActive ! 3 17 75.7 H
Non—active | 22 38 6£3.3 H

{

e e e o e e e e e e e e e e e e o e e e e o e !
! Level of significance for the above calculations = 0.035 |
ino= 130 ' i
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Table 9.31 Initial calculation of the F-ratios of the
variables MOOI and MOI. . : :
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1 !
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! MO 14.18

: ——————————————————————————————————————————————————————————
{ F-to-enter limit = 4.00. Degrees of freedom = 1 & 128 |
i Level of significance for the above calculations = Q,0%5 |
i n = 70 H
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! Step | Variable | F to I F to enter for i
i no. i entered i remove | remaining variable |
f e ——— | —— e P e e b e e !
: 1 i MO1I i 14.18 | 0.33 (MOOI) H
H : : d i
} 2 Remaining variable not entered into equation. !
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equation for each of the two groups:

Active Non—-active
Function (MOI) 11.593 15.3463
Constant -2.768 -4 ,338
Classification matrix: Fercent
Actual i Active Non—active correct
Active H 41 29 58.6
Non—active | 20 40 bbb, 7

The jacknifed classification remains unchanged from the
above classification matrix, suggesting a reliable
classification.

! !
! H
H i
H ! Fredicted : classified H
; ;
i i
i 1
1 1
| Level of significance for the above calculations = 0.0% |
i n =70 _ . \

oo et Yoot e fomn Hovst oett Seom b vt St e ek et Semmh SHAAS e Tard e SN S ek F e Geits Same s e MR fmin e ek S St SHer S oS Aeber SR HA LS4 s s T oain GrOEh $ Seete e e e Chm fee S et o S et

hJ
i
o

,/\



2.7 THE DELPHI METHOD

In Table 9.33, the ten main attributes that were named‘by'
the réspondents interviewad in the first_kbund of this -

method, are listed.

For each attribute, its cumulative ranking score for all 10
respondents, as well as its final ranking obtained during

the second round of interviews is indicated.

The final description of an active exporter, conftfirmed by

all the respondents, is given below the table.
?2.7.1 Description of an active manufacturing exporter

The following description was derived from the most

important attributes listed in Table 9.33:

“An active manufacturing exporter is a company which
has committed itself at the highest level to long-
term, profitable exports and it ensures that all the
resources of the company are used in support of its
export activities. The company places considerable
emphasis on finding suitable sxport markets and on
ensuring that the product it manufactures suits the
wants and needs of the overseas consumer at a
competitive price. This company will have received
more than one confirmed order from abroad."
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Table 9.33 Results of the Delphi method analysis.

R D R it it R T e |

CumuTative™
ranking:

T
]
]

Final 7~

ranking:

]
I

The active manufacturing exporter is
a firm which;

aa

b.

has commited itself to profitable
long term exports;

will have received more than one
confirmed order from any one of
its overseas customers;

focuses its exgort efforts beyond

the intermediate importer, to the

end user;

plays an active role in securing,
as well as maintaining orders;

takes steps to ensure that its
products are competitive in
expart markets (which include
product changes where necessary);

takes steps to measure the
benefit of exports to its total
business activity;

strives to achieve real growth in
exports;

provides financial and human
resaurces in support of its
expart effort;

ensures that it is consistent and
dependable when dealing with
overseas customers;

has taken the decision to export
at the highest level and gives
the full sugport of its top
management to this export effort.
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CHAPTER 10
CONCLUSIONS AND RECOMMENDATIONS
10.1 INTRODUCTION:

In Chapter 9, the data obtained from this study was analysed

and the results can now be interpreted.

The conclusions drawn closely follow the framework of

[~

objectives set in Chapter 5.
10.2 CONCLUSIONS AND DISCUSSION

All tables referred to in this section, can be found in

Chapter 9.
10.2.1 Conclusion to the main objective

1. Does a relationship exist between the marketing
orientation of an export company* and the company’s

success in exports?

1. Wherever the term "export company’ is found in this
section, it refers to export manutactw ing companies.
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Before the conclusion to the main objective can be. properly
addressed, it is first necessary to draw conclusions about
the sub-objectives originally derived from the main

objective. These are listed below:

aa Is there a relationship between the company’s MOI and

the company’'s Sul?
Conclusions:

The results in Table 9.8, based .on the multiple regression
anal?sis in Table 9.@, appear to suggest that the
independent variable MOI is not significant in influencing
the dependent variable Sul, in the presence aof the other
independent variables. However , when a simple linear
regression analysis is made of the relationship between only
MOI and 5ul (see Tables 9.9 and 9.10), a significant
relationship is seen to exist (R® = 0.2467,! suggesting that

26.7% of the variation in Sul is explained by MOI).

i. According to Ben-~Horim and Levy (1981, p.561), the
closer R® is to 1, the stronger the relationship
between X, and Y.



The explanation for this discrepancy in_the results is
revealed in the correlation matrix in Table 9.6. The matrix
indicates a strong interrelationship between MOI and Sel (72

percent) and between MOI and Size (48 percent).

This accounts for the reason why MOI does not appear to be
significant in the analysis of the relationship between sul
and the four variables - MOI, MOOI, Size and Sel. It is
because MOI, Size and 8Sel are strongly interrelated. Once
the variables Size and Sel are identified in the analysis,
MOI contributes very little to any further variation in Sul
as i£ has already been accounted for in the

interrelationship between MOI, Size and Sel.

Analysed alone, however, a significant relationship is found

to exist between MOI and Sul.

b. Is there a relationship between the export executive’'s

MOOI and the company’'s Sul?



Conclusion:

With reference to Tables 9.6 and 9.8, the export executive’'s
MOOI appears to have little influence on the export success

of a company.

The negative co-efficient of the variable MOOI (Table ?.6)
suggests that if anything, avnegative relationship exists

between MOOI and Sul.

It can consequently be concluded that no significant
relationship exists between the export executive’'s MOOI and

the company’'s Sul.

C. Is the company’'s MOI for active export companies

greater than that for non-active export companies?

Conclusions:
From Table 9.12, it can be concluded that the mean MDI for

active export companies is greater than the mean MOI {for

non—active export companies.



This result suggests that active export cdmpanies are more
marketing orientated than non-active export compaﬁies. The
above conclusion tends to support an earlier conclusion (in
{a) above) fhat there is a relationship between the
companies’ marketing orientation and their success in
exports (as active suggests success and non-active suggests
lack of success - the two analyses, howevér, are not
direcfly comparable aﬁd simply imply a moré'dé¥inite

conclusion when considered together).

d. Is the export executive’'s MOOI for active export
companies greater than that for non—-active export

companies?
Conclusion:

It can be concluded from the results in Tables 9.11 and
.12, that the mean MOOI for active export companies is

greater than that for non-active euport companies.

This conclusion appears Lo be in contradiction to the
conclusion in (b)) above, that no relationship exists between

the export executive’' s MOOI and the company’'s Sul.
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It should be keﬁt in mind that although é»compény actually
exporting suggests greater success thaﬁ &4 company not :
exporting, this is not always.the case. An actively
exporting company is not necessarily a company successful in
exports. I other words, active and successful are not
necessarily compatible. However, where thé results of the
two separate analyses implied the 5ame>c0nclusiohl(asvin the
case of the MOI — see (c) above) , then the second analysis
{the comparison of the MOI between the actiQe and non-active
groups of exporters) adds support to the first analysis (the
relationship between MOI and Sul), suggesting a more

definite conclusion.

A further reason for the inconsistancy in results is that in
the multiple regression analysis, the relationship between
Sul and MDOi could also have been diluted by the
interrelationship between the variable MOOI and the other
variables MOI, Sel and Size (refer to the correlation métrix
in Table ?.6). The interrelationship, however, is
considerably weaker than was the case between MOI and the

other variables.

e
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Consequently, any suggested relationship between MOOI and

Sul, should be suspect.
General conclusion:

From the four conclusions drawn above, a relationship would
clearly appear to exist between the mérketing Drientation of
an export company ahd the company’'s success in eﬁports, when

marketing orientation is measured by the attention given by

.the company to its marketing mix (that is, by the MOI).

When marketing orientation is measured by the euxport
executive’'s outlook towards the elements of the marketing
concept (the MOOI), if any relationship does exist (and this
would not appear to be the case), it is far less significant
than when marketing orientation is measured by the company’s

MOT.

This finding supports the writer’'s original assertion in
Chapter I, section 3.3, that the export‘executive's
marketing orientation outlook is a less reliable indicator
of general marketing orientation than are the actual

marketing activities of the firm in question.



In view of the above conclusions, the.wriéer feelsvconfidant
thaf the main objective of this study has Been achieved and
that is to show that a relationship exrists between the
marketing orientation of an export manufacturing company and
the company’s success in exports, where marketing
orientation is measured in termsvof the company’'s policy

towards its export marketing mix.
10.2.2 Conclusions to the secondary objectives

2 Do the variables company size (Size) and the
sariousness of the management of the company towards
exports (Sel) intfluence the company’'s success in

exports (Sul)?

Before any conclusions can be drawn about this objective,
the results to the sub-objectives relating to this

objective, need to be examined.
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Sub-objectives:
= Variable: Size

i. Does a relationship exist between the size of a company
(whether large or small) and the company’'s success in

exports (Sul)?
Conclusion:
From the results presented in Tables 9.6 and 9.8, it can be
concluded that the abovementioned variable exerts a
signifticant influence on the company’'s success in exports

(Sul).

i1i. Is the company’'s average Sul greater for large export

companies than for small export companies?
Conclusion:
Although the variances of the Sul distributions for the

large and small groups of exports are not equal (see Table

?.13), this should not detract +rom the fact that the mean
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Sul of the large group of exporters was found to be Qreater
than the mean Sul of the small group of exporters (see Table
?.14). In other words, large companies appear to be more
successful than small companies, which is as might be

xpected.

This would seem to support an earlier conclusion in af(i)
above, that a relationship exists between company size and

the company’s success in exports,

b. Variable: Sel

i. Does a relationship exist between the company’'s

management ‘s Sel and the company’'s Sul?

Conclusion: .

The results presented in Table 9.8 suggest that a

significant relationship exists between Sel and Sul.

ii. Is the mean Sel greater for active export companies

than for non—active export companies?
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Conclusion:

The results presented in Tables 9.13 and 9.14 lead to the
.conclusion that the mean Sel is greater for active export

companies than for non—active export companies.-

These findings support the abovementioned conclusion in
bti), that a relationship exists between the seriousness of
the company’'s management towards exports and the company’'s

export success.

General conclusion:

From the +indings presented in a and b above, it can be
concluded that the variables Size and Sel signi$icant1y
influence the company’'s success in(exports (Suiiy —
notwithstanding the company’'s MOI which also exerts a
significant influence on the company’'s Sul.

Indeed, the results presented in Table 9.7 suggest that a
Significant.relationship exists between the set of

‘independent variables (MOI, MOOI, Size and Sel) and the

dependent variable Sul.
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Consequently, when considering success in exports,
cognizance must be taken not only of MOI, but also of Sel

and Sire.

3. The development of a definition of an ‘active exporter;
using the Delphi method which would then be used to
classify export companies as either active or non-

active exporters.
General conclusions

The definition of an “active exporter’, obtained using the
Delphi method, is described in section 9.7.1.

This description is not only detailed but also encompassing
and had it heen applied to the population, would have
resulted in such a small group of active exporters to have
been statistically insignificant.

From experience gained working with EKﬁDFtEFS? the writer
believes that, by using this definition, the active agroup of
piporters would have represented probably less than 5

percent of the total population.
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Furthermore, the task of applying this qualitiative or
descriptive definition to export compéniés would have been

extremely difficult.

The definition of an active exporter was therefore abéndoned
for the purpose originally intended and the simpler
detinition, outlined in Chapter 6, section 6.5.1, was used

instead.

This does not suggest that the Delphi method was
unsuccesstul. Instead, it simply proved to be too
successtul. It was an easy and flexible technique that

produced good results, albeit impracticable for this study.

The definition obtained using the Delphi method is, however,

referred to later in this chapter.

4, To develop a model using discriminant analysis which
can be used to predict the potentialvthat a new export
company has of falling into eithér the aétive or non-
active export groups depending on certain variables,

namelys;
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R company size (Size) - whether large or émall;
b. the company’'s MDI;

c. the export executive’'s MOOI; and

d. whether the export executive has attended any

couwrses or seminars on exporting (Seminars).
General conclusion:

The results of the initial discriminpant analysis are
presented in Tables 9.29 and 9.30. This analysis revealed
that only the variables Seminars and Size appeared to

significantly discriminate between the two groups.

Because of the high F-ratio of the variable MOI (see Table
9.29) and because it is expected that a strong
interrelationship exists between MDI and the variables Size
and Seminars, a further discriminant analysis was undertaken

using only the variables MOI and MOOI.
The results of this analysis, as presented in Tables 9.31

‘and 92.32, lead to the conclusion that the variable MOI is

also a significant discriminating variable and was probably



excluded in the original analysis hecause of the stkdhg

interrelationship between MOI and Seminars and Size. -

In neither of the two analyses was MOOI found to be a

significant discriminating variable.

