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ABSTRACT 
The purpose of this paper is to develop a competitive attitudinal behavioral model, based on empirical evidence of a 

survey. The proposed model will be helpful to UK non-exporters and new exporters as well as to UK governmental 

authorities because directs the management behavior of exporters through a number of analyzed behavioral factors. 

Basically the competitive attitudinal model is comprised of different influential behavioral factors that are segmented 

into three main groups of variables 1) the necessary needs of a firm towards export activities, 2) the possible obstacles 

that firms face while engaging into export activities, and 3) the factors associated with local and foreign markets, which 

determine future opportunities of firms in exporting. The model includes a number of factors which have different 

importance for non-exporters and exporters. Major findings of this article suggest that fourteen attitudes out of forty 

three surveyed, are found to be statistically significant differences between UK non-exporters versus exporters at the 

95% confidence level. Another three attitudes show statistically significant differences at the 90% confidence level. A 

systematic replication of this study in the UK and elsewhere could lead to a sustainable attitudinal model in the nearest 

future. 

 

 

INTRODUCTION 
It is very important for UK non-exporters and exporters to understand empirical findings in UK indicating the 

management behavior of established exporters. Both UK non-exporters and new exporters show decisively an inclination 

towards change or modification of their management behavior to comply with the management behavior of established 

exporters. The proposed model is a competitive one explaining the management behavior of established UK exporters 

and indicating which factors are quite different compared to the management behavior of UK non-exporters. 

 

REVIEW OF THE LITERATURE: PREVIOUS EMPIRICAL RESEARCH ON THE 

MANAGERS’ ATTITUDES IN THE EXPORT DEVELOPMENT DECISION 
Although a significant body of literature has developed over the last two decades dealing with exporting activity, 

only few articles are concentrated on the attitudes of management of non-exporting and exporting firms. 

 
In the past a number of researchers studied the attitudes of top management of non-exporters and exporters in 

relation to exporting. Some prominent surveys on these attitudes exist. For example, Roy and Simpson 1980 & 1981, 

Brooks and Rosson 1982, Sood 1982, Tesar and Tarleton 1982, Barrett and Wilkinson 1986, Burton and Schegelmilch 

1987, Keng and Jiuan 1989, Jaffe and Pasternak 1994, Calof 1995, Tesar and Moini 1998, have dealt with the attitudes 

of management of non-exporting and exporting firms. Apart from these empirical contributions, other researchers i.e. 

Bilkey 1978, Cavusgil 1984, McAuley 1995, Leonidou and Katsikeas 1996, McAuley 1999, Coviello and McAuley 

1999, while integrating international literature on the iternationalization process, have given emphasis on the attitudes of 

management. It is important to note that the conceptual model developed by Tesar, Tarleton and Moini in the period 

1975-1995 (Tesar and Moini 1998) have some similarities to our proposed model.   
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In a survey completed by Bilkey and Tesar (1977) among 423 small and medium sized Wisconsin manufacturing 

firms, they found out that perceived barriers to exporting were meaningful only for experienced exporters. The following 

statements varied directly with export stage, that is the further advanced the export stage, the greater the per cent of firms 

perceived these considerations as a barrier to exporting: a) Difficulty in understanding foreign business practices, b) 

Different product standards and consumer standards in foreign countries which make US products unsuitable for export, 

c) Difficulty in collecting money from foreign markets and d) Difficulty in obtaining adequate representation in foreign 

markets. In addition, one perceived barrier was found to differ inversely with export stage: difficulty in obtaining funds 

necessary to get started in exporting. 

 

Findings of a survey by Tesar and Tarleton (1981) showed that in a Wisconsin study of 167 managers of firms 

perceived two broad categories of obstacles to exporting, the initiating obstacles and the ongoing obstacles to exporting, 

and that the results indicated there were not statistically significant differences between aggressive and passive exporters. 

However, passive exporters compared to aggressive exporters perceived differences in the following export obstacles i.e. 

it costs too much money to get started in exporting, shipping documents, export licenses and other paper work require 

too much time, it is difficult to collect your money overseas, service is difficult if not impossible in foreign markets, 

different product standards and consumer habits make US products unsuitable for exports, adequate representation in 

foreign markets is difficult to obtain, and foreign opportunities are difficult to determine.     

 

In their survey Johnston and Czinkota (1985) in three industries Machinery and equipment (SIC 353), aircraft and 

parts (SIC 372) and Measuring and controlling instruments (SIC 382) found that the following eight managerial attitudes 

toward exporting  are statistically significant: 1) Exporting is a desirable task for my firm, 2) My firm has exportable 

products, 3) My firm is planning for exporting, 4) My firm is planning on increasing its exports in the near future, 5) 

Exports could make a major contribution to my firm’s growth, 6) Exports could make a major contribution to my firm’s 

profits, 7) My firm always tries to fill export orders, and 8) Profits from our exports have fully met my expectation.  

 

According to Barrett and Wilkinson (1986) in their survey of 1,904 Australian manufacturing firms, it was found 

that there are differences among firms across different levels of internationalization in terms of senior managers’ 

attitudes towards various exporting practices and problems. This survey concluded that firms at higher levels of 

internationalization disagree more strongly with the following statements: 1) There is too much risk involved in 

exporting for my organization to be engaged in it,  2) Exporting is too different from marketing in Australia to enable my 

organization to succeed, 3) Exporting should only be considered when opportunities in Australia have been completely 

exhausted, 4) The quality of my company’s products could never be good enough to sell on the overseas market, 5) My 

company is too small to be able to export successfully, 6) Exporting is only desirable when a responsible Australian 

agent can be secured to handle transport, documentation and marketing, 7) My organization does not know enough about 

exporting procedures to even begin exporting, 8) My organization’s high costs will always prevent it form entering 

exporting and 9) Our first attempts at exporting failed so there is no point in trying again.  

 

In their survey Keng and Jiuan (1989) found that 108 of the 156 respondent manufacturing firms in Singapore were 

current exporters and experienced a different set of obstacles to exporting than non-exporting firms. Exporters’ problems 

are primarily external or market based, whereas non-exporters perceived internal anxiety about exporting. In fact, 

exporters encountered the following problems -i.e. matching competitors’ prices, promoting product overseas, 

establishing distribution network overseas, getting information about foreign markets, necessity to grant credit facilities 

to foreign buyers, establishing contacts with foreign customers, employing good export sales personnel, developing new 

products, getting repeat business from existing buyers, quality of product, design and packaging and understanding 

import/export documentation. On the contrary, non-exporters gave different reasons for not exporting i.e. focus was on 

satisfying domestic demand, product not marketable in foreign markets, lack of foreign market contacts, lack of 

financing, perceived difficulty in gaining market entry (due to price disadvantage, quality problem, tariff and tax, quota 

restriction, and regulations), operational problems (manpower, size of firm, production capacity and expertise), lack of 

knowledge and exposure of market opportunity and demand, exports handled by agents. Statistically significant 

differences were also observed between exporting and non-exporting firms along marketing activities i.e. marketing 

research, selecting distribution channels, advertising and sales promotion and packaging. The contradictory findings 

regarding export barriers perceived by exporters and non-exporters can be explained by differences in the stage of export 

development of the firms. 

 



  

In his survey among 179 small and medium sized South African businesses with fewer than 1000 employees Calof 

(1995), found statistically significant attitudes towards the benefits of international business -i.e. exports are only 

profitable in the long run, exports can make a contribution to attainment of growth objectives, and exports can contribute 

to the profit objectives of the firm. Also, he found statistically significant attitudes toward the risks of international 

business -i.e. export holds high risk, International Marketing is riskier than domestic. 

 

In their article Tesar and Moini (1998) refer to a survey in 1975 which revealed that the only obstacle to exporting 

perceived as significant by exporters was the possibility of differing product standards. Non-exporters thought that it 

cost too much money to get started in exporting and that exporting would not contribute to the development and/or 

security of their markets. This perception may be attributed to their lack of previous export experience. In the same 

article, Tesar and Moini (1998) mentioned that a) in a 1985 survey, exporters perceived exports as profitable and that for 

non-exporters, the only significant variable was their lack of past export experience and b) in a 1995 survey exporters 

continued to consider exports as contributing to develo
†
pment of the US economy but also thought that adequate 

representation in foreign markets was difficult. Non-exporters had not systematically explored exporting and were still 

concerned with their past negative exporting experience. Thus, exporters became more experienced in exporting and in 

understanding the broad implications of exports on the US economy, while non-exporters tended not to consider 

exporting as an option. 

