
VOLUME NO. 4 (2014), ISSUE NO. 05 (MAY)  ISSN 2231-4245 

 A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

Indexed & Listed at:  
Ulrich's Periodicals Directory ©, ProQuest, U.S.A., EBSCO Publishing, U.S.A., Cabell’s Directories of Publishing Opportunities, U.S.A., 

Open J-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)], 
The American Economic Association's electronic bibliography, EconLit, U.S.A., 

Index Copernicus Publishers Panel, Poland with IC Value of 5.09 & number of libraries all around the world. 
Circulated all over the world & Google has verified that scholars of more than 3412 Cities in 173 countries/territories are visiting our journal on regular basis. 

Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI – 135 003, Yamunanagar, Haryana, INDIA 

http://ijrcm.org.in/ 

 



VOLUME NO. 4 (2014), ISSUE NO. 05 (MAY)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

ii 

CONTENTS 

Sr. 
No. 

TITLE & NAME OF THE AUTHOR (S) Page 
No. 

1. SMALL AND MEDIUM SCALE ENTERPRISES (SMEs) DEVELOPMENT POLICIES AND 

STRATEGIES IN NIGERIA: A CRITICAL APPRAISAL 

MODINAT OLAITAN OLUSOJI 

1 

2. AN INVESTIGATION INTO FACTORS THAT DRIVE INTERGENERATIONAL FAMILY 

MEMBERS’ ENTREPRENEURIAL SPIRIT: ENHANCING SMOOTH SUCCESSION IN 

FAMILY BUSINESSES IN BOTSWANA 

RODRECK CHIRAU 

7 

3. A STUDY OF SIX SIGMA AND ITS IMPORTANCE 

A. K. NEERAJA RANI, M. BHUDEVI & C. HYMAVATHI 

13 

4. FACTORS INFLUENCING FORMULATION OF EFFECTIVE EXPORT MARKETING 

STRATEGIES IN INDIAN AUTO COMPONENT INDUSTRY 

DR. MARUTHI RAM. R. & MANJUNATHA N 

16 

5. CHALLENGES BEFORE SMALL SCALE & COTTAGE INDUSTRIES IN THE ERA OF 

GLOBALIZATION 

DR. DEBASISH MAZUMDAR 

23 

6. IMPACT OF MANAGEMENT CONTROL SYSTEMS ON YEAR ON THE YEAR GROWTH 

OF OPERATING PROFITS OF MANUFACTURING COMPANIES IN SRI LANKA 

KARIYAWASAM A.H.N., DR. LOW L. T., KEVIN & DR. SENARATNE D S N P 

26 

7. AGRICULTURAL DEVELOPMENT AND OUT MIGRATION IN BIHAR 

PREM VIJOY 

30 

8. A STUDY ON CUSTOMER PERCEPTION TOWARDS BRAND AND BRAND 

EXTENSION OF SELECTED CONSUMER DURABLES IN COIMBATORE CITY 

DR. S. UMA, J. JAYASHREE & K.SUMATHI 

34 

9. IMPACT OF MNREGP ON INCLUSIVE GROWTH: A STUDY OF PRAKASAM DISTRICT 

IN ANDHRA PRADESH 

DR. N.VENKATESWARA RAO  & B.PADMAJA 

41 

10. INDIAN RETAIL INDUSTRY: AN ANALYSIS 

MAYUR TANEJA & NOOPUR SAXENA 

45 

11. PERSONALITY DEVELOPMENT 

MANJUNATHA K. 

49 

12. AGRICULTURAL GROWTH AND INEQUALITY IN SOUTH ASIA 

JASPAL SINGH, AMARJEET SINGH & HARLEEN KAUR 

52 

13. IMPACT OF SOCIAL NETWORKING WEBSITES ON THE STUDENTS OF HIMACHAL 

PRADESH UNIVERSITY, SHIMLA 

NAND LAL & INDERJIT SINGH 

59 

14. DOES EDUCATION EXPENDITURE IMPACT INDIA’S ECONOMIC GROWTH: A TIME 

SERIES ANALYSIS 

LALIT 

63 

15. PRODUCTION AND MARKETING ARE THE STEPPING STONES OF ACCOUNTING: A 

QUIZZICAL STUDY 

E. THANGASAMY 

67 

 REQUEST FOR FEEDBACK & DISCLAIMER 70 



VOLUME NO. 4 (2014), ISSUE NO. 05 (MAY)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iii 

CHIEF PATRON 
PROF. K. K. AGGARWAL 

Chairman, Malaviya National Institute of Technology, Jaipur 
(An institute of National Importance & fully funded by Ministry of Human Resource Development, Government of India) 

Chancellor, K. R. Mangalam University, Gurgaon 

Chancellor, Lingaya’s University, Faridabad 

Founder Vice-Chancellor (1998-2008), Guru Gobind Singh Indraprastha University, Delhi 

Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar 

 

FOUNDER PATRON 
LATE SH. RAM BHAJAN AGGARWAL 

 Former State Minister for Home & Tourism, Government of Haryana 

Former Vice-President, Dadri Education Society, Charkhi Dadri 

Former President, Chinar Syntex Ltd. (Textile Mills), Bhiwani 

 

CO-ORDINATOR 
DR. BHAVET 

Faculty, Shree Ram Institute of Business & Management, Urjani 

 

ADVISORS 
DR. PRIYA RANJAN TRIVEDI 

Chancellor, The Global Open University, Nagaland 

PROF. M. S. SENAM RAJU 
Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi 

PROF. M. N. SHARMA 
Chairman, M.B.A., HaryanaCollege of Technology & Management, Kaithal 

PROF. S. L. MAHANDRU 
Principal (Retd.), MaharajaAgrasenCollege, Jagadhri 

 

EDITOR 
PROF. R. K. SHARMA 

Professor, Bharti Vidyapeeth University Institute of Management & Research, New Delhi 

 

CO-EDITOR 
DR. SAMBHAV GARG 

Faculty, Shree Ram Institute of Business & Management, Urjani 

 

EDITORIAL ADVISORY BOARD 
DR. RAJESH MODI 

Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia 

PROF. SIKANDER KUMAR 
Chairman, Department of Economics, HimachalPradeshUniversity, Shimla, Himachal Pradesh 

PROF. SANJIV MITTAL 
UniversitySchool of Management Studies, GuruGobindSinghI. P. University, Delhi 

PROF. RAJENDER GUPTA 
Convener, Board of Studies in Economics, University of Jammu, Jammu 



VOLUME NO. 4 (2014), ISSUE NO. 05 (MAY)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iv 

PROF. NAWAB ALI KHAN 
Department of Commerce, Aligarh Muslim University, Aligarh, U.P. 

PROF. S. P. TIWARI 
Head, Department of Economics & Rural Development, Dr. Ram Manohar Lohia Avadh University, Faizabad 

DR. ANIL CHANDHOK    
Professor, Faculty of Management, Maharishi Markandeshwar University, Mullana, Ambala, Haryana 

DR. ASHOK KUMAR CHAUHAN 
Reader, Department of Economics, KurukshetraUniversity, Kurukshetra 

DR. SAMBHAVNA 
Faculty, I.I.T.M., Delhi 

DR. MOHENDER KUMAR GUPTA 
Associate Professor, P.J.L.N.GovernmentCollege, Faridabad 

DR. VIVEK CHAWLA 
Associate Professor, Kurukshetra University, Kurukshetra 

DR. SHIVAKUMAR DEENE 
Asst. Professor, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga 

 

ASSOCIATE EDITORS 
PROF. ABHAY BANSAL 

Head, Department of Information Technology, Amity School of Engineering & Technology, Amity University, Noida 

PARVEEN KHURANA 
Associate Professor, MukandLalNationalCollege, Yamuna Nagar 

SHASHI KHURANA 
Associate Professor, S.M.S.KhalsaLubanaGirlsCollege, Barara, Ambala 

SUNIL KUMAR KARWASRA 
Principal, AakashCollege of Education, ChanderKalan, Tohana, Fatehabad 

DR. VIKAS CHOUDHARY 
Asst. Professor, N.I.T. (University), Kurukshetra 

 

TECHNICAL ADVISOR 
AMITA 

Faculty, Government M. S., Mohali 

 

FINANCIAL ADVISORS 
DICKIN GOYAL 

Advocate & Tax Adviser, Panchkula 

NEENA 
Investment Consultant, Chambaghat, Solan, Himachal Pradesh 

 

LEGAL ADVISORS 
JITENDER S. CHAHAL 

Advocate, Punjab & Haryana High Court, Chandigarh U.T. 