Although the variable Sel was not included in the
giscriminant anmalysis, it is strongly'suépected tHat this
variable too, would have been a significant discriminating
variable. It is a limitation of this study that Sel was not

included in the analysis.,

The percent classified correct for each of the two groups,
active and non—active, was considered satisfactory for both

discriminant analvses.

The results obtained from the discriminant analysis suggest,
tHat if consideration is taken of the size of the potential
exporter, as well as of the generai marketing orientation of
the companvy, the export education and training of the

executive in charge of exports and the seriousness of the
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company’s management towards exports, then the potential
that the new exporter has of achieving success in exports

can be evaluated with greater accuracy.

The writer suggests that questions similar to those used in
this study can be adapted to extract the information
necessary to evaluate the company’'s postion in regard'to the

variables mentioned above.

S .Are the means of the variables MOI, MOOI and Sel
greater for large export companies than for small

export companies?
General conclusion:

Fram the results pfesented in Tables 2.13% and Z.14, it can
be concluded that the means of each of the abovementioned
variables are indeed greater for large export companies than
for small export companies. For MOOI, however, the
variances of thevdistributionﬁ were not equal, implying that

the result for this variable is less reliable.
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From these conclusions, it can be said that the larger

export companies are more marketing orientated and theivr

management more serious towards exporting, than the smaller

export companies.

has attended

courses or
seminars on
export

b. Does a relationship exist between the MOI and MOOI and
the following variables (the contlusions.are presented
below, corresponding to each variable):

5 S {1 1 Refer 71

i Variable o MOIT Conclusion i to :

i i i iTable |

i Company ¢ MUOT 7 KHelationship does exist # S

i Tuwrnover i MOI | Relationship does exist * i P.16

i Company. i MOOI | Relationship does not exist | 9.17 ;

i profit or 7 MOI i Relationship does not exist | 92.18 |

i loss i i i i

i Number of i MOOI | Relationship does not exist ; ?.19 ;

i emplovees i MOI i Relationship does exist * 9,20 )

i Regional or v MOOI 1 Relationship does not exist ; ?.21 ;

i national i MOI i Relationship does exist # V9.2 0

i mar ket i 5 v i i

i Industrial i MOOI | Relationship does not exist ; .23 ;

i or consumer ioMOI i Relationship does not exist | 92.24 |

3 products i s 3 E

; Fosition of i MOOI E Relationship does not exist E .25 i

i export i MOI | Relationship does not exist | 9.26 |

i executive 5 5 } H

; Whether i MOOI | Relationship does exist * v 92.27 ;

i export exec. 1 MOI i Relationship does not existx*i 2.28 |
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General conclusion:

The results marked with an asterisk were to be expected, for

the reasons given in Chapter 8, section 8.3.2.1.

In the cases where the results were Qnegpected, the
relationship generally involved the MDDIA Earlier in thié
chapter, MOOI was suggested to be a less reliable measure of
a company’'s marketing orientation than the MOI and

consequently, these results are suspect.

It is interesting to note that there appears to be ro
relationship hetween MOI (and MOOI) and company profit or

loss, as had been assumed.

As far as the position of the export executiye is concerned,
it might have been expected that the more senior the euport
executive, the more marketing orientated the company would
be, especially ﬁeasured by the MOOI. However, almost all
the respondents were senior executives in their respective
companies and consequently no relationsﬁip could be

establ ished.
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The one result that is particulérly notewqrthy, is the
relationship between the MOI énd whether the export
executive had attended any courses or seminars on exparting.
If thé export executives in the more marketing orientated
companies have all attended courses Qr’geminars on
exporting, then this may indicate a possible solution to the
general lack of marketing orientation amongst exporter%.
Export education may be a means of improving the marketing

crientation of export companies.

The variable Seminars should perhaps have been included in
the multiple regression analysis, as it is expected that
seminars would also have had a significant influence on the
export success af a company (Sul) - it was after all
identified as one of the significant variables in the

discriminant analysis discussed previously.

7 To examine certain variables considered to be relevant

to and to influence the export process.

The conclusions follow the format of the results presented

R

in Chapter 9, section 9.32.%5.
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General conclusion:

The following remarks may be made about those variables
considered to be of particular interest. The question

numbers are provided for reference purposes.

i. Question number: 37 L[31]1:

Benefits of exporting.

It is clear that the main benefits of exporting are
increased sales and turnover and improved praofits and
cash-—flow. These benefits are similar to those

identified by Opperman (1986).

ii. Question number: 38 (active questionnaire only)

To what geographical regions does the company export.

It is interesting to note that Africa is the second
most important market after Europe, followed by

Austral asia and North Aﬁericau This may be expected as
South Africa has often been said to be the ‘bread-
basket  of Africa.

1. The question numbers in the sguare brackets refer to
the non—active qgquestionnnaire.
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iii.

iv.

Guestion number: 40 [32]
How long did it take the company to break into exports
or how long has the company been investigating the

export market.

The average number of years required to successfully
break into a new export market, is 2.3. This is a
valuable piece of information, as the general

misconception amongst exporters is that it only takes a

.few months of marketing effort to penetrate a new

mariet abroad.

"Question number: 46 [37].

What is the export executive’s official desigmnation.

Seventy~-seven percent of respondents were either
owners, partners, managing—directors or directors, and
a further 17 percent were senior managers. The exbort
function is obvigusly an activity that senior
management prefers to keep control of. This should not

be a problem, unless the executive is unable to devote

250

al et



vi.

time to the company’'s export activities because of
domestic pressures. 0Only a few respondents were

devoted solely to exporting.

Question number: 49 [40)]

Problems experienced in exporting.

Sanctions have obviously aftfected the export activities

of companies to the extent where it is the leading .

cinhibiting factor in exports.

Question number: SO [41]
Where does the main emphasis of the company lie, in the

opinion of the export executive.

When asked where respondents felt the main emphasis of
their companies lay, both production and selling were
named ahead of marketing. In fact, production was
named more than twice as often as marketing. This
supports the earlier sugugestion that export companies

are not marketing orientated.
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vii. Cuestion number: 51 (active questionnaira only)
How successful does the export executive believe the

-company is in exports.

The average score of 0.397 is close to the Sul Sqdre o+f
0.439. The writer 's own score for the export success
of respondent companies, was 0.478. .The variance
between these three scores is only 0.081 which is very
small. This small variance suggests that the scores

. (especially the Sul), are reasonably accurate and

reliable,

viii. Question number: 52 [42]
How marketing orientated does the export executive

believe the company is with respect to exports.

The average score of 0.394 compares well to the MOI of
0.427% and the writer’'s own score of 0.410. The

variance in this instance is only 0.029 which is again
small, suggesting a reasonable degree of accuracy and

reliability.
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Question number: 53 [43]

How knowledgable does the export executive believe he

is about marketing.

When the respondent was asked how knowledgeable he was
about marketing, the average score of 0.802 did not

compare favourably with the MOOI of ©.7%5 or with the

writer 's own score of 0.379.

.Probably the main reason for this is that the MOOI

measures the export executive's Dbinions and views as
to the various elements of the marketing concept, whiie
this question refers more to his knowledge of
marketing. The two answers are not in fact, truly

comparable.

Question number: 54 [44].
How beneficial does the export executive believe

marketing could be for his company.

An average score of 0.783 indicates that executives
appreciate the benefits of marketing. In comparison,

however, a low average MOl score of 0.427%, would

e
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8.

suggest a problem. The conclusion must be that a
difficulty exists amongst exporters in the application

of marketing principles to their export activities.

This problem area must be given greater attention in
future studies, where specific difficulties or problems

could be highlighted, so that they may be removed.
Further remarks and conclusions that can be made:

The average MOOI for respondents is quite high (see
Table 2.1). The implication is that export executives
generally appreciate the importance of the elements of
the marketing concept in their business activities.
This index, however, is a measure of outlook and not

application.
To compare this index with the index used by Van der

Merwe (1974, pp.242 — 244) in her thesis, it should be

weighted in the same manner as described in her study.
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When the MOOI in this study (equal td 0.735) is
“weighted in the manner suggested beran der Merwe,.it
becomes 0.31, significantly lowef than 0.7%5. In
comparison, in Van der Merwe'’'s study, the average

weighted MOOI was 0O.46.

Al though the writer cannot see the needito weight tHe'
index, especially in the manner Sujgested by Van der
Merwe, the results of the two studies are guite
similar. It would seem that the MOQI of this study is
slightly higher (although, if an objective comparison
is to be made of the means, this would first require a
comparison of the variances of the distribution of the

MOOI in the two studies).

The reason for the slightly higher MOOI in this study,
could be that executives have, since 1974, gained more
appreciation of the marketing concept.

The spread of scores for the various guestions
contributing to MO0OI (see Table %.2), from O.642 to

0,900, a variance of 0.2%98, does not seem unduly large



and indicates that no single quéstion was out of

context in comparison to the others.

The average MOI for respondent companies was 0.423
(Table ?.1). This score is fairly low in comparison to
the MOOI. This index is a reflection of marketing
application and is in the writer s opinion, a more
reliable reflection of a cémpany's marketing

orientation than the MOOGT.

It is interesting to note this discrepancy between the
MOOI and MOIL. The reason is pfobably that, while
export executives have a latent understanding of the
elements of the marketing concept, there is a |
shortcoming in the application of the concept bhecause

of a lack of adeguate planning.

An analysis of the answers to questions 25 and 246 show

that;

i in guestion 25, 61,5 percent of all the
respondent companies had no‘formal marketing

plan (n = 130): and
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ii. in question 26, 77,7 percent of all the
respondent companies had ne formal export plan

(n = 130).

The lack of formal planning is a sgrious shortcoming
among the companies interviewed. Many_of fhe

_ respondents pointed out that they haveva plan, but that
it was not written down. A failure to implement formal
planning is, in the opinion of the writer, one of the
.major reasons for the discrepancy between the MOOI énd

MOI.

A concern of this study was whether the MOI was an
objective and realistic measure of a company’'s

- marketing orientation.

The writer ‘s translation of marketing theory into a set
of questions, the answers to which would be used to
measure the company’'s marketing orientation, may have -

heern inaccurate or poorly constructed.

If the MOI is not a reasonably accurate measure of

marketing orientation, then;:
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ii.

the low MOI score would not'necessarily refléct a
lack of marketing orientation; and

the use of the MOI in the analysis of the
relationship between export marketingvorientation

and export success, would be unacceptable.

The means of solving the problémiwas to'identify a

company among the sample elements that was known to be

a truly marketing orientated company and to see whether

.the company’'s MOI reflected the extent of its marketing

orientation.

Two companies were identified:

i

ii.

lLangeberg Co—operative Ltd. is the largest
exporter of canned deciduocus fruit in the world
and is generally recognised invbusiness as being a
marketing orientated company.

Seravac (Fty) Ltd., a Subsidiary of SA Druggists,
was a recipient of the 5State President’'s Award for
Export Achievement and is a good example of a

marketing orientated company.



Langeberg’'s MOI score was 0,80 and Seravac’'s MOI score

was 0.82.

Based on these results, the writer feels that tHe MOI -
is an accurate and acceptable inﬁicator of marketing
orientation. It is therefore reasonable'to conclude
that the extent of the export haerting orientation of

manufacturing companies interviewed, is guite low.

. The spread of scores for the various guestions
contributing to MOI (see Table 2.73), from 0.223 to
0.688, a variance of 0.46%5, is fairly large. If
however , gquestions 12 and 16, which refer to export
pricing, and gquestions 20 and 26, which refer to export
advertising and export planning are'excluded, the

variance is reduced to 0.26, which is more acceptable.

It seems logical that export pricing is emphasised by
exporters, as it is a particularly important factor in.
the competitive international environment. Also
understandable, is the lack of emphasis on export

advertising. It is an expensive and complicated task
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and is generally neglected by exporters. The lack of
export planning is definitely of concern, however, as
it is a facet of euporting that should receive greater

emphasis.

The average Sul (0.439) for active export companies in
Table 9.4, also appears to be quite low. For .
comparison, Seravac’s Sul is O.QS,Iwhile Langeberg’'s

Sul is 0.82.

As far as the Sel of the company’s management is
concerned (Table 9.3), it is also fairly low (0.438).
The Sel’'s for Seravac and Langeberg are 0.98 and 0.97,

respectively.

10.2.3 A brief discussion of the Opperman study

In Chapter 1, section 1.3, it was mentioned that a study had

been undertaken by Opperman (1986), entitled "Export

marketing strategies for industrial companies", which also

examines marketing orientation within the export

environment.
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It is interesting to compare some of the fe;ults obtained by
Opperman in his dissertation with thoserofvthis study. |
While some of the results of the two studies appear to
contradict each other, they should be_viewed as

complementary.

According to the respondents Opperman interviewed, the
majority viewed their companies as beihg mairketing
orientated (355 percent), with the reﬁainder being either
product orientated (27 percent) or production orientatéd (18
percent). Furthermore, in 32 percent of the sample, the
sales function was considered subordinate to the marketing

function.

