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ABSTRACT

This article aims to review literature and present a conceptual framework of the development
concept of competitiveness marketing strategies of export Thai fresh longan, and framework was
developed base on Nobuaki Namiki’ concept. From the literature reviews about relationship of variables
it can see that, competitiveness marketing strategies has direct relationship between export performance
and technological innovation while technological innovation has direct relationship with export
performance. The expected results from this study may exporter set up competitiveness marketing
harmonize with context of Thailand.

Keyword: Competitiveness marketing strategies, Export, Fresh Longan
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wiansswssfanuigitestuanyldsonln
MIu 969t Porter (1990) ldnsnafisanuldilssuniy
wianysuliesit anwldseulumsudstui onnsas
UaEANNE I UL ASHUNTZUAIRN LN AT U anTTa
vwianssvaianalaiToulasmaiutslanmams
msamelrinselasmsusmslusuamenand uuostaa
o Golumsdnfinsuszozananusunyaluwnsle
wianysuinaluladaesfianisazinlgsduuy
ANAENAN IO MNIUT T UVBIAINT UAEAINAENANTAT
gailgnanawndanasilnluazmaliunszniuns
naalutrerzaznafiaudsznaeiuaiesdiolums
W297% (Sen & Egelhoff, 2000) wianTINMILNAlUlad e
dusskusznauiidanudidninndueslamasaiuas
ANUEINTD IUMILLIT Y TamATaiuarnsua s uszau
WA J90TUNT WRusnds ialuladnanoidn
gudnasinimamadifivnuanmssiaanvasiamslu
aaaTzaulan (Basile, 2001; Cassiman & Golovko, 2011;
Gima, Gorg, & Hanley, 2008; Guan & Ma, 2003; Basile,
2001;J. Guan and N. Ma, 2003;Girma et al., 2008; Cassiman
and Golovko, 2011) Adler & Shenbar (1990) 1@ l#rwua
PauEATasAMIEINIaveswI anTsIMmna lulad e sl 1)
enuauTsnIasMINanNa s il il uinawela
2890819 2) mwmmsnmiﬂi:qnﬂ‘fﬁmm:awaa
maluladmsnfadualng 3) ANNENININVBIN TN
uazmILiudysnfansilnduszinaluladmandaluns
f9nuNInalaluauag waz 4) ANNEINITAVEINS
AOURLDIG aﬁldﬁ"l,&im@ﬁ@ﬁl,ﬁm'm@; WU IT % VU
M3IAN VY Guan & Ma (2003) ez Adler & Shenbar
(1990) fignwiAgnnuenussamanaluladfnfdens
mysfinnuannnisssean lagddalumyianesoas
fuasit 1) anwsansalumss B3 (leaming  capability)
duanusansnlunsszy U5uas nalddsslomiann
mmj’tmjﬁl fadrIumItrauanudnIavesfiams
Tumsutist 2) anuaNTn M BUaTWAW (R&D
capability) Fsfiamsiununaluladlud 9 Swmann
uazi g g nIwanFuniwe Mdwnaluladln 3)
ANNENNTDIUNIHE R (manufacturing  capability) G‘I? 3
winpfisemnuaansolunsiuasunansis suszwann 'l

