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S EE Bl shed she

w3t} A Uelz sgels gasd
T T
wo] Ag3hd TAHAES F7E A7k BAloltVronds 9, 2009). 4¢3 EF5
o A= frAdl U =L ol AR BPek s QY Folw AR A
2% uete Jlgolad A Ade IAE A 5 gk

E Aot 2199 A9 e Aeda BB e S FEUE
FAACE e Wae] 498 £ 1 A% Uehd £34% Aeld od Aol ¢

A
A E AF5H o R gsto gy Aeslel msle] AEky g8 g g staat siith
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II. OIE% '8

1. #80=(export strategy)-EZJe} H3o Mo Ot =3

Aol Ak AFL Aol Dot & W A WA S AAT Exesh
Hg3ol e vHIY AARlt $E5719e BAT 71949 (resources) 3} 52 (capability)
& BUa o2 £EA%] Benviomeny] AARAINE FEAES S o F

geAor Ags ya o vlza $438 A JAE Fusta YN dFe e F

el Aoz $2BES AN W F99 JAAY shed s Fsh 9 vh
HY%L 483 A} of #2847 2vAe) Uzd) wet 485E A

A

& ZA7toltk. EEshel AL3t drAR S 7199 e D AN, AT, AL 23
z, 29, vAE Yo ke nAA Ha Aol tiek AhAte] AdHEgd 719
S 713t} (Keegan¥} Green, 2005).

WA nHAR A S oA el 7heA ol E &8-S ARI7KEFES) standardization)
ofd @A Ae] e meld AEE Ak A ZQA7HA-§Shadaptation)ol] thek =2
T ATE HL B ATAERRH o84 =g EYYeT] FET FAlh

Fzstet Agstell tiek HEd =4 dAaks 1960d T A AL S @Al
7 2 =oE AEER Atk YAl Famel iZEstet Agde] Ui a84S UE
Elinder$} Fatt®] 1o A A 2| o] (Elinder,1961; Fatt, 1964) ¥=3}9} 283l dAgke] T84
of that =AL Levitto] 1983 Harvard Business Reviewol] ‘A|7e] 2 2H3KThe Globalization
of Markets))S L3EotHA &3 7Id=7] AR B Satgdd o8] nAEY o2 49
oz xFstet A8 Adh FaEo] 93 9l Th(Keegan, 1969; Levitt, 1983; Kotler, 1986;
Jain, 1989; Cavusgil®} Zon, 1994; Bradley, 2004; Vrontis®} Thrassou, 2007).

FFste A7 WAlH dF 53¢ wet gdstA FelEe Hdolth Medinast
Duffy (1998)= =l FAAIS SEE 3 789 AF SAS A8 ddista o] &
FRH o Afel 7= Folga Fosta ok 7R AAEH wHo] 7HEHI At
84 9 AEY o)Fol A AAACRE g wet A =7 ARG AR AR FEA
A< YAl Hol SEEAG] FAEI 3o o= 7|l EFd AEe AdetEs of

= 89o® A8kl ti(Cavusgil? Zon, 1993). AlFe] S=Hste} o]l w2 ZFeH

>

B
R
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o Ade Tt AFAES H8Y ¥ o b wHA" ARE ZFEe] olfE
THSorenson} Weichmann, 1975; Levitt, 1983; Samiee®} Roth, 1992).
71w 1B et FA s A, a3 LA 7159 T8 SUHE A 2Rdst
353 oo wal FE3 Ak Adste 719 AL Sl R AAE 2As
3} o2 & 4 SAtH(Walters, 1986; Kreutzer, 1988; Samice<}
Roth, 1992). 3 FF3 ks FFFoEHN FFEAE ASsta ols AT F5AA
2t A

W ge AUE S B ok o tel $94E Austed £ee Fh Az
A o

R
s

ox
)
i
=
2
<~}

g
)
S

4 4 Ath(Whitelock¥} Pimblett, 1997). ¥53F A& dddle 719E B2 Al 22 A

Fo ATz ZEg 22 oA E FE57|E gth(Bennet, 2008)

A-e3he Este] v d o Sk customization)'s 2] &ojeh HHFO] AREH 7=

SHoh(Szymanski €] 1993).0 A-g-ske] FEAS Axdte dAELS NE AT A4 A
2 OE ArAA LY daotd woA dvke HE Axdth Ao, 7%, dF, AE, 4
A, AFTE, 7157 At s B ooyt $F 242 o7l AR bE HEAA,
ol ABIAESE /PR 2 Ao|7}F EA 3K (Czinkota £, 2005).