Seventy percent of the respondents said that their companies
set export market objectives, while 61 percent said that

they had a marketing mix policy for the foreign market.
From his results, Opperman concludes that the companies in

the sample generally understand the requirements of export

marketing. He adds that the majority of the companies
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tollow a strategic marketing approach in exporting.
" Certainly these conclusions are in conflict with the

conclusions of this particular study. :

However , when considering Opperman’s selection of sample
elements, it should be kept in mind that use was made of
SAFTO s membership lists, as the sampling frame; it is the
writer ‘s contention that this sampling ?rame is not a true
reflection of the profile of all South African export
companies. It tends to be skewed towards larger companies,
for whom SAFTO’'s membership and service fees are far legs

inhibiting than for the smaller company.

An analysis of the distribution of annual turnover of
companies included in Opperman’s study, reveals that 79
percent had a turnover of over Romillion, while 40 percent
had.a turnover of over RSO0million. This is in‘stark
contrast to this study in which only 20 percent had a

turnover of over RSmillion.
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Az far as large companies are concerned, the writer’'s
research also suggests that they are generally marketing
orientated and hence the results of the two studies are not

actually in contlict.

It should be borne in mind that Opperman’s study was based
on a mail survey, while this study used personal interviews.
His study did, however, include the entire country and was

not restricted to one region only.
Other +findings from his study worthy of note, are:

a. In the majority of instances, the responsibility for
the decision to export lay with either the Chairman (18
percent) or the Managing Director (46 percent). The
above results are similar_to the findings of this
study, where 77 percent of executives in charge of
exports were either owners, partners, managing

directors or directors.

b. In 70 percent of the sample, exports represented less

than 10 percent of company turnover.



The reasans for exporting, listed by respondents, were
similar to those listed in this study. For example;
business growth, long—term profit, risk
diversification, excess production capacity, a'smail
domestic market, export incentives and the fall in the

exchange rate were reasons identified in both studies.

The major problem areas identified were shipping and

cash flow. In the time of the Opperman study,

.sanctions had not yet become a major factor in the

e<port market.

Export sales, as in this study, appeared to be less
profitable, with a lower return on investment, than

with domestic sales.

I+ one compaires the percentage of companies that set

marketing objectives and formulated marketing mix

policies for the domestic market with the companies that
‘set export marketing Dbjectiveé and formulated marketing
mix policies for the foreign market, the latter case is
less common. This suggests that export marketing is

still viewed as subordinate to domestic marketing.
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Finally, it is interesting to note that Opperman, while
suggesting that companies inciuded in his study were
generally marketing orientated and showed evidence of
achieving reasonable levelé of success, states that this
does not prove that success in export markets is dependant
on developing a strategic export marketing plan (a
relationship that this study examines ana would appear to

suqgoest) .
10.3. RECOMMENDATIONS

This study has tentatively revealed that a manufacturing
company’'s export success is a function of its egport
marketing orientation, as.well as the size of the company,
the exporﬁ education of the executive in charge of exports
and the seriousness of the management of the company towards

exporting? (ie. Sul = £{MOI, Size, Sel, Seminarsl).

In other words, none of the abovementioned variables should
be viewed in isolation. They are interrelated and mneed to

be considered as such.

1. As this study focused only on companieslin the Westsrn
Cape, extrapolation of the results to other areas of
the country should be undertaken with circumspection.
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0f these four variables, company size cannotvbe changed in
the short—term and may consequently be considered as fived.
The other three wvariables, however, can be influenced over

the short—term.
The following recommendations could be made in this regard:

a. Greater attention should be focused on marketing

orientation. It is suggested:

i. Further research be undertaken on the role of marketing
in the export environment. For example, an important
question to answer is whether the findings of this

study are applicable to the rest of South Africa.

It is generally suggested that companies on the Reef
are more competitive and more markefing orientated than
elsewhere in the country. As far as exports are
concerned, trade advisors working for the DEF in
Fretoria, Durban and Fort Elizabeth, aléo complain of a
general lack of marketing orientation amongst

exporters, in their respective purviews. This
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ii.

assertion needs to be contfirmed. A shorter, more
concise study along similar lines to this study
(excluding perhaps sections such as the MO0OI), could be

undertaken in the Reef and the Durban areas.

Exporters should be encouraged to become more marketing

orientated. This can be done in the_following wayss;

- the incentive schemes and export services
administered by the. DEF could reward companies
that show that they have applied marketing
principles to tHeir export activities (see point

{(iv) in this section); and

- export executives should undergo edgcation and
training to learn both marketing and general
exporting skills. .This study revealed that export
education was a strong contributor to export
success and therefore this is an important

consideration.
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iii.

Certainly SAFTO’s education and training functions
could be intensified in terms of both scope and
depth and should be made available to as many

exporters as is possible.

It is encouraging to note the introduction of

SAFTO’s new Institute of Export, which will offer

a Certificate and Diploma course in.Export
Management +or the first time in 1988. These
courses will go a long way towards improving
export skills within South Africa and will
inevitably contribute to improved exports in the

longer term.

The marketing services provided by the DEF should also

be improved and expanded.

On the one hand, the nature and extent of the
ifformation collected by the various trade
commissioners abroad, needs to be i1mproved. More pro-
active, comprehensive mérketurelated information should

chtained.
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On the other hand, this information must also be
disseminated quickly and effectively to the export

fraternity.

A complaint of exporters is that»the information
presently provided by the South African trade offices
abroad, is too general in nature to be of benefit and
often takes many months before it is received by them.;
Information on potential overseas importers is, for

.example, often out of date.

The suggestion is that the activities of the trade
commissioners be expanded and upgraded. A greater
volume of more market-related information within
specific identified producf Categories where
ﬁamparative andvantages may exist, should be collected
on an on—going basis and madé available to exporters as
gquickly as is possible. OGreater use should be made of
computerisation and the overseas trade qffices' staff
should also be increased to enable the offices to cope
with the greater volume of pro-—-active research worilk

NecCessary.
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iv.

Generally, however, exporters are positive about the
services and facilities offered by the trade

commissions abroad.

The DEF could administer the export iﬁcentive5 on a-
more selective basis. These inééntives should be’
industry specific and those industries within South
Africa that are identified as having a comparative

advantage in international markets, ought to receive

.special incentives.

The marketing orientated company needs to be rewarded.
For example, before a company may receive assistance,

it should be able to show Department officials that itj

- has a formal (written) export pian — aimilar to
cash—flow plans required by banks when securing

loans; - and
- applies marketing principles to its export

activities. Criteria for determining whether

marketing principles have been used, could be
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similar in nature to the guestions used in section

B of the questionnaire, for example:

*

Has the company researched and/or considered
any changes to the product and packaging, to
better suit the foreign consumers’ needs?

Has the company considered alternative
distribution methods (eg. air/sea)? Has the
exporter discussed his physical cargo movements
with a shipping/forwarding consultant®? 1Is the
exporter aware of the distribution chaénels
commonly used in the target market?

How much attention has the exporter given to
costing his products for the export market?
Has he taken the export incentives into
consideration? Has he carefully evaluated all
raw—-material supply alternatives available to
him?

How does the exporter plan to promote his
products abroad?

How much desk research (or market research,
where applicable) has the exporter undertaken
into the market and marketing opportunities

available to him?



The answers to the above questions cbuld possibly
be recorded on a O — 10 graphic scale by the DEF
official interviewing the applicant exporter.
Incentives would be awarded based on overall
scores. Cognizance will also have‘to be taken of
the other variables identified in fhis study - the
education of thé export executive, ﬁhe seriousness
of the company’s manaéement towards exports and
the size of the company. In the iast‘instance; it
is not suggested that incentives only be awarded
"to large companies. 0On the contrary, it is the
small exporter that should be advantaged, but only
if he can show a marketing orientation and fhe
necessary commitment.

It Should be stressed that all applicants need to
be interviewed. At present applicants are often
cqnzidered on the baéis of a mailed application
form. It may be argued that to interview each
applicant is logistically difficult, perhaps even
impossible. The writer believes, however, that

the benetit of the savings in improved incentive
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utilisation (and resulting improved export
effort), will far outweigh any increased
administrative costs, especially it the
administration is compﬁterised.‘ The
administration of incentives is still-largely
undertaken by hand. Computerisation:can increase
productivity, whicH will alsd'repfesént a saviﬁé;
With computerisétion, discriminant analysis couia
he used.: It could incorporate the abovementioned
criteria, in addition to the other significant
variables identified in this study (as well as
other variables found to be important), to

facilitate decision making in awarding incentives.

The benefits of efficient and effective incentive
administration and allocation is evidenced in the
findings of a study by Fointon (1978, pp.451 -
4462y, in which he evaluated the cost-benefit ratio
of Government export promotion. This he found to
he 2121, illustrating the importance of efficient

incentive allocation.
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As far as export incentives are concerned, it is
interesting to note the recent announcement by
Deputy Minister Alant, of the intention of
Goyérnment to introduce an export market
development assistance (EMDA) scheme. While no
further information has beenbrevealed, it is

supected that the EMDA scheme will favour

manufacturing companies that incorporate marketing

principles in their export function and prove that

they are competitive internationally (The Natal

Mercury, 1988). This scheme will apparently also

be industry—-specitic, based on various
manufacturing sectors that are indentified as
having a comparative advantage in international

markets.

Export companies should view sanctions not as a
constraint, but as a markeating opportuhity._ In this
regard, Clewlow (1987, p.3) noted that isolation has
some positive aspects - South African companies are
adopting a more individualistic and often more
effective approach to export promotion than their

competitors.
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Fossible opportunities arej

- to research and exploit new, non—traditional
markets in the Far East, South Ametica and
elsewhere in the worlds

- to concentrate on products not sﬁbject to
sanctions and to become marget coﬁpetitive in’
these préducts; énd | |

- to undertake more research to monitor the natﬁre,
extent and effect of sanctions and.to identify

market opportunities wherever they may exist.

Both the DEFP and SAFTO should undertake a country-wide
promotional campaign to highlight to companies the
importance of =xports to the South African economy and

to reveal to these companies the benefits of exporting.

As finance was considered to be one of thé main
restrictions in expdrting, consideration should be
given by the DEF, SAFTO and other organisations such as
the Industrial Development Corporation, the Small
Business Developmeﬁt Corporation, the Development BRank
of Southern Africa and commercial banks, to providing

export finmance on a results-—orientated basis.
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The British Overseas Trade Board system of assisting
exporters with export finance which must be repaid once
the potential exporter achieves success, could be

considered.

At present, SAFTD administers the Small Exporter
Development Frogram in which financial and other
assistance is given to selected éxporters. This is a

useful program introduced a few years ago and which

.appears to be achieving some degree gf success. It is
P = !

organised in conjunction with the Small Business

Development Corporation.

The Industrial Development Corporation is also more
inclined to finmance industries that provide export
opportunities as is evidenced by their recent

advertising campaign in national magasines.

One of the main weaknesses in South Africa’s export

industry is the lack of co-operation amongst exporters.
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The clothing industry is a good example. The various
“clpthing companies are extremely competitive in the
domestic market and this competitiveness is carried
over to export markets, where South African companies
refuse to co-operate with each_othér and even view each
other with more suspicion than they.do overseas

competitors.

This, in’ the opinion of the writer, is a very short-
.sighted approach. The international market is so large
that South African companies could only benefit by
working closer together. Warehouse, marketing,
production and financial facilities could be shared to
their mutual benefit. As these facilities are used
more etficiently, overheads and prices can be reduced,

resulting in a competitive situation overseas.

The steel-tubing industry, is an example of the
benefilts of co-operation. The industry works closely
together in international markets and has managed to
achieve an attractive rate of growth in exports over

the past few vears, inspite of sanctions.
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Co—-operation, however, should not be enforced. Iﬁ—the
opinion of the writer, there is‘a misconception that by
creating overseas trading houses, South Africa’s
manufacturing exporters can be successfully drawn into

the export market.

The wrriter believes that co—operation should come from
within an industry, by manufacturers in that industry

Joining together to penetrate foreign markets because

.0f the benefits that they perceive to exist in co-

operating with each other.

Certainly, two problems that will have to be addressed
if South African exporters are to become more market

competitive abroad, is inflation and productivity.

The State Fresident recently announced measures that

are intended to bring the rate of inflation down.  This

attitude is most welcome and necessary. These measures

may be difficult to live with initially, but if
successful , will have considerable positive effects on

the economy in the longer-term.
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South Africa’s poor productivityfrecbrd also needs to
be éddressed.' An improvement in productivity is an
essential step to competitiveness and will help bring

down the rate of inflation.

Although productivity training is essentially the
purview of the National Produttivity Institute (NFI),
there is no reason why the DEF and SAFTO should not

place agreater emphasis on educating exporters in the

.the benefits of productivity as a means of. improved

export competitiveness.

In fact, closer co-operation between the DEF, SAFTO and
the NFI may reveal ways of improving export

productivity.

One of the complaints of expérters is the bureaucracy
involved in exporting. An organisation called SITRFROSA
(Simplification of Trade Frocedures in South Africa)
exists, whose function it is to find ways of reducing
bureaucracy in exporting and to look at ways in which
electronic data interchange can be utilized to improve

export procedures.
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SITFROSA has also been in existence for a few yeérs th
its lack of real achievement lies in the fact that mary
of the export procédures are required by government
departments such as the DTI, Customs and Excise and the
Reserve BRank. SITFROSA has found it difficult to get

these departments to discuss the pfoblems.

