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The Effect of Internal and External Factors on Marketing Strategies and Export

Performance of Thai Furniture Products

*

Veerapong Malai

Abstract

The objectives of this research are to (1) investigate the factors influencing export performance;
(2) examine the nature of export performance; (3) investigate the factors influencing marketing
strategies; and (4) study marketing strategies. Sampling units are 118 Thai furniture businesses exhibited
their products at TIF by gathering the information from senior managers (51.7%) and business owners
(48.3%). The export performance was predicted by these factors as 55.3% (R2). According to hypothesis
testing, the following effects on export performance have been found. (1) Internal factors including
marketing knowledge and information has a significant negative effect on export performance (Beta = -
4.01) and technical adaptability has a significant positive effect export performance (Beta = .386). (2) The
effects of external factors including indirect exports (Beta = -.374) and competitors (Beta = -.291) have
been found to be significantly negative on export performance, while other external factors including
direct exports (Beta = .363) and customer (Beta = .360) have significant positive effects on export
performance, respectively. (3) It was also found that product as a part of marketing strategies has a
significant positive effect on export performance (Beta = .266). For adaptability aspect, it was found
that internal factors (i.e., human resource) (Beta = .351) and external factors (i.e., competition) (Beta =
.551) have positive effects on product as a part of marketing strategies.For those entrepreneurs who
wish to achieve export performance, it is recommended that (1) techniques and formats of the product
should be continuously modified; (2) direct export should be employed; (3) market research should be
conducted to understand customers and competitive situation; (4) human resource of the company

should always be developed and trained for appropriate knowledge.
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Unstandardized Coefficients | Unstandardized
Fauusdase/Aasdl Coefficients t Sig.
Beta Std. Error Beta

Apgil 3.677E-17 067 000 | 1.000
Internal Forces (H1)
Marketing Knowledge & Information -.401 151 -.401 -2.646 | .009 *
Financial Resource -.036 147 -.036 -.246 | .806
Human Resource .202 .146 .202 1.387 | .169
Product Quality -.142 154 -.142 -924 | .358
Technical Adaptability .386 .143 .386 2.692 | .008 *
External Forces (H2)
Industry Structure -179 .145 -179 -1.238 | .219
Competition -.291 118 -.291 -2.417 | .015*
Customer .360 112 .360 3.206 | .002 *
Procedure .092 112 .092 817 | .416
Direct Exports 363 133 .363 2.723 | .008 *
Indirect Exports -374 127 -374 -2.947 | .004 *
Export Marketing Strategy (H3)
Product .266 120 266 2.227 | .028 *
Promotion .245 .180 .245 1.361 | .177
Place .092 .150 .092 611 | 542
Price .029 .185 .029 .154 | .878

R = 547 Adjusted R’ = .480 F = 8.066 Sig. = .000 p < .05
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Beta Std. Error Beta

Anpil -3.210E-17 078 000 | 1.000
Internal Forces (H4)
Marketing Knowledge & Information .010 174 .010 0.57 | .955
Financial Resource -.118 167 -.118 -707 | .481
Human Resource 351 164 351 2.134 | .035*
Product Quality -.230 167 -.230 -1.374 | 172
Technical Adaptability -.159 .165 -.159 -964 | .338
External Forces (H5)
Industry Structure -.061 134 -.061 -456 | .650
Competition 551 119 551 4.617 | .000 *
Customer -.062 .120 -.062 -517 | .606
Procedure .079 122 .079 .651 | 517
Direct Exports 107 147 -.107 726 | 469
Indirect Exports -.037 135 -.037 =271 | 787

R® = 360 Adjusted R” = .292 F = 5.307 Sig. = .000 p < .05
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01SaNSOBIMSASAAaNSOMNENNNSSY  WS:DouINAWs:UASIKTO

M13°99 6 ATUHANTVIARDUANLFFIU

UA 9 auufn 2 woumA - domAY 2561

duyAgu tade NANTVAGAU Nanssnu (Beta)
aunfgd 1 (H1) Marketing Knowledsge & Information gausy 98U (-.401)
Financial Resource Ujers -
Human Resource Ufuets -
Product Quality Ujias -
Technological Adaptability gausU nauIn (.386)
ﬁugag’m‘ﬁ 2 (H2) Industry Structure Ujjias -
Competition gausu 98U (-.291)
Customer REGT) 119UIN (360)
Procedure Ujias -
Direct Export #aUU N19UIN (.363)
Indirect Export gaUTU neau (-.374)
aunAgd 3 (H3) Product gousu 8N (266)
Promotion Ujias -
Price Ujias -
Place Ujias -
augagm‘ﬁl 4 (H4) Marketing Knowledge & Information Ujias -
Financial Resource Ujjias -
Human Resource yaUTU 119uUIn (351)
Product Quality Uijas -
Technological Adaptability Ujias -
aunfg i 5 (Hs) Industry Structure Ujiers -
Competition LR N9UIN (551)
Customer Ufuets -
Procedure Ujias -
Direct Export Ujjias -
Indirect Export Ujias -