CHANDER BHUSHAN SHARMA 
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri 

 

SUPERINTENDENT 
SURENDER KUMAR POONIA 



VOLUME NO. 4 (2014), ISSUE NO. 05 (MAY)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

v 

CALL FOR MANUSCRIPTS 
We invite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in the areas of 

Computer Science & Applications; Commerce; Business; Finance; Marketing; Human Resource Management; General Management; Banking; 

Economics; Tourism Administration & Management; Education; Law; Library & Information Science; Defence & Strategic Studies; Electronic Science; 

Corporate Governance; Industrial Relations; and emerging paradigms in allied subjects like Accounting; Accounting Information Systems; Accounting 

Theory & Practice; Auditing; Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; Econometrics; Economic 

Development; Economic History; Financial Institutions & Markets; Financial Services; Fiscal Policy; Government & Non Profit Accounting; Industrial 

Organization; International Economics & Trade; International Finance; Macro Economics; Micro Economics; Rural Economics; Co-operation; 

Demography: Development Planning; Development Studies; Applied Economics; Development Economics; Business Economics; Monetary Policy; Public 

Policy Economics; Real Estate; Regional Economics; Political Science; Continuing Education; Labour Welfare; Philosophy; Psychology; Sociology; Tax 

Accounting; Advertising & Promotion Management; Management Information Systems (MIS); Business Law; Public Responsibility & Ethics; 

Communication; Direct Marketing; E-Commerce; Global Business; Health Care Administration; Labour Relations & Human Resource Management; 

Marketing Research; Marketing Theory & Applications; Non-Profit Organizations; Office Administration/Management; Operations Research/Statistics; 

Organizational Behavior & Theory; Organizational Development; Production/Operations; International Relations; Human Rights & Duties; Public 

Administration; Population Studies; Purchasing/Materials Management; Retailing; Sales/Selling; Services; Small Business Entrepreneurship; Strategic 

Management Policy; Technology/Innovation; Tourism & Hospitality; Transportation Distribution; Algorithms; Artificial Intelligence; Compilers & 

Translation; Computer Aided Design (CAD); Computer Aided Manufacturing; Computer Graphics; Computer Organization & Architecture; Database 

Structures & Systems; Discrete Structures; Internet; Management Information Systems; Modeling & Simulation; Neural Systems/Neural Networks; 

Numerical Analysis/Scientific Computing; Object Oriented Programming; Operating Systems; Programming Languages; Robotics; Symbolic & Formal 

Logic; Web Design and emerging paradigms in allied subjects. 

Anybody can submit the soft copy of unpublished novel; original; empirical and high quality research work/manuscript anytime in M.S. Word format 

after preparing the same as per our GUIDELINES FOR SUBMISSION; at our email address i.e. infoijrcm@gmail.com or online by clicking the link online 

submission as given on our website (FOR ONLINE SUBMISSION, CLICK HERE).  

GUIDELINES FOR SUBMISSION OF MANUSCRIPT 

1. COVERING LETTER FOR SUBMISSION: 

DATED: _____________ 

THE EDITOR 

IJRCM 

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF. 

 (e.g. Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/Engineering/Mathematics/other, please specify) 

DEAR SIR/MADAM 

Please find my submission of manuscript entitled ‘___________________________________________’ for possible publication in your journals. 

I hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published elsewhere in any language fully or partly, nor is it 

under review for publication elsewhere. 

I affirm that all the author (s) have seen and agreed to the submitted version of the manuscript and their inclusion of name (s) as co-author (s). 

Also, if my/our manuscript is accepted, I/We agree to comply with the formalities as given on the website of the journal & you are free to publish our 

contribution in any of your journals. 

NAME OF CORRESPONDING AUTHOR: 

Designation: 

Affiliation with full address, contact numbers & Pin Code: 

Residential address with Pin Code: 

Mobile Number (s): 

Landline Number (s):  

E-mail Address: 

Alternate E-mail Address: 

NOTES: 

a) The whole manuscript is required to be in ONE MS WORD FILE only (pdf. version is liable to be rejected without any consideration), which will start from 

the covering letter, inside the manuscript. 

b) The sender is required to mentionthe following in the SUBJECT COLUMN of the mail:  

New Manuscript for Review in the area of (Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/ 

Engineering/Mathematics/other, please specify) 

c) There is no need to give any text in the body of mail, except the cases where the author wishes to give any specific message w.r.t. to the manuscript. 

d) The total size of the file containing the manuscript is required to be below 500 KB. 

e) Abstract alone will not be considered for review, and the author is required to submit the complete manuscript in the first instance. 

f) The journal gives acknowledgement w.r.t. the receipt of every email and in case of non-receipt of acknowledgment from the journal, w.r.t. the submission 

of manuscript, within two days of submission, the corresponding author is required to demand for the same by sending separate mail to the journal. 

2. MANUSCRIPT TITLE: The title of the paper should be in a 12 point Calibri Font. It should be bold typed, centered and fully capitalised. 

3. AUTHOR NAME (S) & AFFILIATIONS: The author (s) full name, designation, affiliation (s), address, mobile/landline numbers, and email/alternate email 

address should be in italic & 11-point Calibri Font. It must be centered underneath the title. 

4. ABSTRACT: Abstract should be in fully italicized text, not exceeding 250 words. The abstract must be informative and explain the background, aims, methods, 

results & conclusion in a single para. Abbreviations must be mentioned in full. 

 



VOLUME NO. 4 (2014), ISSUE NO. 05 (MAY)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

vi 

 

5. KEYWORDS: Abstract must be followed by a list of keywords, subject to the maximum of five. These should be arranged in alphabetic order separated by 

commas and full stops at the end. 

6. MANUSCRIPT: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It must be prepared on a single space and 

single column with 1” margin set for top, bottom, left and right. It should be typed in 8 point Calibri Font with page numbers at the bottom and centre of every 

page. It should be free from grammatical, spelling and punctuation errors and must be thoroughly edited. 

7. HEADINGS: All the headings should be in a 10 point Calibri Font. These must be bold-faced, aligned left and fully capitalised. Leave a blank line before each 

heading. 

8. SUB-HEADINGS: All the sub-headings should be in a 8 point Calibri Font. These must be bold-faced, aligned left and fully capitalised.  

9. MAIN TEXT: The main text should follow the following sequence: 

 INTRODUCTION 

 REVIEW OF LITERATURE 

 NEED/IMPORTANCE OF THE STUDY 

 STATEMENT OF THE PROBLEM 

 OBJECTIVES 

 HYPOTHESES 

 RESEARCH METHODOLOGY 

 RESULTS & DISCUSSION 

 FINDINGS 

 RECOMMENDATIONS/SUGGESTIONS 

 CONCLUSIONS 

 SCOPE FOR FURTHER RESEARCH 

 ACKNOWLEDGMENTS 

 REFERENCES 

 APPENDIX/ANNEXURE 

 It should be in a 8 point Calibri Font, single spaced and justified. The manuscript should preferably not exceed 5000 WORDS. 

10. FIGURES &TABLES: These should be simple, crystal clear, centered, separately numbered & self explained, and titles must be above the table/figure. Sources 

of data should be mentioned below the table/figure. It should be ensured that the tables/figures are referred to from the main text. 

11. EQUATIONS:These should be consecutively numbered in parentheses, horizontally centered with equation number placed at the right. 