A&k WEAAGAN 2FE 734 Z T4 AF 58S AT 3 =4
o AgsleE oJFFog o 9o HIAT|E AL on| g THMedina®t Duffy, 1998). 2

238 $33kE of 7hedl Shtbe Jdel AU Age B4E mEdle] ava 479

1) standardization®] Wt 70'd © 2 customization, individualization, localization, non-standardization, tailored marketings-©] A}-&-
7% )
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thDouglas®t Wind, 1987). EF3}e] ZAE AAste FEHIE AUAA #dFon
(Ruigrok¥} van Tulder, 1995), Wetr EFsHe= 7180k o2 Mol vz Hshd
#4292 Zolt(Jain, 1989). 319 ZEAIFY AvAp &5 FHA7]7] A= AR
Qas AN SRR she Aol FoET Fasith nAREY A a4E APPE A
|ANA o] th27] wiel FF3HE 71 $iThHassan €], 2003).
e, B2 A EEshet A3t A L] A dijto] o1 Ao EAl
.0

& nEfdel W3S BRI Bk 5L /1Y AP AEE

T

>
1m

=

A

>,

)
o

PIEL WAGE Rololok sl T A% wE Aol AN FoR 1EF W FA 1
elslolo} @rhn 24w}
@ 7 Age Freks A 4rAow e wu oma a9l vY B B

2
o[o

shol Al rHAERIAE o AR OHQ/\] Foll A =
AgA 7] =] e #3S 2= Zo|t(Vrontis, 2003; Keeganiﬂr Green, 2003; Vrontis®}
Papasolomou, 2005). Kotler2} Armstrong (2008)2 7]1d9] <A Mk “2E 5} /\}31'5‘}
il A9# o7 5at) Think globally but act locally”. = 3 @ ojojof &l z}z}e] oﬂsq
AR wAEE A2 2AATE ALsle BAl § 2 AAHGET oS FE
=5 A Yag el EEste Fositta detty EEskeh 483t
T AYEd 39 FHH H2e Fe =

=
(eclectic theory)e] T2 ]3] mm|gh AEjo]t),

Ay

fu 2 xo

_, o{l
o i
=

2. L&EM(export performance)

TE4%e FEE Tokel dAAQ AFFA Tk shdelth &4 27 29
& 71del mA= 23E -F{-%é}% B A7t AP AT FEAT dek 7
g7 AFAE Fho| dAEA] gdow AF A wEt ido] thkstAl AREEHIL Utk
(CavusgilZ} Zon 1994; Shoham, 1998). L&\t =714 0] LAl AAE S FX|staL
& AN AFH R AFE AT AdAE TRy WA £5 EF At SnE
A Aok dhs G dale BE d7akEe] €XE 42 st 9tk (Samiee
9} Roth, 1992; Terpstragr Sarathy, 2000).

TEIE A S gotE F Sle A2 /idolth Maurel(2009) FEAIE

|

=]
7199 F2gE Ao A5He 94 S AR o Aofsta ok B8H =

o

Wl
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fr

’d FH(qualitative export performance)= PHAH AL AAle] & S <123}

FN

/\
ES
(perceived export success) O & THE(satisfaction), & TH(dissatisfaction), AJ3-(success), 2 & (failure),
70 (improvement), 4] E|(decline)5 2.2 ¥#He & 5o FHHOZ HUlste= Aot o
q AT d7e vATH ARE |4 FUA FHo] FEAF A9l A2 (reliability) 2+
EFA (validity)= =00+ F38ka Tt

FHA =3 FRIHERA) 71t H(satisfaction)< Bonoma®} Clark(1988)7} *& wHA®
ofof] A& o] &2 7Pt Ho] AH8E 31 9l THEvangelista, 1994; Cicic®} Shoham, 2002) |45}l
AN aHAEe] TR Bb 52 F3F Al AR BF 5 FEAAE H