This is an area that requires more attention and a

concerted effort should be made to reduce the time-—

.consuming and costly export procedures that exist.

i

Initiative should come, not only from SITFROSA, but

also from SAFTO and the DEF.

South African manufacturing exporters, to a cértain
extent, have a poor image abroad. This is the result
of companies that are poorly prepared and equipped to
handle exports, travelling throughout the world and

closing contracts which they then cannot fulfil.
If the attitude to exporting amongst exporters can be

imptroved and if they are properly trained and educated,

then it could be exupected that South African
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manufacturers will become more reliable suppliers and
South Africa’s image abroad should become more
positive. This ought to make it easier to market

products averseas.

Finally, there is an urgent need té undertake further
research into the export industry, not Dniy b?Athe'DEFAand
SAFTO, but also by universities and résearch ofganiéations.
Stellenbosch University has recently introduced an
international margeting department. This approach is

necessary at other universities as well.

10.4 CONCLUDING REMARKS

It is the writer’'s belief, based on the results of this
study, that export marketing orientation and export success

are linked. It is clear, however, that other variables also

contribute to this relationship. These variables are:
a. Company size;
b. The seriousness of the company’s management towards

exporting; and
C. Whether the executive in charge of exports has attended

any courses or seminars on exporiting.
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The discriminant analysis revealed that the abovementibned
variables can élso be used to discriminatevbetween an active
and non-active exporter. This information will assist iﬁ
predicting whether a new exporter is likely to fall into
either the active or non—active group of exporters,

depending on his unique set of variables.

The MOOI of an export executive, it was suggested in section
=) ’ gaq
10.2, was not a useful means of measuring a company’'s

marketing orientation.

The various research techniques each proved to be a valuable
tool in analysing the data. Both discriminant analysis and
the Delphi method provided results that were most

satisfactaory.

Generally, the export marketing orientation of the companies
interviewed was quite low, as was their export success. If
this Situation.is applicable to other areas of the country,
then it is of major concern, as exports are of particular

importance to the South African economy.
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A considerable amount of research is still necessary to
reveal the true nature and extent of the export industry; S0
that problem areas can be identified and solutions'4ound.
The writer feels that this study provides a step forward in
this research process and that it méy be found useful as a .
guide to other researchers interested in this field of

study.

In the light of the above discussion, it is useful to review
the description of an "active manufacturing exporter’ that

was derived, using the Delphi method:

"An active manufacturing exporter is a company
which has committed itselt at the highest level to
long—-term, profitable exports and it ensures that
all the resources of the company are used in
support of its export activities. The company
places considerable emphasis on finding suitable
export markets and on ensuring that the product it
manufactures suits the wants and needs of the
overseas consumer at a competitive price. This
company wWill have received more than one confirmed
order from abroad."” : :

This definition simply describes an active exporter. It
doge not imply success and it suggests that considerable
gffort has already been made to achieve export orders. A

impartant point. inherent in this definition is that exports
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require substantial resowrces and commitment. It is an
expensive, time consuming, risky and extremely difficult

undertaking. There are many rewards, but costs are high.

The potential exporter considering the international option
and who does not approach his export endeavours from a
marketing basis, is like a man fishing yithdut‘bait -~ he may .

catech the odd fish, but the rest will get away.

284



REFERENCES : CHAPTER 10

Ben—Horim, Moshe and Levy, Haim. 1981. Statistics: Decisions
and Applications in Business and Economics, USA: Random
House Inc.

Clewlow, W A M. 1986. SAFTO 23rd _annual report 1985/1986,'
{Chairman ‘s statement). RSA: SAFTO )

Opperman, David Daniel Feter. 1986. Export marketing
strateqgies for_ industrial companies, RSA: MBA dissertation,
University of the Witwatersrand, Johannesburgg _ _

Fointon, Tom. 1978. '"'Measuring the Gains from Government
Export Promotion", in the European Journal of Marketing, Vol
1276, 1978, pp. 451 - 462. '

Van der MerWe, Sandra. 1974. The influence of the marketing

concept on company performance, RSA: DBA thesis, University
of Stellenbosch.

Natal Mercury, Z0 March 1988.

285



APPENDICES A - H

286



FEE SR . 'APPENDIX A
BUESTIONS (Active) '

(Section A)

L

10.

When decisions are made about any aspect of the company g
activity, profit is... (reter to the answer sheet)?

When each department ‘s goals are set, they should be in line
with overall company profit goals?

Every department of the company must be concerned with the
product needs and service needs of the company’s customers?

It is not necessary for an experienced executive to do
market research to know what his customers want?

I+ the price is right the customer will buy the product?

The company’'s organisational Structurévshould allow for the
very best co—ordination and co-operation between all the
departments?

Frofit should be one of the main objectives of the
management of the company?

If the sales team is good enough, the customer will accept
the products the firm decides to offer them?

In the company’'s planning and policy making, it must rely on
feedback about the customers’ needs and how to satisty them?

The firm must be organised in such a way that different
departments co-operate and discuss ways to satisty the needs
of their customers?

(Section B)

11.

14,

Tao what extent have the products you export been
specifically produced or adapted for the export market?

To what extent has your company undertaken research to
identify any possible changes to the product which might

Cimprove its exportability?

Have you evaluated alternative sources of supply to
establish whether your present source of supply of raw
material for the production of your e port products, is
efficient and cost-effective?

To what extent has the packaging for your product been
adapted or designed specitically for the export market?
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16.

17.

18.

19.

20.

21.

24.

26.

To what extent has your company undertafen reseath to?&‘if -
identify any possible changes to the paclaq1ng whlch mlqht',f
improve the exportability ’cher'tzacrf’1 : '

How much emphasis is placed on costing your compahyfs_:
products specifically for the export market?

To what extent has youwr company undertaken research to
establish whether your export price is suitably pDSitibned 
against overseas competition so as to attract the consumer
abroad, but still allow for profit?

Do you calculate export incentives into your export price?.

Do you sell vyour export product generally...(re*er to answer
sheet)? . .

To what extent do you undertake advertlslng or promotlon Df
your products abroad?

As an estimate, what does your company'spend'on
advertising/promotion of its products abroad per annum?

To what extent has your company researched alternative
distribution channels to reach the overseas consumer or has
it relied largely on a 'single distribution route?

To what extent has your company undertaken research into
potential markets and customers abroad?

To what extent does youwr company follow its expofts through
to the end-user (the actual consumer) or does it only

concentrate on the immediate importer abroad?

Does your company have a formal marketing plan for the
company. as a whole?

Does your company have a formal export plan?

(Section C)

F0.

How beneficial and profitable do you consider your company’s
exports to be to overall company profits and goals? '

Are your exports more profitable than domestic sales?

Do you feel that yowr company is obtaining an adeguate
return on its investment in exports?

Approximately what was the value of your company’'s exports
in 19867
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31-

36.

Approximately what percpntage 1ncrease were your. P‘pDFtS in
1984 over the prev1ous year? : :

What percentage of total Sales do your exports represent?
Approximately how long has your CDmpany been exporting?
What emphasis is placed on the company’'s export effort?

To what extent is the company’s ex ecutlve management
committed to long—term exports?

Approximately what size of budget is made available annually
by the company in order to develop its export markets?

(Section D)

7.

8.

41.

43-1

47.

4.

49.

50,

Flease briefly list three benefits of exu ports to your
company? ,

To what geographical region(s) of the world does your
company export?

Does vyour company sell to'a...(reFe# to the answer sheet)?
Apbroximately how long did it take your company to receive
its first full export order from the time it first
considered the possibilities of exports?

Approximately what is the total turnover of your company?
Is youwr company in an assessed loss or profit situation?

Approximately how many employees does your company have?

Does your company sell regionally aor nationally in the
domestic market?

Do you consider yvour products to be industrial or consumer
products?

What is your official designation please?
Have you attended any courses or seminars on exporting?
How long have you been involved in exports?

Briefly name four problems vou perceive to be most
inhibiting to your company’ s future export growth?

Where would vyou say the main emphasis of vour company lies:
in... (refer to the answer sheet)? '
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'51. . In your opinion, how successful is_your~company in_exports?sﬁ;_,

52. How mariptlng orientated do you FPPI your company is w1th
respect to exports? :

235, How knowledgeable about marketing do you con51der your el+
to be®?

54. How beneficial do you believe markéting could be to the
well-being of your firm?

55. What products does your company export?

(Writer's section)
S6. How successful is the respondent’s company in its exports?

57. How marketing orientated is the re¢pondent 5 company wlth
respect to its exports?

=8. How knowledgable about marketing is the respondent?
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: - "APPENDIX B
QUESTIONS (Non—-Active) '

(Section A)

1.

When decisions are made about any aspect of the company’'s
activity, profit is... {(refer to the answer sheet)?

When each department’'s goals are set, they should be in line
with overall company profit goals? :

Every department of the company must be concerned with the
product needs and service needs of the company’'s customers?

It is not necessary for an experienced executive to do
market research to know what his customers want?

I1f the price is right the customer will buy the prodUct?

The company s organisational structure should allow for the
very best co-ordination and co-operation between all the
departments?

Frofit should be one of the main Dbjectives ot the
management of the company?

If the sales team is good enough, the customer will accept
the products the firm decides to offer them?

In the company’s planning and policy making, it must rely on
feedback about the customers’ needs and how to satisfty them?

The firm must be organised in such a way that different
departments co-—operate and discuss ways to satisfy the needs
of their customers?

{Section RB)

il.

12.

To what extent do you intend to produce or adapt vour
products specifically for the export market?

To what extent has your company undertaken research to
identity any possible changes to the product which might
improve its exportability?

Have you evaluated alternative sources of supply to
establish whether your present source ot supply of raw
material for the production of your export products, is
efticient and cost-ettective?
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14,

16.

17.

18.

19.

20.

21.

20

2o sl W

24,

rJ
i

26.

(R R

To what extent do you intend to adapt or designvthe

packaging for your product specifically for the export

market?

To what extent has your company undertaken.researﬁh to
identifty any possible changes to the packaging which might
improve the exportability thereof?

How much emphasis is placed on costing your company’s
products specifically for the export market?

To what extent has your company undertaken research to
establish whether your export price is suitably positioned
against overseas competition so as to attract the consumer
abroad, but still allow for profit? :

Do you calculate export incentives into your export price?

Po you intend to sell vyour export product... (refer to the
answer sheelt)? :

To what extent do vyou envisage undertaking advertising or
promotion of your products abroad?

As an estimate, what do you expect your company to spend on
advertising/promotion of its products abroad per annum?

To what extent has your company researched alternative
distribution channels to reach the overssas consumer?

To what extent has your company undertaken research into
potential markets and customers abroad?

To what extent is your company concerned with the end-user
(the actual consumer) or does it only concentrate on the
immediate importer abroad?

Doess your company have a formal marketing plan for the
company as a whoale?

Does your company have a formal export plan?

{(Section C)

Approximately how long has your company been investigating
the export market?

What emphasis is placed on the company’'s export effort?
To what extent is the company’'s executive management

committed to long-term exports?
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I0. Approximately what size of budget is made avallable annually
by the company in order to develop its export markets?

Zl. Flease briefly list three henefits you expect ey ports will
have for your company?

32. Approximately what is the total turnover of your company?
23. s your company in an assessed loss or profit situation?
34, Approximately how many employees does youwr company have?

Z5. Does youwr company sell regionally or natlonally in the
domestlc market? :

36. Do you consider your products to be industrial or consumer"
products?

7. What is yvour official designation please?
Z8. Have you attended any courses or seminars on exporting?
9. How long have you been involved in exporting?

40. Briefly name four problems you perceive to be most
inhibiting to your company’'s future export growth?

41. Where would you say the main emphasis of youwr company lies;
ine.. (refer to the answer sheet)?

42. How marketing orientated do yvou feel your company is with
respect to its exports?

S How knowledgeable about marketing do you consider yoursel+
to be?

44, How beneficial do you believe marketing could be to the
wall-—-being of your firm?

4%, What products does your company intend exporting?