12. REFERENCES: The list of all references should be alphabetically arranged. The author (s) should mention only the actually utilised references in the preparation 

of manuscript and they are supposed to follow Harvard Style of Referencing. The author (s) are supposed to follow the references as per the following: 

• All works cited in the text (including sources for tables and figures) should be listed alphabetically.  

• Use (ed.) for one editor, and (ed.s) for multiple editors.  

• When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc, in chronologically ascending order. 

• Indicate (opening and closing) page numbers for articles in journals and for chapters in books.  

• The title of books and journals should be in italics. Double quotation marks are used for titles of journal articles, book chapters, dissertations, reports, working 

papers, unpublished material, etc. 

• For titles in a language other than English, provide an English translation in parentheses.  

• The location of endnotes within the text should be indicated by superscript numbers. 

 

PLEASE USE THE FOLLOWING FOR STYLE AND PUNCTUATION IN REFERENCES: 

BOOKS 

• Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.  

• Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.  

CONTRIBUTIONS TO BOOKS 

• Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited by David Crowther & 

Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303. 

JOURNAL AND OTHER ARTICLES 

• Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Journal of Urban Economics, 

Vol. 21, No. 1, pp. 83-104. 

CONFERENCE PAPERS 

• Garg, Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Association, New Delhi, India, 

19–22 June. 

UNPUBLISHED DISSERTATIONS AND THESES 

• Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra. 

ONLINE RESOURCES 

•            Always indicate the date that the source was accessed, as online resources are frequently updated or removed. 

WEBSITES 

• Garg, Bhavet (2011): Towards a New Natural Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp 



VOLUME NO. 4 (2014), ISSUE NO. 05 (MAY)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

16 

FACTORS INFLUENCING FORMULATION OF EFFECTIVE EXPORT MARKETING STRATEGIES IN INDIAN AUTO 

COMPONENT INDUSTRY 
 

DR. MARUTHI RAM. R. 

PROFESSOR 

DEPARTMENT OF MANAGEMENT STUDIES 

DYANANDA SAGAR ACADEMY OF TECHNOLOGY & MANAGEMENT 

BANGALORE 

 

MANJUNATHA N 

RESEARCH SCHOLAR 

DEPARTMENT OF MANAGEMENT STUDIES 

UNIVERSITY OF MYSORE 

MYSORE 

 

ABSTRACT 
The study aimed at evaluating the impact of the factors influencing the formulation of an effective export marketing strategy in Indian Auto Component 

Industries.  There has been a significant increased in the quantity and quality of international and export marketing research with respect to effective solutions 

towards export performance (Amit Banerji, Maulana Azad, 2012) However, an investigation on the impact of marketing strategy and export performance in a 

single industry is lacking. In addition, the influence of environmental factors to moderate the relationship between export marketing strategy and export 

performance has received little agreement. This research aims to investigate the relationship between export marketing strategy and export performance in auto 

component industry in India, as well as the influence of moderating role of environmental factors on the relationship between export marketing strategy and 

export performance. Personal interview, literature review methods were used to measure export marketing strategy. The objective of this study is to check the 

relationship between export marketing strategy and export performance. Uniquely, the moderating effect of certification appeared to moderate a few 

relationships between product and promotion adaptation, distribution strategy, design strategy and target market specification on export performance. 

Managerial implications and suggestions for future research were also discussed. 

 

KEYWORDS 
Export Marketing, Environmental Factors, Strategies, Export Performance. 

 

INTRODUCTION 
he Indian auto component industry started out small in the 1940, supplying components to Hindustan Motors and Premier Automobiles. In the1950, the 

arrival of Telco, Bajaj, Mahindra and Mahindra led to steadily increasing production. In India, the vehicle industry till the 1980s was characterized by an 

oligopoly structure, small-scale operations, high cost of production, technological obsolescence and numerous government regulations. In these periods, 

there was a tendency for vehicle manufacturers to produce parts and components in-house and components manufacturers started mainly to cater to 

replacement demand. It was however in the 1980, with Maruti, that growth suddenly accelerated and the industry came of age. Before entry of Maruti, majority 

of the components were produced in house by vehicle manufacturers leaving uneconomic volumes and lower profits margins. But the entry of Maruti Udyog Ltd 

(MUL) in mid 80s led to a paradigm shift in the auto ancillary sector Boon time for the auto components industry started with the arrival of India’s people’s car. 

This gave birth to a variety of new age auto components manufacturers who manufactured components that combined the best of technology with quality. With 

the success of Maruti, the paths of Indian auto component industry took an upswing with the climbing of export figures as a result of low cost of labour and 

material. The giant players in automobile industry encouraged and facilitated growth of auto component industry around their units. 

The next turn in the auto and auto component industry came with the onset of liberalization policies. The growing urbanization and increasing purchasing 

power, coupled with liberalization process set in motion since1991, has made industry circle, predict India is going to be the largest market in the automotive 

field in the Asian region. After liberalization and with the consequent opening up of the auto sector in 1992-93, the license raj ceased to exist. have significantly 

changed the scenario in the automobile sector, particularly passenger vehicles sector. Similar developments have been taking place in the field of manufacturing 

of commercial vehicles including LCV sector, with most of the international names having some tie-ups in India. The entry of major internationals has caused 

new manufacturing capacities to come up in the Indian automobile components sector in collaboration with world leaders. Indian automotive component 

manufacturing industry in keeping itself fully in tune with the technological advances being made all over the world. This has helped them to develop their 

export base. Some of the automotive component manufacturers in India have already emerged as major global players by tying up with several well-known 

OEMs overseas as component suppliers. Indian auto component industry has entered into nearly 450 overseas technical collaborations and more than 50 

component companies have already secured ISO 9000 accreditation. However the auto components industry went overboard with huge capacity expansion and 

modernization programs. Similarly, the global auto giants soon realized that the Indian market was not as big as it appeared to be. Their targets went haywire, 

inventories piled up and bookings were cancelled. This also coincided with a general slowdown in the Indian economy in the last one or two years. The auto 

component industry in India, which is driven by domestic demand, also faced sluggish growth. Following growth of around 20% between 1993–1997, the 

industry is now experiencing a slow down across almost all segments (except the two wheeler segment). This is due partly to the overall slowing down of the 

world economy but domestic fiscal policies have also added to this situation. However, the industry is still expected to grow at around 10% pa. The automotive 

industry currently accounts for around 5% of domestic industrial output. Some Indian companies have used the interim period to trim down by cutting costs and 

improving productivity. Several companies have entered into technological collaboration and equity partnership with world leaders in auto components. They 

have not only adopted their systems but also their work ethics and management practices. Strict quality controls, sound technology and high volumes will 

enable the Indian auto component industry to chart greater progress in the coming future. By global standards, there is a fairly well developed component and 

ancillary industry with some suppliers already meeting global technical and quality standards, particularly at Tier 1 level but many other lack such competence. 

Pressure is on suppliers to raise the quality of their products to remain competitive. Exports are expected to increase as a result of over capacity in the domestic 

car industry and the government's policy to bring in a more liberal regime on the foreign exchange front. The flood of new entrants into the car industry as a 

result of liberalization has led to a complete transformation of the sector. These far reaching changes will also leave a permanent mark on the auto component 

industry. 

Since performance is better measured by multiple indicators, the relationship of the indicators to the underlying export performance construct has to be 

examined. In a reflective measurement perspective, the observed items are considered or assumed to be effects of an underlying latent construct, whereas in a 

formative measurement perspective, the items are assumed to cause, or determine a latent construct. 

T 
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Research on export performance has discovered several influencing variables, but the type and magnitude of the impacts have not been determined. The picture 

gets more complex when considering that the impact of a given factor may depend on the specific measure of performance used, but none of the existing 

measures has reached universal acceptance. Moreover, there are probably many simultaneous relationships and feedback effects, not only between influencing 

factors and export performance but also among the influencing factors themselves.  This paper aimed at presenting and testing an integrative model of the 

influence of variables of the external environment, firm characteristics and firm strategy on the export performance of Indian auto component manufacturers.  