N7l 5 wansistutladeiifeadiniug
onagnSAUNGNTN ageilledAty (p < 0.05)
Fauwlsiddeddynisadalunisviunenis
USudnagnsaundndn lawn
n) Yadenelu Ysgnaudienineinsuywd
resource) @INaNIUIN AA1ENUTZENS

a

Doy

(Human
WU 351

2) Uadneuen Usznaumenisutedu
(Competition) dsaynsuan SAnduuszavswiniu
551

9NT97 6 eAUTaraUNan1TIde 16
Hadeiidenadonadugninisdsonn (Export
Performance) ¥114U2A IALTBIAINUAIUAIALYIIN
wnlumieslasl
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(1) Yadengly sruauauisalunisusuda
mamAalulad (Technical Adaptability)

(2) Yadaniguean A1un1sdI0aNN1IRNSS (Direct
exports) LLamefﬁ (Customer)

3) Uadenagnddiudszauniainisnain
(Marketing Strategy) Aunansioun (Product)

nafe Weuszneunsiinisufuiiluilade
AINA1E9 9 TRAULAR LU USuRdiumaile
Usudnduddseanniaase YSudiliidlauay
POUALDINIIRBINTTOINANLINTY USuRady
wan o wwaelinadugrsnisdieen Wit unu
Ty asulidn mamsidvseusutoanudgiu H,
H2, H3, Ha wag H5 Tudulsgesvasladelunsias
sumuiusnglumsad 4 uag 5

12/11/61 BE 2:11 PM



208

Vol. 9 No. 2 May - August, 2018

K2
Mntoe®

7. ayluazafusenan1sidy
dusutadendinananadugnsnisdsosn
(Export Performance) #198U YAL38I81GUAIIN

draanunnlumiealseadl
(1) Yadunelu
n139a1A (Marketing & Information)

AUBIAANIWAE YO AN

2 Uadunr8usn A1UNITEI09NNII0DY
(Indirect Exports) kazn15ua991 (Competition)

nanfe Wleguszneunisldesdnnuiuazdoya
namsnatniituazidudoyaildlunisinais
melulssina azldannsotielinadugndnis
deooniiutuld lumanduiuardsuamauliian
funadugrinisdeonn sansdsesnnedeni
Wiy Alslannsaadmedugrisnsasoenldiduiy
dmiudadeiidimadetadofidmasionagnddou
Uszaunanisaainsunansdad taun Jadenielu
AUNTNENTUYWE

8. UaiEuanuL
8.1 dwiuguszneunns
fusznoumsiesnsuaduqrdnisdsesn ang
T fuazsiiuns §ai

n) Y3uusumaila (Technical Adaptability) uag
sUkuvvosHAnsdn Wilniuaziuinnssuegiaue

%) dsoanlnens (Direct Export)

A) dvinsidenann ieitrlagnin (Customer)
uazanN1INIAIL Y (Competition)

3) aFawarianyAa1Ng (Human Resource) lu
ofnsliTimnugndouiunsudety sidudumse
NNFPONUUU LAZNITHER

8.2 MmAdelueuan

dnsounwIAnuaznsAnudluvenenaly
gRamnsIudu 9 ilevnesduszneusailunsiiamn
psAnuEFIUNTa aHadunEnsdseen Vo
Usznelve AnvuauiuriuradeyanngUssneums
eRlugravinssumioitiaes WevnniSeudieu
fugusenaunising

_18-1128(199-208)22.indd 208

Technical Education Journal King Mongkut’s University of Technology North Bangkok

9. @NESS9B

[1] A. O’Cass and C. Julian. (2003). "Examining
Firm and Environmental Influences on Export
Marketing Mix Strategy and Export Performance
of Australian Exporters." European Journal of
Marketing. Vol.37 No.3/4 : 366-384.

[2] Veerapong Malai and U-thai. Auerreechit.
(2011). "Understanding factors affecting the

achievement of export performance: a case

study of Thai furniture industry." Executive
Journal Bangkok University. Vol.31 No.1 : 141-
147.

[3] K. Toften. (2005). "The Influence of Export
information Use on Export Knowledge and

Performance: Some Empiracal Evidence."
Marketing Intelligence & Planning. Vol.23 No.2
: 200-219.

[4] G. Tesfom. (2006). "A Classification of Export

Marketing Problems of Small and Medium

Sized Manufacturing Firms in  Developing
Countries." International Journal of Emerging
Markets. Vol.1 No.3 : 262-281.

[5] A. K. Shamsuddoha and M. Y. Ali. (2006).
"Mediated  Effects
Programs on Firm Export Performance." Asia
Pacific Journal of Marketing. Vol.18 No.2 : 93-
110.

[6] M. H. Koksal. (2008). "How Export marketing

of Export Promotion

Research Affect Company Export
Performance:  Evidence  from  Turkish
Companies."  Marketing _Intelligence &

Planning. Vol.26 No.4 : 416-430.
[7]1 C. S. Katsikeas, N. F. Piercy and C. loannidis.
(1996). "Determinants of Expert Performance

in a European Context." European Journal of

Marketing Vol.30 No.6 : 6-35.

12/11/61 BE 2:11 PM