 
METHODOLOGY 

The research was based in the Greater Manchester Area. A mail questionnaire was sent to a random stratified sample 

of 270 businesses from all industrial sectors which were included in the KOMPASS directory, and the return rate was 

53.7%. The total of 110 usable questionnaires received
1
, were comprised of 24 non-exporters and 86 exporters. The total 

usable response rate was 40.7%.  

 

SAMPLING TECHNIQUE - A STRATIFIED SAMPLE 
The evolution of modern sampling theory and the multiple purposes of the survey have stimulated the researcher to 

select the most appropriate sampling technique which was the multiple stratification. The study population, as it is 

defined below, was subdivided into 143 of strata and then a simple random sampling was carried out independently.  

 

The definition of the study population or the universe included five criteria:  

a)  firms are located in the Greater Manchester area and are included in the KOMPASS directory; 

b)  firms are manufacturers or non-manufacturers and operate in various industrial groups;  

c)  firms are exporters or non-exporters; 

d)  firms are small to medium-sized and employ more than four and less than 1000 full-time employees and 

e)  firms are small to medium-sized and have an annual turnover of less than £20 million.  

 

       Figure 1 shows the number of firms among Industrial Groups. Furthermore, the stratification of the population was 

accomplished with respect to four simultaneous population parameters or characteristics which the researcher thought to 

be most appropriate to the variables under investigation. These four stratifying characteristics or criteria were: 

a)  First criterion: firms were operating in 28 industrial groups and all firms were located in the Greater Manchester 

area. Firms have been observed not to operate in  the tobacco or public services industrial groups; 

b)  Second criterion: firms were operating in many industrial groups and / or in only one industrial group. Each one of 

the 28 industrial groups was divided into two categories. The first category included firms which were simultaneously 

operating in 2 to 9 industrial groups, whereas the second category included firms which were operating in only one 

industrial group. 

c)  Third criterion: the firm’s size ranged from 1 to 1000 full-time employees. Firms were classified in one of the 

following three subgroups: Subgroup A included very small firms which were employing 1 to 19 full-time employees; 

Subgroup B included small sized firms which were employing 20 to 199 full-time employees; and Subgroup C included 

medium sized firms which were employing 200 to 1000 full-time employees. 

d)  Fourth criterion: the degree of concentration of firms in each of the three subgroups A, B and C appeared different. 

Thus, different frequencies of the number of firms utilized. In fact, the already classified  firms in one of the above three 
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 The sixteen page questionnaire is available on request. 



  

subgroups A, B, and C were further classified in 10 subclasses with respect to different degree of concentration of firms 

or the different frequencies of  the firms in each subgroup.  

Bearing in mind Figure 1 below, subgroup A, subgroup B and subgroup C were divided into three, four and three 

subclasses respectively. For example, subclass A1 refers to those industrial groups which include 1-14 firms whereas the 

rest of subclasses are identified with following number of firms: subclass A2 with 15-25 firms; subclass A3 with 26-51 

firms; subclass B1 with  1-19 firms; subclass B2 with 20-50 firms; subclass B3 with 51-114 firms; subclass B4 with 115-

248 firms; subclass C1 with 1-19 firms; subclass C2 with 20-50 firms; and subclass C3 with 51-74 firms; 

 

 

Figure 1: The universe - Number of firms classified into each Industrial Group - 

Firms are located in the Greater Manchester area. 

 
Product 

Group 
Numbers 

Industrial Group 

 
No of firms in 

Subgroup A* 
1-19 F.T.E. 

No of firms in 

Subgroup B* 
20-199 F.T.E. 

No of firms in 

Subgroup C* 
200-1000 F.T.E. 

Total number  

of firms  

11-19 Mining & Quarrying    2 (  -  )**       5 (   -   )   -    (   -  )       7 (    -   ) 

     20 Food Manufacture    2 (  -  )     14 (    9 )   8   (   3  )     24 (  12  ) 

     21 Beverages    1 (  -  )       5 (    2 )   3   (   2  )       9 (     4 ) 

     22 Tobacco & Snuff    - - - - - -      - - - - - -     - - - - - -        - - - - - - 

     23      Textiles  19 ( 10 )   114 (  66 ) 42   ( 20 )   175 (   96 ) 

     24 Footwear, Wearing Ap & Textile  15 (   5 )     64 (  21 ) 31   ( 10 )   110 (   36 ) 

     25 Products of Wood & Cork excl 

Furniture 

   2  (   1 )     14 (    6 )   4   (   -  )      20 (     7 ) 

     26 Furniture & Fittings    3  (   -  )     18 (    1 )   5   (    1)     26 (     2 ) 

     27 Paper Making Pulp & Board    2  (   1 )     33 (  13 ) 20   (   9 )     55 (   23 ) 

     28 Printing & Publishing    6  (   1 )     48 (  13 ) 14   (   5 )     68 (   19 ) 

     29 Manufacture of Leather & Fur    2  (   -  )     12 (    7 )   3   (    1)     17 (     8 ) 

     30 Rubber & Plastic Products  22  (   3 )      90 (  15 ) 40   (   5 )   152 (   23 ) 

     31 Chemicals & Chemical Products  15  (   5 )     64 (  22 ) 21   (   3 )   100 (   30 ) 

     32 Products of Petroleum & Coal    3  (   -  )     20 (    3 )   5   (   -  )     28 (     3 ) 

     33 Non-Metallic Mineral Manufacture    7  (   1 )     26 (    8 )   7   (   -  )     40 (     9 ) 

     34 Basic Metal Industries    8  (   4 )     48 (  11 )  11  (   4 )     67 (   19 ) 

     35 Metal Products   41 (  12)   236 (  54 )  51  (   6 )   328 (   72 ) 

     37 Electrical & Electronic Industries   18 (    1)     72 (  12 )  26  ( 10 )   116 (   23 ) 

     38 Transport Equipment     5 (    1)     47 (    6 )  10  (   1 )     62 (     8 ) 

     39 Scientific & Professional Instruments   23 (   4 )     88 (    5 )  30  (   1 )   141 (   10 ) 

40-41 Machinery & Equipment   51 ( 14 )   248 (  64 )  74  ( 17 )   373 (   95 ) 

    50 Building & Construction Contractors     7 (   1 )     40 (    7 )  22  (   3 )     69 (   11 ) 

    51 Public Supply Services      - - - - - -    - - - - - -   - - - - - -       - - - - - - 

    61 Distribution Trades     9 (   -  )     37 (    7 )    6  (   3 )     52 (   10 ) 

    62 Banking & Finance     2 (   2 )       1 (    1 )    8  (   7 )     11 (   10 ) 

    63 Insurance    -   (   -  )       2 (    1 )    1  (   1 )       3 (     2 ) 

    65 Real Estate     -  (   -  )       3 (    2 )    1  (   -  )       4 (     2 ) 

    71 Transport Services     2 (   -  )     13 (    1 )    7  (   5 )     22 (     6 ) 

    72 Storage & Warehouses     1 (   -  )       8 (    -  )    3  (    - )     12 (     -  ) 

    83 Business & Professional Services   21 (   5 )     56 (  16 )   21 (   6 )     98 (   27 ) 

                 Total number of firms *** : 289 (  71) 1426 (373 )   474 ( 123 )  2189 ( 567 ) 

*      In subgroup A, firms employ 1-19 full-time employees. In subgroup B, firms employ 20-199 full-time employees. In subgroup  

       C, firms employ 200-1000 full-time employees. 

**   The parentheses (  ) indicate the number of firms operating in only one Industrial Group. The rest of firms operate at the same  
        time in more than one and up to nine industrial groups. 

*** The actual number of firms included in the survey (mailing list) is 1155 firms. Subgroups A, B, and C included 153 firms, 752  

        firms and 250 firms respectively. 
SOURCE: KOMPASS directory. 

 

 

Characteristics of respondent firms in the survey 
Figure 2 below, indicates two things : First, the product groups that respondent firms of the survey are operating in, 

and second, the size of each firm which is based on both overall sales value and their average full-time employees during 

the previous year.  Subsequently, most firms (non-exporters or exporters) are mainly classified into industrial groups 

which produce and sell products rather than services.  