After this brief introduction, a review of the literature on the determinants of export performance is presented. Next the conceptualization and 

operationalization of the focal construct are addressed, followed by the conceptual model of the study. Methods and data, as well as respective measures of the 

constructs of the study, are then exhibited. Results are then presented and discussed, with some conclusions given. 

 

TABLE 1: INDIAN AUTO CMPONENTS INDUSTRY 

Financial Year Annual Sales (in US$ Billions) Exports (in US$ Billions) Investments (in US$ Billions) 

2004-2005 8.70 1.70 3.75 

2005-2006 12.00 2.47 4.40 

2006-2007 15.00 2.68 5.40 

2007-2008 18.00 3.52 7.20 

2008-2009 19.00 3.80 7.30 

2009-2010 22.00 4.30 9.00 

2010-2011 26.00 (estimated) 5.00 (estimated) 12.00 (estimated) 

Source: http://www.ibef.org/industry/autocomponents.aspx, retrieved on March 07, 2011 and “Indian Auto Component Industry on Overview, Auto Component 

Manufacturers Association of India (2011). www.acmainfo.com, retrieved on March 07, 2011 

FIRM CHARACTERISTICS 
The characteristics of a firm’s product have been identified as having a significant influence on export marketing performance (O'Cass, A & Julian, CC 2003). The 

product’s attributes are argued to affect the positional (marketplace) competitive advantage of a firm, thereby influencing marketing performance (Luis Filipe 

Lages 2000). Product characteristics that have been argued to influence marketing performance include culture-specificity, strength of patent, and uniqueness 

(Rajesh K. Singh, Suresh K. Garg 2007). A unique product provides a firm with a differentiation advantage that other firms in a competitive market may find 

difficult to challenge or overcome resulting in higher performance than a standardized product. This differentiation advantage may result from better quality 

and reliability, or more durability, or they may be backed by better service, or have superior design or better performance (Giedre Dzemydaiten et al 2012). It is 

argued that in the context of firm-specific characteristics, a firm’s capabilities and constraints (strengths & weaknesses) influence their choice of marketing 

strategy and ability to execute a chosen strategy (Leonidas C. Leonidou, Neil A. Morgan 2000).The resources of a firm constitute its sources of sustainable 

competitive advantage and in export marketing these resources include size advantages, international experience and resources available for export 

development (Edward E. Marandu 2009). Possession of such resources enables a firm to identify the idiosyncrasies in the export markets, develop the necessary 

marketing strategies and implement them effectively, thus achieving higher export marketing performance. 

Maktoba Omar and Derick Boyd states that, in relation to the firm’s international experience, the more internationally competent a firm is the more likely it is 

that standardization alone will not lead to optimal results. A competent firm, because of its international experience knows the differences in environmental 

conditions and is more likely to select the most attractive market for the venture and adapt the marketing strategy to accommodate the specific needs of the 

market (Demetris Vrontis, Alkis Thrassou 2007). An inexperienced firm seeks the closest match between its current offerings and foreign market conditions so 

that minimal adaptation is required (Shaoming Zou and David M 1997). When a product can meet universal needs, a standardized strategy is facilitated, 

however, if a product only meets unique needs, greater adaptation of product and promotion will be required to meet customers’ product use conditions and to 

educate customers in using and maintaining the product (Jarma Larimo and Minnie Konthanen 2008). 

In relation to resources, the export venture’s distribution network is seen as a necessary resource for successful participation in foreign markets (Oyeniyi, 

Omotayo 2009). Therefore, when the export market is competitive, supporting the distributor/subsidiary is particularly important to ensure that the 

distributor/subsidiary performs adequate promotion, timely delivery, and proper maintenance and services enhances the firms export performance (John R. 

Darling & Hannu T. Seristo 2004). Furthermore, in technology-intensive industries, because of the inherent complexity of technology incorporated in the 

products, manufacturers must provide adequate training support to the foreign distributors/subsidiaries so that the product can be handled, marketed and 

serviced properly (Jorge Carneiro and  Angela da Rocha 2011). 

In relation to resource commitment of the firm, when managers are committed to an export venture, they carefully plan the entry and allocate sufficient 

managerial and financial resources to the venture (Henry F.L. Chung, (2012). With formal planning and resource commitment, uncertainty is reduced and 

marketing strategy can be implemented effectively (Christopher May 2006). Product uniqueness (patents), firm experience (in exporting), support (training 

provided to intermediaries and type of relationship formed with channels) and resource commitment (financial, time and physical) are all identified as elements 

of firm specific characteristics (Constantine S. Katsikeas, Leonidas C.2000). Competence in international operations enables firms to select better export markets, 

formulate suitable marketing strategy, and effectively implement the chosen strategy. As far as the legal and regulatory policies of host country governments are 

concerned, frequently when a developing country is involved, the host country government may exercise influence over the choice of suppliers and over 

marketing (Sachin Borgave and Chaudhari J.S.2010). Or it may impose exchange controls, which can have an important impact on reinvestment, financing and 

repatriation decisions. As a result, laws or pressure from the host government can play a significant role in the marketing performance of the venture by 

increasing or reducing firm capacity and effectiveness (DSRI Report 2008). 

 

PRODUCTION COMPETENCIES  
Production competencies entail a portfolio of skills relevant to new product development or modification of existing products (Dann R. Johnson and Yanli 

Rachman 2007). The scope of production competencies also extent to skills pertinent with adoption of new methods and ideas in the production and 

manufacturing processes (Maria Jesus Ruiz-Fuensanta 2010). In the perspective of exporting, production competencies enable the firm to develop, combine and 

transform resources into value creating offerings for the export market. It follows that production competencies are a precursor of a firm’s capacity to meet 

export market demand and/or expand production quickly in order to meet export orders and opportunities as they unfold (Henry F.L. Chung, 2012). 

The importance of production competencies particularly in conditions of increasing competition, fast changing consumer needs and wants, and shorter product 

life cycles (Samson Nip 2004). They argued that firms under such conditions need skills to modify products that meet market requirements.  

The conceptualization of export marketing as a critical ingredient in the customer value-creation process of firms (IBEF Report 2010). Following this insight, it is 

logical to conjecture that growth in export sales, profitability, market share, and the like, largely depends on the ability of the exporter to conceive, plan, execute 

and control marketing and sales efforts better than the competition.   

Cognizant of the above issue, prior studies have documented several abilities that comprise the marketing and sales competency domain (John R. Darling & 

Hannu T. Seristo 2004). Notable among them include marketing planning, market analysis, and niche marketing; the ability to acquire information, manage 

distribution and develop contacts in foreign markets; as well as research and monitoring, pricing, distribution and customized marketing practice (Rajesh K. 

Singh, Suresh K. Garg and S.G 2007). Due to limited availability of clear empirically demonstrated findings, it is considered appropriate to propose that. 
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INFORMATIONAL COMPETENCIES  
Informational competencies comprise a portfolio of abilities that enable an exporter to collect, analyze and interpret significant market information. Market 

knowledge, whether objective (acquired through formal market research) or experiential (because of foreign market operations) is closely associated with 

export performance (Mehmet Haluk Koksal 2008). Thus, firms with enhanced knowledge on customers, competitors, marketing practices (including desired 

products, pricing systems, and promotion and distribution practices) and the general environment tend to develop a positive perception of export opportunities 

(Rajesh K. Pillania 2008). Conversely, inexperienced exporters often perceive considerable uncertainty, which in turn adversely affects their perceptions of 

potential risks and/or returns about overseas markets and most of the SMEs simply do not make the effort (Maktoba Omar et al, 19997), or are afraid of tackling 

international markets; but some of them limit their international activities because of their poor control of these activities, mainly as a result of a lack of 

information (Katsikeas, C. S 1994).  

