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CHAPTER THREE
APPENDIX 3.1 Questions for the Interviews
Conceptualization of Export Memory Quality

(1) What would constitute your organization’s historical resource?

(2) How does your organization record export market intelligence or knowledge?

(3) How is historical export market intelligence kept in your organization? In what
forms is it stored?

(4) How much of historical export market intelligence would reside in each of these
“depositories”?

(5) What kinds of information would be important in understanding the export market?

(6) What do you think constitute a high quality “export memory”?

(7) Where does historical export market intelligence reside?

(8) What do you think are the dimensions of quality export memory?

(9) Do people get access to stored information efficiently and effectively?

(10) How recent are the stored export information you have in your organization? Are
they quickly updated when there are changes in the environment or when new
information becomes available in the market?

(11) Do people in your organization normally find the information they need at the time
they need it?

(12) Does your organization keep certain export market information which is not
available to the other players in the industry?

(13) Does everyone in your organization who needs export market information have easy
access to it?

(14) Does your organization depend on just a few people for the success of your export
operation?

(15) Are people in your organization dispensable since a system is already in place to
pursue the success of your export operation?

(16) If some people involved in your export operation leave, would the organization

manage to continue as usual?



Antecedents to Export Memory Quality

(1) What factors do you think determine the establishment of a record export market
intelligence or information?

(2) How does your organization acquire information related to the export market?

(3) Who in your organization acquires information related to the export market? Is
information acquisition an organization—wide activity?

(4) Where does your organization source export market information? How many
sources do you have and what are they?

(5) How often does your organization generate export market information?

(6) Istherean established system for generating export market information?

(7) What kind of information does your organization acquire within the export operation?

(8) How much export market information does your organization have?

(9) How recent are the export market information you have in store?

(10) What do you do with the acquired information?

(11) Do you keep a record of the export market information acquired? 1f so, how do you
record them?

(12) How much of the information your organization acquires actually end up being
stored? Who determines what is stored and how much of it?

(13) Do the people in your organization share information relevant to the export market?
If so, what methods do you use in sharing information? Could you describe how
people in your organization actually share information?

(14) Is there regularity in the sharing of export market information?

(15) How many departments in your organization share information relevant to the
organization’s export operation?

(16) Does your organization have a system that guides and facilitates the sharing of
information?

(17) How much information is actually shared?

(18) What does your organization do with the information that is shared? Does a process

of information integration occur in your organization? Does your organization



actually synthesize and develop new knowledge out of the raw information your
organization acquires?

(19) How long has your organization been in the export market operation?

(20) What is the share of the export market in terms of your organization’s total sales?

(21) Does your organization have a system for storing export market information?

(22) Are there incentives for storing export market information? What are these
incentives?

(23) How is the level of computerization in your organization? Has the computer been an
effective and efficient means of storing and retrieving export market information?

(24) How often does your organization update its database?

(25) How does your organization see export market information? How much importance
does your organization give it?

(26) What role does export market information play in your operation?

(27) How is the experience of the people of your organization in terms of the export
operation?

(28) Does your organization value or give importance to the export operation?

Effects of Export Memory Quality on Export Performance

(1) How do you use stored information in the context of your export operation? Please
cite examples.

(2) How often do you use stored export market information?

(3) On what basis do you use stored export market information?

(4) What stored export market information would you find useful?

(5) What elements constitute useful stored export market information?

(6) On what occasions might export market information be useful?

(7) Does your organization get any help from stored market information?

(8) In what kind of environment would you find stored export market information useful?

(9) Please describe the state of the industry your organization is in as concerns your

export operation?



(10) Please give us the trend on how your organization is doing in terms of market share

In your export operation.

(11) What are the positive and negative sides of having a quality export memory?

(12) Please cite examples on how export memory is used in your organization.

Six Basic Questions

1.

How do you conceptualize your organization’s stock of knowledge on the export
market?

What attributes should be present in a quality export memory?
How do you build your export memory?

How do you use your export memory?

What are the consequences of using export memory?

How does environmental turbulence influence the use of export memory?
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Export Memory...

is the information about your export market and its operations
which is stored in your organization in the form of:

- assumptions and beliefs,
- export culture (i.e., language, shared frameworks, stories, grapevine),
- your standard operating procedures, rules and routines,
- written documents, files and databases,
- your know-how and skills,
- formal and informal relationships you have with export personnel and business partners,
- physical structure, and
- intuition that all personnel may have about the export business

that could be brought to bear on present export-specific decisions.

Part 1. ACQUISITION OF EXPORT INFORMATION

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by encircling the numbers of your choice below, according to the following scale:

1 2 3 4 5
Strongly Disagree Neither Agree Agree Strongly
Disagree nor Disagree Agree

1. In this firm, we collect export market information from a wide variety of export
market INTOrMAtiON SOUICES. . v .vutnteneeeeeetterre e eae ettt e 1 2345

2. In this firm, we collect export information regularly to update our knowledge of
the EXPOIT MATKEL. «. ... eeriineesihi et 1 2345

3. In this firm, we collect export market information about a wide variety of export
market facts (e.g., customer needs, competitor actions, technological trends,
political ENVIFONMENT, B1C.)...rteuuiiirririiiriie et 1 2345

4. In this firm, we collect export market information very quickly in response to

changes in the eXport eNVIrONMENt. ........oiiirrririritiriiiiirtr e 1 2345
5. In this firm, we collect export market information in a formalized manner............ 1 2345
6. In this firm, we collect export market information in high quantities................... 1 2345
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Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by writing the numbers of your choice in the boxes below, using the following scale:

1 2 3 4 5 6 7

St'rongly Disagree Neither Agree Mildly Agree Strongly Very Strongly

Disagree nor Disagree Agree Agree Agree
7. In this company, we collect export market information efficiently..............o.cooeeienen. D
8. The quality of our export market information generation is outstanding...................... D
9. We are very satisfied with our export market information generation efforts.................. D
10. There is no room for improvement in the way we collect export information.................... |_—_|
11. We are very effective in our export market information generation activities................ D

12. We communicate with our customers through the following mediums (Please allocate a total of 100
points between the 4 media below. For example, if each one is used to an equal extent, then allocate
25% to each medium.)

(a) Telephone %
(b) E-Mail %
(c) Personal Visit %
(d) Fax %
Total 100 %

Part 2. DISTRIBUTION OF EXPORT INFORMATION

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by encircling the numbers of your choice below, according to the following scale:

1 2 3 4 5
Strongly Disagree Neither Agree Agree Strongly
Disagree nor Disagree Agree

1. In this firm, export market information is regularly disseminated to different

AEPAITITIEIITS . e eeeeessir e e e e e et 1 2345
2. In this firm, export market information is speedily distributed across functional

AFEAS . -+ v e e e e e e e e e e 1 23 45
3. In this firm, export market information never tends to get lost in the system.......... 1 23 45

4. In this firm, export market information gets disseminated across departments in
RN GUAITIHIES. ... e vt 1 2345

5. In this firm, export market information is often summarized as it gets distributed.... 1 2 3 4 5
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6. In this firm, export market information will rarely get distorted in the
AiISSEIMINATION PrOCESS. 1.t utttttt ettt et ettt eete e e e et aa s s sae s s s eneane 1 2345

7. In this firm, export market information is often disseminated in a formal manner.... 1 2 345

8. In this firm, we treat export information as sensitive; only those who need to know
TECEIVE THEIMI. Lo e e e 1 2345

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by writing the numbers of your choice in the boxes, using the following scale:

1 2 3 4 5 6 7
Strongly Disagree Neither Agree Mildly Agree Strongly Very Strongly
Disagree nor Disagree Agree Agree Agree

9. In this company, we distribute export market information efficiently.............cccoooooeeen.
10. The quality of our export market information dissemination is outstanding..................
11. We are very satisfied with our export market information distribution efforts................