  

Figure 2: Number of respondent firms located in the Greater Manchester Area -   

By Industrial Groups and by Size 
Product 

Group 

Numbers 

 

Industrial 

Groups 

Number of firms by F.T.E. Number of firms by sales 
1-19 

f.t.e* 
N      E 

20-199 

f.t.e* 
N      E 

200-1000 

f.t.e* 
N      E 

over than 

1001f.t.e* 
N      E 

less than 

£2 million 
N      E 

£2 to £20 

million 
N      E 

over than  

£20 million 
N      E 

11-19  Mining & Quarrying 0       0 1       5 0       1 0       0 0       0 1       4 0       2 

     20 Food Manufacture 0       0 0       3 0       1 0       0 0       0 0       3 0       1 

     23 Textiles --      1 --     11 --      2 --      0 1       4 0       8 0       0 

     24 Footwear, Wearing Ap 

& Textile 

 

1       1 

 

1       5 

 

0       0 

 

0       0 

 

2       4 

 

0       2 

 

0       0 

     26 Furniture & Fittings 0       1 0       0 0       0 0       0 0       1 0       0 0       0 

     27 Paper Making Pulp & 

Board 

 

0       0 

 

0       6 

 

1       1 

 

0       0 

 

0       2 

 

1       5 

 

0       0 

     28 Printing & Publishing 0       0 0       3 1       1 0       0 0       2 1       2 0       0 

     29 Manufacture 
of Leather & Fur 

 
1       0 

 
0       0 

 
0       1 

 
0       0 

 
1       0 

 
0       1 

 
0       0 

     30 Rubber & Plastic 

Products 

 

3       1 

 

1       8 

 

0       4 

 

0       1 

 

4       7 

 

0       4 

 

0       3 

     31 Chemicals & 
Chemical 

Products 

 
2       0 

 
1       8 

 
0       5 

 
0       0 

 
2       2 

 
1       7 

 
0       4 

     32 Products of Petroleum  

& Coal 

 

1       1 

 

0       2  

 

0       3 

 

0       0 

 

1       1 

 

0       4 

 

0       1 

     33 Non-Metallic Mineral 

Manufacture 

 

1       1 

 

2       2 

 

0       2 

 

0       0 

 

1       2 

 

1       2 

 

0       1 

     34 Basic Metal Industries 0       0 2       0 0       1 0       0 1       0 1       1 0       0 

     35 Metal Products 4       2 4       6 0       5 0       0 6       5 2       7 0       1 

     37 Electrical  & 

Electronic  

Industries 

 

1       3 

 

0       6 

 

0       5 

 

0       0 

 

1       8 

 

0       5 

 

0       1 

     38 Transport Equipment 1       1 1       4 0       0 0       0 2       4 0       1 0       0 

     39 Scientific &  

Professional 

Instruments 

 

2       3 

 

1     11 

 

0       4 

 

0       0 

 

3     11 

 

0       7 

 

0       0 

40-41 Machinery  &  
Equipment 

 
3       4 

 
2     14 

 
0       3 

 
0       0 

 
4     12 

 
0       8 

 
0       0 

     50 Building & 

Construction 
Contractors 

 

0       2 

 

0       3 

  

0       1 

 

0       0 

 

0      0 

 

0       6 

 

0       0 

     61 Distribution Trades 1       3 3       2 0       0 0       0 1      4 3       1 0       0 

     62 Banking & Finance 0       0 0       2 0       2 0       0 0       0 0       4 0       0 

     63 Insurance 0       0 1       0 0       0 0       0 0       0 0       0 1       0 

     71 Transport Services 1       0 0       0 0       1 0       0 1       0 0       1 0       0 

     72 Storage & Warehouses 1       0 0       1 0       1 0       0 1       0 0       1 0       0 

     83 Business &  

Professional Services 

 

1       3 

 

0       8 

 

0       3 

 

0       0 

 

0       5 

 

0       8    

 

0       0 

 All Products 20    21 16    97 2     40 0       1 29   65 8     77 0     14 

 All Services 4       6 4     13 0       7 0       0 3       9 3     15 1       0 

 TOTAL 24    27 20  110 2     47 0       1 32   74 11   92 1     14 

Notes: f.t.e* = full-time employees, N = Non-exporters (n=24), E = Exporters (n=86), the majority of firms are 

classified into more  than one product group. 

 

It is worth noting that Figure 2 also reveals that there is a good concentration of respondent firms in the following 

product groups: 40-41 Machinery & Equipment (26 firms); 39 Scientific & Professional Instruments (21 firms); 35 

Metal Products (21 firms); 30 Rubber & Plastic Products (18 firms); 31 Chemicals & Chemical Products (16 firms); 37 

Electrical & Electronic Industries (15 firms); 83 Business & Professional Services (15 firms); and 23 Textiles (14 firms); 

 

Furthermore concerning the size of firms, Figure 2 reveals that the majority of non-exporters have an average full-

time employees 1-19 persons and their overall sales value is less than £2 million. In contrast, the majority of exporters 

have an average full-time employees 20-199 persons and their overall sales value is between £2 to £20 million. 

 

 



  

CONTENTS OF THE QUESTIONNAIRE 
 

The 16-page questionnaire was divided into the following five sections : 

Part I    : Whether or not currently engaged in exporting-activity; 

Part II  : Before, during and after the first export order; 

Part III : Exporters (currently engaged in exporting-activity); 

Part IV : Non-exporters (not currently engaged in exporting-activity); and 

Part V  : Whether or not currently engaged in exporting-activity; 

Every section included different aspects of non-exporting and exporting behavior. 

 

ANALYSIS OF THE DATA 
For the analysis of the data in this paper, both the JMP 7 software by SAS Institute Inc. (www.jmp.com) and the 

program MICROSTATS (Curwin & Slater 1996) were used. Basically, the means of the two samples of the non-

exporters and exporters were compared through the use of the Two-sample t test. The outcome of this analysis is to find 

out the significant differences among the two groups at the 95% confidence level. Indeed, fifteen attitudinal statements 

out of forty three were found to show statistically significant differences between the non-exporters and the exporters 

(see Table 1 and Table 2). 

 

THE ATTITUDINAL SWOT MODEL AND ITS FOUR STAGES 
As it is suggested in this paper, the proposed model consists of three broad categories of attitudinal statements –i.e. 

1) Necessary Needs for a Firm towards Exporting Activities, 2) Obstacles that Firms face while engaging in export 

activities and 3) Local market and foreign markets are factors which determine future opportunities in exporting (see 

below). At the same time the model is divided into four stages –i.e. a) strengths, b) weaknesses, c) opportunities and d) 

threats (see Table 5). 

 

(A.1.) Necessary Needs for a Firm towards Exporting Activities ( Statistically significant 

differences) 
It can be concluded from Table 1 below that the attitudes of exporters compared to those of non-exporters differ 

considerably for 17 out of 43 statements. Fourteen statements show statistically significant differences at the 95% 

confidence level, and three statements show statistically significant differences at the 90% confidence level. However, in    

Table 2 below, it is shown that twenty six statements do not show statistically significant differences between non-

exporters and exporters. In Part A of this analysis, the seventeen statistically significant differences between UK non-

exporters and exporters are examined and in part B the twenty six statements which have no statistical difference 

between UK non-exporters and exporters are also examined. It is argued that for better future exporting performance, 

non-exporters and new exporters should modify their management behavior to be more similar to the exporters’ behavior 

on those attitudinal statements that show statistically significant differences.   

 

(A.2.) Obstacles that Firms face while engaging in export activities (Statistically significant  

differences) 
UK exporters, contrary to non-exporters, do not believe that shipping documents, export licenses and other 

paperwork require too much time. Also exporters perceive that they are able to afford higher selling costs involved in 

export marketing, and are able to go through product (or service) adaptation to engage in exporting. However, exporters 

contrary to uncertain non-exporters, do not believe that different product standards and consumer habits make UK 

products or services unsuitable for exports and high cost of doing business in export markets does not consume any 

possible profits. Non-exporters compared to uncertain exporters, a) regard the local market as better than export markets 

in terms of higher return obtainable at lower cost and with less difficulty, and b) that there is always the chance to not get 

paid and an even greater chance that after all the time and effort, the order will go somewhere else.  

 

(A.3.) Local market and foreign markets are factors which determine future opportunities in 

exporting ( Statistically significant differences)  
UK exporters compared to non-exporters, believe that it is necessary to promote exports regardless of the fact that an 

expanding UK domestic market provides them with ample marketing opportunities. 

http://www.jmp.com/


  

UK exporters believe there is not sufficient domestic demand and thus explore the export sector. Both exporters and non-

exporters believe that export markets offer the opportunity to expand production runs and possibly to maximize profits. 

UK exporters, compared to uncertain non-exporters, believe that exporting offers significant opportunities for increased 

profits and that there is a large potential market for their products or services in foreign countries. Finally, exporters, 

compared to uncertain non-exporters, believe that exporting offers an opportunity to stabilize domestic sales cycles. 