 

ENVIRONMENTAL CHARACTERISTICS 
Along with firm characteristics such as resources, capabilities, commitment and specific product dimensions, environmental characteristics have also been 

argued to be important (Oyeniyi, Omotayo 2009). In this sense foreign markets pose both threats and opportunities for exporting firms which are argued to 

significantly affect marketing performance. As such, a firm must match its strengths with market opportunities to negate market threats, to ensure better 

marketing performance (Luis Filipe Lages 2000). Therefore, export marketing performance tends to be conditioned by environmental characteristics such as the 

extent of competition, the legal and regulatory policies of host country governments (Sylvie K. Chetty 1999), the availability of suitable distribution and 

communication channels and, customer familiarity with the product. Additionally, in a competitive export market, a high degree of product adaptation also is 

needed due to intense competitive pressure, because product adaptation can help gain a competitive superiority over rivals (Tallinn and Estonia 2008), As far as 

access to suitable distribution channels is concerned, inaccessibility to distribution channels has been widely cited as the reason behind the failure of many 

foreign market ventures (Christopher May 2006). Furthermore, success in export markets is often equated with the export venture’s ability to initiate and 

sustain strong and mutually beneficial relationships with their foreign partners (Noor Hasmini Abd. Ghani 2012). This is because market knowledge is likely to 

reside with the local partner or distributor. When an unstable political and economic environment is perceived to influence the export market, many export 

market ventures rely heavily on their local partners or distributors to help reduce the risk. In relation to customer familiarity with the product, export customers 

familiarity with a brand of a particular product can ease the entry of the product into the export market (Craig Julian and Aron O’Cass 2002). Therefore, a 

familiar brand requires a lower degree of promotion adaptation in the export market than an unfamiliar one, because familiarity can translate into a favorable 

attitude, which then forms brand equity ultimately enhancing performance ( Nargundkar& Bajaj 2002). There are four environmental characteristics that are 

important. These include, firstly, competitive intensity, involving the extent of price competition and the number of competitors in the market. Secondly, the 

legal-political environment involving the legal, political and regulatory nature of the market and the extent of government intervention into the operation of the 

export market venture (Azizi H J. Abdul Adis 2008). Thirdly, channel accessibility, involving access to distribution channels, number of customers and the demand 

potential of the product in the market. Finally, customer exposure, involving access to customers, customer familiarity with the product and exposure of 

customers to the product in the market (Shailendra Kale et al 2011). The intensity of competition in the export market could force firms to seek a high degree of 

product and promotion adaptation to gain a competitive advantage over rivals, because adaptation of product and promotion can broaden the local market 

base and be geared to specific local preferences thereby enhancing marketing performance (Tatiana Lishchenko 2011). Similarly, a competent firm understands 

the idiosyncrasies of the export market and is able to respond to the local conditions by an adaptation strategy (Edward E. Marandu 2009). Finally, export 

customers’ familiarity with the brand can ease the entry of the product into the export market. Therefore, a familiar brand requires a lower degree of adaptation 

than an unfamiliar one. 
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EXTERNAL FACTORS 
Just like a company’s internal factors can influence its activity abroad, a company’s macro environment has impact on its performance. The factors coming from 

outside the company include forces that can affect both the firm and its actors (Lilin Huang et,al 2013). These forces are determined as political, economical, and 

technological factors. A firm can hardly influence them and sometimes even depend on the home country’s foreign politic and international agreements towards 

the host country. A number of researches have been conducted to find a connection between these forces, regarded as export barriers, and export 

performance. The bureaucracy and competition on a foreign market are regarded as obstacles for export. Companies, facing such barriers as tariffs have 

negative effect on export attitude and leads to low export activity. Russia is an attractive market for foreign enterprises whether it regards establishing business 

with Russian partners, export or import. Still, different factors, existing on the Russian market can have certain influence on the export.  

 

POLITICAL ENVIRONMENT 
Political environment in a host country is significant for the exporting company in that sense that the country can apply different means which lead to 

complicated import. Among such political factors there are tax regulations, tax rates, government stability, labor legislation or political interference in form of 

bureaucracy and corruption (Czinkota and Ronkainen, 2010). Political factors can influence import in that ways that they create a kind of regulation which 

foreign companies have to follow (Jobber, 2007). Political situation in a country can impact attitudes towards the country on the international market.  

Export of foreign companies to Russia can be influenced by a number of tariff and nontariff barriers, unfair and prohibitive charges and fees, discriminatory 

licensing and a system of registration and certification, applied by the host country. According to Wild et al. (2008) some non-tariff barriers are quotas, 

embargoes, local content requirement, currency control and administrative delays. The last ones imply different kinds of controls and bureaucratic rules that 
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foreign companies often have to face in connection to customs procedures. inconvenience and complicated customer procedures, regarded to that, lead to 

unnecessary expenditures for foreign exporters. Custom clearance for certain goods is possible only in ports or airports. Such ill-considered decisions with 

understaffed customs offices and absence of appropriate infrastructure cause logistical troubles. It happens that documents, required to export goods, are often 

interpreted in different ways. Contradictory requirements cause quite often astonishment at foreign firms. Such inconsistence is caused by differences between 

legislative framework, regulation of subsidiary companies and administrative rules (Your guide to cracking world markets, 2011). Overgrown bureaucracy can 

complicate foreign companies’ export to Russia. The reason for that are a numerous papers, required from different government agencies. For exporting 

companies the main issue here is operations connected to custom clearance, how much time it will take and what documents are demanded. Still, bureaucracy 

will not be an obstacle to enter a foreign market if the company is compensated by possibility for large profit on that market (Wild et al, 2008). 

 

ECONOMICAL ENVIRONMENT 
The economic environment of the host country can influence pricing decisions in several ways, as it determines demand potentials for a particular product and 

has also a significant impact on a firm’s cost structure. On the demand side, the overall level of economic and industrial development of a country determines 

customers’ priorities in terms of the products they consider essential or desirable, in addition to the prices they can afford and are willing to pay for certain 

products (Whitelock and Pimblett 1997). For instance, a product considered essential in a developed country may be viewed as less necessary or even as a luxury 

item in a lesser developed country (Hill and Still 1984). Moreover, demand for a product at different price levels is a function of the purchasing power of 

targeted customers, determined by the level of economic development of the country (Jain 1989). On the cost side, the economic environment of the host 

country determines the cost of raw materials, labor, energy, and other resources which a firm needs to purchase or hire in order to be able to carry out its every 

day operations. Obviously, the level of such costs has a direct impact on the overall cost structure of local subsidiaries. Thus, the pricing policy pursued by an 

international firm in a particular foreign market should reflect these factors. 

 

TECHNOLOGICAL ENVIRONMENT 
Globalization is having a major impact on the automotive industry. A study of the automotive industry in emerging economics by Mukherjee and Sastry (1996) 

explains that in the case of Asia other than Japan, countries like South Korea, China and India adopted different paths for technology development in the 

automobile sector. In case of Korea, the technology development has focussed to become world class and global and the Korean companies invest heavily on 

R&D. The emphasis of Chinese policy has been to meet domestic demand and JV route has been widely adopted. On the other hand, facilitation of growth has 

been a key driver of technology policy in case of India. A benchmarking study of the auto component supply chain in India and China by Sutton (2004) reveals 

that the auto industry supply chain has proceeded very rapidly in both the countries at the level of auto manufacturers and tier-1 suppliers. The main weakness 

of the supply chain, however, lies in the fact that best practice techniques are transferred very slowly to the tier-2 suppliers. Collaborative strategies for 

innovation have proved to be beneficial and a framework has been suggested by Momaya (2008) taking into consideration the organizational boundary and the 

geographic scope. Case studies of technology management in the automobile and auto component industry in India explain the technology management 

practices in select organizations. It has been observed through the case studies that organizations have followed different approaches for technology capability 

building in India. Also, there is a linkage between OEM technology requirement and auto component manufacturer technology acquisition and development. 

Based on the requirement of automobile manufacturers, auto component manufacturers have acquired technology through international collaborations. 