Aoz Hrishe she] oot o] Rkl A4 44 IH(quantitative export performance)=

H\

ox

FE ANFH ARE AHEstd] $EHHE AFH R Hrtske WHolth
T2 AT M ‘%O] g8 Y AREE FE7 E(export intensity, & Tl
Aol et = v]F), FEHv|export volume), T (profitability), 1774 & (market

share), A< E(return on investment), AF2H] E(return on assets), =Y FEHH I=
ko] vl & T FEFA AEY o]5 AREY WskEo|t2)
B ARe AFH FAZ FZAEHs ABAR AFo|BE FEHI ot Bo] AR
SAA 9 B Wil B Aol o] o] Aol o2 Al7lsta 9\11’/}.3)
dF =9, 7HY Bo] AMEE ARFY sl FEAEE FEAFY TR Aol & R
%5l (McGuinness®} Little, 1981), F&du|dy} S7te= E7Me&d AlgS7HE 17’4
3 BRI} oo HEs SulEA HrhekA] RdthKirpalani®t Balcome, 1987). 3
I AEE oY ARS dE Y FYEH o|FRIEFE 79t &2 A AR o
o2 "yt golatA] %rh(Lages 9, 2005).
A AFE7F 7H o] 2 o] Ao Wi B AFAEL HATA ARE &
2 A58l YrkCavusgil@ Zon, 1994). 3] 7|¢o] A4S Yehl& #
2 A8 ATE A3A K Sousa, 2004) F7IZE A2 M2 GE 37 AP ggHE
o7 ZA o] ofelg W A ARE AMEshe Zlo] o vk st Woodcock €1, 1994).

2
op
Qo

o
ol
—_

oln TE r

2) AFH FEA B3 AFE £EE(White 2, 1998), 2% ﬂﬂHO“(CavusgilrJr Zon, 1993)7 A AHFE AFHAE
(ThirkelZ} Dan, 1998), 18|11 3 -’Fo“‘ tyles2} Ambler, 2000) 5] <

3) AFH w49 A}%oﬂ 3k A kS A T2 Madsen,(1989), Axmn 29](1994), Evangelista(1994), Katsikeas,; Katsikeas
9](1996)%5°] ¢

ot o_L.,
< -\<
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aurel2009)S 4 =799 FE4%
o, aglx MEkgele] A gdgoz £

3 EA 9FHZon} Stan, 1998), #212 A2 (De Luz, 1993),7L
54 (Lages, 2000)501™ <7 a91e Ao 547 FUA 54 (Zont Stan,
1998; Lages, 2000), 2] a2 A2 (Cadogani 9], 2002) & < St} <= &9, Y
82191 7199 RE FEA I JEFS WA (Christian 9], 1987) 7199] Rt FE 2|
A a3 FEUAE IF Alold® AABAF EA|STH(KaynakZh Kuan ,1993). 71919 9
Aot slelE A agln lere: FEEYC 93-S nXIthAabyel Slater, 1989
Kaynak¥} Kuan, 1993).

-
_O|L
El
%0,
£y

ke le 7lde] UlFA RA eRle uelstd £E4HE Suigelr] S A=A A
P& gulat FEAIAE= 719l HElste M| AAd s JaFE =THAaby} Slater,
1989). 71l AlFst= AEFD FEAAY et B¢ 75, £ €% 18u AR
A £ v &2 X e T8 vAE diEY Sholn FEASE oY
SAES HFo g Agshe AEH S DITKCavusgilZt Zon, 1994). HEFQ 13 FE4 2
AW E FAMte dFe UlF Fadle] At Hlal iAo mxlsitt a2 FE3)
o} A&}t FEATY F842 Hrksketl o] od FEAI AFE S| AREEolok A
o thgk A7 Egk v mn]gk A% o] Th(Madsen, 1987; Aaby<} Slater, 1989).

AEol AL ol A Y omAE HRoR F5, W, w1 44
Z

2g 2% vebolth OBCD 37} /hed] £E9EEA Mas B oo SavI(3ES A
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r%
!

H] 9] Zo] GDPY 303%E AHA)) 53] 12 4§19 % HlFo| & F7tolth w4
e FF U AAFAY 7|2 wgoz HAYstu @A GDPY 30%% FEF HES
202597H4] 40% = S8l aAb =stal Qiths

APEC 3]95¢] FANET ofAlo} B F=7tete] B o] ZAAEd wff- T2
2 At ok st wH=Ql 3, v=, S, Y, dhmo] BT opxjof B eF Ak
ZholBR o5 F7td| Uit FEFUE 53] T8I BAYeR FRsta k. wAAE

= H?rj?ﬂr ArFaEdE A2

S, :