Myasnsdnsadelvd TN 14 adui 1 Weuunsiau - Tquieu 2559



6 | unAnadvnng

D

=

S INAAS U N LA EUDIRNA BINIVDIANAANT L
ANSTRIVALASHINITONAA LA bUIIATNITHA A 4)
AMUENTONIMIAANA (marketing capabilty) #3750
AU SN LA MU WA AR BT WAL
whlluaudainsvasgndfagduuazgndiluswaa
5) ANMNRANIOVBIDIANT (organizational capability) 5113
ewmansalwmsdsznaulassaiasdnsliadu Usau
msﬁ’muﬁ%m@maaﬁﬁmﬁwmylﬁfmﬂszmﬁs”mﬁ'u Az
fimadiaanadmasnszuunmwianysuruanondlng
v’ﬁfugww,ﬁ agIMINALATIMT 6) anuaInTalumsls
UrzlomiannnIwens (resources  exploiing  capability)
awaanInlumIauniwgnsesfianauazme lug
walulad NIWenIILE WRSYISWENNIIIMITR uAz 7)
AMUFNIIANMNAYNT (strategic  capabiity) 1T
mmmmmlumsﬂ%’ugﬂLLummmwm@m"uaaﬂauqﬂﬁﬁ
wanzawludswnasounia suudssdmsuanuwaaln
APWLAR DN ST
FarnaziinlditnsAnsauianssunig
walulad Fvouwalumsansnnirsussdnmsdneln
Aaoda lwnTIaanusuITaw anTIumamalulad
wandnueanil dszneunumalduSunvaswianssy
manaluladlumsssaensloaavasinuiugaulng i
NN IRAINBIRIBINUALA TS eatiumsisnln
asstazanwuianssumamealuladluvaviwaves 1)

ﬂ’]']&lﬁ"]&ﬂiﬂl%ﬂ’ﬁﬂﬁ@l LAT 2) AMNURINIINNNMIANG

UIAARANITA NI INNITEIB N

A uE1alun1TuINIITANITTBINANNT
eﬁwLﬁmmﬁq‘sﬁ'«aLﬂu?aﬁﬂﬂﬂgﬁ'@Lamlwmmmumsﬁ
r’imu@%w,ﬁ'mﬁ'm]”amualunwﬂ%‘uﬁ?aﬂszﬁﬂ%mw
ﬂ’%mmﬁLﬁ'm‘fwaams?a‘i’ﬂumiﬂyuﬁﬁamma:ms
wWasuulasasdnsiuwdsduduaruaulalunanis
duduiunaddng n13dTuaa uaznIegIan Han13
ﬁ%ﬁummﬂmmﬁ@ﬁﬁﬁﬂ”tylumiai'@mﬂ%maqﬂfﬁfia
anungnNlumIriianudlaanusudauuasniy
Sanamiguiinenaziigataslunsulasumidans
Sanamysuinnuliaaniniduia i anamsdfings
(Venkatraman & Ramanujam, 1986) NIELIBMTIANANT
FuiunupasiamIgsimInniiss3 s manleSanams
duiinenn 31aasltaslalunsiauas§55n15TaR
waiuagngly Samysanadiivnulasawesiams
sxdasliiasasiio (Myia,nasia) fAadaiuig

