olo GuhyiS (paidis
Pl pgle ;3 SLaidl g Cayyide Wilallho

koot 8" National Conference on
www.spconf.ir Management Studies and Economics in the Humanities

The effect of export market intelligence on
export market performance considering the
role of sales strategies

Hamid Reza khalili

Tehran Markaz Azad Islamic Univercity
Tehran ,Iran
meh_rad.khalili@yahoo.com

Abstract

The main purpose of this research is to investigate the effect of export market intelligence on export market performance,
considering the role of sales strategies. This research is practical in terms of classification based on the purpose, and in
terms of classification based on the method, it is a descriptive survey research. The statistical population of the present
study; There are 160 managers and senior experts of Kale company in the export sector. The sampling of this research is
simple random method. The minimum required sample size according to Cochran's formula is 114 people. The data
collection tools in this research were standard questionnaires whose validity was confirmed through face and content
validity and their reliability was confirmed through Cronbach's alpha coefficient and composite reliability. The collected
data were analyzed through spss and Smart-PLS software, and research hypotheses were investigated with the help of
structural equation modeling.The results of the research showed that export market intelligence has an effect on export
market performance by considering the role of sales strategies.

Keywords: export market intelligence, export market performance, sales strategies.
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1. Introduction

Nowadays, providing the best intelligence and performance in the field of marketing has become the main
concern of managers of export companies, and managers try to achieve superior performance by using different
techniques, and in this regard, export marketing capabilities are one of the effective factors. They are considered
superior for companies in achieving sales strategy and performance [6]. Achieving higher performance is a goal
that organizations take various measures to achieve. Export market intelligence plays an important role in
creating a competitive advantage for organizations, and among these capabilities, it is possible to mention the
improvement of export market performance [3]. Export intelligence is a complex set of knowledge, skills and
abilities embedded in business processes at various levels [7].Business intelligence is an integrated process in
which companies use tangible and intangible resources to understand the complexity of specific customer needs,
achieve a relative differentiation in products for competitive advantage, and ultimately achieve a brand quality
[9].In today's complex, dynamic and highly variable environment, companies need to design and adopt
strategies for sales that can help them improve their performance more and more [5].Because in such a
competitive environment, companies are able to survive that are not left out of the cycle of competition and
synchronize themselves with the changing and dynamic conditions of the competitive market. In other words,
company managers will observe the results of their decisions in the form of strategy selection in the mirror of
performance criteria. Analyzing and comparing the observed performance with past trends, competitors, or the
industry average, provides appropriate feedback for decision-making and future activities. For this reason, one
of the most important goals of all companies over time has been the continuous improvement of performance,
especially export performance. Recent approaches have usually focused on export business intelligence and
sales strategies as marketing capabilities [11].

In addition, researchers in the field of export marketing research have observed that export marketing
activities help to improve the company's performance. [12]. In previous research, various export marketing
activities (for example, using export information and export market behavior) and its effects on export
performance [8].And the conditions where export marketing capabilities are more or less beneficial for the
success of industrial organizations in the export market receive more scientific attention [14]. These studies have
not addressed the question of how industrial exporting organizations in less developed markets may benefit from
the expansion of export marketing capabilities. This ignorance is troubling, as although business transactions are
growing in less developed markets, these markets experience greater heterogeneity in institutional and
infrastructure performance [15]. The theoretical arguments and experimental evidences that exist to explain the
export marketing capabilities of companies active in developed economic markets are insufficient in explaining
or predicting the results of the export marketing performance of industrial organizations in less developed
markets. The literature of strategic management shows that, after considering environmental trends, managers
compile sales strategies for the organization. Therefore, how managers perceive and interpret competitive
forces, market conditions shape the nature and intensity of competition and influence the dynamics of the
industry.

Kale Company is considered as one of the leading companies in the country's food industry, where domestic
and foreign marketing activities are widely followed. This company exports a large volume of its products to
foreign countries and is considered one of the leading companies even in the Middle East. Despite the relative
success of this company in terms of export performance and marketing capabilities, we still see some problems
and limitations for this organization. One of the issues that this company is facing in order to introduce its new
products is that there is no extensive marketing discussion for its products, because the company management's
view is that every product the company produce will be sold in the domestic and foreign target markets.
Therefore, many domestic and foreign customers and consumers are not even familiar with many of the
company's products. In fact, this company has not been able to enter foreign markets on a large scale yet, and
this factor can be examined in the discussion of the lack of business intelligence of the company in the export
sector to identify the needs of foreign customers. In this research, we argue that export market responsiveness of
Kale Company, as combined with product innovation, will helps its superior export performance. Therefore, the
main question of this research is, what is the effect of export market intelligence on export market performance
considering the role of sales strategies in Kale Company? For this conference, the files must be in MS Word
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2. Literature and research background