TAHEE AFgH o R dikio] A5t felvetels AFo] witfo]a 22k
Z HFo] 2 FRivdse ARl & Fvtolth felvete 5, =, V=, 48
o oo} FAME9] sHA wdFoz FARS Yo HW vl T FEAFIT}
FAAE] $Elvel $£E& 20009 NZ$1,240 #W ko] & Zo] 2012'd NZ$1,555 WS 7] =
ato] 31d Apolel 25% o F7HTE wRA =L felvgte] FEste FRAFS S/,
A, 719139 Sola o], WF T AFEAEY v IA Tl ok wAdE =
&9 7P 2 Aol fElveteln SqI dsuhe nixd dE teo R 7447t 2919

4) NZ International Business Forum, http://www.nzibf.co.nz
5) Global New Zealand 2013, Statistics New Zealand. 2 Global Trade Atlas 2013.
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I V-1> AEZAM Zoddk 9370 7ol /e FEAE A 10570 Al gk &
3 EARAS Qo3 Aotk BEIIYo] SHI FEAE Aldle & 1058 getEo

o33t M= BZs} Mt

oS gA He MERE | EEEAE | RY MEXZE | EUEME | RY
AMA(n=48) | Ad(n=16) | =E | AR(n=20) | AF(n=21) | =&

AFE HARl 321 2.98 0.370 350 276 0.045
4 2.83 2.52 0.488 345 2.67 0.020
By 327 3.10 0.536 320 248 0.036
X7 ) 357 3.30 0.519 3.65 2.67 0.005

a7 Au) 2 225 2.38 0.786 3.15 248 0.044

VA Az ANHE 2R 392 3.19 0.024 3.86 3.60 0.49%4
7+4 W7 3.85 3.00 0.009 3.95 3.10 0.697

VA x4 377 2.94 0.011 325 338 0715

& A 392 2.75 0.000 3.00 3.10 0.780

T FEAE T4 335 2.19 0.002 245 248 0.922
557 7 333 2.19 0.003 233 225 0.748
S A9 3.42 2.44 0.008 2.65 243 0.271

7 #Fu 3.46 2.63 0.023 3.05 2.67 0.181
) %1 3.40 243 0.010 2.90 248 0.072

] 327 2.63 0.049 2.55 229 0.280

AN 5 3.13 2.81 0.377 2.20 1.95 0.320
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1. What is your position within the company? (If none of the alternative below fit, choose
‘other’ and type your position)

1)CEO/president ~ 2)marketing manager ~ 3)export manager  4)general manager  S)other

2. Firm size(number of employees in your company)
Dless than 50 employees  2)50-80 employees  3)80-100 employees
4)100-500 employees  5)500 or more

3. What is your primary exporting products?
I)meat and edible offal  2)logs, wood, and wood articles

3)wine, beer and beverages  4)fruits and nuts  5)dairy products, honey  6)fish, crustaceans

4. To what extent is your company standardizing(using the same) or adapting(using
different) each of following variables in successful export venture ?
a. Indicate strategy type : standardization( ) adaptation( )
b. Indicate level of strategy exercised

(I:not at all. 2:slightly. 3:moderately. 4: quite a bit. 5: almost totally).

product design( ) quality( ) branding(  )packaging/labeling (  )custome service( yinitial selling
price( ) price changing( ) price adjusting( ) discount policy( ) distribution channel( ) logistics( )

merchant support( ) advertising( ) sales promotion( ) publicity( ) exhibition/trade show( )
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ABSTRACT

Study for Export Performance and
Adaptation/Standardization Level on Marketing Variables

-the cases of New Zealand Exporting Companies-

Sun-Dai Hwang*

Export performance has been a core topic in export marketing research . This study aims to
investigate the relationship between adaptation/standardization strategies and export performance
obtained after implementing each of these strategies to marketing mix variables. It is expected that
the study results will help companies better understand an efficient marketing mix and
applicability of adaptation/standardization approaches in their export ventures. New Zealand
exporting firms which actively seek for export markets in Korea are selected for empirical
analysis of this study.

Adaptation and standardization are concepts that signify the level of intensity in each strategy;
both have advantages and weaknesses. In the case of adaptation approach, it is shown that the
difference in export performance between satisfactory and non satisfactory export ventures is
statistically significant in marketing mix variables such as price, place and promotion.

However, product variables affect statistical significance on export performance between
satisfactory and non satisfactory export ventures in standardization approach. This study implies
that when a company exports its product overseas, standardization effort is more important for
product variables whereas much effort needed in adapting marketing variables such as price, place,

and promotion to get satisfactory export performance.

Key Words : export performance, adaptation, standardization, New Zealand exporting company

* Professor, Dept. of International Trade, College of International Business, Konkuk University.