o
o o

NWNIRNA (Ford & Schellenberg, 1982; Styles, 1998)
ﬁfﬂ?ﬁ?’ﬂﬂ’ﬁﬁ'@mﬂ%dﬂaqﬂﬂﬁﬁummifﬂwams
éﬁLﬁummmgiﬁﬂ@ﬂl%gﬂLL‘uuﬁﬁmﬂ%mmlaammﬂm
wwdansTanansaniuewlind uia g ananis
duiinen Tapdanudeindsnsidussuulddouw
mdmﬁ”@]ﬁLLmMaJ"?fﬁJ:"hJg&ﬂml,ﬂml,l,mﬁﬂ@”andnlﬁ 1w
@"’g%ﬁ’@ﬁmﬁaﬂqu (Venkatraman & Ramanujam, 1986)
FIMTUNTIONANITE U AU UIINANTRIBEN
Aaby and Siater diaualuiaamsamadnagnivana
mMIdLiineuannsssaanlui 1989 Fadaunlu 1
Cavusgil and Zou wuansauwmaannislumseasung
ANNFNWUETErIT R el Jaduaeuan nagns
MU IT WA ONTHIBDN UAZHAMIANRUITHIINMT
§488N (Zou & Stan, 1998)(Shaoming Zou and Simona
Stan, 1998) WiaglsAMUMIIAVBINANTALTRWIY
vosgnadsnanlumdnwudlzandlull 1004 va9
Cavusgil & Zou léfmsanifissvasindsuludatsans
MIaNHIUU  MIFIBEN INNMIANBIVEI Shaoming
Zou and Simona Stan (1998) la il alauauuemM ANl
UNAAF BINAUALATIRTNNAMIF AU UM IR IDBN A
fanutaan o aWﬁmmaugnﬁmnifumﬁ@immU
LLdywaamami@‘mﬁumwﬁda:mﬂlﬁmsﬂmﬁufuﬁfu
Toglawzanusingad auazANNDNdasvadlaTIainamy
AANEMIAUAWING  ANURINARLVBINANITA U
MIF WA U3 AN MwueInsIuELNa
ynimInmasieaniduladvddyrasnamduinnm
ggsfamsluaaaeninysananasidsslomiaanams
FUAnNUAIUMTIU ANNEIR T LANAIA I ININE
mMIFRnemi goﬁ’uwami@mﬁumuﬁ@‘mun’ﬁdoaaﬂ
nnduegndivieny  madeulsdlusienaldise
lunfanmsiuazuiny snniranwldiToudunuuaz
enmssunuiiE U3 T A BN e uana
fundga anususalumsug siui lilgsanlums
g90an m3anmitwuin anwldiusoulumsus s ud
ﬂawwL%awIﬂaIﬂﬂ@savlﬂﬂ'awamw‘imﬁmmﬁgﬂuu’%mi
LLamﬁ@ﬂ”mﬁuwnﬂi1ﬂ31u§1ﬂ°ty,LLuuLmﬁl,‘fluﬁunuuaz
e wingfvesasnadisalumssiean (Ling-yee &
Ogunmokun, 2001; Morgan, Katsikeas, & Vorhies, 2012)
namIginauanmsgseantdualulsany
Tuluiaauazidunaawsanianssuvedfansiuaana
f988n INMIANBLTIUTeInEVa9 Shaoming Zou and
Simona Stan (1998) VL@TaEﬂ@”a%a”@waﬂ’m‘hLﬁummﬂﬂ

Nyasnsdensadelva TN 14 adud 1 Weuunsia - Tquieu 2559



UnANUITINIG | 7

M3a9aNTHEUNSLL 10 BUALVDINTENTNIAAA
daudd 1087 A9 0 1997 lag'ldsuunnissanans
Fuininwannsssaanaanidu 3 Uszian Aa 1) M3
SanaN19MIIn (financial) 2) MmyTanai Wlgmens
\3% (non-financial) L&z 3) NIIIAAIEIS € (composite
scales) lufiazefunoiuduanzludan 1 uae 2
iosnludan 3 ﬁmiﬁnmagﬁaﬂmﬂ luudazdfvas
MyiaRamMIdLininwIINMssseaniuinsanunis
snialuudac e

1. MIVIANANIINTILH (Financial measures)
Dumysanamseifinmnmdlsunm 4oduismysans
mysfinnuiiesduwdefifudniAadwassdmiums
WWulavessaauns anusiuTabunsvindals Pohn
Dawes, 1999) Us2naududaTasil 1.1) mysazaaue
(sales measures) 1.2) mMyiannls (profit  measures)
1.3) mySamaiiula (growth measures) G9In1yIanaMS
duiiniuludaissnsdmsdnmodrsdaiiias asigu
mIAnwVed Nigel F. Piercy et. al. (1998) , Preet S. Aulakh
et. al. (2000) LLaz Leonidas C. Leonidou et. al. (2011)