 

(B.1.) Necessary needs for a firm towards exporting activities (Non-statistically significant 

differences) 
In this section all similarities and non-similarities in behavior between UK non-exporters and exporters which are 

non-significant statistically, are stated. Table 2 shows that both non-exporters and exporters believe that a) exporting 

does not start with people writing in and asking about products or services; b) exporting provides a UK firm with 

opportunities for growth; c) in a world without trade restrictions, direct investment would take place because exporting 

would not be always preferred to foreign production; and d) exporting is essentially similar to selling in the domestic 

market. Both non-exporters and exporters are uncertain that a) participation in a trade fair is a good way to start or to 

expand an export market; b) exporting activity leads naturally to eventual foreign production; and c) long term 

commercial success in fact, depends on achieving sales volumes at least equal to those of the Japanese and employing 

equally sophisticated low cost production methods. 

 

(B.2.) Obstacles that firms face while engaging in export activities (Non-statistically significant 

differences) 
Both non-exporters and exporters believe that a) Knowledge of the language of the country is important in exporting 

to that country, b) Due to opportunities for profits, entrepreneurs should be ready to accept higher levels of risk and 

uncertainty than ordinary persons, c) Exporters must be able to provide credit, and therefore raise finance, if they will be 

more competitive. Both non-exporters and exporters are uncertain to the following statements: a) For British firms there 

is no incentive for exporting, b) Foreign exchange problems make exporting difficult, c) We tend to think in terms of our 

product offering rather than in terms of the fundamental needs which those product(s) satisfy, d) Exporting is very 

difficult because the most desirable markets have high trade barriers (tariff and non-tariff barriers), and e) Exporting is 

difficult because many of our products or services are more expensive than competing foreign (domestic) products or 

services.  

 

In addition, non-exporters are uncertain compared to exporters who believe that a) Exporting is not less profitable 

than domestic sales, and b) The means of transmitting information about trade missions, export mailing lists, overseas 

business reports, catalogue exhibitions and the content of their messages are not as effective as they should be. Exporters 

are uncertain compared to non-exporters who believe that if they export they will have to wait a long time for their 

money.  

 

(B.3.) Local market and foreign markets are factors which determine future opportunities in 

exporting (Non-statistically significant differences) 
Exporters are uncertain compared to non-exporters who believe that lack of knowledge due to differences in 

language and culture between countries becomes an important obstacle to decision making related to exporting. Both 

exporters and non-exporters strongly believe that doing business abroad often requires a great deal of patience and 

perseverance. Non-exporters are uncertain while exporters are certain to the fact that the integration of Britain with 

Western European markets gives them a boost to export.  

 

 

 

 

 

 

 

 

 

 

 



  

TABLE 1: THE ATTITUDINAL MODEL AND ITS STATISTICALLY SIGNIFICANT 

DIFFERENCES* 

 
Statements Mean of  

Non- 

exporters 

n=24 

     1 

Mean of 

Exporters               

n=86  

 

   2 

Differences 

 

 

 

  3:2-1 

Two- 

Sample 

T test at 

95%          

     4 

     p 

 

 

 

     5    
1. NECESSARY NEEDS FOR  A FIRM TOWARDS EXPORTING ACTIVITIES 

1.1. Exporting requires a level of information and 

expertise far above the capabilities of our managerial 

staff. 

 

0.32 

 

-1.70 

 

-2.02 

 

4.419 

 

0.0001 

 

1.2. We believe that our firm lacks sufficient 

managerial skill and financial resources to support a 

lengthy learning and start-up exporting programs. 

 

0.91 

 

-0.89 

 

-1.80 

 

4.331 

 

0.0001 

2. OBSTACLES THAT FIRMS FACE WHILE ENGAGING IN EXPORT ACTIVITIES 

2.1. It costs too much money to get started in 

exporting. 

0.62 -1.03 -1.65 4.288 0.0002 

2.2. We fear, we are unable to go through product (or 

service) adaptation to engage in exporting. 

 

-0.57 

 

-1.76 

 

-1.19 

 

3.577 

 

0.0014 

2.3. Shipping documents, export licenses and other 

paperwork require too much time. 

 

0.52 

 

-0.71 

 

-1.23 

 

3.110 

 

0.0038 

2.4. We fear, we are unable to afford higher selling 

costs involved in export marketing. 

 

0.14 

 

-1.17 

 

-1.31 

 

3.057 

 

0.0049 

2.5. Exporting means extra problems because we must 

employ people with special expertise. 

 

0.82 

 

-0.22 

 

-1.04 

 

2.878 

 

0.0069 

2.6. Different product standards and consumer habits 

make UK product(s) or services unsuitable for exports. 

 

-0.33 

 

-1.29 

 

-0.96 

 

2.623 

 

0.0138 

2.7. High cost of doing business in export markets 

consumes any possible profits. 

 

-0.38 

 

-1.43 

 

-1.05 

 

2.631 

 

0.0141 

2.8. Regard the local market as better than export 

markets in term of higher return obtainable at lower 

cost and with less difficulty. 

 

1.05 

 

0.28 

 

-0.77 

 

1.860 

 

0.0731 

2.9. There is always the chance you may not get paid 

and an even greater chance that after all the time and 

effort the order will go somewhere else. 

 

0.86 

 

0.27 

 

-0.59 

 

1.756 

 

0.0874 

3. LOCAL MARKET AND FOREIGN MARKETS ARE FACTORS WHICH DETERMINE FUTURE 

OPPORTUNITIES IN EXPORTING 

3.1. It is unnecessary to think exports, because the 

diverse and expanding UK domestic market provides 

us with ample marketing opportunities. 

 

0 

 

-1.99 

 

-1.99 

 

4.666 

 

0.0001 

3.2. We have all the domestic business we can handle 

and therefore we are not interested in exporting. 

 

-0.86 

 

-2.45 

 

-1.59 

 

3.667 

 

0.0013 

3.3. Export markets offer the opportunity to extend 

production runs and thus maximize profits. 

 

0.91 

 

1.65 

 

0.74 

 

-2.798 

 

0.0090 

3.4. Exporting offers significant opportunities for 

increased profits. 

 

0.29 

 

1.24 

 

0.95 

 

-2.662 

 

0.0119 

3.5. There is a large potential market for our product(s) 

or services in foreign countries. 

 

0.33 

 

1.27 

 

0.94 

 

-2.123 

 

0.0430 

3.6. Exporting offers an opportunity to stabilize 

domestic sales cycles. 

 

0.38 

 

0.95 

 

0.57 

 

-1.773 

 

0.0841 

* A seven point Likert scale is used: -3 for strongly disagree, -2 for disagree, -1 for mildly disagree, 0 for uncertain 

(neutral), 1 for mildly agree, 2 for agree, and 3 for strongly agree.  

 



  

TABLE 2: NON-STATISTICALLY SIGNIFICANT DIFFERENCES* 

 
Statements Mean of 

Non- 

exporters 

n=24 

     1                    

Mean of 

Exporters 

n=86 
 

    2 

Difference 

 

 

              
  3:2-1 

Two- 

Sample 

T test at 

95% 

    4 

    p 

 

 

 
    5               

1. NECESSARY NEEDS FOR A UK FIRM TOWARDS EXPORTING ACTIVITIES 

1.1. Exporting starts with people writing in and asking 

about our product(s) or services. 

 

-0.90 

 

-1.52 

 

-0.62 

 

1.429 

 

0.1636 

1.2. Participation in a trade fair is a good way to start or 

to expand an export market. 

 

0.33 

 

0.71 

 

0.38 

 

-1.243 

 

0.2222 

1.3. Exporting activity leads naturally to eventual foreign 

production. 

 

-0.52 

 

-0.24 

 

-0.28 

 

-0.846 

 

0.4036 

1.4. Exporting provides a UK firm with opportunities for 

growth. 

 

1.90 

 

2.02 

 

0.12 

 

-0.734 

 

0.4677 

1.5. Long term commercial success in fact depends on 

achieving sales volumes at least equal to those of the 

Japanese and employing equally sophisticated low cost 

production methods. 

 

 

-0.19 

 

 

-0.32 

 

 

-0.13 

 

 

0.264 

 

 

0.7939 

1.6. In a world without trade restrictions direct 

investment would never take place because exporting 

would always be preferred to foreign production. 

 

 

-0.67 

 

 

-0.72 

 

 

-0.05 

 

 

0.200 

 

 

0.8425 

1.7. Essentially exporting is not different from selling in 

the domestic market. 