(Writer 's section)

44. How marketing orientated is the respondent s company with
espect to its exports?

47. How knowledgable about marketing is the respondent?
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. o e - APPENDIX C
ANSWER SHEET (Active) S

QUESTION 1
VERY IMFORTANT | SOMETIMES NOT
SO IMFORTANT
RUESTION 2
THIS IS ALWAYS | . THIS IS ONLY
NECESSARY - - SOMET IMES
- . NECESSARY
QUESTION 3
ALWAYS TRUE NOT ALWAYS TRUE
QUESTION 4
DEFINITELY AGREE DEFINITELY
DISAGREE
QUESTION 5
SOMETIMES NOT ALWAYS TRUE
TRUE »
 QUESTION &
THIS IS ALWAYS THIS 18
NECESSARY SOMETIMES NOT
NECESSARY
GUESTION 7
ALWAYS TRUE NOT ALWAYS TRUE
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QUESTION & S P A

! : ‘ Tl S

ALWAYS TRUE » .- SOMETIMES NOT
: TRUE
QUESTION 9
THIS 1S VERY THIS IS
IMPORTANT SOMETIMES NOT
: IMFORTANT

QUESTION 10

THIS IS SOMETIMES THIS IS VERY
MOT IMFORTANT ' . IMFORTAMT

QUESTION 11

. i !
FRODUCTS SFECIFICALLY SAME FRODUCT AS

DESIGNED AND FRODUCED FOR DOMESTIC
FOR EXFORT MAREETS CONSUMPTION

QUESTION 12

CONSIDERAERLE ' NOT MUCH
RESEARCH RESEARCH
UNDERTAKEN - UNDERTAKEN

QUESTION 13

ALTERNATIVE ALTERNATIVE

SOURCES OF : SOURCES OF
SUFFLY NOT SUFFLY
EVALUATED EVALUATED

QUESTION 14

FACKAGING SFECIFICALLY SAME FACKEAGING

DESIGNED FOR EXFORT AS USED IN
MARKETS DOMESTIC MAREET



QUESTION 15

CONSIDERARILE
RESEARCH

NOT MUCH
RESEARCH -

UNDERTAKEN UNDERTAKEN

T 2 R R IR 0 O R D S ST S 3 5 250 I U 2 I T S ST I S I S T 20 R IR R S I 50 S 5D I T IO TS I S ) 2 200 o e s e e e et o s e e 4t it o e g it e

QUESTION 16

MOT MUCH COMSIDERARLE

EMFHASIS EMFHASIS
QUESTION 17

COMSIDERARLE NOT MUCH

RESEARCH RESEARCH

UNDERTAKEN UNDERTAKEN

ot sinte omrte it eont Sets ibee Ao s Smvs e eers Souee Sors seisn mrvse Sevws imbie i Seevd it Semme peves ooss Seiet Aram mest Seeim Hbtss Ese mavy Sl SaE detey Seimt Swovd SHM SHALY ey eiics Smm TSt St brks 0% Sirex pames eene Srsee Smoae doiew Sated SIS Treat Gress SAits ot Rinma e mce P o v eoid twets

ottt totse smucn it i pere seare mum o T i e Tt S oo e e Mo seim saums s vt wer TS S S e oo Heo Tt tema o = b s st fioh v tece semmt S0 ST i v soeed o s swam 200 sear camme s s Ty s T T Sy e T S £ S 2 2o

QUESTION 19

£l DDF

L1 FOR
L1 CIF (] Other
QUESTION 20
CONSIDERARLE NOT MUCH
ADVERTISING/ ADVERTISING/
FROMOTION FROMOT ION
QUESTION 21
lLess than R1 % QOO L1 RiO . 000 ~ RSO0 5 QOO Ll
R1,000 — R10,000 L1 RE0,000 plus L1
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QUESTION 22

RESEARCH | : T RESEARCH
UNDERTAKEN . UNDERTAKEN

R IS I T T T R T e T e e T s I T S D 2 I I R I T S D I T I T I I T N D I I I D I e 50 e e i £ e e e tea e soem et e e et e s e i

QUESTION 23

NOT MUCH 4 CONSIDERABLE

RESEARCH RESEARCH
UNDERTAKEN _ UNDERTAKEN

QUESTION 24

EXFORTS FOLLOWED - - | EXFORTS ONLY

THROUGH EBEYOND o FOLLOWED
IMMEDIATE 4 THROUGH TO,
IMFORTER TO END IMMEDIATE
USER IMFORTER

QUESTION 2%

QUESTION 26

Ll YES L1 NO

QUESTION 27

VERY RENERFICTIAL _ NOT S0

AND FROFITARLE BENEFICIAL OR
FROFITARLE

QUESTION 28

CONSIDERARLLY MORE NOT AS

FPROFITARLE THAN FROFITARLE

DOMESTIC  SALES AS DAMESTIC
SALES
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QUESTION 29

EXCELLENT RETURN ' FOOR RETURN

QUESTION 30 -
Less than RZ0,000 L1 RZ million ~ RS million L1
RE0,000 ~ R2%5,000 : L1 Over RT million : L3

RZE50,000 — R2 million [3

GUESTION 31
Decrease . L1 54— 10% L1
Same | [1 L% - 204 L3
Less than 9% L1 Over 20% L1

No exports in 1985 L[]

QUESTION =3
More than 20 vears L1 -5 vears . Ll

10 - 20 vears L1 under 1 vyear 1

BUESTION Z4
CONSIDERARLE NOT MUCH
EMFHASIS , EMFHASILS
BUESTION =5
VERY COMMITTED : NOT S0
COMMITTED
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GUESTION 3&

Under RS0,000 L1 R1S0,000 - RSO0 , 000 L1
RS0 ,000 - R150,000 L1 Over RZ00,000 (W
QAUESTION 37
- 1 LI I B N I A LA 4@ == Gow e ERea s 8 ¥ RN e SN % @ ® W N B3 U NN NE NS S B E e
GQUESTION 38
North America . Eqrope-gé;‘,.E] L
Africa £l Middle East [1
South America L1 Far East L1
.Australasia L1 Other Ll ....... s
GUESTION 39
.-«5ingle overseas buyer [1] «« «many overseas buyers L[]
«» . fEew overseas buyers L1
GUESTION 40
....... - » » YEARS
QUESTION 41
Under R100,000 Tl - RS million ="R20 million' [3J
R100,000 — R1 million [1 RZO million.~ R100 million C3
Rl million — RS million [1] Over R100 million L1
QUESTION 42
Loss €1 Frofit [1]
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QUESTION 473
L1 Under 10 L1 20 — 100 L1 Over 200

£1 10 ~ =50 Ll 100 ~ 200

QUESTION 45
[1 Industrial L1 Cornsumer
QUESTION 46
L3 Dwner /Fartner . L3 Senior Manager
1 Marnaging Director L1 Manager
Ll Director
QUESTION 47
Ll YES ] NO

We O w 8 B W W A w mw W N M Bp A ® M RE D B A D O W W O W N B R M B W H U N D WS W E A R E ®K y g 8 @ B D 8 N

QUESTION 30

..-5elling £l oeMarketing £

Froduction C3 Administration 3
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QUESTION 351

VERY _ NOT S0
SUCCESSFUL

SUCCESSFUL

CQUESTION 52

i
!

VERY NOT S0
MAREETING : MARKEET ING
ORIENTATED ' ORIENTATED

QUESTION 53

o PR

I3
1

VERY

NOT 50

CGUESTION 54 '

NOT 510

VERY
BENEFICIAL ‘ BENEFICIA

QUESTION 55

FRODUCTS

nnnnnnnnnnnnnnnnnnnnnnn

nnnnnnnnnnnnnnnnnnnnnnn

nnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnn
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WRITER'S SECTION

QUESTION 54

VERY NO
. SUCCESSFUL sl

RUESTION 57

VERY NOT SO
MARKET ING | - MARKET ING
ORIENTATED |  ORIENTATED

s ot e et s iy et s e s ey g o o e it s oo T henee e ot Aot mer e e ot Lo e S s sy e e Y T et e St 020 vy o s it Toded bt s Timae som St SArt tet Sens T T T e e oot e o e et gic i

GUESTION 58

VERY | NOT S0
KENODWLEDGAEBLE ENOWLEDGABLE
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o APFENDIX D
ANSWER SHEET (Non—active)

QUESTION 1

VERY IMFORTANT ) SOMETIMES NOT
: 50 IMFORTANT

QUESTION 2

THIS I5 ALWAYS THIS IS OM.Y
NECESSARY ' - SOMETIMES
NECESSARY

ALWAYS TRUE | MAOT ALWAYS TRUE

QUESTION 4

DEFINITELY AGREE DE
D

QUESTION 3

SOMET IMES NOT ' ALWAYS TRUE
TRUE

QUESTION &

THIS5 IS5 ALLWAYS THIS IS5
NECESSARY v SOMETIMES NOT

i
i



QUESTION 8
ALWAYS TRUE SOMETIMES NOT
TRUE

QUESTION 9

THIS IS VERY THIS IS
IMFORTANT _ SOMETIMES NOT
: IMFORTANT

QUESTION 10

THIS 15 SOMETIMES THIS I8 VERY
NOT IMFORTARMNT IMFORTANT

QUESTION 11

FRODUCTS SFECIFICALLY SAME FRODUCT AS
DESIGNED AND FRODUCED FOR DOMESTIC
FOR EXFORT MARKETS : CONSUMPTION

QUESTION 12

CONSIDERARILLE NOT MUCH
RESEARCH RESEARCH
LUNDERTAREN UNDERTAKEN

QUESTION 13

AL TERMATIVE AL TERNAT IVE
SNURECES OF SOURCES OF
SLFFLY NOT SUFFLY
EVALUATED

QUESTION 14

\
) ]

FACEAGIMG SFECIFICALLY . SAME FACKAIEIMNG
DESIGNED FOR EXFORT AS USED IN
MARKETS DOMESTIC MAREET



QUESTION 15
CONSIDERABLE : NOT MUCH
RESEARCH RESEARCH
LUINDERTAKEN UNDERTAKEN

QUESTION 16

NOT MUCH S CONSIDERAELE
EMFHASIS , ‘ EMFHASTS -

QUESTION 17

COMNSIDERARLE ) . MOT MUCH
RESEMARCH RESEARCH
UNDERTAREN UNDERTAKENM

QUESTION 19
(I FUOE Ll DOF
£ CIrF L1 Other
QUESTION 20
CONSIDERARLE : . NOT MUCH
ADVERTISING/ , ADVERTIS INGS
FROMOTION FROMOTION

QUESTION 21

Less than R1,000 i I R10,000 - RSO,000 £

1,000 - R0, 000 £3 RE0Q,000 plus £



QUESTION 22

MOT MUCH ' : COMSIDERARLE
RESEARCH : RESEARCH
UNDERTAREN UNDERTARER

QUESTION 23

NOT MUCH CONSIDERAELE
RESEARCH . RESEARCH '
UNDERTAREN v UNDERTAEEN

QUESTION 24

EXFORTS FOLLOWED - EXFORTS ONLY
THROUGH BEYDOND FOLLOWED
IMMEDIATE THROUGH 70O
IMPORTER TO END ) ' IMMEDIATE
UsSER : IMFORTER

QUESTION 25

L1 NO [ YES

QUESTION 2é&

L YES (A pC
DUESTION 27

,,,,,,,,,,,,,, YEARS

COMSTDERA MOT MUCH
EMFHE EMFHASTS

GUESTION 2%
VERY COMMITTED NOT S0
COMMITTED



QUESTION 30

Under R30,000 L3 150,000 — RS00,000 (1

RSO, 000 ~ 150,000 £ . Dver ES00,000 3

QUESTION 31

T T

“im a2 8 on - ®m ¥ % u B W@ opE B o 8 A @ @ B B O3 B W R A W E WD W E RN HE N W T AT W NGB & B WE oW oW W
“r
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QUESTION 32

Under R100,000 L1 RS million — R20 million L1

R100, 000 - R1I million E3 R20 million -~ RIQO million (1

F1 million — RS million £1 Over RIOGO milliocn L3

QUESTION Z3

BUESTION 34
L1 Under 10 £1 S0 - 100 {1 Owver 200
1 10 - 50 1 100 - 200

QUESTION X5

Ll Owner /Fartner L]l | Senior HManagsr

3 Managing Directaor £1 Manager

L1 Director



QUESTION =8
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QUESTI 29
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QUESTION 41
el ling Ll .« Marketing L1
CProductilon ] LAdministration L1
QUESTION 42
VERY NOT 50
MARKET I MG MARKEETIMNG
DPTFNT&TFD DRIENTATED
GUESTION 473
VR NOT 50
fMﬂMLEHthLL PNDNLFDLHE

RUESTTION 44
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VERY
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QUESTION 45
FRODUCTS
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" WRITER'S SECTION

GUESTION 44

VIEERY . NOT S0
MARKETINMG _ : MARKETING
DRIENTATED : ' . ORIENTATED

AUESTION 47

VERY . oo MOT S0
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COMFPANIES INTERVIEWED

Domdes

Optopl ast

l.izaleg Originals

Ronald Sassoon (Fty) Ltd
Cane Time

Coopetr-, "Gill and Tomkins
Johnsons Sportswear (Fty)

Venture

L.td

i

APPENDIX E

IN THE PILOT STUDY



APFENDIX F
ACTIVE MANUFACTURERS

Total active manufacturing export companies = 437,

The *'s represent Lthe companies interviewed in this study = 70.
(L) represents large companies. .

(8) represents small companies.