2. myiauailaildnienisidn (Nonfinancial
measures) N33 ANANIIALAUINUVBIAINTIULT S
Qmmwvlﬁ%"umﬂ“ﬁazmﬂfwmwﬂumﬁﬁluﬂﬁajdLﬁu
amauaz g oI My anamsaniunuuesians lwds
qmmwm%au‘[mvl,ﬂﬂ'onm“'@waﬂ’ﬁ@‘imﬁmwmmﬁams
MITANANTIEUARNUTI N (subjective) 1T un3le
Anangfsnzununanmsafinswsasionisi launls
eI andassaud BUAUEUITY LT “Ubann’ 1
Uh4 “Gun” nIe “ﬁ@‘%ﬂqﬂ" Tuaudls “ﬁgaﬁq@" lasns
Wisusunugust pdlsAanuAEmsauuuid
ﬁaﬁwn”wﬁammml,%aﬁamaaawu?ﬁyﬁuagﬁunm
ﬂﬁ]ﬁ;ﬁuﬁwm%ﬂmﬁwﬁ'ﬂ@;LLﬂd%”%ﬁfqﬁaLﬂumw
Wideflevesitmyia udegslsianusnwmerialives
mﬁ’«i’mﬁmﬁuwaﬂimmmm‘saéuﬁu@maﬁﬁﬁamams
Fuiunuuesiamsamsinendamsinesiosnialy
Lﬁmn”u?%mﬁm”ﬁaqmmwmaawami@‘hl,ﬁmmﬁ (Juan
wilsena (Dawes, 1999; WALL, et al., 2004) lafiiGmIIa
98t 2.1) MITUT9AUENTA (perceived success) 2.2)
anuRiwala (satisfaction) 2.3) NIuTIRLTMINY (goal
achievement) %dﬂ’ﬁ?ﬁﬂwﬂmad Robertson & K (2000) o
ANBNDNIANUTFNAN BT ITHINIHANTAUAWIUINNNNT
f9pannuANUIRaaAfaIvaInayns lasdnwangna

gepaniulrsneinGuaud LEAGMITaNamIaLinI
i  massaani lilgnsianananisiis (non-financial)
lagliingualumadanlinisiana asnaada 1) ians
e nnesdaE e WA nusumSuuss i
Talumavnsumsduld 2) sunmssulilaimsdawesde
RTITY @TﬂfuﬁaLﬂuvlﬂvlsjvlﬁﬁ%mnaaummgﬂéfad
PITILIBHANTAAUINUNINITIIU waT 3) w30
iagamamu’ﬁuﬁ"lﬁ%’m:gﬂﬁaaﬁﬁm:mmmmiﬁmm
Tapdfasanansaninendlilsnesnisinlasd
5 Tae i 1) ANTULIINIFI08N (export  intensity)
Hugaessoaniiaaduiosasasesuaniovan 2) ms
@ulauasmssaan (export growth) dwmadfouudas
Tunmsseanlugasreznamits 3) anwawsolumsr
flslunsasaan (export profitability) Uas 4) MINTLANE
WIANG (market diversification)
@”ﬁifmuﬁuvlﬁdwuuaaﬂwﬁ@ﬁﬁlumifwa
MIGUABITUINNNTEIDONTAMNUANANINY WA
wannvang wazeaSTe lauuazanuTalnTeIa3adile
lunsTanamsdiiiwnu agrelsaaulunaieniia
mi'i'@Nami@i'u,ﬁm'mmaaﬁqsﬁﬁ]daaanﬁﬂﬂa@maavlmﬂﬁ
fonumanzaunuusuniue msdenlddalumyians
msdfinenuindumstansanmaiwlasdfalums
Fa9il 1) veemne/dnen (sales) 2) AwEanTaluMs
vindlslunsssean (export