 

-1.05 

 

-0.99 

 

-0.06 

 

-0.054 

 

0.9572 

2. OBSTACLES THAT FIRMS FACE WHILE ENGAGING IN EXPORT ACTIVITIES 

2.1. For British firms there is no incentive for exporting.  

0.23 

 

-0.46 

 

-0.69 

 

1.662 

 

0.1051 

2.2. Exporting is less profitable than domestic sales.  

0 

 

-0.65 

 

-0.65 

 

1.642 

 

0.1100 

2.3. Knowledge of the language of the country is 

important in exporting to that country. 

 

1.48 

 

0.95 

 

-0.53 

 

1.609 

 

0.1174 

2.4. If we export we will have to wait a long time for our 

money. 

 

0.67 

 

0.07 

 

-0.60 

 

1.524 

 

0.1373 

2.5. The means of transmitting information about trade 

missions, export mailing lists, overseas business reports, 

catalogue exhibitions and the content of their messages 

are not as effective as they should be. 

           

              

    0.38 

 

            

     0.71 

 

 

 0.33                                   

 

 

-1.357 

 

 

0.1818 

2.6. Foreign exchange problems make exporting difficult. 

 

 

0.14 

 

-0.40 

 

-0.54 

 

1.343 

 

0.1881 

2.7. We consider the exporting move as a defensive 

maneuver and are ready to suffer losses in doing this. 

 

   -0.95 

 

    -1.43 

 

-0.48 

 

1.285 

 

0.2076 

2.8. We tend to think in terms of our product offering 

rather than in terms of the fundamental needs which those 

product(s) satisfy. 

 

 

-0.05 

 

 

-0.47 

 

 

-0.42 

 

 

1.282 

 

 

0.2076 

2.9. Due to opportunities for profits, entrepreneurs are 

supposed to be ready to accept higher levels of risk and 

uncertainty than ordinary persons. 

 

 

1.19 

 

 

1.54 

 

 

0.35 

 

 

-0.974 

 

 

0.3382 

2.10. More often than not today’s exporter must be able 

to provide credit, and therefore raise finance, if he is to be 

fully competitive. 

 

1.00 

 

0.72 

 

-0.28 

 

0.841 

 

0.4069 

2.11. Exporting is very difficult because the most 

desirable markets have high trade barriers (tariff and non-

tariff barriers). 

 

   -0.19 

 

    -0.43 

 

-0.24 

     

 0.765 

 

0.4489 



  

Statements Mean of 

Non- 

exporters 

n=24 

     1                    

Mean of 

Exporters 

n=86 
 

    2 

Difference 

 

 

              
  3:2-1 

Two- 

Sample 

T test at 

95% 

    4 

    p 

 

 

 
    5               

2.12. Information about overseas markets is hard to come 

by. 

 

-0.55 

 

-0.62 

 

-0.07 

 

0.158 

 

0.8756 

2.13. Exporting is difficult because many of our products 

or services are more expensive than competing foreign 

(domestic) products or services. 

 

 

0.33 

 

 

0.30 

 

 

-0.03 

 

 

0.081 

 

 

0.9364 

3. LOCAL MARKET AND FOREIGN MARKETS ARE FACTORS WHICH DETERMINE FUTURE 

OPPORTUNITIES IN EXPORTING 

3.1. We believe that lack of knowledge due to differences 

between countries with regard to for example language 

and culture, is an important obstacle to decision making 

connected with exporting. 

             

     0.95 

             

     0.48 

 

-0.47 

     

 1.218 

 

0.2320 

3.2. Doing business abroad often requires a great deal of 

patience and perseverance. 

 

    2.43 

 

     2.59 

 

 0.16 

 

-0.885 

 

0.3834 

3.3. The integration of Britain with Western European 

markets gives a doubtless boost to the firms to export to. 

 

    0.48 

             

     0.76 

  

 0.28             

 

-0.750                                    

 

0.4593 

3.4. Market specific knowledge about characteristics of 

specific national markets or general knowledge of market 

methods and common characteristics of certain types of 

customers, irrespective of the geographical location are 

all important to exporting. 

 

             

    1.42 

 

            

     1.68 

 

 

 0.26 

 

 

-0.726 

 

 

0.4754       

3.5. If you adopt the point of view that you are an 

international company, nothing is foreign or alien or 

abroad - the world is your market and you must learn to 

deal in a larger market place and be an economic and 

social part of it. 

 

 

    1.38 

 

 

     1.55 

 

 

 0.17 

 

 

-0.569 

 

 

0.5731       

3.6. International markets have unique technical, 

climactic and taste variances which require product 

modifications. 

             

     1.05 

             

     0.91 

 

-0.14 

     

 0.411 

 

0.6836 

* A seven point Likert scale is used: -3 for strongly disagree, -2 for disagree, -1 for mildly disagree, 0 for   

   uncertain (neutral), 1 for mildly agree, 2 for agree, and 3 for strongly agree. 

 
Both non-exporters and exporters believe that a) Market specific knowledge such as the characteristics of specific 

national markets, the market methods implemented, the common characteristics of certain types of customers, are all 

important to exporting, b) the belief that as an international company, nothing is foreign or alien or abroad - the world is 

your market and you must learn to deal in a larger market place and be an economic and social part of it and c) because 

the International markets have unique technical, climactic and taste variances the firms require product modifications. 

 

FACTOR ANALYSIS RESULTS 

 
The set of 43 attitudinal and perceptual variables was subjected to a principal-component analysis with varimax 

rotation. By using this procedure, it was possible to explore the underlying constructs of the respondents’ perceptions 

and attitudes towards exporting to develop orthogonal dimensions. The results of the factor analysis are presented in 

Table 3 and Table 4 for non-exporters’ activity and exporters’ activity, respectively. As it is shown in Table 3, ten factors 

were extracted from non-exporters’ activity, explaining 87.03% of the variance and the mean standardized Cronbach’s α 

is 0.8042. The tenth factor was not retained for discussion and analysis because it did not have a minimum of three 

items/variables with high loadings. Furthermore, the results of the factor analysis for the export activity which are 

presented in Table 4, show that 10 factors were explaining 65.51% of the variance and also the tenth factor was excluded 

from analysis because this factor was explained by one variable. It was found that the mean standardized Cronbach’s α 

for exporting activity is 0.6272.  



  

 

The ten factors which construct the non-exporting activity were (see Table 3): 1) Disadvantages of export marketing 

i.e. high costs, profitability, higher prices, no incentives (15.72% of variance) (return), 2) Reasons for exporting and 

barriers to exporting (14.84% of variance) (market saturation), 3) Exporting activity leads to foreign production, losses 

in money terms, and increases in sales volumes and introduction of low cost production methods (8.86% of variance), 4) 

Effective issues in exporting i.e. exchange rates, trade missions, mailing lists, business reports, exhibitions’ catalogue 

(7.66% of variance), 5) Knowledge regarding exporting: level of information, staff expertise, managerial skills, financial 

resources, knowledge of language (7.65% of variance) (knowledge), 6) Implications of exporting which include: learn to 

deal in a larger market place, deal with extra problems of employees, and provide credit facility to clients  (7.61% of 

variance), 7) Opportunities to foreign markets –i.e. large market potential, but also difficulties due to high trade barriers, 

different product standards and consumer habits and reluctance to go through product adaptation (7.46% of variance), 8) 

Exporters should accept high risks, and uncertainty and participate in trade fairs (6.76% of variance) (foreign market 

uncertainty and risks), 9) Exporting requires patience and perseverance compare to local market which provides ample 

opportunities (6.27% of variance) and 10) Barriers to exporting i.e. different product standards and socio-cultural 

differences (4.18% of variance). 

 

TABLE 3: RESULTS OF THE PRINCIPAL COMPONENTS ANALYSIS OF 

NON-EXPORTERS' ACTIVITY (VARIMAX rotation) 
 

Factor’s description 

(statistics)* 

Dominating variables 

 

Factor 

loading 

Communality 

Estimates 

Factor 1: 

 

Disadvantages of export 

marketing i.e. high costs, 

profitability, higher prices, 

no incentives 

 

(λ=8.4374, 

 σ=5.6585, α=0.7873) 

 It costs too much money to get started in exporting. 

 Exporting is less profitable than domestic sales. 

 Regard the local market as better than export markets in term of higher 

return obtainable at lower cost and with less difficulty. 

 Exporting is difficult because many of our products or services are more 

expensive than competing foreign (domestic) products or services. 

 High cost of doing business in export markets consumes any possible 

profits. 

 We fear, we are unable to afford higher selling costs involved in export 

marketing. 

 For British firms there is no incentive for exporting. 