12. There is no room for improvement in the way we distribute export information............... .

OO0 n

13. We are very effective in our export market information distribution activities................

Part 3. EXPORT INFORMATION INTERPRETATION

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by encircling the numbers of your choice below, according to the following scale:

1 2 3 4 5
Strongly Disagree Neither Agree Agree Strongly
Disagree nor Disagree Agree

1. The interpretation we make on the export market information we acquire reflects
well what is happening in the export market. ..o 1 2345

2. The interpretation of export market information provides us with a deep and
unique understanding of the market which is not available to competitors............ 1 2345

3. Our organization gains so much value in the way we interpret the export
INFOTMAtION WE NAVE. ..ttt ettt ettt 1 2345

4. It is very easy for us to figure out the meaning of the export market information

WE EL. ot eeeeeeeeeeee e e e et 1 2345
5 We discover so much in the way we make sense of the export market information

AVAIIADIE 10 TS, ot eeeeneeseetee e et e e ettt 1 23 45
6. We are very good in reading between lines especially with the raw export

TAFOIMAtION WE RAVE. ... eet ettt eete ettt 1 23 45
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Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by writing the numbers of your choice in the boxes below, using the following scale:

1 2 3 4 5 6 7

St.rongly Disagree  Neither Agree Mildly Agree Strongly Very Strongly

Disagree nor Disagree Agree Agree Agree
7. In this company, we interpret export market information efficiently......o.ommneniniines D
8. The quality of our export market information interpretation is outstanding................... D
9. We are very satisfied with our export market information interpretation efforts.............. D
10. There is no room for improvement in the way we interpret market information............ D
11. We are very effective in our export market information interpretation activities............ D

Part 4. RESPONSE TO EXPORT INFORMATION

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by encircling the numbers of your choice below, according to the following scale:

1 2 3 4 5
Strongly ~ Disagree Neither Agree Agree Strongly
Disagree nor Disagree Agree

1. If a major competitor were to launch an intensive campaign targeted at our
export customers, we would implement a response immediately........oooovieniiiiin 1 2345

2. We are quick to respond to significant changes in our competitors’ price structures
inforeignmarkets...........................................‘..................................1 2 3 45

3. We rapidly respond to competitive actions that threaten us in our export markets....1 2 345

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by writing the numbers of your choice in the boxes below, using the following scale:

1 2 3 4 5 6 7
Strongly Disagree Neither Agree Mildly Agree Strongly Very Strongly
Disagree nor Disagree Agree Agree Agree
4. In this company, we respond to export market information efficiently..........c.cooiiiiiis D
5. The quality of our response to export market information is outstanding. ........c.ccoovieienn. D

6. We are very satisfied with the way in which we respond to export market information...... D
7. There is no room for improvement in the way we respond to export market information.... D

8. We are very effective in the way we respond to export market information ........ccccoeenen D
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Part 5. EXPORT LEARNING ORIENTATION AND COORDINATION

By expiort function, we mean all personnel involved in making export decisions or carrying out export
marketing activities, whether your company has a separate export department or not.

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by encircling the numbers of your choice below, according to the following scale:

1 2 3 4 5
Strongly Disagree Neither Agree Agree Strongly
Disagree nor Disagree Agree

1. Managers basically agree that our export function’s ability to learn is the key to
our competitive advantage in the export T 4 < U UTTU RSP DPPRPPPEP PR 1 2345

2. The basic values of this export function include learning as key to improvement.....1 2 3 4 3

3. The sense around here is that export employee learning is an investment, not an
EXPEIISE ... seveeeeeeaesssbe et 12345

4. Learning in our export operation is seen as a key commodity necessary to
guarantee organizational GUIVIVALL + et et ee et e 1 2345

5. We are not afraid to reflect critically on the shared assumptions we have made
ADOUL OUF €XPOTt CUSTOMETS . ... vvvvvesssssrenesss s 12345

6. Personnel in this enterprise realize that the very way they perceive the export
marketplace must be continually QUESLIONEM. ..o eecereriiiinn e 12345

7. There is a commonality of purpose inmyexportoperation......,...........................1 2 345

8. There is total agreement on our export vision across all levels, functions
AN QIVISIONS. e eerereenssinneeseeseeseeees st 12345

9. All export employees are committed to the goals of this organization...........cce.... 12345

10. Export employees view themselves as partners in charting the direction of the
orgamzatlonl 2 3 45

11. There is a real ‘esprit-de-corps’ within our export function..........ooeeiinene 12345

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by writing the numbers of your choice in the boxes below, using the following scale:

1 2 3 4 5 6 7
Strongly Disagree Neither Agree Mildly Agree Strongly Very Strongly
Disagree nor Disagree Agree Agree Agree

12. Our organization has a very strong commitment to export learning and to activities
FhAE ENNANCE Th. v eessesseeseeersseeee s s e s s s D
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Part 6. INTEGRATION INTO THE ORGANIZATIONAL SYSTEM

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by encircling the numbers of your choice below, according to the following scale:

1 2 3 4 5
Strongly Disagree Neither Agree Agree Strongly
Disagree nor Disagree Agree

1. Our organization encourages everyone to keep a written record of all export
market information and tranSactionsS............ooviiiiiiiiiiei 1 2345

2. People in the organization spend the necessary time to keep an updated record of
export market information and transactions. ..............oooiiiiii 1 23 45

3. Our organization spends enough money on making export record keeping both
efficient and effective (e.g. investing on information technology)....................... 1 23 45

4. There is a lot of documentation occurring in our export market operation............. 1 23 45

5. People in the organization never have a difficult time recalling important

information about the export market............oooviiiin 1 2345
6. We have a formal procedure for documenting export market information............. 1 23 45
7. Everyone has time to write down things they learn about the export market.......... 1 2345
8. We organize training sessions as a means to transfer export knowledge............... 1 23 45

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by writing the numbers of your choice in the boxes below, using the following scale:

1 2 3 4 5 6 7

Strongly Disagree Neither Agree Mildly Agree Strongly Very Strongly

Disagree nor Disagree Agree Agree Agree
9. In this company, we store export market information efficiently......c.cooeiiiiii D
10. The quality of our export market information storage is outstanding..............ocoeeiins D
11. We are very satisfied with our export market information storage efforts..................... D
12. There is no room for improvement in the way we store export information.................. D
13. We are very effective in our export information storage activities..........ooovvveieiinienn D
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Part 7. CONTENT OF EXPORT MEMORY

Instructions: Plf-:ase indicate the extent to which you agree or disagree with each of the following
statements by writing the numbers of your choice in the boxes below, using the following scale:

1 2 3 4 5 6 7
St-rongly Disagree ~ Neither Agree Mildly Agree Strongly Very Strongly
Disagree nor Disagree Agree Agree Agree

1. Usually the assumptions and beliefs about the export market that people have in our organization are...

accurate.........ovveiiinns
| adding value to the
complete...........oo.enn. ]
. o organization..............
easily understood......... & =
o == usable.....ooooviiiiiiinnn.
easily interpreted......... . =
Lo . credible.....ooovvninnnn
objective..........oooiun . e
] accessible........ooiiiin
relevant..................... £ 200d , e
Bl of good quality............
timely.........oooviiin & q q Y =
] up-to-date............onentn
useful......oooviiiiiiinns P L

2. The export culture (ways of perc_:—é—i—ving, thinking, feeling) that is normally retained in Janguage, shared
framework, stories, and the grapevine, about the export market in our organization is...

accurate........oooiiiinnnn ] adding value to the

complete.......eevenennne B organization............ :
easily understood. ........ : usable......oovieeeiinnnn .
easily interpreted......... - credible............oooi -
ObJECHIVE . veeerenere B accessible......oooiiiennt, ]
relevant.........ccoevviinn of good quality............|__
useful ..o : up-fo-dafe........oovene. —

3 The standard operating procedures, rules, routines as regard to the export marketing operation of our
organization could be described as...