profitability)  3) N9

Wasuwasuasgaauunazin by

a1

wduwmnldumssseend lusaves moduwi ity
mydseaniinde uazaNsInd ovasmnEnseine
¢ nwlﬁﬂizmﬂmﬂmgﬁaams’fj’mmngaﬂiﬂﬂ‘ﬁﬁ@ia
pinessean 1w masnidnmBiud Wudu udadnslsh
aaumsssaanat lwvadingdiaswunudymimsssaan
AILTU AU uﬁl,v’i'ugaﬁuvlsjdwuﬂ UG UNUNTITUUEY
mﬁga@mﬁ'u Daanadamsimuanmanguainlsnas
a5 iuuﬂg\iﬁ'oﬁauLw%zyﬁ'ummmiqmamu”ﬂﬁm Nl
ﬂﬁnm@”dndnmfuﬁaﬁﬂﬂzjm‘m”@ummauLLmﬁ@naqﬂﬁ
msama amsugssumsssaand losaasing (i
1) AfnadananssuiununnmIssaanmeldumnaa
189 Nobuaki Namiki Iasfidulsnagnimsasna tiems
LLﬂam”uﬂizﬂauﬁ'smmqﬂfmsﬁwmmmﬂ@haﬁ
MIANA NRYNTANUUANAWAKIZNGY NAYNTNIIRTTS

ANNLANAINUIANTTY Lm:ﬂaqﬂﬁ’ﬁgmﬁuwﬁ@ﬁmﬁ

Myasnsdnsadelvd TN 14 adui 1 Weuunsiau - Tquieu 2559



8 | unAnadvnns

A o o ad
Tm:‘ﬂ@]'JLLﬂiﬂ'J']ﬂJﬁ']ll']iﬂ%'J@]ﬂiillﬂ']\?LﬂﬂI%Iﬂﬁ‘ﬂﬁ
tyznauane ﬂ')quﬁ']&l']iﬂluﬂqiwﬁﬁ LASAINURINIID

A & o o { '
NNNIANA Sﬁx‘lLﬂ‘H;(ﬂ’)LLﬂiﬂuﬂa’lx‘lﬁﬁ\‘lNaW}\‘l@lN@ RIARIANP)

FURUITUIINMIRIDON UAZAINUINAMIANTRUITUINN
MIa980nUIzNaLAIY HaaUNEY ANNENNIID MY
uazmMsiasuilasadssaauneuas i ks

naﬂqﬂﬁ‘mmmmﬁamiuﬂaﬁu

.

HANITALHHITH

- naqwﬁmsﬁwmwmmn@mﬁ
nMINaa
- nauqﬂﬁ{mwmmn@mmww:ﬂa;u

- ﬂaqﬂfﬂ’]iﬁ%ﬁdﬂ’ﬂ&“mﬂ@hﬂﬁ

WIANTIN

AMHNFINITARIANTINNIG
nalwlad
5| - anusansalumnde

- ANURIUITIDNIINITIARG

1NN1Sadaan
- yaqINY

- anumnTalumsimls

\ 4

- maAsuudasuad

€d v v A o ¢
- ﬂaﬂqﬂﬁ'ﬂl!ﬂlu%“ﬂﬂﬂmm

YA AN b

2NN 1 maumsﬁnmna Egﬂﬁgﬂqi@] AMANEMIUAITUNTEID aﬂﬁ’]vl,il 509K aavlm |

UIFIWINNIN

NIENTHINBATURZTNNTOL. (2554). LABNMB
munsasluTunuNULATHI NS EIAY
UAITE Ay U 11 (W.A. 2555-2559). NIINWY:
ATTNTLNBATUAZFRATOL.

mjudua’%mmmﬁmiﬁma. (2555). MINATIEH
sumInluazuwamImIa i 1 2555, ann.

LWQANNE SawTunT AsMua fasIni uas
UT9ANad NMURBY. (2553). HaUIRRUNANEAN
dagmnwmaiuinmle. 273877
Inenmansineas, 41(3/1).

Umsy  JUNUW  UsTAmAz. (2557). AMATWUAL
21ynaAuinsvaINad laauTT Mald
RNNEUTINMAAALURY. 2778717 TTINTTW IS
UNFIWIZUATLITHE, 24(3).

Uil Aadsadl. (2554). maliarevanw ldiSoulay
WS AT U UL AR 198
d1loInslugesny. Usyanuiniagafia
WML AR, A Inenasdaalna.