 

TABLE 2: ANNUAL CAR SALES AND AUTO PARTS EXPORTS 

Financial Year Annual Car Sales (Units) Exports of Auto Parts (in US $ billions) 

1997-1998 401002 0.33 

1998-1999 390355 0.35 

1999-2000 574369 0.46 

2000-2001 517907 0.63 

2001-2002 564052 0.58 

2002-2003 608851 0.76 

2003-2004 843235 1.27 

2004-2005 1027858 1.69 

2005-2006 1112542 2.47 

2006-2007 1322728 2.87 

2007-2008 1521813 3.62 

2008-2009 1516967 3.80 

2009-2010 1926484 4.30 

Source: Industry Statistics of vehicle and auto components, “Indian Auto Component Industry an Overview.” Retrived from www.acmainfo.com on 09.03.2011 

 

MARKETING STRATEGY 
In response to such external forces and in recognition of internal forces firms develop and implement an export marketing strategy. Export marketing strategy is 

the means by which a firm responds to market forces to meet its objectives, via all aspects of the marketing mix, including, product, price, promotion and 

distribution, and in international marketing, the key determining factor affecting marketing strategy includes the decision to standardize or adapt to the 

conditions of foreign markets. The degree of adaptation versus standardization is a function of firm and environmental characteristics. Therefore, export 

marketing strategy can be seen as the degree of adaptation or standardization of the marketing mix required in the foreign market, thus, directly influencing 

marketing performance. The more internationally experienced a firm is, the more likely it is that standardization alone will not lead to optimal results. A 

competent firm, because of its international experience knows the differences in environmental conditions and is more likely to select the most attractive 

market for the venture and adapt the marketing strategy to accommodate the specific needs of the market. An inexperienced firm seeks the closest match 

between its current offerings and foreign market conditions so that minimal adaptation is required.  

A systematic approach to foreign market entry translates in strategic planning and an effective organizational structure for the marketing function. Planning for 

international markets results in the identification of strategies that enhance export performance. Even more, high performing exporters have a “desire to 

capitalize on the firm’s competitive advantages”. Therefore, exporting companies will design their marketing strategy in order to build sustainable competitive 

advantages. These advantages are communicated to the customer through a low price (low cost) or a non-price differentiation implemented using specific 

marketing mix programs for the different segments and countries. Moreover, exporting companies following “pure differentiation strategies” have been found 

to outperform those with “cost leadership strategy”, specially in the case of exporters in developed country markets. Firms following a differentiation strategy 

aim at creating a product or service that customers see as unique. This is usually accomplished through such means as a superior brand image, technology, 

customer service or innovative products. Presumably, high performing exporters confront and respond to the foreign country task environment more effectively. 

They do so through a strategic planning process that develops and implements unique strategies based on differentiating competitive advantages. In addition, 

export performance should also be related to the level of importance of the marketing variables. Firstly, high export performance has been found to be 

positively associated with export marketing budget allocations and export marketing. Additionally, product adaptation, selling force efficacy and service levels 

have been identified as determinants of exporting performance.  
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Four different groups of significant variables in determining exporting marketing activity: 

1. Company offering: quality, image, and after-sale service. 

2. Role of distributors and agents: incentives. 

3. Promotional function: trade promotions, trade fairs, word of mouth. 

4. Price / selling terms: competitive prices, credit lines, and warranties. 

Product adaptation, promotion adaptation, channel development and competitive pricing strategies have been described as the means by which firm’s 

efficiently responds to the idiosyncrasies of foreign markets. In terms of the product variable, product adaptation enhances performance both in initial market 

entry and subsequent penetration success. The product adaptation is heavily influenced by governmental regulations, infrastructure differences and local 

market characteristics. One of the main benefits of product adaptation is that it reflects a customer-orientation position because the exporter systematically 

evaluates buyer behavior and host market characteristics. Therefore, product adaptation becomes especially important for high performing exporters.  Secondly, 

another key dimension that is expected to relate to the company’s performance is export channel structure. Export channel structure refers to various structural 

characteristics such as alternative channels modes, administrative contracts and associated relationships, which arise from these channel arrangements. The 

relationship between exporting behavior and distribution depend on product nature, available resources, and type of intermediary. Previous research has found 

that distribution strategies, including the use of intermediaries and strategic partnerships, are related to export commitment. Committed exporting is dependent 

on ongoing distribution arrangements and frequent visits to foreign representatives. High performing exporters are better off with an export channel structure 

that emphasizes flexibility and collaborative efforts between the exporting firm and foreign intermediaries so that closer relationships with the final consumer 

can be established. Particularly, direct dealing with the end-user or final point of the distribution chain best explains high exporting performance. In other words, 

distribution agreements set the company’s extent of internationalization. This has been defined as “microinternationalization”. Finally, ownership of distribution 

channels assures access, increases control and reduces the cost of monitoring agent’s behavior. Cooperation in the export channel also leads to more effective 

implementation of marketing strategy. Multiple studies have denoted a positive relationship between active exporting and price competitive offerings. 

Furthermore, being able to hold higher relative prices in international markets is highly correlated with positive returns. Pricing decisions are contingent on the 

level of product uniqueness, cultural specificity of the product, level of competition in the export market and the firm’s international competence. Thus, higher 

relative exporting prices require either investing in increasing product differentiation or carefully prospecting markets to identify favorable competitive 

situations.  

In differentiating a product, there are several variables that may influence customer perception and generate willingness to buy. These variables may be service 

quality or brand awareness among others. A positive correlation between brand value and large market shares in international markets (Nargundkar& Bajaj 

2002). Core brand values may be standardized, the other components of the brand should be adapted locally. Again, investing in creating a brand adapted to the 

market conditions require a certain level of long-term business planning that passive exporters do not exercise. Pre and post-sale service quality (courtesy, 

communication, security, tangible considerations, responsiveness, etc.) is another differentiating component of an exporting company’s marketing strategy. Past 

research showed that service orientation became more important with high performing exporting. Resources deployed on customer service require high 

involvement in the market. Furthermore, socioeconomic and cultural factors are the main determinants of the need of a high service level.  

Programmed promotional campaigns are a natural consequence of marketing strategic planning and a long-term involvement in a particular country-market.  

 

TABLE 3: INDIVIDUAL VEHICLE CATEGORY (NUMBERS) EXPORTS 

Category 2003-04 2004-05 2005-06 2006-07 2007-08 2008-09 2009-10 

Passenger Vehicles 129291 166402 175572 198452 218401 335729 446146 

Commercial Vehicles 17432 29940 40600 49537 58994 42625 45007 

Three Wheelers 68144 66795 76881 143896 141225 148066 173282 

Two Wheelers 265052 366407 513169 619644 819713 1004174 1140184 

Source: http://www.siamindia.com/scripts/export-trend.aspx, retrived on March 22, 2011 

 

RESEARCH METHODOLOGY  
Our investigation targeted studies examining environmental variables related to export performance. The bibliographic search covered all studies published 

from the inception of this stream of research up to the present. These were identified in 103 articles published in  literature sources in the fields of marketing 

(16), general management (7), international business (5), and economics (5). Articles on export performance followed a geometric progression, with the 1990s 

comprising 70 percent of the total publication output. Articles were examined to identify and eliminate study duplication (use of same data set). Ten articles 

were excluded on this basis, leaving 93 studies fulfilling all eligibility criteria. A well-defined, theoretically sound framework was designed to evaluate export 

performance. This framework was based on a comprehensive review of the organizational effectiveness literatures, where business performance assessment 

has received focal research attention. Table 1 presents the major evaluation categories and specific criteria, as well as the literature sources from which these 

were extracted.  