ACCUTALE...eeneeneeennenens : having value-added ...... :
complete..........ooevnene - useful........coo |
concisely represented....| usable.............ooel .
easily understood......... . credible................... ]
easily interpreted......... . accessible.................. .
objective......oooeieninin ] being of good quality.....| |
relevant.......ccooeeevnnnnn - up-to-date.................. .
timely...o.ooovviiiiincn |
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1 2 3
Strongly Disagree Neither Agree
Disagree nor Disagree

4
Mildly
Agree

5

Agree

6 7

Strongly
Agree

Very Strongly
Agree

4. The written documents, files and databases we have on the export market operation could be described
to be...

ACCUTate. . .o.vvvneenneninns
complete............ooeen.
concisely represented....
consistently represented.
easily understood.........
easily interpreted.........
objective.........cooevennn

relevant.........cooovvvnneee

L

timely....coovviviiannn
having value-added ......

useful....oooviiiinn

accessible......ooviiinnnnt.

of good quality......cc.c....

up-to-date...........oennnn

(TTTTT1T171]

5. The export information we obtain through the formal relationships among the export people in our
organization are...

accurate........oooeveinin
complete.......oeininene
easily understood.........

easily interpreted.........

(TTTTT11]

adding value to the
organization...............

relevant.........cooevvvvnnn

credible. ..o

of good quality.............

(T T T 11]

6. The export information we obtain through the informal relationships among the export people in our
organization are...

ACCUTALE. . e evenereinnannnns
complete......oooeviienn
easily understood.........

easily interpreted.........

[(TTTTT 11}
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1 2 3
Strongly Disagree Neither Agree
Disagree nor Disagree

4
Mildly
Agree

Agree

6 7
Strongly Very Strongly
Agree Agree

7. The physical structure (e.g. interior design and physical arrangement, ambience) of the office/s that
deals with the export market operations can be described as...

relevant............oooeee
having value-added ......

useful..oooveeie e

credible (reflects the nature of
an export organization)..
being of good quality.....
up-to-date..........oooeeen

8 The intuition about the export market among the people in our organization could be described as...

ACCUrate...ooveierreennnnen :
easily interpreted......... L
relevant..........ooooeeeins -
timely..oeeeeiieieen -
having value-added ...... |

—
useful...ooooviiiinin |
usable....oovviiiiiien |
credible......oooviieiniiiin |
being of good quality.....| |
up-to-date............o.es .

9. The export information we obtain through the formal relationships with external export-specific

groups (€.g. customers, suppliers) we have developed in our organization are......

—

ACCUTAte. . ovevverrevneenn
complete......oooevennens

easily understood.........

easily interpreted.........

L

10. The export information we obtain thr

adding value to the
organization...............

relevant.....oooeeeveierennns

credible..coovviiiiieiiinn,

of good quality........cc....

L

ough the_informal relationships with external export-specific

groups (e.g. customers, suppliers) we have developed in our organization are......

ACCUTaAtE. o vvvviiveneeieeens

complete.....oooveeineeens

[ 1 1]

easily understood.........

easily interpreted.........

29

up-to-date............oeneen D

adding value to the

organization...............
relevant.........oooovveeenn
useful...ooooviiiine
usable. ..o

credible....ooovviiiiiiis

(T TT11]

of good quality..............
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1 2 3
Strongly Disagree
Disagree

Neither Agree
nor Disagree

4
Mildly
Agree

5

Agree

6 7

Strongly
Agree

Very Strongly
Agree

11. Our know-how and skills with regard to the export operation could be considered to be...

accurate..............o
complete.............o.en

relevant...............o.eies

HEEEEN

usable.....oooviiiiiiii.
credible.....ooooviiie
accessible..........oiien.t.

of good quality..............

HEEEE

up-to-date..................

12. Export market information stored outside of our organization (e.g. library/databank of chamber of
commerce or industry association we have access to) could be described as...

accurate......oovovieniinne
complete..........oeennns
concisely represented....
easily understood.........
easily interpreted.........
objective........ooovivinne

relevant...........ccoeeenee

HEEEEEEE

having value-added ......
useful ..o
usable.......o.ooeiiinnnn
credible..............oo
accessible..................

being of good quality.....

up-to-date..................

[(TT T 111}

13. The export market information which are newly acquired by our organization and which have not yet

been stored in the organization could be described as

ACCUTALE. . .euvnerneinnnenne
complete......oooviinnnn
concisely represented....
easily understood.........
easily interpreted.........
objective......ooveeenninin

relevant........oooeveeeiinn

(TTTTT1 1]
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having value-added ......
useful..........ooo

credible.......oooviiiiianin
accessible........ooooiin.

being of good quality.....

L
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Part 8. USING EXPORT MARKET MEMORY

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by encircling the numbers of your choice below, according to the following scale:

1 2 3 4 5
Strongly Disagree Neither Agree Agree Strongly
Disagree nor Disagree Agree
1. In this company, the majority of export memory we have is not used................. 12345
2. We make a conscious effort to use most of our export memory...........o.cooeeeennee 12345
3. We utilize most of the export memory we have.............ooooiii 1 2345

4. The export memory we have gathered in the past is often not considered in the
making of decisions for which they were initially acquired............oconiiinninns: 1 2345

5. Export memory is generally used to provide us with concepts about our

EXPOTE MATKET. ... 1ttt ettt e 1 2345
6. Decision-making can become difficult as a result of too much export memory....... 1 2345
7. We normally have more export memory than what we actually need........cooevenenn. 1 23 45

8. Our confidence in making decisions is normally increased as a result of using
EXPOTE TIEIMIOTY e eeeeesas e see e e e as s e e s e s s ce e s s e st st 12345

9. Export memory is often used to justify decisions really made on the basis of
PEFSONAI TNSTNCE. ...t 1 2345

10. Export memory is generally used to provide us with theories about the

EXPOTE MATKEL. ... e et et 1 2345
11. We never find ourselves overloaded with export memory.........coooovoeeinieieene. 1 2345
12. The same piece of export memory is usually used for more than one decision...... 1 2 3 45

13. Export memory is preserved specifically so that it can be used by individuals

other than the person/s from whom it originated............oooovnennn 1 2345
14. We feel overwhelmed by the amount of export memory we have.................... 1 23 45
15. Export memory is generally used to make a particular decision..................o. 1 2345

16. The export memory we have often exceeds the capacity of our systems to process
them into usable INFOrMation. . ... ....iuiiirier e 1 2345

17. Export memory is commonly used to reinforce expectations...........cooevviiieenns 1 23 45

18. Export memory is generally used to provide us with assumptions about the
EXPOTE MATKEL. .. cee et 1 2345
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19. Export memory is often used to justify decisions already made........................ 1 2345

20. We usually find ourselves with more export memory than what we could
efficiently handle..... ... i 1 2345

21. We experience difficulties in planning adequately due to an overload of export
100153 0010 2 P P PR PR 1 23 45

22. Export memory is often used to back up hunches, prior to the implementation of
AN EXPOTT AECTISION. ..ttt ittt et 1 23 45

23. Export memory is generally used to provide us with a model about our

EXPOTt MATKEL. « ..ttt e 1 23 45
24. If export memory is difficult to retrieve, guesses are made instead................... 1 2345
25. Without export memory, decisions made would be very different ..........co... 1T 2 345

26. We have so much export memory, we encounter problems in dealing with itall... 1 2 345
27. Export memory is actively sought out in response to a specific decision at hand....1 2 3 4 5
28. The amount of export memory we have is more than what we could actually use...l 2 3 4 5

29. Export memory is usually taken into account to justify the cost and/or effort of

having aCqQUITEd It.........uivuiinrie i 1 2345
30. It is often through our export memory that we set our key priorities.................. 1 2345
31. We find it easy to handle all the export memory that we have................on. 12345
32. Export memory often supports decisions made on other grounds.............ooeenene 1 2345

33. We often use our export memory to formulate problems about our export market..1 2 3 4 5
34. No decision would be made without relevant eXport memory...........ooveeinen 1 2345
35. We often turn to our export memory after decisions have been made.........oouennn 1 23 45

36. We generally use our export memory to come up with a range of solutions to

OUE PIODBIEIMIS. ¢ttt 1 2345
37. We have too much export memory that hamper quick decisions and cause

numerous organizational Problems. ...........oiviii 1 23 45
38. Export memory is often distorted in decision-making...........coooeiiiiiiiiiin 1 2345
39. Export memory is usually translated into significant practical action.................. 1 2345

40. Export memory often helps us to set criteria in choosing a solution to our




41

42.