2.1. Export market intelligence

Export market intelligence (export market orientation behavior) is one of the newest concepts in the
international market. Because in previous studies, this orientation was in the field of domestic markets. Export
market orientation behavior means marketing, and this is an organizational culture that deals with providing
superior value to customers and should be clear in the company's products and processes [2].

Market orientation includes a set of beliefs and convictions that put customers in the center of attention to
provide long-term profitability of the company. Also, market orientation emphasizes the creation of effective
and efficient business to create the highest value for the customer and competitive advantage [17].

Market orientation is the creation of intelligence throughout the organization in relation to the current and
future needs of the customer, the dissemination of intelligence among the departments of the organization, and
the nationwide response to that intelligence. Also, market oriented behavior of exports increases business
performance in the domestic and foreign markets [16]. According to [16]. definition of market orientation, in
order to measure export market intelligence (export market orientation behavior), the three dimensions of
creating intelligence in exports, distributing intelligence in exports, and responding to intelligence in exports
have been used. These dimensions have also been considered as export market orientation dimensions in other
studies [6].

Creating intelligence, intelligence towards the market; That is, it is possible to identify the customer's needs
and desires as soon as possible in comparison with competitors [2].

The distribution of intelligence is an effective response to market needs, requires the participation of all parts
of the organization. In order to adapt to market needs, market intelligence must be transferred to all departments
and individuals [18].

Responsiveness means responding to the intelligence of the market created and distributed. Responding to
the intelligence of the market in the form of choosing the target market, designing and providing products,
services in accordance with the current and future needs of customers, producing, distributing and promoting
products in a way that is considered by the end consumers. In this context, all units play a role [16].

2.2. Export market performance

Export performance is the degree to which the company's goals (including strategic goals and economic
goals) for exporting a product are becoming through the planning and implementation of export marketing
strategies [20]. Export performance is a sign of the company's success in exporting. Good export performance is
important for companies; because it ensures the stability of the company in the long term. Export performance is
defined as the output of the company's activities for selling abroad in different organizational and environmental
conditions [21].

Export performance has various dimensions that cannot be explained by one index or one factor. Export
performance is measured based on the degree or scale that the company has achieved its export goals. These
scales include financial, strategic and competitiveness performance. Financial performance refers to sales,
revenue and profit growth. Strategic performance includes achieving market share, satisfaction of entering the
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export market. Competitiveness performance refers to satisfaction with export sales volume, market share
compared to competitors [19].

Export performance is a composite result of three dimensions: export sales, export profitability and export
growth. Each of these three dimensions includes an objective and a subjective component that are equally
important. Research on export performance dates back to the early 1960s, and various studies have focused on
factors affecting export performance .These studies emphasize that export performance is determined by internal
and external factors [3].

Researchers agree on the definition that export performance is multidimensional in nature; In other words,
export performance is measured in three ways depending on the definitions of this construct, firstly, the wealth
gained from export sales, export growth, profit and intensity (sales / exports ratio) are used as performance
indicators; Secondly, export performance is defined to achieve strategic performance, hence the indicators used
include market share, strategic goals, etc. Finally, export performance is defined to obtain the perceptual and
attitudinal tendency of the manager towards export. The indicators used include scales of perceived export
success and satisfaction with the export process [9].

Export performance has various dimensions that cannot be explained by one index or one factor. Researchers
have highlighted three main dimensions of performance. First, the effectiveness of the company products and
programs against competitors. Indicators such as sales growth can show effectiveness. The second dimension is
efficiency, which focuses on the outputs of the business relative to its inputs. Profitability is the main indicator
that shows this dimension. The third dimension is adaptability; That is, how does business respond to changing
environmental conditions and opportunities [2].

The concept of sales strategy

According to Ingram et al. (2002), sales strategy is a functional strategy aimed at maximizing the
productivity of limited resources (such as human resources, budget, time) available to sales. The sales strategy is
the interpretation of the written marketing strategy at the market level for the customer level [4].

Sales strategy is concerned with how a company should decide to communicate and interact with customers
in a market segment to help achieve marketing goals[23].