 

.626282 

 

.880340 

 

.704392 

 

.717644 

 

.856296 

 

.729385 

 

.742871 

 

.68668 

 

.86116 

 

.89585 

 

.85213 

 

.85081 

 

.89836 

 

.84420 
Factor 2: 

Reasons for exporting and 

barriers to exporting 

(λ=5.9347, σ=5.3414,  

α=0.8067) 

 

 

 

 

 

 

 

 Exporting starts with people writing in and asking about our product(s) or 

services. 

 Exporting offers an opportunity to stabilize domestic sales cycles 

 International markets have unique technical, climactic and taste variances 

which require product modifications. 

 Exporting provides a UK firm with opportunities for growth. 

 Export markets offer the opportunity to extend production runs and thus 

maximize profits. 

 There is always the chance you may not get paid and an even greater chance 

that after all the time and effort the order will go somewhere else.  

 Information about overseas markets is hard to come by. 

 Shipping documents, export licenses and other paperwork require too much 

time.  

 

0.628864 

 

-0.705153 

-0.544333 

 
-0.599244 

 

-0.753260 

 

0.890406 

 
0.826067 

 

0.552605 

 

0.80366 

 

0.95152 

0.90189 

 
0.76161 

 

0.80054 

 

0.84607 

 

0.91169 

 

0.85695 

Factor 3 

Exporting activity leads to 

foreign production,  losses 

in money terms,  and 

increases in sales volumes 

and introduction of low cost 

production methods 

 (λ=3.5988, σ=3.1909,  

α=0.7955) 

 

 We consider the exporting move as a defensive manoeuvre and are ready to 

suffer losses in doing this. 

 Long term commercial success in fact depends on achieving sales volumes 

at least equal to those of the Japanese and employing equally sophisticated 

low cost production methods. 

 Exporting activity leads naturally to eventual foreign production. 

 

 

0.748297 

 

0.845632 

 

 

0.816878 

 

0.92479 

 

0.89074 

 

 

0.89655 



  

Factor 4 

Effective issues in exporting 

i.e. exchange rates, trade 

missions, mailing lists, 

business reports, 

exhibitions’ catalogue. 

(λ=3.1475, σ=2.7581, 

α=0.8049) 

 

 Foreign exchange problems make exporting difficult. 

 The means of transmitting information about trade missions, export mailing 

lists, overseas business reports, catalogue exhibitions and the content of their 

messages are not as effective as they should be. 

 

-0.583377 
 
0.896215 
 

 

0.93268 

 

0.87520 

Factor 5 

Knowledge regarding 

exporting: level of 

information, staff  

expertise, managerial skills,  

financial resources, 

knowledge of language. 

(λ=2.4678,σ=2.7554, 

α=0.7941) 

 

 We believe that our firm lacks sufficient managerial skill and financial 

resources to support a lengthy learning and start-up exporting programme. 

 Exporting requires a level of information and expertise far above the 

      capabilities of our managerial staff.  

 Knowledge of the language of the country is important in exporting to that 

      country. 

 

 

0.750856 

 

0.774080 

 

0.815855 

 

0.85787 

 

0.84121 

 

0.89155 

Factor 6 

Implications of exporting 

which include: learn to deal 

in a larger market place, 

deal with extra problems of 

employees, and provide 

credit facility to clients. 

(λ=2.1741, σ=2.7396, 

α=0.7953) 

 If you adopt the point of view that you are an international company, 

nothing is foreign or alien or abroad - the world is your market and you must 

learn to deal in a larger market place and be an economic and social part of 

it. 

 Exporting means extra problems because we must employ people with 

      special expertise. 

 More often than not today’s exporter must be able to provide credit, and  

      therefore raise finance, if he is to be fully competitive. 
 
 

 

 

0.675319 

 

 

0.848094 

 

0.770135 

 

 

0.85581 

 

 

0.92595 

 

0.89645 

Factor 7 

Opportunities to foreign 

markets: large market 

potential, but also 

difficulties due to high trade 

barriers, different product 

standards and consumer 

habits and   reluctance to go 

through product 

adaptation. 

(λ=1.7018, σ=2.6869, 

α=0.8002 ) 

 

 

 There is a large potential market for our product(s) or services in foreign 

countries. 

 Exporting is very difficult because the most desirable markets have high 

trade barriers (tariff and non-tariff barriers).  

 Different product standards and consumer habits make UK product(s) or 

services unsuitable for exports. 

 We fear, we are unable to go through product (or service) adaptation to 

engage in exporting. 

 

 

-0.715502 

 

0.641796 

 

0.514420 

 

0.843755 

 

0.77728 

 

0.92973 

 

0.93279 

 

0.87914 

Factor 8 

Exporters should accept 

high risks, and uncertainty 

and participate in trade 

fairs. 

 (λ=1.5137, σ=2.4354, 

α=0.8097) 

 

 Due to opportunities for profits, entrepreneurs are supposed to be ready to 

accept higher levels of risk and uncertainty than ordinary persons. 

 The integration of Britain with Western European markets gives a doubtless 

boost to the firms to export to. 

 Participation in a trade fair is a good way to start or to expand an export 

market. 

 

-0.572740 

 

0.636408 

 

0.882673 

 

0.85510 

 

0.91241 

 

0.93124 

Factor 9 

Exporting requires patience 

and perseverance compare 

to local market which 

provides ample 

opportunities. 

(λ=1.2900, σ=2.2580, 

α=0.8055) 

 Doing business abroad often requires a great deal of patience and 

perseverance. 

 We have all the domestic business we can handle and therefore we are not 

interested in exporting. 

 It is unnecessary to think exports, because the diverse and expanding UK 

domestic market provides us with ample marketing opportunities.  

 

0.872418 

 

-0.643119 

 

-0.642039 

 

0.90596 

 

0.88137 

 

0.81236 

Factor 10 

Barriers to exporting i.e. 

different product standards 

and socio-cultural 

differences.  

 (λ=1.0633, σ=1.5051, 

α= 0.7951) 

 Different product standards and consumer habits make UK product(s) or 

services unsuitable for exports. 

 

 

0.533242 

 

0.93279 

Note: * λ= eigenvalue, σ= % of variance explained, α= standardized Cronbach’s alpha 



  

On the contrary to the non-exporting activity, the ten factors which construct the exporting activity were (see Table 

4) 1) Selling abroad is different from selling domestically and there are fears for higher selling costs, less profits, and 

product adaptation in exporting (8.34% of variance) (risk), 2) Implications of exporting: Long time to get your money, 

there is a chance not to get paid and to lose the order, products or services should be inexpensive to compete with foreign 

ones. Without trade restrictions, Direct Investment will never take place (7.99% of variance), 3) Exporting is less 

profitable than domestic sales and does not offer increased profits (7.30% of variance) (return), 4) Need for product 

adaptation and knowledge of language and culture are required in exporting. Exporting is very difficult due to tariff and 

nontariff barriers (6.85% of variance), 5) Internal and external obstacles to exporting and no incentives (6.68% of 

variance), 6) Large potential market, integration with EU boosts exporting versus special expertise which creates extra 

problems (6.12% of variance), 7) Opportunities for profits and requirements for business abroad (6.09% of variance), 8) 

Important issues to exporting: a) participation in trade fairs, b) knowledge of national markets i.e. market methods, types 

of customers and c) interest in foreign markets and exporting (5.69% of variance) (knowledge), 9) Exporting requires 

information and expertise is far above the capabilities of a firm, and export marketing in relation to domestic market 

provides ample opportunities (5.67% of variance) (expertise), and 10) Important issue to exporting: participation in trade 

fairs (4.79% of variance). 

 

Comparing the above results with the findings of Eshghi (1992), it is obvious that our findings for the exporters, do 

not include market saturation and foreign market uncertainty variables that explain variance of non-exporters’ activity. 

However, our results include the favorable implications of exporting which explain 7.99% of variance. The risk caused 

by exporting explains 8.34% of variance, return explains 6.09% of variance, knowledge explains 5.69% of variance and 

expertise explains 5.67% of variance. Eshghi (1992) calculated market saturation with 19.7% of variance, risk and return 

with 14.3% of variance, knowledge and expertise with 6.5% of variance and foreign market uncertainty with 5.5% of 

variance.   