43.

44,

45.

46.

47.

48.

49,

50.

. Decisions based on export memory are generally more accurate than

instinctive ones

Export memory commonly has little decision relevance............coccoevevieininnn
We usually have just the right amount of export memory in our organization.......

Key executives often distort export memory in passing it On.............cocoveevnnnn.

Export memory generally broadens our managerial knowledge base without
serving any one particular project

Instinct is often combined with export memory when making decisions................

Uncertainty associated with the export market environment is greatly reduced

DY USING EXPOIT MEMOTY .. utittittine ittt ettt ettt aerer e s e e aieens

We often find ourselves with less export memory than what we actually need......

In this firm, we always rely on export memory when making export

8 (10 R (0] 1 PP

In this firm, we plan our response to export memory formally........................
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For the following question, please circle the numbers that apply for all the functional areas that
exist within your organization. If a functional area DOES NOT exist in your organization, tick the
box next to it.

51.

In our organization, export memory is used frequently by:

a. export personnel..........occoviiviiiiiinnnnn. 12345 ]
b. marketing personnel..............c.coooiin 1 2345 ]
c. finance/accounting personnel............... 1 2345 ]
d. production personnel........................ 12345 ]
e. research and development personnel ......1 2 3 4 5 ]
g. top management personnel.................. 1 2345 ]

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by writing the numbers of your choice in the boxes below, using the following scale:

52.

53.

Our export memory is often used for company POlItICS...oviii i

Overload of export memory is a problem inour firm...................

33

1 2 3 4 S 6
Strongly Disagree Neither Agree Mildly Agree Strongly Very Strongly
Disagree nor Disagree Agree Agree
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54. We use export memory directly in the making of specific decisions.............c...oooeeni I__—I

55. Our export memory is used generally to broaden our understanding of the export market. l—__l

56. We are very effective in our export memory use activities

Part 9. THE EXTERNAL ENVIRONMENT

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by encircling the number of your choice, according to the following scale:

1 2 3 4 5
Strongly Disagree Neither Agree Agree Strongly
Disagree nor Disagree Agree
1. The technology in our industry is changing rapidly...............coo, 1 2345
2. Technology changes provide big opportunities in our industry................oooevne 1 2345
3. It is difficult to forecast where technology in our industry will be in the next
PO = T T 1 2345
4, Technological developments in our industry are rather minor..................oovee 1 2345

5. A large number of new product ideas have been possible through technological

breakthrough in our INAUSTIY......o.oiuiiniii 1 23 45
6. Competition in our industry is cut-throat.............coooevinniee 1 23 45
7. There are many “promotion” wars in our industry..........o.ooooviive 1 23 45
8. Anything one competitor can offer, others can match rapidly..........ooooin 1 23 45
9. Price competition is a hallmark of our industry...........ccooveeeinrine 1 2345
10. One hears on a new competitor almost everyday.............ooooviviiiiiinne 1 23 45
11. Our competitors are relatively WeaK...........ooooiiiiiiiinn 1 2345
12. Aggressive selling is the norm in our industry........c...oooooiirininnne e 1 2345

13. In our kind of business, customers’ product preferences change quite a bit over

T o1 T T L R TERE 1 2345
14. Our customers tend to look for new products all the time.............ooois o 1 2345
15. We cater to many of the same customers that we used to in the past.................. 1 2345

16. We are witnessing demand for our products and services from customers
who never bought them before. ........oo.oviiii 1 23 45
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17. New customers tend to have product-related needs that are different from those

OF EXISTINE CUSEOMEBTS. . .. e ettt ittt ettt e et e e e e e e e e 1
18. Our customers are VEry price SeNSitiVe. ...........everirireriretieeieeeereieneieneninaanns 1
19. In our market(s), buyers can always negotiate lower prices from sellers.............. 1
20. When it comes to price, our customers are in a strong negotiating position... ....... 1

21. In our market(s), buyers face high costs if they want to switch to our competitors.. 1

Part 10. REGULATORY FEATURES

MARKETING
Group

Instructions: Please encircle the number which best describes the degree of impact that each of the
following regulatory features generally has on your main market(s):

Very Negative
Impact
1. Government product standards..............ooviiiiiiii 1 2 3
2. Restrictions on seller concentration (e.g., Commerce Act).....1 2 3
3. Transportation and handling regulations........................... 1 2 3
4, Government pricing regulations..............cooviiiiiiinee. 1 2 3
5. Environmental protection laws (pollution, noise, etc.).......... 1 2 3
6. Governmental regulation of advertising........................... 1 2 3
7. Regulations relating to product resale................c..oooi 1 2 3
8. Trade association regulations of business practices.............. 1 2 3

Part 11. EXPORT INVOLVEMENT

1. How long has your firm been exporting? years

Very Positive

4

4

Impact
5

5

5

2. How many people in your firm deal specifically with export marketing matters (only consider those

employees on your Philippine payroll)? Full Time Part Time
3. Does your firm have a separate export department? [JYes [ JNo
4How are your exports dealt with? Please tick as many.
[} By the sales/marketing department [ ] By an independent export agent

[} By the managing director

[ ] Other (please specify):

5. What is the relative importance of the following 5 objectives (sales, profits, market share, market
entry, customer satisfaction) to export success in your firm? To answer this important question, please
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allocate a total of 100 points among the 5 objectives. For example, if they are all equally important,
please allocate 20 points to each of the 5 objectives.

Export Sales Volume %
Export Profitability %
Export Market Share %
Rate of New Entry Into Export Markets %
To Satistfy Customers’ Needs %
Total 100 %

6. Which of the following statements best describes your company? (PLEASE TICK ONLY ONE BOX)
] Exporting is part of our global strategy which includes other forms of international
involvement (e.g. joint ventures, licensing).
[ ]Our firm is an experienced exporter and exports to several markets.
[ ] Our firm exports experimentally to few markets.
[]Our firm only responds to unsolicited orders from abroad.
7. How many product/service lines does your company market in total? (A product/service line is a
group of products/services that are closely related to each other, either through a similar production
process or through similar marketing issues (e.g., they fulfill similar needs, or are sold to the same

customer group); for example, Gillette markets a line of razors and blades, a line of toiletries, a line of
pens and a line of cigarette lighters.)

product/service lines [ ]don’t know
Of these, how many do you export? product/service lines [ ] don’t know

8. Approximately what percentage of total sales is derived from exports? (Remember this survey is
confidential and only aggregated data will be analyzed — your response will not be identified as yours
at any point) %

9. Approximately what percentage of total profits is derived from exports? (Remember this survey is
confidential and only aggregated data will be analyzed — your response will not be identified as yours
at any point) %

10. Over the past 3 years, average annual export sales have been (PLEASE TICK ONLY ONE BOX):

[ ] Increasing [ ] Decreasing [ ] Static

11. Over the past 3 years, average annual export sales have grown/ declined by %

12. Over the past 3 years, average annual export profits has been (PLEASE TICK ONLY ONE BOX):

[ ] Increasing [ ]Decreasing [ ] Static
13. Over the past 3 years, average annual export profits has grown/ declined by %

14. Which of the following regions are you currently exporting to? (please tick as many as applicable)
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[ 1EU countries [ ] Africa and Middle East

[_] Other European countries excluding EU [ ] Australia and New Zealand
[]North America [ ] China, Japan, Korea

[ ] South/Central America [ ] Rest of Asia

15. To how many countries does your company export?

16. Overall, how satisfied are you with your performance along the following dimensions?

Very Very
Unsatisfied Satisfied
Export Sales Volume ......................... 1 2 3 4 5
Export Profitability ....................l 1 2 3 4 5
Export Market Share ......................... 1 2 3 4 5

Rate of New Entry into Export Markets....1 2 3 4 5
Satisfying Export Customers’ Needs........1 2 3 4 5

17. How would you rate your firm’s export performance compared to other exporters in your sector?
(Please encircle the number of your choice on the scale provided).