 

MEASUREMENT OF EXPORT PERFORMANCE   
Export performance is considered the outcome of a firm’s activities in export markets contends that a firm’s export performance is a composite of its 

international sales, profitability and export growth. The construct of export performance is important to both firms and nations alike. At firm level, a better 

understanding of export performance is important because exporting improves utilization of productive capacity, improves financial performance and 

competitive edge as well as provides a foundation for future international expansion. At the national level, a better understanding of export performance is 

important because exporting enhances accumulation of foreign exchange reserves, improves employment levels and productivity in addition to driving 

economic growth. Although there is consensus on the importance of export performance, there is no unified framework for studying export performance 

particularly of SMEs. Some previous studies, however, have found support for the effect of firm factors, including competencies on export performance. The 

value embedded in firms determines their export capability, which in turn influences their conduct of exporting activities and ultimately export performance.  

 

ECONOMIC MEASURES OF EXPORT PERFORMANCE  
Sales-related measures were most often used to assess export performance, examined by two in every three studies. Fourteen different indicators were found 

to measure the volume, intensity, or growth of export sales, at either the corporate or product level. The most common measure in this category (as well as 

among all other categories) is export sales intensity, which, however, has been heavily criticized on the grounds that it can be affected by factors other than 

better exporting operations and does not reflect 

The competitive dimensions of export success (Kirpalani and Balcome 1987). Another widely used and practically useful indicator is export sales growth, which 

may overstate performance because of price escalation and market growth, or understate performance because of experience curve effects and deteriorating 

demand (Kirpalani and Balcome 1987). Also important are profit-related measures, with export profitability and growth most researched and often cited as the 

export firm’s ultimate goal (Aaby and Slater 1989). Export profit contribution (percentage of company profits due to exports) received some empirical attention, 

although this measure suffers from shortcomings similar to those of export sales intensity, while export profit margin and growth were rarely examined due to 

measuring difficulties. Broadly, this set of measures is open to criticism in that export-related profits may not be known with certainty, especially when firms 

utilize marginal cost pricing (Samiee and Anckar 1998). 



VOLUME NO. 4 (2014), ISSUE NO. 05 (MAY)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

21 

Market share–related measures (export market share and growth) were rarely researched. Although these measures can indicate the firm’s competitive prowess 

rather than increased export business due to a growing market (Kirpalani and Balcome 1987), they have been criticized on the ground that actual market share is 

often difficult to measure, especially among small companies operating in niche markets. 

 

NON-ECONOMIC MEASURES OF EXPORT PERFORMANCE 
Among noneconomic measures of export performance, market-related measures were widely examined, although overall they are seldom researched. Five 

performance measures were identified here, with the number of export countries/markets most widely studied. However, there is persisting debate on export 

market expansion, suggesting that the number of foreign markets is not an end in itself but is contingent on the specific company, product, market, and 

marketing factors (Piercy 1982). Product-related measures refer to the number of new products exported, the proportion of product groups exported, and the 

contribution of exports to product development (Jeen-Su Lim;Sharkey 2006). Although rarely employed, these measures are justified on the grounds that the 

product and its performance are key to any export marketing strategy. 

Finally, several miscellaneous noneconomic measures were also used, each reported in a single study. These measures include the contribution of exporting to 

economies of scale and company reputation, the number of export transactions, and the projection of export involvement.  

Generic Measures Some researchers chose more collective approaches to export performance measurement. One common measure is based on export 

managers’ degree of satisfaction with overall export performance to determine the net outcome of their respective companies’ export activities. Other generic 

measures are perceived export success and the degree to which export objectives have been fulfilled. Obviously, these are crude measures of export 

performance, as they cannot adequately capture the construct’s domain. Analysis of export performance indicators yields two sets of studies: those using a 

single indicator and those employing multiple measures of performance, sometimes used for developing a composite index of the construct. Use of multiple 

measureswas more popular, as different measures of export performance capture different facets of the strategic and operational phenomena that underlie it. 

Moreover, increasingly more export marketing academics and practitioners now believe that performance indicators are more complementary than mutually 

exclusive (Shoham 1998). 

 

CONCLUSION  
The objectives of the study is to understand the environmental factors affect on export marketing of Indian auto component manufacturers which further 

impact on framing export marketing strategies. The strategies in export marketing can be defined in terms of degree of standardization and the degree of 

adaptation in international marketing mix elements. Most of the researches reveal that there is an ambiguity in measuring the export performance. The effort 

has been put to bring out the possible variables of export marketing environment, marketing strategy components and the variables for export measurement in 

the study. 

 

REFERENCES 
1. Amit Banerji, Maulana Azad, 2012, A Selective Study Of Exports Of Manufactured Goods From India:Auto Parts And Pharmaceuticals, Journal of 

International Business Research, Volume 11, Number 2,  

2. Azizi H J. Abdul Adis,  Samsinar Md. Sidin (2008),   Impact Of Environmental Factors As Moderator On Export Marketing Performance In Wooden Furniture 

Industry, Jurnal Kemanusiaan bil.11, June. 

3. Christopher May (2006), Marketing Strategies Of South African Manufacturing Firms In International Markets, PhD Thesis, University of KwaZulu-Natal, 

Pietermaritzburg Campus. 

4. Christopher May 2006, Marketing Strategies of South African Manufacturing Firms in International Markets, PhD thesis, University of KwaZulu-Natal. 

5. Constantine S. Katsikeas, Leonidas C.(2000), Firm Level Export Performance Assessment: Review, Evaluation, and Development, Journal of the Academy of 

Marketing Science. Volume 28, No. 4, pages 493-511 

6. Craig Julian and Aron O’Cass 2002, The Export Marketing Performance of Australian Export Market Ventures, ANZMAC Conference Proceedings, Griffith 

University-Gold Coast. 

7. Dann R. Johnson and Yanli Rachman 2007, Exporting Automotive Components Globally, Indonasia Competitiveness Programme. 

8. Demetris Vrontis (Cyprus), Alkis Thrassou (Cyprus) (2007), Adaptation vs. standardization in international marketing – the country-of-origin effect, 

Innovative Marketing, Volume 3, and Issue 4. 

9. Edward E. Marandu 2009, Strategy Factors Associated with the Export Performance of Manufacturing Firms, journal of business in developing nations, 

Volume 11 (2008-09). 

10. Giedre Dzemydaiten and Ignas Dzemyda 2012, Evaluation Of The Implementation Of National Export Developement Strategy: Case Study Of The Republic 

Of Lithuania Intellectual Economics, Vol. 6, No. 1(13), p. 776–797. 

11. Henry F.L. Chung, (2012),"Export market orientation, managerial ties, and performance", International Marketing Review, Vol. 29 Iss: 4 pp. 403 – 423 

12. http://www.ibef.org/industry/autocomponents.aspx, retrieved on 7 March 2011 and “Indian Auto Component Industry an Overview”, Auto Component 

Manufacturers Association of India (2011), www.acmainfo.com, retrieved on 7 March 2011. 

13. http://www.siamindia.com/scripts/export-trend.aspx, retrieved on 22 March 2011. 

14. Indian Brand equity foundation Report 2010, Indian manufacturing over view and prospects. 

15. Industry Statistics of vehicle and auto components, “Indian Auto Component Industry an Overview.”Retrieved from www.acmainfo.com on 9th March 

2011. 

16. Jarma Larimo and Minnie Konthanen (2008) “Standardization vs Adaptation of the Marketing Strategy in SME Exports” 34
th

 EIBA Annual Conference. 

Tallinn, Estonia,-Dec, 11th and 13
th

. 

17. Jeen-Su Lim;Sharkey, Thomas W;Heinrichs, John H 2006,  Strategic impact of new product development on export involvement European Journal of 

Marketing; 2006; 40, 1/2; ABI/INFORM Global. 

18. John R. Darling & Hannu T. Seristo (2004) “Key Steps for Success in Export Markets: A new Paradigm for Strategic Decision Making” European Business 

Review, Vol. 16 No. 1, , pp. 28-43, Emerald Group Publishing Limited. 

19. Jorge Carneiro and Angela da Rocha 2011, Determinants of Export Performance:  a Study of Large Brazilian Manufacturing Firms Brazillian administrative 

review, Curitiba, v. 8, n. 2, art. 1, pp. 107-132, Apr./June 2011. 

