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ABSTRACT

This study is to explore the ways to increase the export performance of start-up companies, as
opportunities are rising along with more companies entering the global market. Thus the study
analyzed the factors affecting export performance of the start-up company by mainly looking at
the international marketing capabilities of enterprises type of marketing strategy and internal en-
vironmental capabilities. The following were derived as factors for marketing 4P strategy: in-
novation of product, flexibility of export price, differentiation of distribution channels, diversity of
promotional activities, and positive-ness of promotion. For internal capabilities of enterprises, in-
novation of CEO, initiative of CEO, risk susceptibility of CEO, information power of export mar-
ket, and information power of competitor were derived as factors. Two types of performances
were considered for export performance, financial and non-financial. Among innovation of prod-
uct and risk susceptibility of CEO the non-financial performance of export performance, and only
differentiation of distribution channels of marketing 4p strategy the financial performance. It
showed that since performance was different depending on the entrepreneurship of the CEO, on-
ly innovative products differentiated from small and medium enterprises. risk susceptibility of
CEO increased export outlook by corporate acknowledgment and image, creation of potential cus-
tomers, and financial performance affected only differentiation in distribution channel rather than
entrepreneurial spirit, information power, or organizational flexibility because of short business ca-
reer and insufficient period enough to gain trust. Therefore, start-up companies need to improve
their non-financial export performance by increasing innovation of product and risk susceptibility
of the CEO. The companies need to widen the differentiation of distribution channels in the fi-
nancial export performance.

Key words: export outcomes(+%7J #), global marketing(=A "} ®), internal capability(Hl < &),
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Bol Yeh A A FHY e 5% v drjeke] 22%% Uehldth SuAke] S4L 3

Rro] 504%= 7h w=okow, 5% ~10% vlwel 1A} AGRel 681%=2 M wkA #AF

44.2%. 1078 o1%¢<] 6.3%E e ek A w2l 52 "4l 191%, A%H olsl7t 128%E W

Ao1M = 109 Wb 1ol 536%= 7MY B WAtk A% 407t 47.4% % 718 =%em 20

B 1091~209] W] 147%, 2021~309 ¥l th~30Th7} 39%, S0Th ol4el 12.6%% Jetsktt

wo] 53%, 309 °|4o] 95%% ehhsith
EE, AU FEUFS 1~10%7 P B 2 B QoleA
*kow, 21~30%7t 315%, 11~20%7t 25%.

N S0 BYEE =X 98 & 4458
31%~50%7F 99% Uit FEAgo s MEEel B gat] Hsh T 4wl
2 AW o

T30l 46.7%% 7V wkow, Aol 21.7%, "

(Table 1> Specimen characteristics

section N % section N %
under 1 14 14.7 under 10 56 53.6
establishment 1-3 39 41.1 10-20 23 14.7
period 3-5 38 | 400 a“(“];ilioiles 20-30 5 5.3
(vear) 5-7 4 42 above30 9 95
total 95 100 total 95 100
Textiles& Fashion 25 26.3 1~10% 31 33.6

Component material 6 6.3 11~20% 23 25
Life goods 17 17.9 exports to 21~30% 29 315

food 14 14.7 exports 31~40% 6 6.5

sectors IT Products 11 11.6 41~50% 3 3.4
Design products 13 13.7 total 92 100
Informatlgn gnd 6 6.3 eu 12 131

communication

Cultural goods 3 3.2 us 17 18.5
total % | 100 | cxportaea china 43 | 467
be 60 67.4 japan 20 21.7

patent none 29 32.6 total 92 100
total 89 93.7 underl 41 44.5
1 14 14.7 1~2 24 26.1
number of 2-5 33 35.7 years of export 3~4 16 174
regular 5-10 42 44.2 experience 5~6 9 9.8
employees above 10 6 6.3 6~7 2 2.2
total 95 100 total 92 100
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4 F QHE @ 1E) R F 7 2o Do} 63801402 BA vegeh

o BEFS FHOB 24 FAAY 4Pl AFHA A L0
4 Q0% A3 (Table D3 AF) BUHOR ey, /H4BA Aol A
ol f2oldo® UEger & £37b9 %94 #5RY AYINE E