Poor 1 2 3 4 5 Outstanding

18. How would you rate your firm’s export performance compared to other exporters in your country?
(Please encircle the number of your choice on the scale provided).

Poor 1 2 3 4 5 Outstanding

19. Overall, how would you rate your firm’s export performance? (Please encircle the number of your
choice on the scale provided).

Poor 1 2 3 4 5 Outstanding

Part 12. FIRM’S CHARACTERISTICS

1. In which year was your firm established?

2. How many full-time employees does your company currently have?
(only consider those on your Philippine payroll)

3. How many part-time employees does your company currently have?
(only consider those on your Philippine payroll)

4. Please indicate the extent to which your company is involved in selling the following types of
offerings, by allocating a total of 100 points across the four categories:
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- Consumer Physical Goods %
- Business to Business Physical Goods %
- Consumer Services %
- Business to Business Services %

TOTAL 100 %

5. Approximately what is your company’s annual sales turnover?

[]Less than P2 Million

[_] Greater than P2 Million but less than or equal to P3 Million

[_] Greater than P3 Million but less than or equal to P7 Million

[_] Greater than P7 Million but less than or equal to P15 Million
[] Greater than P15 Million but less than or equal to P50 Million
(] Greater than P50 Million but less than or equal to P100 Million
[] Greater than P100 Million

6. Which of the following best describes your firm? (Please tick only one).

[ ] An Independent Company

[ ] A Subsidiary/Affiliate Company

[ ] A Division of a Multinational Firm
[ ] Other (please specify):

7. Please state your position or title:
8. Is your company 100% Filipino-owned? [ ]Yes [ ]No
If not, please state nationality of foreign ownership and the percentage of foreign ownership.
Nationality/ies Percentage Ownership
%
%
%
%

THANK YOU VERY MUCH FOR YOUR TIME!

I shall be sending you a summary of the result of the study as soon as it is available.
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CHAPTER FIVE
APPENDIX 5.2 Cover Letter

June 9, 2003

Mr. Nelson Lim
General Manager
Ching Bee Trading
Philippines

Dear Mr. Lim
Greetings from Macau!

| am a PhD student at the Aston University in the United Kingdom besides being a lecturer at the Business
Faculty of the University of Macau. My doctoral thesis is on quality export memory, its antecedents and influence
on export performance. In simple terms, | am doing a research on the following subjects:

1) how exporting organizations store export market information;
2) what factors determine their storage;

3) what constitute a quality “organizational export memory”;

4) how and to what extent is export memory used and;

5) how does export memory affect export performance.

Early this year, | interviewed 10 exporting organizations to verify my research model. At this point | have already
written the questionnaire for the quantitative part of the research. Before mailing them to a sample of 800
exporting companies from across industries, | am doing a pretest of the questionnaire. | would be extremely
grateful if you could allow yourself to be interviewed for this pretest. The interview will only last for 30 minutes.
Rest assured that all your answers will remain confidential and strictly anonymous. Output from the interview will
be used only for academic purposes. On the practical side, this research attempts to contribute to further
enhancing the practice of export marketing. As an export manager, this research will provide you with a profound
understanding of how export memory is developed and how it could provide you with a competitive edge in the
industry. All respondents will be provided with a summary of the final results of the study.

| will be flying back to the Philippines on the 17" of June 2003 and will be staying there until the 1% of July 2003
for the purpose of conducting the interviews. | will be assisted by Ms. Ria Ricablanca and Ms. Melissa Digo of
the University of the Philippines who will be following you up on this matter.

| would be more than happy to discuss with you any questions you might have regarding this research. | may be
contacted at the following e-mail address — iosephs@umac.mg or phone number in Macau — (853) 3074721.
You may also contact Ms. Ricablanca at the following e-mail address: rgricablanca@yahoo.com or phone
number 639194571103 or Ms. Digo at e-mail address: melissadigo@lycos.com or phone number 639198595323.

| sincerely hope for your very kind assistance.
Thank you so much in advance.

Respectfully yours,

Joseph A. Sy-Changco
PhD Student — Aston Business School, The United Kingdom
Lecturer — University of Macau
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Editha U.Dizon

Manager for Export Operations
U-Freight Philippines, Inc.
4/F Cargohaus Bldg.

NAIJA Complex, Brgy. Vitalez
Parafiaque City.MM

Dear Ms. Dizon,

I am a doctoral (PhD) candidate at Aston Business School in the United Kingdom. [ would very
much appreciate your help with a study 1 am currently undertaking into how quality export memory is
gained and its impact on export performance. This research is an essential element of my Ph.D. thesis,
supervised by Dr. Anne Souchon, of Loughborough University (UK).

The results of this study should contribute to the enhancement of export marketing practice. As an
export manager, this will provide you with a profound understanding of how export memory is
developed and how it could help you achieve or increase your competitive edge in the industry. Upon
completion of the field work, I will be sending you a summary of the results of the study.

As your answers are critical for the accuracy of our research, we would be extremely grateful if you
could find time to fill out the attached questionnaire. I am well aware that this represents a demand
on your busy schedule, but please bear in mind that your participation could make a difference
between success and failure of the study and my Ph.D. as well!

Please rest assured that your answers will remain anonymous and that all replies will be treated in the
strictest confidence; at no time will you or your organization be identified in the analysis, and only
aggregated data from all respondents will be analyzed. The questionnaire should not take up too
much time to complete, and I would be grateful if you could mail it back using the enclosed return
envelope that is already duly stamped at your earliest convenience.

For the success of the study, it is important that you answer all of the questions in the questionnaire.
Please try not to omit any. Remember that your answers will be anonymous and treated in the strictest
confidence.

I would be more than happy to discuss any questions you may have about this project and can be
contacted at the following e-mail address: sychangj@aston.ac.uk

Please feel free to also get in touch with Mr. Jeffry Tejada, my research assistant from the School of
Statistics, University of the Philippines, at the telephone number 928-0881, for any other assistance
you may need in answering the questionnaire. My doctoral supervisor, Dr. Anne Souchon would also
be happy to answer any queries at a.Lsouchon@lboro.ac.uk.

Thank you so much in advance for your cooperation. Your support is greatly appreciated.

Yours sincerely,

Joseph A. Sy-Changco Dr. Anne L. Souchon
Doctoral Candidate Doctoral Thesis Supervisor
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APPENDIX 5.3 Endorsement Letters
26, 2004

Dear Exporter,

We are lending our support, together with a number of organizations in the Philippines, to an
independent study of Philippine exporting companies which is being carried out by Mr.
Joseph Sy-Changco in line with his PhD thesis at the Aston Business School in England.

The survey is an integral part of Mr. Sy-Changco’s research on the determinants of quality
export memory and its performance outcomes. Furthermore, the study will come up with a
measure for quality export memory, an important research topic which has never been studied
before.

Aston Business School in England has been ranked as the best business school in the United
Kingdom outside of London, just second to the London Business School.

We are prepared to lend support to this study as we believe the findings will enable
Philippine service exporters to gain a tool to benchmark their marketing operations abroad.
We are also convinced that this study will help you, our Filipino exporters, develop a
competitive edge over foreign competitors through a more profound understanding of stored
information or knowledge’s role in export performance.

It is for this reason that I am asking for your cooperation in this exercise. I would appreciate
it if you could find time to complete the enclosed questionnaire. It should then be returned
direct to Mr. Jeffry Tejada of the School of Statistics, University of the Philippines. Mr.
Tejada, a faculty member at UP, is collaborating in the statistical analysis of this research.