1376 Lmaq’%mﬁ. Uszmauandoudiannsafing.
MIANTITININY BTN TUALTIANAITAT,
20(34), 43-58.

\39TH AUFTIA LATFINW fiusne. (2556). M3daan
floaald ASEAN uas BIMSTEC. 273875ua

[3Usneni, 14(2), 14-24.

6 a 4

e enw uazliwat guiysd. (2557). MIUTHAET b
RALUNIALNR A aUNTHIBEN. 2ITAITITLUUAS
WA UINMILNEAT, 15(1), 3-6.

&a 6 [ =

auilbiAIsgaaatliznd. (2555). lasansdne
myvgrgaarana lan ing lUgsg15150497
Uszmauiuv melamadanmnvanisdna?
Ing-3u. uminmssinsaiemans, n3anne,

FUNITLLATHININITNGAS. (2555). FOIUNITUAUA
insasigayuazuw iy 7 2556, nysnwey:
NITNTHINBATUALTANTOL,

° @ A o a €A v

FUNITULATBINININBAT. (2557). FOIUNITIANAT
insaignguazuwlliy 7 2558 nyanwey:
fUNIULATHINANINLAS.

AUNWAWUNEATNS. (2555, WOBNAN). FOTWNTE
NMINRALAZRIDDNRUANNBATYDIUTZING
ne. Fuduila 20 ngwA1aN 2557 , 31N
www.farmdev.doae.go.th

6 6 e 1
AU IRWNAYNEMAASMATY. (2557). mMIsvaanzed ne

A Uiy AEC. TN FIUNNURD A UAIT@.

Adler, P. S. & Shenbar, A. (1990). Adapting your
Technological Base: the Organizational
Challenge. Sloan Management Review (1), 25.

Albaum, G. & Tse, D. K. (2001). Adaptation of
International Marketing Strategy
Components, Competitive Advantage, and
Firm Performance: A Study of Hong
Kong Exporters. Journal of International
Marketing, 9(4), 59.

Nyasnsdensadelva TN 14 adud 1 Weuunsia - Tquieu 2559



UNANUITINIG | 9

Aulakh, P. S., Kotabe, M. & Teegen, H. (2000).
Export Strategies and Performance of
Firms from Emerging Economies:
Evidence from Brazil, Chile, and Mexico.
[Article]. Academy of Management
Journal, 43(3), 342-361.

Basile, R. (2001). Export Behaviour of Italian
Manufacturing Firms over the Nineties:
The Role of Innovation. Research Policy,
30(8), 1185-1201.

Bierly, P. E. Il & Daly, P. S. (2007). Alternative
Knowledge Strategies, Competitive
Environment, and Organizational
Performance in Small Manufacturing
Firms. Entrepreneurship: Theory and
Practice (4), 493.

Boso, N., Story, V. M., Cadogan, J. W., Micevski,
M. & Kadi¢-Maglajli¢, S. (2013). Firm
Innovativeness and Export Performance:
Environmental, Networking, and
Structural Contingencies. Journal of
International Marketing, 21(4), 62-87.

Calantone, R. J., Cavusgil, S. T. & Zhao, Y.
(2002). Learning Orientation, Firm
Innovation Capability, and Firm
Performance. Industrial Marketing
Management, 31(6), 515-524.

Cassiman, B. & Golovko, E. (2011). Innovation and
Internationalization through Exports. Journal of
International Business Studies, 42(1), 56-75.

Cavusgil, S. T. & Zou, S. (1994). Marketing
Strategy-Performance Relationship: An
Investigation of the Empirical Link in
Export Market Ventures. Journal of
Marketing, 58, 1-21.

Chrisman, J. J., Hofer, C. W. & Boulton, W. B.
(1988). Toward a System for Classifying
Business Strategies. Academy of
Management Review, 13(3), 413-428.

Damanpour, F. (1991). Organizational Innovation:
A Meta-analysis of Effects of Determinants
and Moderators. [Article]. Academy of
Management Journal, 34(3), 555-590.