The scattered literature on sales strategy represents two general perspectives: conceptualizing sales strategy
at the "salesperson level" and at the "organizational level”. The concept of sales strategy, at the organization
level, goes beyond the mere management of the sales force and includes the management of the entire sales
function [22]. Sales strategy, in this sense, includes all the company's activities and decisions, with the aim of
optimally allocating scarce sales resources (manpower, sales hub efforts, financial budget, etc.) to manage
communication with customers, based on the value of each customer for the company. An effective sales
strategy may address customer segmentation and prioritization, selection of communication objectives and sales
models, and selection of appropriate distribution channel approaches[24].

Marketing and sales managers are jointly responsible for developing the sales strategy; The sales strategy
must always evolve in response to changing market conditions, including changes in customer needs and
purchasing processes, the competitive environment, the economy, and the entire industry, as well as changes in
the company's strategy as it enters new markets and introduces new products. [22].

Sales strategies, at the "customer level", refer to marketing strategies defined at the target market level, which
enable the sales function to communicate and interact with distinct groups of customers in various ways. the
sales strategy that a sales organization develops is the indicator of the required sales forces, and the processes,
activities and technologies of sales and appropriate sales management. As a result, the sales strategy directs the
interaction with customers and has a significant impact on the management of the sales organization [11].

Against the importance of sales strategy, there is still no consensus about the elements of sales strategy. But
recent studies have come to an agreement that an effective sales strategy should cover issues such as market
segmentation, targeting and prioritizing of the customers, determining communication goals and different sales
models, and the approach of using multiple sales channels [1].
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In similar concepts, Johnston and Marshall (2009) have identified the elements of sales strategy in the form
of customer segmentation and prioritization, determination of communication goals and sales models, and
selection of sales channels.

[3] conducted a research under the title of developing the export performance of cultural products. The
results of the research showed that; 1) export market orientation has a positive and significant effect on
marketing effectiveness; 2) export market orientation has a positive and significant effect on marketing
capabilities; 3) marketing capabilities have a positive and significant effect on marketing effectiveness; 4)
export market orientation has a positive and significant effect on export performance; 5) marketing effectiveness
has a positive and meaningful effect on export performance; 6) Marketing capabilities have a positive effect on
export performance [2], also conducted a research entitled the effect of export market orientation on the increase
of exports in the dried fruit industry. The results of the research showed that; 1) export market orientation
behavior has a positive and significant effect on marketing effectiveness; 2) market-oriented export behavior has
a positive and significant effect on export performance; 3) marketing effectiveness has a positive and significant
effect on the export performance of the organization; 4) Export market orientation behavior has a positive and
meaningful effect on export performance through marketing effectiveness.

In foreign research also, [13] in a research called the interaction between market intelligence measures and
sales strategy as performance drivers in foreign markets, developed an effective export sales strategy in order to
establish long-term relationships between small and medium-sized companies with foreign customers. The
results of this research showed that creating export market intelligence has a positive and significant effect on
segmentation, targeting, sales models and communication goals of export customers. Also, distribution of export
market intelligence has a positive and significant effect on segmentation, targeting, sales models and
communication goals of export customers. Segmentation, targeting and sales models and communication goals
of export customers have a positive and significant effect on the performance of the export market [13]. [25]
also concluded in his research that export marketing orientation affects export performance directly and
indirectly through export strategy. According to the literature review and the background of the research, the
conceptual model of the research is given in the form of Figure 1.The opinion model used in this research is
taken from the research of [13].

Sale strategy Export market inteligance

A 4 Customer
Export market <—

Create export market

Customer targeting

distribution export

Seals models & goals

Figure 1-: The conceptual model of the research
Source: Katsiki et al., 2019

Considering the conceptual model of the research, the hypotheses of the research are:

First hypothesis: export market intelligence has an effect on sales strategies.

Second hypothesis: export market intelligence has an effect on the performance of export markets.

The third hypothesis: sales strategies have an effect on export market performance.

Fourth hypothesis: export market intelligence has an effect on export market performance by considering the
role of sales strategies.
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3. Methodology

This research, which is looking for the effect of export market intelligence on export market performance,
considering the role of sales strategies in Kale Company, is classified as applied research in terms of purpose,
and in terms of classification based on method, this research is a descriptive research of survey type.

The statistical population of the present study; There are 160 managers and senior experts of Kale company
in the export sector. The size of the studied community is limited.