The African Clothing Factory (Ensign) (Fty) Ltd (L)
F Andrag and Sons (.) . :
Coast Catamaran (FPty) Ltd * (8)
Ashton Canning Co (FPty) Ltd (L)
Stelkon (FPty) Ltd (5
Burhose (Fty) Ltd (L)
John Thompson Africa (Pty) Ltd #* (L)
Southern Cross Laboratories (5)
Teeny Tages (Fty) Ltd (L) _
W K Investments (Fty) Litd, trading as Buggi % (5)
Ceres Fruit Juices and Canning Co (Fty) Ltd (L)
Gants Foods (Fty) Ltd )
Zero Diving Equipment (Fty) Ltd # (5)
Southern Canned Froducts (Fty) Ltd (L)
Combirmed Frojects (Fty) Ltd (S)
Metal Closuwres (Fty) Ltd (L)
Ronald Sassoon & Co (Fty) Ltd (L)
Creda Fress (Fty) Ltd (%)
CTF Book Frinters (9)
Rasel lLeather Froducts (Fty) Ltd (8
Mova kKEnits (5)
Flus—one (Fty) Ltd * (5)
David Fhilip Fublisher (8)
Time Control Systems (Flhy) Ltd * (5)
Green Cross Retorm Shoes (5)
Byalex HSA (FLy) Ltd & (8)
Stingray fAccessory Manwfacturers (FPty) Ltd (85)
Coroma Enginesring (Fhy) Ltd (8)
Aftrican Detinming Works (Fty) Ltd (D)
Gee Marine (FLy) Ltd % (5)
Butt—trim (Fty) Ltd % (&)
Cape % Transvaal Frinters % (L)
Thenton Froducts (Fty) Ltd (8)
Scala Foundations (Fhy) Ltd (5)
PDartex (Fty) Ltd (%)
Trisave Enginesring and Machinery Supplies (Fty) Ltd (8)
Flesseys SA (Components) Div (L)
CFlessey S5A LLbtd (L)
5A Keptile Trading Co (5)
Spekenham Coop lLtd (L)
Deeptreezing % Freserving (FLy) Litd 0
Langeberg Ko—op Bpk % (L)
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Oakglen Canning (Fty) Ltd (&)

WIM Steelpipes (Fty) Ltd % (L)

Tuna Marine (Fty) Ltd * () »

Coronet Shirt % Clothing (Fty) Ltd (8)
Svenmill Fabrics (Fty) Ltd (L)

African Farm Supplies (Pty) Ltd (8)

3A Rias Rinding Manufacturers (5)

Intima (Fty) Ltd (8)

General Optical Co Cape (Fty) Ltd (8)
Cape Cobra (Pty) Ltd % (5)

Bonwit (Fty) Ltd % (L)

Vinicap (Fty) Ltd (8)

Gabler Instruments (8)

World of Spices (Fty) Ltd (8)

Julius Salomon (FPty) Ltd (8) :
Huguenot Clothing Factory (Fty) Ltd (8)
Sunhopper Froducts (Pty) Ltd (5) '
Mairik Mats (Fty) Ltd (8)

FMC SA (Fty) Litd (8)

Aqua Rapids (Fty) bLtd #* (5)

Universal Bookbinding Works (Fty) Ltd (5)
Maxmore kEnpitting Mills (Fty) Ltd # (L)
EWV Ltd (L)

Wellington Industries (Fty) Ltd % ()
Thorer Fur Frocessing Co SA (Fty) Ltd (%)
Cape Lime Co Ltd (8)

Titan Lime Co Ltd (S)

Hamworthy Eng Africa (Fty) Ltd * (L)
Gilbey Distillers & Vintners (Fty) Ltd (L)
Citation Leather Industries (Fty) Ltd ((5)
Diagram Research Co (Fty) Ltd (5)
fppletizer Pure Fruit Juices (Fty) Ltd (L)
Maskew Miller Ltd (L)

Vitria Glass Froducts (Fty) Ltd (S)
Reckitt % Coleman 84 (Fty) Ltd (L)

Sea Flant Products (Fty) Ltd (%)

Rokomo Breakfast Foods (L)

Bromor Foods (Fty) lLtd (LD

Oude Meester Cellars (L)

Flioplastics (Fty) lL.td (S)

Southern Sea Fishing Enterprise (Fty) Ltd (5
Farisienne Glass Froducts (Fty) Ltd (S)

A J North % Co % (859

Chelsea West (Fty) Ltd (3)

Thorer Industrial Froducts (Fty) Ltd (S)
Mever % Ferreira (Fty) Ltd (8)

Fets: Products (Fty) Ltd (S)

M Fagiliari ((Fty) Ltd % (5)

Shoe Corporation (Manufacturers) (Phty) Ltd (L)
Cape Town Iron % Steel Works (Fty) Ltd (D)
FGE Glass West Cape (Fty) Lbtd (8)

Roston Bag Co (Fty) Ltd % (5)

4T
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Donaldson Air Cleaners (Fty) Ltd % (L)
Ian Dickie % Co (Fty) Ltd (S) -
House of Shimar (8)

CME (Fty) Ltd D

Hesper Engineering (FPty) Ltd (8)

Gypsum Industries Ltd (%)

Frint Fak (Cape) Ltd % (L)

S5A Fiano Manufacturers (8)

Hygienia Froducts Corporation (Fty) Ltd (8)
Danco Enitting Mills (L)

Nampak Faper Ltd (L)

Mewa Manufacturing Co (Fty) Ltd (5)

8A Nvlon Spinners (L)

Rembrandt Tobacco Corporation (L)
Filmatic % (%)

Globe Engineering Works (Fty) Ltd (L)
Consani Engineering Works (L)

Morthern Canners (85)

BF SA (FPty) Litd (L)

Stellenbosch Farmers Wineries Marketing Ltd * (L)
Rock Enginesering Works (Fty) Ltd (5) -
JFFE Lapidary (Fty) Ltd (5)

5A Clog Manufactwers ((Fty) Ltd (S)
Chapmans Feak Fisheries (8)

Nuts Incorporated (5)

Fooltron (Fty) Ltd (5)

South East Marine Services (FPty) (8)
False Bay Engineering (5)

Atlantic Trawling (Fty) Litd ()

Gilmour Marine % Industrial (Fty) Ltd (S
Heinz Brothsers (5)

Invertex (Fty) lL.td % (5)

Durata Shoe Works (5)

Yiking Fishing Co (L)

Human % Rousseau (S)

Concerta Ltd (8)

Union Wine l.td ()

Berg River Textile Ltd ()

Johrnson Sportswear (Fhy) Ltd (8)

Jordan % Co Ltd (L)

Spasprite (Fty) Ltd (5)

Rex Trueform Ltd (L)

Milling % Trading Cape l.td (5)

Fapasit Asbestos (Fty) Litd * (L)

llizaleg Originals (5)

Humphries Ltd (L)

Feterson Ltd (%)

Universal Confectionary Works (Fty) Ltd (8)
Airflex Furnltuwre Industries (Fty) Ltd % (L)
Courthiel Velour ((Fty) Ltd (L)

Cravateuw Tie Co (Fty) Ltd ()

Three Spears Africa (Fty) Ltd (L)
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Sugarbird (Fty) Ltd (8

Micro Mouldings (Fty) Ltd (5)

Mazal engineering % Die Casting Co (Fty) Ltd (5)
5A Cap Manufacturers (Fty) Ltd (S)

Flair Shoe Co (Fty) Ltd (S)

R & I Labortories (Fty) Ltd ()

Buindrink (5)

Leather Industries (Pty) Ltd (8)

Baroness Overwear (Fty) Ltd (L)

Adibis Africa (Pty) Ltd % (L)

Reader 's Digest (L)

Union Leather Works (Fty) Ltd (L)

Baklke Indsutries Ltd (L)

Irvin % Johnson (L)

Cape Gate Fence % Wire Works (L)

Desiree Export (Fty) Ltd (L)

Monatic Alba Ltd ()

The Western Tanning Co Ltd )

Ealtimore Alrcoil Co (8)

BMD Ermitting Mills (L)

Mossop & Son Ltd % (L)

M Oboler & Son (Fty) Ltd * (L)

Crown Mills Spice Works (Fty) l-td (5)
Pepita Clothing Manufacturers (Fty) Ltd (8)
SA Lapidary Co (Fty) Ltd (L)

Atlantis Diesel Engines (Fty) Ltd (L)
Caltex 0il SA (Fty) Ltd D)

Faroda Fashion Wear (85)

Fescanova Group (L)

H L Faine ((Fty) Ltd % (8)

Ferl Opti (Fty) Ltd (5)

Mational Razor Elade Manutacturing Co (Fty) Ltd % (L)
Vitamore ((Fty) Ltd (5)

Grenco Sa (Fty) Ltd (S

Grapnel Silencers (Fty) Ltd % (L)

Cape Lime Mineral Fillers (Fty) Ltd (8)
Finewond Venesr (Fty) Ltd (5)

United 5A Brush Manufacturing Co (Fty) Ltd (L)
Bianca (FPty) Ltd (5 :
Monviso Enitwear (Fty) Ltd (L)

Topstoness (Fty) Ltd (8)

Ludy Gonsenhauser (Fty) Ltd (9)

African Detinning Works (Fty) L.td % (L)
Tekniheat Cape (FPty) Ltd (85)

De Jorng Timber Froduts (FPty) Ltd (5)
Classic Manufactwing (Fty) Ltd (5)

Atomic Steel Of+fice Equipment (Fty) Ltd (1D
Beckman Instruments (Fty) Ltd (S)

Classic Luggage Co (Ffty)y Ltd (S

Fry's Metal (Cape) (Fty) Ltd * (8) .

Murray % Roberts Cape Foundries Fty) Ltd (L)
Coats Brothers 5A Ltd (5) :
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Joe Malemed (Fty) Ltd (S) ,

Ohlssons Cape Breweries Ltd (L)

Chart Chemicals (FPty) Ltd (8)

Heriswell manufacturing Co (Fty) Ltd (S)
Table Bay Enterprises ()

Garden % Fatio Furniture {(Fty) Ltd (S)
Fetrel Engineering CC % (L) .

ARldenro Clothing Manufacturers (Fty) Ltd (S)
Carst % Walker Chemicals (Fty) Ltd (5)
Willmill Narrow Fabrics (FPty) Ltd (5)
Fnitmaster Hosiery Mills (L)

Gluepaste Manufacturing Co (Fty) Ltd (S)
Fran 8§ Huppertz Manufactuwring Jewaller (8)
Prima Toys (FPty) Ltd * (L)

Baellany Masts (Fly) Litd (S8)

SBH Cotton Mills (Fty) Ltd (L)

Vilene SA (Fty) Ltd (5)

Val Hau et Cie (Pty) Ltd # (L)

Versapak (Fty) Ltd (8)

Boseng (Fty) Ltd (&)

Modern Hairdressing Supplies (Fty) Ltd % (L)
Ferivale Gutermann (FPty) Ltd (85)

Farisian Milliners (Fty) Ltd (S)
Sweet-0rr % Lybro (Fty) Ltd (S

Metal Box SA Ltd (L)

Highlock <(Fty) Ltd * (5)

Tigereye % Gemstone Industries Ltd (S)

M A 8 Manufacturers (Fty) Ltd (L)
Industrial Adhesives (Fty) Ltd (8)
HMLeers % Co (Fty) Ltd (&)

Maritex Underwear ()

Charmfit (Fty) Ltd (L)

Distillers Corporation Ltd (L) ‘
Feerless Shirt Manufacturers (Fty) Ltd (S
Harry Feck SA ((Fty) LLtd (L)

Fine Chemicals Corporation (Fty) Ltd (L)
Seravac (Fty) L.td % (L)

Fremier Wire (Fty) Ltd (L)

Hoechst S5A ((Fty) Ltd (L)

Fatz International Corporation (L)
Cantley Exportes (Fty) Ltd (5)

W M Eachus % Co (Fty) Ltd (L)

National Cap Factory (Fty) L.td (5)

De Jong Marine & General Engineering Works (Fty)
H Eohler Master Goldsmith % Jeweller (5)
Hextex (Fty) Ltd ()

Houthern Sewing Threads (Fhy) Ltd (5
James Neill Tools ((Fty) Ltd * (L)

Waltons Stationary Co (Fhy) Ltd (L)
Fanther Shoe Co Ltd (5)

Boesmansrivierse Koop Faasfabriek BFE (5)

Ltd
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Agriplas (Pty) Ltd (S)

Wolpe Fashion Holdings (L)

Columbit (FPty) Ltd * (L)

J A Clift (Fty) Ltd (5)

Filati Knits (Fty) Ltd (8

African Alltex (Pty) Ltd ()

Mattex ((Fty) Ltd (L)

Bakker & Steyger (L)

Desiree Cape Underwear Manufacturers Ltd
Conro Frecision (Fty) Ltd * (S5)

NMova Mills (Fty) Ltd (5)

Olympic Footwear (Pty) Ltd (L)
Topstitch Clothing (Fty) Ltd (8)
Triton Gloria (8)

Tiger QGats Co L.td L)

Fointer Manufacturers (FPty) Ltd (L)
Marsden (Fty) Ltd (8)

Felp Froducts (Fty) Litd (8)

leyland SA& (Fty) Ltd (L)

John Wright Veneers (Fty) Ltd (S
Manhattan Manufacturers (Fty) Ltd (S
Cape Saddlery (Fty) Ltd *® (5) .
Marine Froducts Ltd (85)

Continental China (Fty) Ltd (L)

Snoek Wholesalers (Fty) Ltd (5)

LLuft Industries (Fty) Litd (5)

8A Fine Worsteds (Fty) Ltd (L)

Zinc Fraocess (Fty) Ltd (8)

SA PFreserving Co (Fty) Ltd (L)

Westex (Fty) Ltd (8)

Sapphire Flameproofting (Fty) Ltd (S)
National Safe Co (Pty) Ltd * (5)
Nettexr (Fty) Ltd (L)

Fermoseal (Fty) Ltd (5)

Flascon FParthenon Faint Lo ()

Seardel Group Trading Co (Fty) Ltd (L)
Selecta Sea Froducts (Fty) Ltd (8
Sintered Mestal Components (Fty) Ltd (5)
Spilo Edms Bpk (5)

Stresa Hat Co (Fty) Ltd (5}

Unsgaard Fackaging (FPhy) Ltd % (L)
Robco (85)

Uwe Foettler (Fty) Ltd (S

Crown il Mills (Fty) Ltd )

Finitex (Fty) Ltd (5

Truworths l.td (L)

Chick’'s scrap Metals Cape (Fty) Ltd (L)
Heynes Mathew Ltd (L)

A Fraser & Co ® (L)

Judron Clothing Manufacturers . (Fty) Ltd
Ferris Instrumentation SA (Fty) Ltd (8)
Hamilton Brushes Africa (Fty) Litd (5)
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J Kaplan & Son (8) :
Fress Spinning % Stamp Co (Fty) Ltd (8) .
Florida Fashions (5)

Lancashire Manufacturers Co (Fty) Ltd (S)
Bruply Sawmills Cape  (5)

Overwear % Duchess (Fty) Ltd * (L)
Latex Threads SA (Fty) Ltd (8) .
Rotunda Cape (85)

Cape Union Mart Group (Fty) Ltd (L)

C Struik Publishers (Fty) Ltd (L)
Atghan Industries (8)

Ceres Fruit Growers Coop Ltd (L)
Silwver Ocean Net (Fty) Ltd (8

Fuma Jersey (L)

Satchwell Controls (Fty) Ltd (8)
Rosalind Creations (Fty) Ltd (S)
Rhomberg Electronics (Fty) Ltd % (8)

J 8§ § Badge % Embroidery Works (Fty) Ltd (5)
Johrn Robertson Yachts (Flty) Lid (8).