Davis, A. & Olson, E. M. (2008). Critical
Competitive Strategy Issues every
Entrepreneurshould consider before going into
business. Business Horizons, 51(3),211-221.

Dawes, J. (1999). The Relationship between
Subjective and Objective Company
Performance Measures in Market
Orientation Research: Further Empirical
Evidence. Marketing Bulletin, 10, 65-75.

Ford, J. D. & Schellenberg, D. A. (1982).
Conceptual Issues of Linkage in the
Assessment of Organizational

Performance. Academy of Management
Review, 7(1), 49-58.

Garcia, F., Avella, L. & Fernandez, E. (2012).
Learning from Exporting: The Moderating
Effect of Technological Capabilities.
International Business Review, 21(6),
1099-1111.

Gartner, W. B. (1985). Competitive Strategy./ Competitive
Advantage. [Book Review|. Academy of
Management Review, 10(4), 873-875.

Ginsberg, A. (1984). Operationalizing Organizational
Strategy: Toward an Integrative Framework.
[Article]. Academy of Management Review,
9(3), 548-557.

Girma, S., Gorg, H. & Hanley, A. (2008). R&D
and Exporting: A Comparison of British
and Irish Firms. Review of World
Economics, 144(4), 750-773.

Guan, J. & Ma, N. (2003). Innovative Capability
and Export Performance of Chinese
Firms. Technovation, 23(9), 737-747.

Hofter, C. W. (1975). Toward a Contingency Theory
of Business Strategy. [Article]. Academy of
Management Journal, 18(4), 784-810.

Hoskisson, R. E., Hitt, M. A., Wan, W. P. & Yiu, D.
(1999). Theory and Research in Strategic
Management: Swings of a Pendulum.
Journal of Management, 25(3), 417-456.

Leonidou, L. C., Palihawadana, D. & Theodosiou,
M. (2011). National Export-Promotion
Programs as Drivers of Organizational
Resources and Capabilities: Effects on
Strategy, Competitive Advantage, and
Performance. Journal of International
Marketing, 19(2), 1-29.

Ling-yee, L. & Ogunmokun, G. O. (2001). The
Influence of Interfirm Relational Capabilities
on Export Advantage and Performance: an
Empirical Analysis. [Article]. International
Business Review, 10, 399-420.

Madsen, T. K. (1989). Successful Export
Marketing Management: Some Empirical
Evidence. International Marketing
Review, 6(4), 41-57.

March, J. G. (1991). Exploration and Exploitation
in Organizational Learning, 71.

Mintzberg, H. (1987). The Strategy Concept I:
Five Ps For Strategy. California
Management Review, 30(1).

Mintzberg, H., Ahlstrand, B. & Lample, J. (1998).
Strategy Safari a Guided Tourthrough the
Wilds of Strategic Management.

New York:Free Press.

Monreal-Pérez, J., Aragon-Sanchez, A. & Sanchez-

Marin, G. (2012). A Longitudinal Study of the

Myasnsdnsadelvd TN 14 adui 1 Weuunsiau - Tquieu 2559



10 | unanadunnns

Relationship between Export Activity and
Innovation in the Spanish firm: The
Moderating Role of Productivity. International
Business Review, 21(5), 862-877.

Morgan, N. A., Katsikeas, C. S. & Vorhies, D. W.
(2012). Export Marketing Strategy
Implementation, Export Marketing
Capabilities, and Export Venture
Performance. Journal of the Academy of
Marketing Science(2), 271.

Murray, J. Y., Gao, G. Y. & Kotabe, M. (2011).
Market Orientation and Performance of
Export Ventures: the Process through
Marketing Capabilities and Competitive
Advantages. Journal of the Academy of
Marketing Science, 39(2), 252-269.

Narong Chomchalow et al. (2008). Marketing and
Export of Major Tropical Fruits from
Thailand. AU J.T., 11(3), 133-143.