20. Katsikeas, C. S 1994, Perceived Export Problems and Export Involvement The Case of Greek Exporting Manufacturers. Journal of Global Marketing 7(4) 

(1994): 29–57. 

21. Leonidas C. Leonidou, Neil A. Morgan 2000, Firm-Level Export Performance Assessment: Review, Evaluation, and Development, Journal of the Academy of 

Marketing Science. Volume 28, No. 4, pages 493-511. 

22. Lilin Huang, Muhammad Abu-Salih and  Younes Megdadi 2013,  Factors Influencing the Formulation of Effective Marketing Strategies of Chinese Businesses 

Operating in Jordan, International Journal of Business and Social Science Vol. 4 No. 2; February 2013. 

23. Luis Filipe Lages (2000) “A Conceptual Frame Work of The Department of Exporting Performance: Reorganizing Key Variables in Shifting Contingencies in 

Export Marketing” Journal of Global Marketing. Vol.13 Issue No 3. 

24. Luis Filipe Lages (2000) “A Conceptual Frame Work of The Department of Exporting Performance: Reorganizing Key Variables in Shifting Contingencies in 

Export Marketing” Journal of Global Marketing. Vol.13 Issue No 3. 

25. Maktoba Omar and Derick Boyd, working paper, Methodological Issues in the Determination of Standardisation and Involvement Strategies in International 

Marketing, Napier University School of Marketing and Tourism. 



VOLUME NO. 4 (2014), ISSUE NO. 05 (MAY)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

22 

26. Maktoba Omar, Derick Boyd and Sonny Nwankwo 1997, Methodological Issues in the Determination of Standardisation and Involvement Strategies in 

International Marketing, working paper, Napier University, School of Marketing and Tourism. 

27. Maria Jesus Ruiz-Fuensanta 2010, A predictive model of the export behaviour of small and medium sized firms: an application to the case, of Castilla-La 

Mancha Vol. 11. Nº 2, pp. 89-110. 

28. Mehmet Haluk Ko¨ksal 2008, How export marketing research affects company export Performance, Marketing Intelligence & Planning Vol. 26 No. 4, 2008 

pp. 416-430  Emerald Group Publishing Limited. 

29. Mukherjee, A. and Sastry, T. (1996), “The automotive industry in emerging economies – a comparison of Korea, Brazil, China and India”, International 

Motor Vehicle Program, March. 

30. Nargundkar& Bajaj 2002, International Marketing Strategy for Indian Companies: Value, Image and Other Issues”, ICFAI Journal of Marketing, vol.1, no.1, 

November, pp.67-73. 

31. Noor Hasmini Abd. Ghani 2012, relationship marketing in branding: the automobile authorized independent dealers in Malaysia. International Journal of 

Business and Social Science Vol. 3 No. 5; March. 

32. O'Cass, A & Julian, CC 2003, 'Examining firm and environmental influences on export marketing mix strategy and export performance of Australian 

exporters', European Journal of Marketing: Special Issue: Marketing Management in Australasia, vol. 37, no. 3-4, pp. 366-384. 

33. Oyeniyi, Omotayo (2009), Effect of Marketing Strategy on Export Performance: Evidence from Nigerian Export Companies / Annals of University of 

Bucharest, Economic and Administrative Series, Nr. 3, 249-261. 

34. Oyeniyi, Omotayo 2009, Effect of Marketing Strategy on Export Performance: Evidence from Nigerian Export Companies / Annals of University of 

Bucharest, Economic and Administrative Series, Nr. 3, 249-261. 

35. Pervez Ghauri, Clemens Lutz and Goitom Tesfom 2003, Using networks to solve export-marketing problems of small- and medium-sized firms from 

developing countries, European Journal of Marketing Vol. 37 No. 5/6, pp. 728-752 MCB UP Limited. 

36. Rajesh K. Pillania 2008, Creation and categorization of knowledge in automotive components SMEs in India, Management Decision Vol. 46 No. 10, 2008 pp. 

1452-1464,  Emerald Group Publishing Limited. 

37. Rajesh K. Singh, Suresh K. Garg and S.G 2007. Deshmukh, Strategy development for competitiveness International Journal of Productivity and Performance 

Management Vol. 56 No. 4, pp. 285-304, Emerald Group Publishing Limited. 

38. Rajesh K. Singh, Suresh K. Garg and S.G. Deshmukh 2007, Strategy development for competitiveness: a study on Indian auto component sector, 

International Journal of Productivity and Performance Management. Vol. 56 No. 4, 2007 pp. 285-304Emerald Group Publishing Limited. 

39. report of Department of Scientific & Industrial Research (DSIR), August, 2008 Defining the Role of Government in the Transnationalization Efforts of the 

Indian SMEs in the Auto Components Sector. 

40. Sachin Borgave  and Chaudhari J.S.( 2010), Indian Auto Component Industry: Challenges Ahead, International Journal of Economics and Business 

Modeling,Vol. 1, Issue 2, 2010, PP-01 

41. Samson Nip 2004, Export Marketing Trend For Textile And Apparel Industry In South Africa, Phd Theses, University Kwazulu Natal, Durban.pp35. 

42. Shailendra Kale, Miguel Palacios, Javier Tafur 2011, Auto component supply chain: a path to global India, 5th International Conference on Industrial 

Engineering and Industrial Management XV Congreso de Ingeniería de Organización Cartagena, 7 a 9 de Septiembre. 

43. Shaoming Zou and David M. Andrus and D. Wayne Norvell 1997, Standardization of international marketing, International Marketing Review, Vol. 14 No. 2, 

1997, pp. 107-123. 

44. Sylvie K. Chetty (1999), Dimensions of internationalization of manufacturing firms in the apparel industry, European Journal of Marketing, Vol. 33 No. 1/2,  

pp. 121-142. 

45. Tallinn, Estonia (2008), Standardization VS. Adaptation of the Marketing Mix Strategy in SME Exports, 34th EIBA Annual Conference International Business 

and the Catching- up economies: Challenges and Opportunities December, 11th -13th. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



VOLUME NO. 4 (2014), ISSUE NO. 05 (MAY)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

23 

REQUEST FOR FEEDBACK 
 

Dear Readers 

 

 

At the very outset, International Journal of Research in Commerce, Economics & Management (IJRCM) 

acknowledges & appreciates your efforts in showing interest in our present issue under your kind perusal. 

 

I would like to request you tosupply your critical comments and suggestions about the material published 

in this issue as well as on the journal as a whole, on our E-mailinfoijrcm@gmail.com for further 

improvements in the interest of research. 

 

If youhave any queries please feel free to contact us on our E-mail infoijrcm@gmail.com. 

 

I am sure that your feedback and deliberations would make future issues better – a result of our joint 

effort. 

 

Looking forward an appropriate consideration. 

 

With sincere regards 

 

Thanking you profoundly 

 

Academically yours 

 

Sd/- 

Co-ordinator 
 

 

 

DISCLAIMER 
The information and opinions presented in the Journal reflect the views of the authors and not of the 

Journal or its Editorial Board or the Publishers/Editors. Publication does not constitute endorsement by the 

journal. Neither the Journal nor its publishers/Editors/Editorial Board nor anyone else involved in creating, 

producing or delivering the journal or the materials contained therein, assumes any liability or 

responsibility for the accuracy, completeness, or usefulness of any information provided in the journal, nor 

shall they be liable for any direct, indirect, incidental, special, consequential or punitive damages arising 

out of the use of information/material contained in the journal. The journal, nor its publishers/Editors/ 

Editorial Board, nor any other party involved in the preparation of material contained in the journal 

represents or warrants that the information contained herein is in every respect accurate or complete, and 

they are not responsible for any errors or omissions or for the results obtained from the use of such 

material. Readers are encouraged to confirm the information contained herein with other sources. The 

responsibility of the contents and the opinions expressed in this journal is exclusively of the author (s) 

concerned. 



VOLUME NO. 4 (2014), ISSUE NO. 05 (MAY)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

III

 