 

Taking into consideration both results of factor analysis (see Table 3 and Table 4), it is revealed that 11 variables of 

non-exporters do not appear in the results of exporters and 6 variables of exporters do not appear in the results of non-

exporters. Non-exporters should become more sensitive about the following six variables/ attitudes in case they want to 

become committed exporters –i.e. a) Essentially exporting is not different from selling in the domestic market, b) 

Exporting offers significant opportunities for increased profits, c) We tend to think in terms of the fundamental needs 

which those product(s) satisfy, d) We believe that lack of knowledge due to differences between countries with regard to 

for example language and culture, is an important obstacle to decision making connected with exporting, f) In a world 

without trade restrictions direct investment would never take place because exporting would always be preferred to 

foreign production, and g) If we export we will have to wait a long time for our money. 

 

TABLE 4: RESULTS OF THE PRINCIPAL COMPONENTS ANALYSIS OF 

EXPORTERS’ ACTIVITY (VARIMAX rotation) 
Factor’s description 

(statistics)* 

Dominating variables 

 

Factor 

loading 

Communality 

Estimates 

Factor 1 

Selling abroad is different 

from selling domestically.  

Fears  for higher selling 

costs, less profits, and  

product adaptation in 

exporting. 

(λ=4.5045, σ=2.5018, 

α=0.6103) 

 Essentially exporting is not different from selling in the domestic market. 

 High cost of doing business in export markets consumes any possible 

profits. 

 We fear, we are unable to afford higher selling costs involved in export 

marketing. 

 We fear, we are unable to go through product (or service) adaptation to 

engage in exporting. 

 

-0.562462 

 

0.616433 

 

0.778837 

 

0.679132 

 

0.57805 

 

0.70704 

 

0.77139 

 

0.57413 

Factor 2 

Implications of exporting: 

Long time to get your money, 

there is a chance not to get 

paid and to lose the order, 

products or services should 

be inexpensive to compete 

with foreign ones.  

Without trade restrictions, 

DI will never take place. 

(λ=2.7802, σ=2.3976, 

α=0.6063) 

 In a world without trade restrictions direct investment would never take 

place because exporting would always be preferred to foreign production. 

 Exporting is difficult because many of our products or services are more 

expensive than competing foreign (domestic) products or services. 

 If we export we will have to wait a long time for our money. 

 There is always the chance you may not get paid and an even greater 

chance that after all the time and effort the order will go somewhere else. 

 

0.590622 

 

 

0.606172 

0.775506 

 

0.748585 

 

0.45182 

 

 

0.59122 

0.72820 

 

0.70793 



  

Factor 3 

Exporting is less profitable 

than domestic sales and does 

not offer increased profits. 

(λ=2.1896, σ=2.1896,  

α=0.6346) 

 

 Exporting is less profitable than domestic sales. 

 Exporting offers significant opportunities for increased profits. 

 Regard the local market as better than export markets in term of higher 

return obtainable at lower cost and with less difficulty. 

0.707899 

 

-0.717149 

 

0.661352 

0.60127 

 

0.68260 

 

0.70192 

Factor 4 

Need for product adaptation, 

knowledge of language and 

culture are required in 

exporting. Exporting is very 

difficult due to tariff and 

nontariff barriers. 

 (λ=1.8183, σ=2.0554, 

α=0.6070) 

 

 International markets have unique technical, climactic and taste variances 

which require product modifications.  

 We believe that lack of knowledge due to differences between countries 

with regard to for example language and culture, is an important obstacle to 

decision making connected with exporting. 

 Exporting is very difficult because the most desirable markets have high 

trade barriers (tariff and nontariff barriers). 

0.589729 

 

 

0.781637 

 

 

 

0.740854 

0.62544 

 

 

0.68135 

 

 

 

0.67447  

Factor 5 

Internal and external 

obstacles to exporting and no 

incentives 

 

(λ=1.6974, σ=2.0032, 

α=0.6170) 

 Information about overseas markets is hard to come by. 

 Shipping documents, export licenses and other paperwork require too much 

time. 

 The means of transmitting information about trade missions, export 

mailing lists, overseas business reports, catalogue exhibitions and the 

content of their messages are not as effective as they should be. 

 For British firms there is no incentive for exporting. 

0.755639 

 

0.582671 

 

 

0.566074 

 

0.646349 

0.71127 

 

0.73742 

 

 

0.70945 

 

0.60513 

Factor 6 

Large potential market, 

integration with EU boosts 

exporting vs special expertise 

means extra problems  

 (λ=1.5906, σ=1.8354 

 α= 0.6194) 

 There is a large potential market for our product(s) or services in foreign 

countries. 

 The integration of Britain with Western European markets gives a 

doubtless boost to the firms to export to. 

 Exporting means extra problems because we must employ people with 

special expertise. 

 

0.613429 

 

0.733534 

 

0.616289 

 

0.65536 

 

0.65268 

 

0.66940 

Factor 7 

Opportunities for profits and 

requirements for business 

abroad 

 (λ=1.4646, σ=1.8263, 

α=0.6207) 

 

 Due to opportunities for profits, entrepreneurs are supposed to be ready to 

accept higher levels of risk and uncertainty than ordinary persons. 

 Doing business abroad often requires a great deal of patience and 

perseverance. 

 

0.801893 

 

0.681870 

 

 

0.71663 

 

0.70157 

Factor 8 

Important issues to 

exporting: participation in  

trade fairs, knowledge of 

national markets i.e. market 

methods, types of customers 

and interest in foreign 

markets and exporting.  

(λ=1.2975, σ=1.7078, 

α=0.6370) 

 Long term commercial success in fact depends on achieving sales volumes 

at least equal to those of the Japanese and employing equally sophisticated 

low cost production methods. 

 We have all the domestic business we can handle and therefore we are not 

interested in exporting. 

 If you adopt the point of view that you are an international company, 

nothing is foreign or alien or abroad – the world is your market and you 

must learn to deal in a larger market place and be an economic and social 

part of it. 

 

0.628647 

 

 

-0.566615 

 

 

0.739510 

 

0.72185 

 

 

0.55921 

 

 

0.62265 

 

Factor 9 

Exporting requires 

information and expertise far 

above capabilities of firm,  

compared to domestic 

market which provides 

ample opportunities 

 (λ=1.2841 σ=1.7003, 

α=0.6187) 

 Exporting requires a level of information and expertise far above the 

capabilities of our managerial staff. 

 We tend to think in terms of our product offering rather than in terms of the 

fundamental needs which those product(s) satisfy. 

 It is unnecessary to think exports, because the diverse and expanding UK 

domestic market provides us with ample marketing opportunities. 

 

0.545340 

 

 

0.697243 

 

0.586654 

 

0.69464 

 

 

0.62213 

 

0.56155 

Factor 10 

Important issue to  

exporting: participation in  

trade fairs 

 (λ=1.1200, σ=1.4359, 

α=0.6319) 

 Participation in a trade fair is a good way to start or to expand an export 

market. 

 

 

0.756534 

 

 

0.63562 

 

Note: * λ = eigenvalue, σ = % of variance explained, α= standardized Cronbach’s alpha 



  

 

TOWARDS AN ATTITUDINAL SWOT MODEL OF THE MANAGEMENT BEHAVIOR 

OF UK ENTREPRENEURS 
Bearing in mind the empirical findings presented above, a competitive model of the management behavior of UK 

exporters is proposed and it includes four broad components as they are discussed in SWOT. Firstly the strengths within 

the exporting firm, secondly the so called “weaknesses” for exporting firms which are not applicable, thirdly the 

opportunities from the environment and fourthly the so called “threats” from the environment which are not applicable. 

Both Table 5 and Figure 3 below, propose a competitive attitudinal model for potential exporters. This model indicates 

the significant differences of the attitudes of exporters versus non-exporters which in the long run should be adopted by 

both non-exporters and new exporters if they wish to become established exporters. 

 

 

TABLE 5: ATTITUDINAL MODEL AND ITS STATISTICALLY SIGNIFICANT 

DIFFERENCES* 

 
Statements Stages of 

Attitudinal 

Model 

SWOT ANALYSIS FOR AN 

EXPORTING FIRM 

1. NECESSARY NEEDS FOR  A FIRM TOWARDS EXPORTING 

ACTIVITIES 

  

1.1. Exporting requires a level of information and expertise far above the 

capabilities of our managerial staff. 
2

nd
  Stage 

Weakness 

The so called “weaknesses” for 

exporting firm 

1.2. We believe that our firm lacks sufficient managerial skill and 

financial resources to support a lengthy learning and start-up 

exporting programs. 

 

1
st
  Stage 

Strength 

Strengths within the exporting firm 

2. OBSTACLES THAT FIRMS FACE WHILE ENGAGING IN 

EXPORT ACTIVITIES 

  

2.1. It costs too much money to get started in exporting. 2
nd

 Stage 

Weakness 

The so called “weaknesses” for 

exporting firm  

2.2. We fear, we are unable to go through product (or service) adaptation 

to engage in exporting. 