Namiki, N. (1988). Export Strategy for Small
Business. [Article]. Journal of Small
Business Management, 26(2), 32-37.

Olson, K. & Boehlje, M. (2011). Theme
Overview: Fundamental Forces Affecting
Agribusiness Industries, part I1.

Piercy, N. F., Kaleka, A. & Katsikeas, C. S. (1998).
Sources of Competitive Advantage in High
Performing Exporting Companies. Journal
of World Business, 33(4), 378-393.

Porter, M. E. (1980). Competitive Strategy
Techniques for Analyzing Industries and
Competitiors. New York: Free Press.

Porter, M. E. (1985). Competitive Advantage
Creating and Sustaining Superior
Performance. New York: The Free Press.

Porter, M. E. & Millar, V. E. (1985). How
Information Gives you Competitive
Advantage. Harvard Business Review,
63(4), 149-160.

Robertson, C. & K., C. S. (2000). A Contingency-
based Approach to Understanding Export
Performance. International Business
Review, 9, 211-235.

Rowley, J., Baregheh, A. & Sambrook, S. Towards
an Innovation-type Mapping Tool.

Salavou, H. E. & Halikias, J. (2009). Strategy
Types of Exporting Firms: A View on the
Basis of Competitive Advantage.
European Business Review, 21(2), 144.

Salavou, H. E. & Sergaki, P. (2013). Generic
Business Strategies in Greece: Private
Food Firms versus Agricultural
Cooperatives. Journal of Rural
Cooperation, 41(1), 44-59.

Sen, F. K. & Egelhoff, W. G. (2000). Innovative
Capabilities of a Firm and the Use of
Technical Alliances. [EEE Transactions on
Engineering Management, 47(2), 174-183.

Shoham, A. & Fiegenbaum, A. (1999). Extending
the Competitive Marketing Strategy
Paradigm: the Role of Strategic Reference
Points Theory. [Statistical Data Included].
Journal of the Academy of Marketing
Science(4), 443.

Styles, C. (1998). Export Performance Measures
in Australia and the United Kingdom.
[Article]. Journal of International
Marketing, 6(3), 12-36.

Venkatraman, N. & Ramanujam, V. (1986).
Measurement of Business Performance in
Strategy Research: A Comparison of
Approaches. Academy of Management
Review, 11(4), 801-814.

Wakelin, K. (1998). Innovation and export
behaviour at the firm level. Research
Policy, 26(7-8), 829-841.

Wall, T. D., Michie, J., Patterson, M., Wood, S. J.,
Sheehan, M., Clegg, C. W. & West, A. (2004).
On the Validity of Subjective Measures of
Company Performance. Personnel Psychology,
57(1),95-118.

Ward, P. T. & Duray, R. (2000). Manufacturing
Strategy in Context: Environment,
Competitive Strategy and Manufacturing
Strategy. Journal of Operations
Management, 18(2), 123-138.

Warren, K. (1999). The Dynamics of Strategy.
[Article]. Business Strategy Review, 10(3), 1.

White, J. C., Conant, J. S. & Echambadi, R.
(2003). Marketing Strategy Development
Styles, Implementation Capability, and Firm
Performance: Investigating the Curvilinear
Impact of Multiple Strategy-making Styles.
Marketing Letters, 14(2), 111-124.

Yi, J., Wang, C. & Kafouros, M. (2013). The Effects
of Innovative Capabilities on Exporting: Do
Institutional Forces Matter? [Article].
International Business Review, 22, 392-406.

Zi-Lin, H. & Poh-Kam, W. (2004). Exploration
vs. Exploitation: An Empirical Test of the
Ambidexterity Hypothesis. [Article].
Organization Science, 15(4), 481-494,

Zou, S. & Stan, S. (1998). The Determinants of
Export Performance: A Review of the
Empirical Literature Between 1987 and
1997. International Marketing Review, 15(5),
333.

Nyasnsdensadelva TN 14 adud 1 Weuunsia - Tquieu 2559