T Berry (FPty) Ltd (5)

Fattis & Monis (L)

Jomota Flastics (85)

Vadek (Fty) Ltd ()

Diel (Pty) Ltd (8) :

Fagle Electric Co (Fty) Ltd (L)
Hirshberg Group of Companies # (5)
Industrial Electronics & Automation (5)
Move:x (Fty) Ltd (8)

Rowima Corp (Fty) Litd (5

Hout Bay Fishing Industry (Fty) Ltd (8)
Albion Fress (Fty) Ltd (5)

UME (Fty) Ltd * (L)

Table Ray Spinners (L)

Teplov Ballet Shoes (5)

Bravo Textiles (5)

L "Uomo (Fty) Ltd (L)

Marpro Trawling Co (Fty) Ltd (L)
Atlantis Chemical Industriss (5)
Sensation Cosinetics (5)

Z Clothing * (%)

fassner Flastics (Fty) Ltd % (5)

Epol (Fty) Ltd (L)

Fashion Buttons (Fty) Ltd (5)
Cenmarine (Fty) Ltd (L)

Fenny Howson Designs (5H)

Summertime (Fty) bLtd (8)

Cooper, Gill Thomkins (Fty) Ltd (5)
Atlantic Enitting Mills (Fty) Ltd (%)
Bew Math Engineering (Fty) Ltd (5)
Lourie et Cie (Fty) Ltd (5)

French Timber Industries (*ty) Ltd ((5)
Readers of S6 (Fhy) Ltd (5
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ABC Fress (Fty) Ltd (3)

Oskava (%)

Suidelike Orrelbouers (5)

Fride Style Shoe Manufacturing Co (Fty) Ltd
Adele Dallas Orr (S)

Ligrnum (Fty) Ltd (5)

FNoE Millsterl (Fty) Ltd (5)

Shelco Shelving (Fty) Ltd * (L)
Acecratt Marine (Fty) Ltd (5)
Matresco (Fty) Litd (8)

Mirapal Trading Co % (8)

Simonsberg Cheese (9)

Brass Clothing (FPty) Ltd % (5
Romatex House Textiles (FPty) Ltd ()
Sotho Weavers (Fty) LLtd (5

Caps Fabrix (FPty) Ltd (9)
Mutri-Stahl Coobkware (Fty) L.td = (5)
Stellenbosch Manutactwing Jewellers (5)
Don Michele (Fty) Ltd (5)

Staybond (Fty) Ltd (S

Highmast (Fly) Litd (5)

Filmair (5)

Corbeau {FLty) Lid (5

Houtcraft Froducts (Fty) Litd (5)
flpocratt Active Wear (8)

Centurator Products (Fty) Ltd (8)
Sharesn Enitwear (5)

S8 Timber Manutfactwing Co Ltd (&)
Mel Stephens & Son % (H)

Murray % Roberts Foundry Holdings (Foty) Ltd
Germaine Fnitting Mills (Fty) Ltd (9
Virede Textiles (Fty) Lid (8)

@2l Clothing Co (Fty) Ltd (%)
Swisschem (Fty) Ltd (8)

The RBoom Corporation (5)

Spoillsports (85

frpar Investments % (5)

Furdey Fublishing Co (FPty) Lta (8)
Fals Clothing (FLty) LLEd (%)
Masionale Fale (Fhy) Ltd % (55
Firefite (FPhy) Ltd = (5

Bibethte (Fty) Ltd (52

Club PFroducts {(PFLy) Ltd (8)

Saldanha Fishing Industries (Fity) Ltd (8)
Ve £5)

Bettina of Africa (57

Capelon Yarns (5)

Goldart (8)

Ml ko (59)

W J M Construction Co {Fty) Ltd (L)
J Fruppe ¥ Co (9

Felix Models (8)
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Ceres Fruit Juices (Fty) Ltd (L) e
Wilco (8)

Cape Wrappers (Fty) Ltd (S)

Boland Hout Nywerhede (FPty) Ltd (8)

Al 's Clothing Co (Fty) Ltd (S)

Le Trou Manutacturers (Fty) Ltd (8)
Apeldoorn—-Lighthouse Met % Twine (FPty) Ltd * (L)
Towles Edgar Jacob Ltd (L)

Irvin & Johnson Ltd (L)

Metlite Alloys ((Fty) Ltd (8)

Mouldrip (Fty) Ltd * (8) o
Design Unlimited (Fty) Litd * (8)
Optoplast (Fty) Ltd (8)

Helenel ((Fty) Ltd (8)

Uniluwe (Fty) Ltd (5) .-
Fattersons Automatic Installations (S)
Sumien ((Fty) Ltd (&) : :
Fremier Manufactuwring (Cape) ((Pty) Ltd * (8)
The Cape Hat Factory (Fty) Ltd (8)

Alia Candy Co (Fty) L.td (8)

Home Alarm (Fty) Ltd (5)

Allens Metals and Wire (FPLty) Ltd (5)
Fepkor Exports Ltd * (L)

Reijger Fublishers (5)

Geo Raymond % Son Cape (Fty) Ltd (S5)
Laird Leatherwear (Fty) Ltd (5)

Splid Fine International (9)

Den Engineering (8)

Electocol HManufacturers (Fty) Ltd (8)
Foly—film (5)

Reflections (Fty) Ltd # (%)

AE % CI Ltd (L)
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NON~-ACTIVE MANUFACTURERS
The total non—active manufactuwring export companies =."8ﬁ
The *'s represent the companies interviewed in ths study = 60.

(L) represents large companies.
(3) represents small companies.

Reliance Upholstery % Bedding (Fty) Ltd
Holdfast Manufactured Froducts % (5)
R & N Symington & Co Corsetry (Fty) Ltd
Dripin SA ((Fty) . Ltd (5)

Design Venture * (5)

Eino Instrumentation % (8) :
Maxamatic (Fty) Ltd (5) )
A C Weideman (Fty) Ltd (S)

Gold Creations 84  (FPty) Ltd % (5)
Bonhats Marnufacturing Co (Fty) Ltd ((8)
Retus Fashions (Fty) Ltd # (5)
Gifford Textiles (Fty) Ltd (5)
Elliot Footwear Ltd (5)

Issa Brothers (Fty) Ltd (5)

M % S Clothing (Fty) Ltd (8)

Vialit (Fty) Ltd (8)

Beltex (Fty) Ltd # (&)

Electronic Supplies % (5)

Hot Spice Froduct (Fty) Ltd (5

Cane Time (FLty) Ltd (5)

Beamish Fibreglass (8)

Fackages * (&)

Aurea Jewesllery Design (9)

MLord Inc % (5)

Upholster All * (5)

Eguator Froducts (Fty) Lid (5)

Max Hart (Pty) Ltd (3)

Jagues Hau (Fity) Ltd (8)

Fur Frills (Fty) Ltd (8)

NMoteworthy Fublishing (Fihy) Ltd (8)
Miracle Maternity Wear ((Fty) Ltd (5)
Fremiar Faper Ltd (5)

False BRay Engineering % (5)
Hydrowseld L.td * (5).

Rico Corp (Fty) Ltd (5)

Golmix Flastics (Fty) Ltd % (5)
Gilly Bars Confectionary (85)
Flastform (FPty) td (5

Sprockets % Chains (Fty) Ltd (8)
Satrz Bros. Steel (Fty) Ltd (5)
Unitemp (Fty’) Ltd (85

Aquaflow (Fty) L.td (S

Todes Foods (5)

=
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Delta Sales (Fty) Ltd (8)

Fremier Stationary Manufacturing Co (S)
Elzet Clothing (Fty) Ltd (S

Vittmar Industries (Fty) Ltd (&)

D Eruger-Haye ((Fty) Ltd (5)

Venus Clothing Co (Fty) Ltd * (L)
Tensilaon (Fty) Ltd (8)

Delta Fishing * (8)

Frogress Manufacturers (Fty) Ltd (%)
Electrosonic Electronics Corporation (Pty) Ltd
Flame Candles (Fty) Ltd % (5
Mondaine Shoes (FPty) Ltd (5
Copperfield Knitwear (Fty) Ltd (8)
Nose Cone Manufacturers (S)
Continental Fan Works % (8)

Headwear Industries (Fty) Ltd (8)
Republic Shoes (Fty) l.td (5)

Barno (Fty) Flastics (Fty) Ltd (5
Croda Chemicals 84 (Fty) Ltd (8)
Traffic Aids (Fty) Ltd (S)

Cape Eiderdown Manufacturers (Fty) Ltd (9)
Gering % Shames (Fty) Ltd (5)

Gamma Games (Fty) Ltd % (5)

Cape Twines % Fackaging (Fty) Ltd (8)
Jayson Shirts 5A (Fty) Ltd (8)
Hospital Froducts (Fty) Ltd (8)
Decalight Manufactuwing (Fty) Ltd (5)
Danmore Clothing Manufacturers (5)
Matthews % Swerling (Fty) Ltd (5)
Fliphael Engineering Works (Fty) Ltd (5)
Fleasure Products (Fty) Ltd (5)
Flastocoat SA (Fty) Ltd (5

Ellen Arthur (FPty) Ltd (5)

Nu Caps (Fty) Ltd (8)

L Cohen Furniture (Fty) Ltd (5)
Domdes (Fty) Ltd (8)

Undeuxtrois (5)

Dermar Fashiong (Pty) Ltd (8)

Henno Engineering (9)

Gransteel Construction (Fty) Ltd (S)
Folyoak Froducts (Fhty) Ltd ® (5)
Alcaway BReverage (5)

Fangasling (5)

Garex Engineering (5)

Debornair Decor Textiles (Fty) Litd (5)
Ripco Manufacturing Co (5)

Teconit (Fty) Ltd (85)

Avila Natural Froducts (5)

Boat Havens (*Ly) L.td % (8)

Decro Industries (Fty) Ltd (5)

Urnion Radge L.td * (5)

Frank & Fred Clothing Manutfactuwers (8)

hriaban Tan
Cndal el

(S)



SA Gossard (Pty) Ltd % (L)

Associated Board Froducts (Fty) Ltd (8)
Verona kEnitwear ((Fty) Ltd (&)
Fabricated (Fty) Plastics (Fty) Ltd (5)
EBotrix Irrigation Machines (5)

Harvey Rothschild (FPty) Ltd (8)
Fairheads l.eather Works (85)

News Clothing Co (Fty) Ltd (8)

Torro Fromotions (S5)

Inkwell (Fty) Ltd * (S)

Cape Fackaging Consultants (Fty) Ltd * (5)
Careline Froducts (5)

Cape Select Furniture (5)

R J Consani (Fty) Ltd * (5)

Nomad Manufacturers (Fty) Ltd (8)
Leather Creations (5)

A % I Enterprises % (8)

Bizarre Clothing (Fty) Ltd (S

Chico Kiddies Shoess ¥ (5)

Curl Curl Investments (8)

Momba Chamoiswear % (5) :
Continental Art Works (Pty) Ltd (8
Aqua Laboratories (Fty) Ltd ()
Electropanels Cape (Fty) Ltd % (8)
Autobax (Fty) Ltd (S)

Dino Fashions % (8)

Enterprise Engineering % (85)

Sandross (Fty) Ltd (5)

Optima Hydraulics (Fty) L.td % (L)
Howell Electronics (Fty) Ltd (5)
Caspari Casuals (Fty) Ltd (5)

Dorbyl Automative Froducts (Fty) Ltd % (L)
HF Flum & Co (S)

The Room Caorporation (5)

Infodex (Pty) Ltd (8)

Dinnermates * (8)