Sampling method in this research; Random sampling is simple. The designed questionnaires have been
distributed among managers and senior experts who questionnaires has been distributed among managers and
seniors experts who have a roll in export activities of KALE company and are familiar with the processes and
export activities of the company.

X pxXg 1.96% % .5 %.5
n = d- n= 05" = 114
T 1 Zxpxg T, 1 1968 x05x.5 ..

Considering the confidence level of 95% and accepting the of 5% error, the required volume is equal to 114
people.

In order to collect data in this research, standard questionnaires were used, whose validity was confirmed
with the help of content validity, and their reliability was also checked and confirmed through Cronbach's alpha
coefficient and compound reliability.

Table 1. Validity and reliability of the data collection tool

Validity Compound Corombach\s
content reliability alpha
Export market intelligence 0.530 0.917 0.898
Sales strategies 0.527 0.924 0.908
Export market performance 0.757 0.925 0.890
Export market intelligence creation 0.734 0.917 0.878
Export market intelligence distribution ~ 0.597 0.878 0.822
Customer segmentation 0.581 0.892 0.854
Customer targeting 0.812 0.896 0.769
Sales & targets models 0.639 0.838 0.704

Table 1 shows the validity and reliability indicators for all the research variables. In this research, the
reliability of the measurement models was measured by factor loadings, combined reliability and Cronbach'’s
alpha. The obtained factor loadings show that all factor loadings are higher than 0.40 and are significant at the
meaningful level of 95%. Combined reliability indices and Cronbach's alpha are used to check the reliability of
the questionnaire and it is necessary to confirm the reliability of these indices for being higher than 0.6. All
these coefficients are higher than 0.6 and show the reliability of the measurement tool.
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4. Data analysis

4-1. Descriptive Statistics

The results of the collected data analysis showed that among the 114 respondents, 61 were male and 36%
were female. In terms of marriage, 19% are single and 81% are married. In terms of age, among 114
respondents, 15% are under 30 years old, 20-30 years old; 55% between 31-40 years; 27% were between 41-50
years old and finally 3% were between 51-60 years old. Also, 76% of bachelors; 21% had a master's degree and
finally 3% had a doctorate degree. Finally, in terms of income level, among 114 respondents, 19% are less than
two million tomans; 52% between 2-3 million tomans; 25% between 3-4 million tomans; And finally, 4% were
above 4 million tomans.

4-2. Analysis of hypotheses

One of the common methods in the field of causal relationships between variables is the structural equation
model or multivariate analysis with latent variables. Therefore, the structural equation model is a comprehensive
statistical approach for testing hypotheses about the relationships between observed variables and latent
variables. Its main focus is on latent and latent variables that are defined by measurable indicators and obvious
or observational variables. Figure 2 and 3 respectively show the coefficients and the effect and meaningful
coefficients for checking the research hypotheses.
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Figure 2. Effect coefficients

Figure 3 shows the significance of the path coefficients of the research model.



% Q (Z])ﬂ) Pl pgle 10 SLaidl g g yde wisllhe

o QIS uasin

5 8"‘ National Conference on

.

Management Studies and Economics in the Humanities

eapon market
wiehgene

expont marke

013 export markes
| smenlipence
duanbule

performance

sales stralegies

intelligence has an effect on export
market performance by considering
the role of sales strategies.

826 18
31389
1
A L
Sakes & tergen
cusomer odnfs X
Lgme o 38267
o %
877
Cuslomer Largenng ‘T
Figure 3: Significance of impact coefficients
According to structural models, the results of hypothesis analysis are given in Table 2
hypothesis Impact factor Meaningfully Result
First hypothesis: export market 0.644 9.439 Confirmed
intelligence has an effect on sales
strategies.
Second hypothesis: export market 0.334 2.933 Confirmed
intelligence has an effect on the
performance of export markets.
The third hypothesis: sales strategies  0.312 2.672 Confirmed
have an effect on export market
performance.
Fourth hypothesis: export market 0.201 2.558 Confirmed
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5. Discussion and conclusion