 

1
st
 Stage 

Strength 

Strengths within the exporting firm 

2.3. Shipping documents, export licenses and other paperwork require too 

much time. 

 

1
st
 Stage 

Strength 

Strengths within the exporting firm 

2.4. We fear, we are unable to afford higher selling costs involved in 

export marketing. 

 

1
st
 Stage 

Strength 

Strengths within the exporting firm 

2.5. Exporting means extra problems because we must employ people 

with special expertise. 

 

2
nd

 Stage 

Weakness 

The so called “weaknesses” for 

exporting firm  

2.6. Different product standards and consumer habits make UK product(s) 

or services unsuitable for exports. 

 

4
th

 Stage 

Threat 

The so called “threats” from the 

environment  

2.7. High cost of doing business in export markets consumes any possible 

profits. 

 

2
nd

 Stage 

Weakness 

The so called “weaknesses” for 

exporting firm  

2.8. Regard the local market as better than export markets in term of 

higher return obtainable at lower cost and with less difficulty. 

 

4
th

 Stage 

Threat 

The so called “threats” from the 

environment  

2.9. There is always the chance you may not get paid and an even greater 

chance that after all the time and effort the order will go somewhere else. 

 

2
nd

 Stage 

Weakness 

The so called “weaknesses” for 

exporting firm 



  

Statements Stages of 

Attitudinal 

Model 

SWOT ANALYSIS FOR AN 

EXPORTING FIRM 

3. LOCAL MARKET’S AND FOREIGN MARKETS’ FACTORS 

WHICH DETERMINE FUTURE OPPORTUNITIES IN 

EXPORTING 

  

3.1. It is unnecessary to think exports, because the diverse and expanding 

UK domestic market provides us with ample marketing opportunities. 
3

rd
 Stage 

Opportunity 

Opportunities from the environment 

3.2. We have all the domestic business we can handle and therefore we are 

not interested in exporting. 
1

st
 Stage 

Strength 

Strengths within the exporting firm 

3.3. Export markets offer the opportunity to extend production runs and 

thus maximize profits. 
3

rd
 Stage 

Opportunity 

Opportunities from the environment 

3.4. Exporting offers significant opportunities for increased profits. 3
rd

 Stage 

Opportunity 

Opportunities from the environment 

3.5. There is a large potential market for our product(s) or services in 

foreign countries. 
3

rd
 Stage 

Opportunity 

Opportunities from the environment 

3.6. Exporting offers an opportunity to stabilize domestic sales cycles. 3
rd

 Stage 

Opportunity 

Opportunities from the environment 

*Source: From Table 1 

 

 

FIGURE 3: COMPETITIVE ATTITUDINAL MODEL - FOUR COMPONENTS WHICH 

LEAD TO ESTABLISHED EXPORTERS 

 
First Component: Strengths within the exporting firm 

 Our firm has sufficient managerial skill and financial resources to support exporting programs 

 Our firm is able to go though product or service adaptation to engage in exporting 

 Our firm is interested in domestic business and in exporting 

 Our firm is able to afford higher selling costs involved in export marketing 

 The time consumed for shipping documents, export licenses and other paperwork is reasonable 

Second Component: The so called “weaknesses for exporting firm which are not applicable 

 Level of information and expertise are far above the capabilities of our managerial staff 

 It costs too much money to get started in exporting 

 High cost of doing business in export markets consumes any possible profits 

 There are extra problems because we must employ people with special expertise 

 There is the chance of not getting paid, and after all time and effort the order will go somewhere else  

Third Component: Opportunities from the environment 

 Exporting offers significant opportunities for increased profits 

 There is large potential market for our product(s) or services in foreign countries 

 Export markets offer opportunities to extend production runs and thus maximize profits 

 Exporting offers an opportunity to stabilize domestic sales cycles 

 It is necessary to think exports even if the diverse and expanding UK domestic market provides you with ample 

marketing opportunities 

Fourth Component: The so called “threats” from the environment which are not applicable 

 Regard local market as better than export markets in term of higher return obtainable at lower cost and with less 

difficulty 

 Different product standards and consumer habits make UK product(s) or services unsuitable for exports 
 

 

 

 

 



  

CONCLUSIONS: IMPLICATIONS FOR NON-EXPORTERS AND NEW EXPORTERS 

 
The suggested COMPETITIVE attitudinal model gives some fundamental reasonings both non-exporters and new 

exporters to eventually become established exporters. The validity of this conceptual model can be strengthened if it is 

tested with new samples of firms. If a replication of this study is applied in samples of non-exporters and exporters in 

UK, USA and Japan it is possible to create a global attitudinal model. A major implication of this analysis of data is that 

the managers of non-exporters and new exporters should be educated in various exporting programs introduced by 

governmental authorities or other institutions, in an effort to change their management attitudes towards exporting. The 

findings suggest that there are four components including behavioral factors which are needed to be modified, so that 

non-exporters and new exporters have a successful exporting path and become established exporters. The key four 

components are: the strengths within the UK exporting firm, the weaknesses for UK exporting firm, the opportunity from 

the environment for UK exporters, and the threats from the environment  for UK exporters.  It is important to note that 

the present analysis brought into light seventeen attitudes of top management of UK firms indicating the significant 

differences between non-exporters and exporters.  

 

In summary, the management of UK non-exporters and new exporters should understand the significance of a 

number of behavioral issues which they should implement or adopt in their effort to be successful in exporting activities. 

Such behavioral issues include:  a) First component: Our firm has sufficient managerial skill and financial resources to 

support exporting programs; our firm is able to go through product or service adaptation to engage in exporting; our firm 

is interested in domestic business and in exporting; our firm is able to afford higher selling costs involved in export 

marketing; the time consumed for shipping documents, export licenses and other paperwork is reasonable; 

b) Second component: The level of information and expertise  required by exporting activity should not be far above the 

capabilities of their managerial staff; it does not cost too much money to get started in exporting; possible profits are not 

absorbed by high cost of doing business in export markets; the employment of people with special expertise does not 

mean extra problems; the pessimistic view in exporting that there is a possibility of failing to get paid or the chance that 

regardless of your efforts to promote an export it may taken away by a competitor does not always apply.  

c) Third component: Exporting offers significant opportunities for increased profits;  because there is potential market 

for our product(s) or services in foreign countries; export markets offer opportunities to extend production runs and thus 

maximize profits; exporting offers an opportunity to stabilize domestic sales cycles; exports are important  even if 

conditions in UK domestic market provide ample marketing opportunities; 

d) Fourth component: Regard local market same as export markets in term of higher return obtainable at lower cost and 

with less difficulty; different product standards and consumer habits do not make UK product(s) or services unsuitable 

for exports. 

 

It is important to note that the seventeen attitudes of top management which the proposed competitive attitudinal 

model includes, are to a certain degree statistically significant differences between UK non-exporters and exporters 

(three attitudes are very close to be statistically significant differences, while the rest fourteen attitudes are statistically 

significant differences). 

 

The findings of this survey have some similarity with the findings of Barrett and Wilkison (1986) that a group of 

statements focus on various exporting problems reflecting some consideration or experience of exporting. 

 

LIMITATIONS AND SUGGESTIONS FOR FUTURE RESEARCH 

The findings of this research should be treated with caution due to the fact that different industrial sectors have 

different problems, needs and structures. All these factors may create different variances of attitudes among the 

management of firms. In order to resolve this problem it is important in future research to test the hypothesis whether 

each attitude related to exporting has the same variance in different industrial sectors. Another limitation to this research 

is the hypothesis that each attitude has the same influence on the exporting behavior of firms. It seems very possible the 

seventeen attitudes which are included in the model to have different impact or influence on exporting behavior. Thus, in 

future research each attitude should be weighted accordingly. A regression line could give a solution to this problem. 

Furthermore, the sample size of the current survey was small. In order to increase the number of clusters of firms for 

segmentation of non-exporters, exporters, new exporters, committed exporters, and non-committed exporters, the size of 

sample should include at least 300 respondent firms. 

 



  

A replication of this research is inevitably needed to reinforce the theoretical competitive attitudinal model which is 

suggested above. Only empirical evidence in successive periods of time (longitudinal study) could test the stability of 

this model or lead to a new model. Similar research could be performed in developed countries such as USA, Japan, 

Germany, and UK which govern the international trade arena. The outcome of these surveys could eventually lead to a 

sustainable global competitive attitudinal model. 
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