H L Faine % Associates (S)
Nova Furniture (Fty) Ltd (8)
Farticeil Salar (FLy) lLtd * (8)

5 R Creations (FPty) Ltd % ()
Radaco Sea Froducts (Fty) Ltd (5)
Rose Leather Co (Fty) Ltd (8)
lLongspan—Gridline (Fty) Ltd * (L)
Mirmelli Handbag Manufacturers (5)
Ray ‘s Leather Fashions ¥ (5)

Tank Industries (Pty) Ltd (8)
Master Fak (Pty) Ltd (9
Flasmoprint (Fty) Ltd (5)

Tvanho (Fty) Ltd % (L)

Casto Frecision Castings (Fty) Ltd (5
Bell Froducts (Fty) Ltd (8)

Amptron Electronics (Fty) Ltd * £5)
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Adlar Clothing Manufacturers  (Fty) Ltd (5)
Agrico Machinery (Fty) Ltd (8
Amalgamated Fackaging Industries Ltd (S)
Gems Futura (Fty) Ltd (8)

S Eurgan & Co (Fty) Ltd ® (8)

Raclem Electronics (Fty) Ltd (5)

Victory Mills (Fty) Ltd (5)

Fushi Cratftt (Edms) Bpk (5

Vogue Shoes (Fhy) Litd (3)

WF Topper & Co (S)

Hallex (Fty) l.td (8)

8A Built Manufacturers (FPty) Ltd (S)
Fiko Manuwfacturers (9) '

Fhinex (Fty) Ltd (S)

Maconochie Brothers (5)

Flastiko (Fty) Ltd (8)

Fremier Wire % Steesl Holdings (Fty) L.td *
WF Milk Froducts (FPty) Ltd (8)

Fan Textiles Ltd (S) '

Jacobson v der EBerg SA (Fty) Ltd (5)
Robinson Flastic Moulders (Fty) Ltd (S5)
Meutron Faints (Fty) Ltd (5)

Bacnit Fabrics (Fty) Ltd (5)

Sheen Froducts (Fty) Ltd (S)

The Woodstock Sweets Co (5)

Fumpflo (Fty) Ltd (S)

Brian Rickard (Fty) Ltd % (5)

Hay—Hoe Manuftactuwring Co (Fty) Ltd (8)
Zaalberg FPottery (Fty) L.td (5

Romax (Fty) Ltd (5)

Fenguin Froducts (S5)

Adams Brands . (Fty) Ltd (S)

Gpple Cider & Fruit Juices (Fty) Litd (5)
Surf & Ski Wetsuwits (Fty) Ltd (8)
Textile Frinters Cape (Fty) Ltd (5)
Frovimi 5A (Fty) Ltd (5)

54 Woonllen Mills Ltd (L)

Crammix Ltd (5)

Mational Fublishing Co (8

Specialty Manuwfacturers (Fty) Ltd (8)
Iron Duke Faint Co (5)

Formet Crochet (Fty) Ltd (S)

Brann-—-o-—-kem (Fty) Ltd (5

F M Sales Corporation Ltd (9)

Maydstone Jewellery Co (Fty) Ltd (5)
Laured Manutacturers (Fty) Ltd (8)
Consolidated Textile Mills (Fty) Ltd (8
Drrums & Containers (Fty) Ltd (8)

H & Schipper & Co (Fty) Ltd (9)

Gariner Ass. Metal Industries (Fty) Ltd (8)
Cannco International ((Fty) Ltd (8)

Jack Lemkus Sports (Fty) Ltd (5
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Brooklyn lLaboratories (8)

~Dennis Bagnall # (8)

Capegas Ltd )

Clover Cape (Fty) Ltd 0

Daymour Africa (Fty) Ltd (8

Fall Mall Folish Co (Fty) Ltd (8)

Gibby s Garments (Fty) Ltd (3)

Goldfish Enitting Mills (5)

Gothic Clothing Co (Fty) Ltd (S)

Emaillit Froporite Cape (Fty) Ltd (8
Champion Clothing Manufacturers (FPty) Ltd (8)
Detsave Chemicals (Fty) Ltd (S '
Ravitron Enterprises (D)

854 Litho Co tokd (L)

Miles Laboratories (FPty) Ltd (5)

H E Manufactwing Co (Fty) Litd (8)

Roemer Grinding Works ® (5)

Trans Hex Engineering Services (Fty) Ltd (5)
Mational Screenprint (Fty) Ltd (5

FTI Air Conditioning % Enginsering Co (Fty) Ltd
Woodlyte Joinery % (5)

Ready Doe (Fty) Ltd (5)

General Fackaging Manuwfacturers (Fty) Ltd (S)
Cooper Cratt (Fty) Ltd (3)

Di-ive Industries 5A (Fty) LLtd (8)

M Rabie % Sons (FPty) Ltd (%)

Rain—-0-Mac Manutfacturers (Fty) Litd (5)

Rudco Outerwaar (Fty) Ltd (%)

Amal gamated llaundries L.td (9)

Gemstone Swwrfaces (5)

Felvin Footwesar Manutacturers (Fhy) Ltd (5)
Exman Assemblers (FPty)y Litd (5

Urnion Fasterners Corporation LLtd (5)
John Strebel (Fty) Ltd (5)

EFlite Clothing Manufactwers (FLy) Ltd (5)
American Swiss (Phy) Ltd (L3

Martow Fabrics Manufactwing Co (Fty) Ltd
Tricdent Flastics (Fty) Ltd (5

Sebba % Co (5}

Aori-Span Developments (Fty) Ltd (8)
Daroba Gypeum Co (Fhy) Ltd (5)

Multiplex Rubber Rollers (Fty) Ltd (5)
ferofoam Industries (FPhoy) Litd (5)
Fempura Remedies (Fty) Ltd (5)

5 R FPharmaceuticals (Fhty) Ltd (5)

Robert kFatz Factory Enginesring Co (Pty) Ltd (S5
Industrial SBand & Enginesring Co Ltd (5

o Friedman % Rabinowitz (Fty) Ltd (5

5 Rossitar 2 Co (Fty)y LLtd (5

Splendid Fashions (Fty) Ltd (5)

A G Morris & Co S5A (Fhy) Ltd (8)

TF T - Baki (Fty) Ltd (8

(5)
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- Marion Fashions (5) .
-E M Joinery Manufacturers (Fty) Ltd (8)
Compass Marine (Fty) Ltd (5)

Movo-Fal: (Fty) Ltd (8)

Amal gamated Leisure (Fty) Ltd (8

Dions Models (Fty) Ltd (8)

Alpa—-Rose Manufacturing Co (Fiy) LLtd % (5)
Alpine Upholstery (FPty) Ltd (S

Global Chemicals (Fty) Ltd (5)

Warner Smith % Co (Fty) Ltd (S)

Graces Foods Cape (Fty) Ltd (5

Garday Products (Pty) Ltd (8)

Ideal Conarde Accessories (Fty) Ltd (8)
Huguenot Forcelain (Pty) Ltd (5)
Outeniqua Fishing Co (Fty) Ltd (5)
Futtelfish 85A (Fty) Ltd (9

Grasso (Fty) Ltd (9)

Faternoster Vissery Bpk (S)

Tabalier Knitwear (9

Frotea Brass Foundry % Engineers (8)
Cape Enitting Co ((Fty) Ltd (S)

African Spun Concrete Co (Pty) tLtd (L)
Marianna Fress (Fty) Ltd (8)

Mational Venetian Blinds Cape (Fty) Ltd (5)
Fecks Lingerie Manufacturers Holdings (Fty) Ltd
Farlezer Cape (Fty) Ltd % (L)

Carousel Fashions (Fty) Ltd (S)

Magitec (Fty) Ltd (5

One Fenny Manuwfacturing Co (5)

G % G Design (FPty) Ltd ()

Metmal (Fty) Ltd (8)

Cascade Tissue Co (Fty) Ltd (8)

South Atlantic Fisheries (Fty) Ltd (5)
Tru Roll Froducts (Fty) Ltd (5

Bennetts Engineering % Sheetmetal Works ((Fty) Ltd

Foremec Originals (9)

Thurston % Co Africa (Fty) Litd % (5)
Caz 'mia Clothing * (5)

Flasticwrap (Fty) Ltd (5)

Bally Cape Footwear Co (Fty) Litd (5
Twin Distributers (Fty) Ltd (5)
Continental Hosiery Manuwfacturers (8)
Audosols (Fty) Ltd (S)

Maxwells Engineering (Fty) Ltd (5)
MNomad Catamarans (85)

W Woods Ltd (5)

Vibracrete (Fty) Ltd (5)

fuality Workwear Manutacturers (Fty) Ltd (8)
Cape Western Frinting Co (Fty) Ltd (9
Fromex Flastics (FPty) Ltd (5)

Mobilia Furniture (FLy) Ltd (5)
Electrodynamics (FPty) Ltd (5)
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Electronic Concepts (Fty) Ltd % (5) SR
- Cape Electric Motor Manufacturers (Pty) Ltd (8)
Columbus Manufacturers Co (Fty) Ltd (8)
Thermotainer % (8) .

Harvey Rothschild % Malcolm Grant (FPty) Ltd (8)
Sharian Industries (Fty) l.td (5)

Novaray Clothing (Pty) Ltd (8)

548 Surface Coatings (5)

Cansa (Fty) Ltd (9)

Hercules Investment (5)

Moreson Visserye (FPty) Ltd (8)

E J Reed & Associates (8)

Bartels Sweet Factory (8)

Frelew Investments Ltd (5)

A Block Timbers (S)

Fashions Distributors (Fty) Ltd (8)

Genkem Cape (FPty) Ltd (5)

Luvit Candles (Fty) i.td (5)

Burnita Disteributeors (Fty) Ltd (8)

Dickinson Robinson Group Africa (Pty) Ltd ()
S Zettler % Sons (S)

Continental Machinery Suppliers (Fty) Ltd (5)
Adventurewear (Fty) Ltd + (85)

Jeune Cycles (Fty) Ltd (8)

The SA Matwal History Fublication Co (5)
Dec Rollers (Fty) Ltd % (5)

Dezet (Fty) Ltd (8)

Debs Novelties (Fhy) Ltd (3)

Lesinga Sales (Pty) Ltd (5)

Southern Machinery Services (Fty) Ltd (5)
Swift Joinery (5)

Compass Construction (Fty) LLtd (8)
Satequard Fire Security Mamba Div (FPty) Ltd (8
C M5 Fottiswnode (3)

M %t S Froducts (5)

Frebuilt Products (5)

Optic Aids (Fty) Ltd (5)

Riveria Fashions (Fty) Ltd % (L)

Aguaduct CC & La Sea Medic (S)

Glib (Fty?’ Ltd (8)

Grotto Steel Construction (Fty) Ltd (8)
Vialit (Fhyy Ltd (5)

Genaire (FPty) Ltd (5)

Serranda Sales (Fty) Ltd (8)

S5tvyle Art CC (8)

Limberlost (Fty) LLtd (5)

Rice International (8)

Head South Trading Co (Fty) Ltd (5)

I'11 Scoare (Fty) Ltd (&)

Betty Strumpman Fashions (5)

Willem Rarendsz Ltd (8)

West Foint Fishing Corporation (Fty) Ltd (5)
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‘Martex Fashions (Fty) Ltd (5)

RE Technologies * (5)

Cape Fitchens (Fty) Ltd (5)
Universal Scale Co (5)

UFM (Fty) L.td (S)

Microcom (Fty) Ltd (S)

On the Spot Sharpeners (Fty) Ltd (5)
Creative Fashions (Fty) Ltd (S)
Interfoma (Fty) Ltd (5)

Dimension Inc Cape (Pty) Ltd (S)

GEH Joinery Co (Fty) Ltd (S)

Meccol adder CC * (S)

Tele-Cloth Ragvooks (Fty) Ltd (8)
Seabed Enterprises (Fty) Ltd (5)

- Time Electronics (Fhy) Ltd (5)

Ton Cup Yachts (Fty) Ltd (8)

AC Witcher (Fty) Ltd (%)

Melia Holdings Cape (Fty) Ltd (5)
Alcape Engineering Works (Fty) Ltd (8)
Stan Roberts (Fty) Ltd % (5)

Allcast Foundry (5)

Bankbern knitting (Fty) Ltd (8)
Rotasign Manufacturing 56 (Fty) Ltd (5)
Wolman % Co (Pty) Ltd % (L)

Roman Marble (Fty) Ltd * (5)
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APPENDIX

INDIVIDUALS INTERVIEWED FOR THE DELPHI METHOD

Respondent*

bBeudeker, F. (ris)
Dendale, J.
Frans, H.
Greenblatt, L.
Kaimowitz, J.
Mazzullo, R.
Simon, D.
Stekhoven, D.

Van Schalkwyk, J.

Wright, B.

Company

- SAFTO.

Langeberg Co-op Ltd.

Gerber Goldschmidt Group.
Invertex (Pty) Ltd.

Belmor Plastics (Pty) Ltd.
R.B. Technologies (Pty) Ltd.
Safmarine Ltd.

Staybond (Pty) Ltd.

Dept. Trade and Industry.

Keaton Wright Trust Co.

* Respondents all indicated that they did not mind being

named in this study.
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