Thank you in advance for your kind participation.

Yours faithfully,

Atty. Rosalinda D. Baldoz
ADMINISTRATOR
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July 1, 2003

Dear Exporter,

We are lending our support, together with a number of organizations in the Philippines, to an
independent study of Philippine exporting companies which is being carried out by Mr. Joseph
Sy-Changco in line with his PhD thesis at the Aston Business School in England.

The survey is an integral part of Mr. Sy-Changco's research on the determinants of quality export
memory and its performance outcomes. Furthermore, the study will come up with a measure for
quality export memory, an important research topic which has never been studied before.

Aston University in England has been ranked as the best business school in the United Kingdom
outside of London, just second to the London Business School.

We are prepared to lend support to this study as we believe the findings will enable Philippine
exporters to gain a tool to benchmark their marketing operations abroad. We are also convinced
that this study will help you, our Filipino exporters, develop a competitive edge over foreign
competitors through a more profound understanding of stored information or knowledge's role in
export performance.

It is for this reason that I am asking for your cooperation in this exercise. I would appreciate it if
you could find time to complete the enclosed questionnaire. It should then be returned direct
to Mr. Jeffrey Tejada of the School of Statistics, University of the Philippines. Mr. Tejada, a
faculty member at UP, is collaborating in the statistical analysis of this research.

Thank you in advance for your kind participation.

Y ours faithfully,

Ma. Tergsa R’eginio
Assistanf Directyr

5th to 8th Floors, New Solid Bidg., 357 Sen. Gil J. Puyat Avenue, Makati City .
Fax Numbers: (632) 890-4707 = (632) 890-4716 Export Hotlines: (632) 837-7605 = (632) 836-3251
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APPENDIX 5.4
First Pretest Questionnaire

ASTON BUSINESS SCHOOL

Quality of Export Memory Content:
Its Antecedents and Key Outcomes

Joseph A. Sy-Changco

Doctoral Candidate

Anne L. Souchon, Ph. D.

Thesis Supervisor

Aston Business School
Aston University
Aston Triangle
Birmingham BS 7ET
United Kingdom
Tel +44 (0)121 359 3011

ASTON UNIVERSITY
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Export Memory is information about the export market and its operations which are stored
in the organization in the form of assumptions, beliefs, values, language, shared framework,
stories, grapevine, standard operating procedures, rules, routines, written documents, files,
database, formal and informal relationships, physical structure, and intuition that could be
brought to bear on present decisions.

GENERAL INSTRUCTIONS

Please indicate the extent to which you agree or disagree with each of the following
statements concerning your export operations by encircling the number of your choice,
according to the following scale:

1 2 3 4 5
Strongly Disagree Neither Agree Agree Strongly
Disagree nor Disagree Agree

Note: If in case you have several organizations under you (e.g. subsidiaries, affiliates),
please consider all of those organizations in answering the items in this questionnaire.

Part 1. ACQUISITION OF MARKET INFORMATION

1. In this company, we collect export market information efficiently.............. 123 45
2. The quality of our export market information generation is outstanding........ 12345
3. We are satisfied with our export market information generation efforts........ 1 2345

4. There is room for improvement in the way we collect market information.....1 2 3 4 5

5. We are effective in our market information generation activities................ 1 23 45

Part 2. DISTRIBUTION OF MARKET INFORMATION

1. In this company, we distribute export market information efficiently.......... 1 2345
2. The quality of our export market information dissemination is outstanding...1 2 3 4 5
3 We are satisfied with our export market information distribution efforts...... 1 2345
4 There is room for improvement in the way we distribute market information.1 2 3 4 5

5. We are effective in our market information distribution activities............... 123 45
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Part 3. QUALITY OF EXPORT MARKET INTERPRETATION

1. The interpretation we make on the export market information we acquire
reflects well what’s happening in the export market............oooooiiiineens 1 2345

2. The interpretation of export market information provides us with a deep and
unique understanding of the market which is not available to competitors.....1 2 3 4 5

3. Our organizations gain so much value in the way we interpret the market

INFOrMAtion WE MAVE. ... vttt 12345
4. 1t is very difficult for us to figure out the meaning of the export market

INFOrMAtION WE ZET. ..\ uieieit et 1 2345
5. We discover very little in the way we make sense of the export market

information available 10 US.....o.vveerirtiii i 1 23 45
6. We are very good in reading between lines especially with the raw market

INTOTMALION WE HAVE. .. vttt ittt et 1 2345
7. In this company, we interpret export market information efficiently............ 1 23 45

8. The quality of our export market information interpretation is outstanding....1 2 3 4 5

9. We are satisfied with our export market information interpretation efforts.....1 2 3 4 5

10. There is room for improvement in the way we interpret market information.1 2 3 4 5
11. We are effective in our market information interpretation activities........... 1 23 45
Part 4. DEGREE OF DOCUMENTATION AND STORAGE
1. Our organization encourages everyone to keep a written record of all

export market information and transactions. ...........cooovviiriirrrrre 1 2345
2. People in the organization spend the necessary time to keep an updated

record of export market information and tranSactionsS. .......oevvveineneeneeenn 1 2345
3. Our organization spend enough money in making record keeping both

efficient and effective (e.g. investing on information technology).............. 1 23 45
4. There is little documentation happening in our export market operation....... 1 23 45
5. People in the organization usually have difficult time recalling important

information on the export Market.........coooviiiiii 12345
6. We have a formal procedure in documenting export market information...... 123 45

7. Nobody seems to have time to write down things they learn about the
46



EXPOTt MATKEL. ..\ttt 1 23
8. In this company, we store export market information efficiently................ 1 23
9. The quality of our export market information storage is outstanding............ 1 23
10. We are satisfied with our export market information storage efforts........... 1 23

11. There is room for improvement in the way we store market information..... 1 23

12. We are effective in our market information storage activities.................. 1 23

Part 5. QUALITY OF EXPORT MEMORY

4

4

1. Usually the assumptions, beliefs, and values about the export market that people have in

our organization are...

ACCUTAte. . .veeereeianeeinnnes 1 23 45 timely...oveveeniiiiiains 1 23
complete........ooevininnn. 1 2345 has value-added............. 1 23
easily understood........... 1 2345 useful....ooeviii 1 23
easily interpreted............ 1 23 45 usable........coooii 1 23
objective......oooeiiinnne. 1 23 45 credible......oooeiiiiininnn 1 23
relevant...........cooooeenn 1 2345

I

2. The corporate culture (ways of perceiving, thinking, feeling) that is normally retained in
language, shared framework, stories, and the grapevine, about the export market in our

organization is...

ACCUTALE. .\ eeveiniernnnans 1 2345 timely...oooovviiiiiiiinienns 1 23
complete......ooovvieinients 1 2345 has value-added............. 1 23
easily understood........... 12345 useful..o.oveiiiiii 1 23
easily interpreted............ 1 2345 usable.....oooviiiiiin 1 23
objective...o.ovieiiennenns 1 2345 credible.........coooiiiin 1 23
relevant..........oocoveiinins 1 2345

3 The standard operating procedures, rules, routines as regard to the export marketing
operation of our organization could be described as...

ACCUTALE. . .evveeneinrrnnene 1 2345
complete........coveennnn 1 2345
concisely represented..... 1 2 3 4 5
easily understood.......... 1 2345
easily interpreted........... 1 2345
ObJeCtiVe..evnevieiieine 12345
relevant.........oooeveeenenn 1 23 45
timely..ooeeoii 1 2345
has value-added........... 12345
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useful....oovviiiiiiiiin 12345
usable. ..o 1 23 45
credible.....oovviiiiiiiin 1 2345
4. The written documents, files and databases we have on the export market operation

could be described to be...