{Table 2> Factor analysis of international marketing 4P and firm internal competence

factor factor | eigen variance cronbach’s a
loadings | value | explained %
global Marketing 4P
factorl: product innovativeness
differentiated quality 819 769
product strategy r&d capability 780 2.36 59.09 ’
new product development 742
reflects the needs of consumers 731
factor2: flexibility of export price
price strategy competitiveness of local price 870 1.68 36.74 638
important of local price response 832
factor3: differentiated distribution channel
place strategy minimisation of distribution channel 855
differentiation the condition of sale 837 LIS 3.18 623
factorl: diversity of promotion
participation of promotion activity 902 2.05 39.82 769
. diversity of promotion activity 899
promotion RO .
factor2: initiative of promotion
strategy .
advertisement expenses 855
. . 1.57 32.64 741
marketing communication 822
initiative of overseas promotion 754
internal competence on Firm
factorl. CEQ’s innovativeness
R&D technological innovation 802 980 3101 701
sustainable technological innovation 910 : :
innovativeness of export idea 624
factor2. CEQ’s progressive spirit
entrepreneurship confrontational power of 883 | 2.09 24.02 735
environment change
a progressive spirit and variability 860
factor3. CEQO’s risk sensitivity
adyance of high risk market 880 119 2101 877
aggression of new export environment 897
initiative of high profit project 889
factorl :information strength of export market
knowledge of export information 901 191 34.89 760
market Sustainability of export control 881
. factor2:competitor of information strength
sensitivity . . .
price correspondence of competitor 739 148 983 640
threat correspondence of competitor 791 : : '
Advanced Information of competitor 752
organizational factorl: flexibility of organization . .
structure flexibility of organization environment 935 single-item measurement
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AEAE Zolg B7 $13
S (TukeyHSD) & A A135}%1

= AAE AN 2
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G F FE717e

FAXM(F=2670, p=037), FEAZ AHA(F
=3535, p=.010)°] %98 to]7} YEron, &
EAANME BESF] HFA(F=3737. p=014),
$E7F AFINE AEBF AFA(F=3252,

p=.010)°]

o zol7h vestth 7199 Wi

el HTAYA HA(F=253, p=016)
I+ 98 A (F 6.210, p=.000) Tro] =}ol&
etk FEA QAL FARAY P e
nEg5o A4 (F=3737, p=.014) atol &
Jepg o, %@@ A5l HE FATAY 4P
A BEEFY SA(F=3252, p=.010)3
e
(P=3.161, p=011)%e] tol7} vyehgtet,

1) FARAE 4P dFA) Hol A

FARAEY P el AR AelAs
(Table D3 o] 31~40%°] FEW% 78]
21~30%°) #EVFNYRTG ERow, FEBR

Al M=

1~10

£
50%°]

%)

s 4 )
A3

A2k
FZ719°] 31~40%.

(Table 5)¢F 7ol 31~40%°] 714
FEHF YR =4 ves
FZu|Fo A 4]~
1~10%<] 714 =}

r—‘ﬂ4

A e, AN E (Table 6)9} 7]
nFEA el FHAANG B ushgom, 5%

(Table 3) enterprise ability difference of Firm Characteristics

section

relative

importance of

exporting area

the number of
years's export

export experience
F P F P IF p
product product innovativeness 576 680 363 780 1.989 .088
price flexibility of export price 2.670* .037 054 983 1.292 275
global ; ; .
marketing | place differentiated distribution | g gagus | 010 | 1858 | 143 | 1368 | 244
AP channel
) diversity of promotion 1.439 228 2111 105 1.825 116
promotion — -
initiative of promotion 4.409%* .003 3.737* 014 3.252%* .010
CEO’s innovativeness 2.537* .046 1.345 265 1.457 212
entrepre- ; ; .
. CEQ’s progressive spirit 1.663 .166 562 642 1.101 .366
neurship
internal CEOQ’s risk sensitivity 6.210%** | 000 1.731 166 3.161* 011
competence information strength of export
: 2.059 093 184 907 706 621
on Firm market market
sensitivity i f inf i
competitor of information 1585 | 186 | 654 | 583 | 1379 | 240
strength