The first hypothesis of the research states that export market intelligence has an effect on sales strategies. The
results of the statistical analysis show that the significance coefficient of the test (9.439) is in the critical area,
and as a result, the first hypothesis of the research is accepted at a significance level of one percent. The
obtained path coefficient is equal to 0.644. The mentioned coefficient means that, from the point of view of the
statistical community, if the intelligence of the export market increases by one percent, it can be expected that
the sales strategies will increase by 0.644 units and vice versa. The positive and significant effect of export
market intelligence on sales strategies means that with the increase of export market intelligence, the sales
strategies can be improved and export market intelligence has not yet lost its influence on sales strategies. In line
with the result obtained in this hypothesis,[13] showed in their research that the creation of export market
intelligence has a positive and significant effect on segmentation, targeting, sales models and communication
goals of export customers. Also, distribution of export market intelligence has a positive and significant effect
on segmentation, targeting, sales models and communication goals of export customers. The second hypothesis
of the research also states that the intelligence of the export market has an effect on the performance of the
export market. The results of the statistical analysis show that the significance coefficient of the test (2.933) is in
the critical area, and as a result, the second hypothesis of the research is accepted at the significance level of one
percent. The obtained path coefficient is equal to 0.334.The mentioned coefficient means that, from the point of
view of the statistical society, if the intelligence of the export market increases by one percent, it can be
expected that the performance of the export market increases by 0.334 units and vice versa. The positive and
significant effect of export market intelligence on export market performance means that by increasing export
market intelligence, the export market performance can be improved and export market intelligence has not lost
its impact on export market performance. [2] showed that export market behavior has a positive and significant
effect on export performance. In another study, Cassiro and Colho (2018) concluded that business intelligence
cannot directly affect competitiveness. The results of statistical analysis for the third hypothesis show that the
significance coefficient of the test (2.672) is in the critical area, and as a result, the third hypothesis of the
research is accepted at a significance level of one percent. The obtained path coefficient is equal to 0.312. The
mentioned coefficient means that, from the point of view of the statistical community, if the sales strategies
increase by one percent, it can be expected that the performance of the export market will increase by 0.312
units and vice versa. In line with the result obtained in this hypothesis, [13] showed in their research that
segmentation, targeting and sales models and communication goals of export customers have a positive and
significant effect on the performance of the export market.

Finally, the fourth hypothesis of the research states that export market intelligence has an effect on export
market performance by considering the role of sales strategies. The results of the statistical analysis show that
the significance coefficient of the test (2.558) is in the critical area, and as a result, the fourth hypothesis of the
research is accepted at a significance level of one percent. The obtained path coefficient is equal to 0.201. The
mentioned coefficient means that, from the point of view of the statistical community, if the intelligence of the
export market increases by one percent, it can be expected that the performance of the export market will
eventually increase by 0.201 units, and vice versa. According to the results of the hypotheses, it is possible to
improve export performance by setting up and equipping the market research department in the export sector
and collecting information about the foreign market environment and providing regular periodic reports. Also,
obtaining reports from research companies at the international level about global trends related to the food
industry, identifying important distributors in the field of food industry and distributing as many products as
possible in the foreign market in order to increase foreign sales and benefit from Information technology
approaches, in order to record any information related to marketing and sales in the export sectors that every
employee obtain, can be a decisive factor in improving the export performance of companies.




sl QuihyasS ¢paaidi
Pl pgle ;3 Sbaidl g gy Olallas

8" National Conference on
www.spconf.ir Management Studies and Economics in the Humanities

References

[1] Dehdashti Shahrukh, Zahra. Pourhosseini, Amirhossein (2012). Providing a model of the influence of sales and marketing strategy on
sales performance. Journal of Business Management. Volume 5. Number 1. pp. 61-84.

[2] Nowrozi, Hossein. Abdalldh Pour, Sajjad. Ganjali Vand, Samia. Masoumi, Sayedeh Ghazal (2017). The effect of export market
orientation on increasing exports in the dried fruit industry. International business management. first year. Number 3. pp. 103-123.

[3] Hamdast, Maliha. Iman Khan, Nilofar (2018). Development of the export performance of cultural products (case study: companies
exporting cultural software). International business management. second year. Number 3. pp. 44-25.

[4] Qara che, Manijeh. Rusta, Ahmed. Azizi, Shahriar. Javedani, Masoud (2015). Brand sales strategy conceptualization in fast moving
consumer products industry. Modern marketing research scientific-research quarterly. sixth year Number 3. pp. 1-18

[5] He, X., Brouthers, K.D. and Filatotchev, 1. (2018), “Market orientation and export performance: the moderation of channel and
institutional distance”, International Marketing Review, Vol. 35 No. 2, pp. 258-279.