ACCUTALE. ..o uvenirineanenenns 12345 relevant.........cooeeeeneens 1 2345
complete........oevvenens 1 23 45 timely..oooveiiiiniiin 1 2345
concisely represented..... 1 2 3 45 has value-added........... 12345
consistently represented.. 1 2 3 4 5 useful. oo 12345
easily understood.......... 1 2345 usable. ... 12345
easily interpreted........... 1 2345 credible...ooovieiiiiiinin 1 23 45
objective......oooveieiiiinn 1 23 45
5. The formal and informal relationships among the people in our organization are...

relevant.........oooooveennns 1 2345 useful...ooveiiiiiiin 12345
timely...oooovviiiinn 1 2345 usable. ..o 1 23 45
has value-added........... 12345 credible....ooveiiiiiiiiiinn 12345

6. The physical structure (e.g. interior design and physical arrangement, ambience) of the
office/s that deals with the export market operations can be described as...

relevant........cooooeeeenens 12345 usable. . .o.ivii 12345
timely..oooveeiiiin 12345 credible (reflects the nature

has value-added........... 12345 of an export organization). 1 2 3 4 5
useful....oooveviiiiinn 12345

7 The intuition about the export market among the people in our organization could be
described as...

ACCUTALE . v\ vveeeinnrnaenenes 1 23 45 has value-added............. 12345
easily interpreted............ 1 2345 useful. ..o 12345
relevant.......oooovevvennns 1 2345 usable. . .ooviiii 12345
TA10015] ) PTUTTTPIIURPPIPRPRPP PR | 2 345 credible..oovveiiiiiiiinn 1 2345
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Part 6. USING EXPORT MARKET MEMORY

1. In this company, majority of export memory we have is not used............... 1 2345
2. We make a conscious effort to use most of the export memory................. 1 23 45
3. We utilize most of the export memory we have...........ooooiiiiieiean. 1 23 45

4. The export memory we have gathered in the past is often not considered
in the making of decisions for which they were initially acquired.............. 1 2345

5. Decision-making can become difficult as a result of too much
EXPOTT MEIMOTY . e veeetiaeesis s ee et e ee e s s as s et s st 1 2345
6. We never find ourselves overloaded with export memory............c..coeeeees 1 23 45

7. The export memory we have often exceed the capacity of
our systems to process them into usable INfOrmation........ooovvveivreeinnneens 1 2345

8. We experience difficulties in planning adequately due to an overload of
EXPOTE MEITIOTY . et eeeeeecrasi s e s sssssse e s s st st ss e 1 2345

9. We have so much export memory, we encounter problems
in dealing With it all........ooiiiiiii e 1 23 45

10. We find it easy to handle all the export memory that we have.................. 1 2345

11. Our confidence in making decisions is normally increased as a result of
USING EXPOTt MEIMOTY ... eeerrerarrnrrsssissies s ss s s st 1 23 45

12. Export memory is often used to justify decisions really
made on the basis OF INSHNCT. ....oviiiii e 1 2345

13. The same piece of export memory is usually used for

more than one deCiSION. ... .uvuriueriir e 1 23 45
14. Export memory is generally used to make a particular decision................ 1 2345
15. Export memory is commonly used to reinforce expectations. ........oeeenunen 1 2345
16. Without export memory, decisions made would be very different ............ 12345

17. Export memory is actively sought out in response 1o
a specific decision at hand ..o 1 2345

18. Export memory is usually taken into account to justify the cost of
Of haVing ACUITEd Tl ovvveeeirerreriir 1 2345

19. Export memory often supports decisions made on other grounds.............. 1 23 45



20. No decision would be made without the relevant export memory..............
21. We often seek our export memory after decisions have been made............
22. Export memory is often distorted in decision-making................c.oooovenen.
23. Export memory is usually translated into significant practical action.........

24. Decisions based on export memory are generally more
accurate than instinctive ones

25. Export memory commonly has little decision relevance........................
26. Key executives often distort export memory in passing it On...................

27. Instinct is often combined with export memory when making decisions......

28. Uncertainty associated with the export market environment is greatly
reduced by USINg eXPOIrt MEMOTY .....vvvnutenurrninittsnteann s

Part 7. The External Environment

1. The technology in our industry is changing rapidly..............ccooiiniinnnn
2. Technology changes provide big opportunities in our industry...................

3 Tt is difficult to forecast where technology in our industry will be in the next
20T 3 YEATS. 1ot eetnteataneis et e e

4. Technological developments in our industry are rather 1111110) SO

5. A large number of new product ideas have been possible through
technological breakthrough in our industry..........oooviveir

6. Competition in our industry is cut-throat. ............coooeeii
7. There are many “promotion” wars in our industry..............ooooooereene
8. Anything one competitor can offer, others can match rapidly....................
9. Price competition is a hallmark of our Industry............c.ooooeonnn
10. One hears on a new competitor almost everyday...............oooooieonnne
11. Our competitors are relatively weak. ...
12. Aggressive selling is the norm in our industry ...

13. In our kind of business, customers’ product preferences change quite a
DIt OVEE HITIE. « + v ee et ee e e e e e et e e e e et e e



14. Our customers tend to look for new products all the time.................o.ee 1 2345
15. We cater to many of the same customers that we used to in the past.......... 1 2345
16. We are witnessing demand for our products and services from customers

who never bought them before..............ooo 1 2345

17. New customers tend to have product-related needs that are different from

those Of EXiStING CUSIOMETS. ... .uiuvne ettt et 1 2345
18. Our CUSLOMETS are VEry Price SENSItIVE. . ..o.vuiriuineereneiiiiiiiii e 12345
19. In our market(s), buyers can always negotiate lower prices from sellers...... 1 2345

20. When it comes to price, our customers are in a strong negotiating position...1 2 3 4 5

21. In our market(s), buyers face high costs if they want to switch to our
COMPELIOTS .+ttt e e ettt 1 23 45

REGULATORY FEATURES

Please encircle the number which best describes the degree of impact that each of the following
regulatory features generally has on your main market(s):

Very Negative ~ Very Positive

Impact Impact
1. Government product standards............cooooiiin 1 2 3 4 5
2 Restrictions on seller concentration (e.g., Commerce Act).....1 23 4 5
3. Transportation and handling regulations.................coooevenn. 1 2 3 4 5
4. Government pricing regulations............oooviienennn 1 2 3 4 5
5. Environmental protection laws (pollution, noise, etc.).......... 1 2 3 4 5
6. Governmental regulation of advertising...............coooieennns 1 2 3 4 5
7. Regulations relating to product resale...........ccoooovoeeionannn 1 2 3 4 5
8. Trade association regulations of business practices.............. 1 2 3 4 5

Part 8. EXPORT INVOLVEMENT

1. How long has your firm been exporting? years

2. How many people in your firm deal specifically with export matters (excluding
production/operations personnel)?
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3. Does your firm have a separate export department? Yes No

4. How are your exports dealt with? Please tick as many.

By the sales/marketing department By an independent export agent

By the managing director Other (please specify):
5. What is the relative importance of the following dimensions of export success in your firm?
(Please allocate a total of 100 points between the following four dimensions)

Export Sales Volume
Export Profitability
Export Market Share

Rate of New Market Entry

Total 100 %

6. Which of the following statements best describes your company? (Tick one box only)

Exporting is part of our global strategy which includes other forms of international
involvement (e.g. joint ventures, licensing).

Our firm is an experienced exporter and exports to several markets.

Our firm exports experimentally to few markets.

Our firm only responds to unsolicited orders from abroad.
7. How many product lines/groups does your company offer in total?
Of these, how many do you export?
8. Approximately what percentage of total sales turnover is derived from exports? %

9. Which of the following regions are you currently exporting to? (please tick as many)

EU countries South/Central America
Former Eastern block countries Africa and Middle East
Other European countries excluding Australia and New Zealand
EU and Eastern block countries

North America Asia

10. To how many countries does your company export?
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11. Overall, how satisfied are you with your performance along the following dimensions?