#pX.05, FFpK.01, *#* pC.000
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{Table 4> posteriori tests for Pricing Strategy

section N M
1~10% 31 3.59a/b
o 11~20% 23 3.67a/b
relative ;?Ifoclrttance of 91~30% 29 38%h
31~40% 6 391a
total 91
a boad PukeyHSD test result
Table 5> posteriori tests for Place Strategy
section N M
1~10% 31 3.26b
o 11~20% 23 3.63a/b
relative ;zqsoorrttance of 91~30% 29 3.63/b
31~40% 6 4.0a
total 91
a boad PukeyHSD test result
<Table 6> posteriori tests for Promotion Strategy
section N M
1~10% 31 3.2°
11~20% 23 3.76%0¢
relative importance of 21~30% 29 3.68%°7
export 31~40% 6 3.8
41~50% 3 4117
total 272
eu 12 3.5
us 17 3.94%
exporting area chian 43 3.44°
japan 20 3.71#°
total 92
within lyear 36 3.37°
withinl ~2year 24 3.63*°
. within 3~4year 16 3.91%°
thz;;‘gﬁbip‘fﬂ;fiss within 5~ 6year 9 355
none 2 3.5%°
above 7year 5 4.13%
total 93

& b9/ TukeyHSD test result
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o] 71990l 1~10%°] 7192t =A Yetgor,
Hu7ggae] 98 FAdE (Table 8)3 o] A
AH] &R 5] 41~50%710] 31~40%719
F 1~10%9 7192 =4 Jebdth $E4 3
Aol is BE FEFAA zto] 7} etk

4. OFAE MEfRdat daetel BAEN

A4l mAEAY 83 dnele] BAS o

{Table 7> posteriori tests for CEQ’s innovativeness

gression) ¥41-& &3tk 7]
Eul

D v AR wA R Aol e
EEEE
gAY A3} AARZY Fgkol BAHO
FOI8 veht IR Al AZHY
x

il

il
£,

ir o © o

o (F=807.103, p<000, R*=.991) w}AH 4P
3} QR BE MATH o] §F

nAE Aog yrigth uE 4P Ak A

section N M
1~10% 31 3.24°
11~20% 23 3.85%"
relative importance of 21~30% 29 3.89""
export 31~40% 6 4.12°
41~50% 3 3.58%°
total 92
a boad PukeyHSD test result
{Table 8> posteriori tests for CEQ’s risk sensitivity
T N M
1~10% 31 3.2¢
11~20% 23 3.76207
relative importance of 21~30% 29 3.687
export 31~40% 6 3.8”
41~50% 3 4.11%
total 92

& b 8> TukeyHSD test result
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AEe 94174 (b=.280, p=.023)°] FFS VA= o] 918 #4A(b=.247, p=001)°] JFE 1
Ao Uegon WY GFAHE H1RY  AE 20 vekeKTable 9).
{Table 9> relationship between marketing strategic types and non-financial performance
unstandardized |standardized
research model coefficient coefficient T P Ve F
B SI B
product innovativeness 244 106 280 2.314%* 023
global flexibility of export price =071 .089 -.079 =798 427
Marketing idifferentiated distribution channel| .001 094 .001 .008 993
P diversity of promotion 086 | 084 089 1.023 | .309
initiative of promotion 169 .090 185 1.877 064
CEO's innovativeness -.008 .098 -.009 -.077 939
CEO’s progressive spirit 055 | 071 065 766 | 446 | 991 |807.103%
) CEO’s risk sensitivity 225 .065 247 3.468** .001
internal
competence information strength of export 188 097 200 1941 056
on Firm market
competitor of information 043 102 - 048 - 498 670
strength
flexibility of organization .066 078 075 852 397
*£X.05, **pC.001, ***p< 000
{Table 10> relationship between marketing strategic types and financial performance
unstandardized |standardized
research model coefficient coefficient T P Vo F
B S B
product innovativeness 104 105 109 995 323
global flexibility of export price 055 .088 .055 618 538
Marketing :idifferentiated distribution channel| .226 093 228 2.425% 017
P diversity of promotion -115 | 083 -109 -1.378 | 172
initiative of promotion 012 .089 012 131 896
CEO’s innovativeness .047 .097 .051 483 .631
CEO’s progressive spirit 098 | 071 106 1389 | .168 | 998 | 638.382%
) CEO’s risk sensitivity 123 .064 123 1.903 .060
internal
competence information strength of export 116 096 113 1912 299
on Firm market
competitor of information 179 101 181 1775 079
strength
flexibility of organization 131 077 135 1.695 094

*£X.05, **p<.000
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