[6] Kayabasi, A. and Mtetwa, T. (2016), “Impact of marketing effectiveness and capabilities, and export market orientation on export
performance: evidence from Turkey”, European Business Review, Vol. 28 No. 5, pp. 532-559.

[71  Mac, L. and Evangelista, F. (2016), “The relative impact of market orientation and entrepreneurship on export performance: do we
really know enough?”, Journal of Global Marketing, Vol. 29 No. 5, pp. 266-281.

[8] Chen, J., Sousa, C.M. and He, X. (2016), “The determinants of export performance: a review of the literature 2006-2014”,
International Marketing Review, Vol. 33 No. 5, pp. 626-670.

[9] Navarro-Garcia, A., Arenas-Gaitan, J., Rondan-Catalufia, F.J. and Rey-Moreno, M. (2016), “Global model of export performance:
moderator role of export department”, Journal of Business Research, Vol. 69 No. 5, pp. 1880-1886.

[10] Pham, T.S.H., Monkhouse, L.L. and Barnes, B.R. (2017), “The influence of relational capability and marketing capabilities on the
export performance of emerging market firms”, International Marketing Review, Vol. 34 No. 5, pp. 606-628.

[11] Oura, M.M., Zilber, S.N. and Lopes, E.L. (2016), “Innovation capacity, international experience and export performance of SMEs in
Brazil”, International Business Review, Vol. 25 No. 4, pp. 921-932.

[12] Nemkova, E., Souchon, A.L., Hughes, P. and Micevski, M. (2015), “Does improvisation help or hinder planning in determining
export success? Decision theory applied to exporting”, Journal of International Marketing, Vol. 23 No. 3, pp. 41-65

[13] Makri, K., Theodosiou, M. and Katsikea, E. (2017), “An empirical investigation of the antecedents and performance outcomes of
export innovativeness”, International Business Review, Vol. 26 No. 4, pp. 628-639.

[14] Cadogan, J.W., Boso, N., Story, V.M. and Adeola, O. (2016), “Export strategic orientation-performance relationship: examination of
its enabling and disenabling boundary conditions”, Journal of Business Research, Vol. 69 No. 11, pp. 5046-5052.

[15] Bosso, N., Annan, J., Adeleye, 1., Iheanachor, N. and Narteh, B. (2018), “Examining the paths from export strategic orientations to
export performance: the mediating role of export resource transformation capability”, Thunderbird International Business Review,
Vol. 60 No. 2, pp. 207-230.

[16] Marie, A, A.,. Ibrahim, M, E., & Al Nasser, A.D. (2014). Effects of Financial and Non-financial Performance Measures on
Customers’ Perceptions of Service Quality at Islamic Banks in UAE. International Journal of Economics and Finance, 6(10), 201 -
213.

[17] Tsiotsou, R. H. (2010). Delineating the effect of market orientation on services performance: a component-wise approach. The
Service Industries Journal, 30 (3): 375-403.

[18] Cambra-Fierro, J.J., Hart, S., Polo-Redondo, Y., & Fuster-Mur, A. (2012). Market and learning orientation in times of turbulence:
relevance questioned? An analysis using a multi-case study. Quality & Quantity, 46 (3): 855-871.

[19] Lin, K, H., Kuo-Feng, H., & Yao-Ping, P. (2014). Impact of export market orientation on export performance: A relational
perspective. Baltic Journal of Management, 9 (4): 403-425.

[20] Rambocas, M., Meneses, R., Monteiro, C. & Quelhas Brito, P. (2015). Direct or indirect channel structures. Evaluating the impact of
channel governance structure on export performance. International Business Review, 24 (1): 124-132.

[21] Zehir, C., Kdle, M., & Yildiz, H. (2015). The mediating role of innovation capability on market orientation and export performance:
An implementation on SMEs in Turkey. Social and Behavioral Sciences, 207, 700-8.

[22] Zoltners, A.A., Sinha, P. and Lorimer, S.E., (2009), Building a winning sales force: Powerful strategies for driving high performance,
AMACOM: New York.

[23] Spiro, R.L., Rich, G.A. and Stanton, W.J., (2008), Management of a sales force, McGraw-Hill, Irwin: New York.

[24] Morgan, N.A (2012). Marketing and business performance. Journal of the Academy of Marketing Science, 40 (1). Pp. 102- 119.

[25] Hoang, P. (2016). Relationship of Export Market Orientation, Selected Export Strategy, and Export Performance: An Empirical
Study. Global Journal of Management and Business Research, 15 (6): 25-32.An example appendix