Very Very

Unsatisfied Satisfied
Export Sales Volume ..................... 1 2 3 4 5
Export Profitability ...................c. 1 2 3 4 5
Export Market Share ..................... 1 2 3 4 5
Rate of New Market Entry ............... 1 2 3 4 5

12. How would you rate your firm’s export performance compared to other exporters in your
country? (Please encircle the number of your choice on the scale provided).

Poor 1 2 3 4 5 Outstanding

13. Overall, how would you rate your firm’s export performance? (Please encircle the number of
your choice on the scale provided).

Poor 1 2 3 4 5 Outstanding

Part 9. FIRM’S CHARACTERISTICS

1. In which year was your firm established?

2. How many people are currently employed by your firm?

1-9 E 100 - 199

10-99 E 200 or more

3. What are the main products produced by your firm? (please tick as many)
Consumer goods Service
Industrial goods : Other (please specify)

4. Approximately what is your company’s annual sales turnover?

Less than P3 Million

Greater than P3 Million but less than or equal to P15 Million

Greater than P15 Million but less than or equal to P100 Million

Greater than P100 Million

5 Which of the following best describes your firm? (Please tick only one).
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An Independent Company A Division of a Multinational Firm

A Subsidiary/Affiliate Company Other (please specify):

6. Please state your position or title:

54



APPENDIX 5.5

A Study of Exporting Firms:
The Quality of Export Memory

Joseph A. Sy-Changco
Doctoral Candidate
Aston Business School
Aston University
Aston Triangle
Birmingham B4 7ET
United Kingdom
Tel: + 44 (0) 121 359 3011

Dr. Anne L. Souchon
Thesis Supervisor
Reader in Marketing
Loughborough University Business School
Loughborough LE11 3TU, UK
Direct Line: + 44 (0) 1509 22 88 32
Secretary: + 44 (0) 1509 22 31 45
Fax: + 44 (0) 1509 22 39 61
Email: a.l.souchon@lboro.ac.uk




MARKETING

ASTON @ GROUP

-

Export Memory...
is information about the export market and its operations which is stored in the organization in the
form of assumptions, beliefs, values, language, shared frameworks, stories, grapevine, standard
operating procedures, rules, routines, written documents, files, databases, formal and informal
relationships, physical structure, and intuition that could be brought to bear on present decisions.

Part 1. ACQUISITION OF EXPORT INFORMATION

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by encircling the numbers of your choice below, according to the following scale:

1 2 3 4 5
Strongly Disagree Neither Agree  Agree Strongly
Disagree nor Disagree Agree

1. In this firm, we collect export market information from a wide variety of export

riarket INTOFMALION SOUICES.....urruserrenerrunsssrseeramsssss st se e 123 45

2. In this firm, we collect export information regularly to update our knowledge of

e EXPOIT MATKEL. .....oeasverieereesss et 1 2345

3. In this firm, we collect export market information about a wide variety of export

market facts (e.g., customer needs, competitor actions, technological trends,

pOlitical ENVIFONMENL, E1C.)....vrvsvsssresssmssss s 1 2345

4. In this firm, we collect export market information very quickly in response to

changes in the eXPOrt ENVIFONMENL..o.couvirrirsrrrrsarsassrs s 12345

5. In this firm, we collect export market information in a formalized manner............ 12345



Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by writing the numbers of your choice in the boxes below, using the following scale:

1 2 3 4 5 6 7

Strongly Disagree Neither Agree Mildly Agree Strongly Very Strongly

Disagree nor Disagree Agree Agree Agree
7. In this company, we collect export market information efficiently.....................cooeei I:‘
8. The quality of our export market information generation is outstanding....................... I:‘
9. We are very satisfied with our export market information generation efforts.................. l:‘
10. There is no room for improvement in the way we collect export information.................... I:I
11. We are very effective in our export market information generation activities................ I:‘

Part 2. DISTRIBUTION OF EXPORT INFORMATION

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by encircling the numbers of your choice below, according to the following scale:

1 2 3 4 5
Strongly ~ Disagree Neither Agree Agree Strongly
Disagree nor Disagree Agree

1. In this firm, export market information is regularly disseminated to different

AEPAITIMENTS . . oot vttt e 1 23 45
2. In this firm, export market information is speedily distributed across functional

AT A .+ e v vttt e e et e e e e et e et e e e 1 23 45
3. In this firm, export market information never tends to get lost in the system.......... 1 23 45

4. In this firm, export market information gets disseminated across departments in
RIgh QUANTILIES. . veteeie et 1 23 45

5. In this firm, export market information is often summarized as it gets distributed....1 2 3 4 5

6. In this firm, export market information will rarely get distorted in the
AiSSEMINALION PIOCESS . .. vvuerteteins it et ettt et 1 2345
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7. In this firm, export market information is often disseminated in a formal manner....1 2 3 4 5

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by writing the numbers of your choice in the boxes, using the following scale:

1 2 3 4 5 6 7

Strongly Disagree  Neither Agree Mildly Agree Strongly Very Strongly

Disagree nor Disagree Agree Agree Agree
8. In this company, we distribute export market information efficiently..............coocooeeens l_—_l
9. The quality of our export market information dissemination is outstanding.................. l_—_l
10. We are very satisfied with our export market information distribution efforts............... l_—_l
11. There is no room for improvement in the way we distribute export information.............. I__:l
12. We are very effective in our export market information distribution activities............... [_—_l

Part 3. EXPORT INORMATION INTERPRETATION

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by encircling the numbers of your choice below, according to the following scale:

1 2 3 4 5
Strongly Disagree Neither Agree  Agree Strongly
Disagree nor Disagree Agree

1. The interpretation we make on the export market information we acquire reflects
well what is happening in the export market............ooooiiin 1 23 45

2. The interpretation of export market information provides us with a deep and
unique understanding of the market which is not available to competitors............ 1 23 45

3. Our organization gains so much value in the way we interpret the export
INTOIMALION WE MAVE. ... veittteeeenee et et e sttt s 12345

4. 1t is very easy for us to figure out the meaning of the export market information
5. We discover so much in the way we make sense of the export market information
AVAIIADIE 10 LS.+ ettt et ettt et e et 1 2345

6. We are very good in reading between lines especially with the raw export
INFOFMALION WE HAVE. ...ttt ettt 12345
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Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by writing the numbers of your choice in the boxes below, using the following scale:

1 2 3 4 5 6 7

Strongly Disagree Neither Agree Mildly Agree Strongly Very Strongly

Disagree nor Disagree Agree Agree Agree
7. In this company, we interpret export market information efficiently.... ... D
8. The quality of our export market information interpretation is outstanding................... D
9. We are very satisfied with our export market information interpretation efforts.............. D
10. There is no room for improvement in the way we interpret market information............ D
11. We are very effective in our export market information interpretation activities............ I:]

Part 4. RESPONSE TO EXPORT INFORMATION

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by encircling the numbers of your choice below, according to the following scale:

1 2 3 4 5
Strongly Disagree Neither Agree  Agree Strongly
Disagree nor Disagree Agree

1. In this firm, we always rely on export market information when making export

QO CISIONS. e e ee e e e ettt 1 23 45

2 1n this firm, we plan our response to export market information formally............. 1 23 45

3. If a major competitor were to launch an intensive campaign targeted at our
export customers, we would implement a response immediately.........ooooii 1 2345

4. We are quick to respond to significant changes in our competitors’ price structures

inforeignmarkets.....................”...‘.........,...,.........‘..'....“4.............,...1 23 45
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5. We rapidly respond to competitive actions that threaten us in our export markets....1 2 3 4 5

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by writing the numbers of your choice in the boxes below, using the following scale:

1 2 3 4 5 6 7
Strongly Disagree Neither Agree Mildly Agree Strongly Very Strongly
Disagree nor Disagree Agree Agree Agree
6. In this company, we respond to export market information efficiently....................cc.. D
7. The quality of our response to export market information is outstanding. .....cceceevvveriiniennnn D
8. We are very satisfied with the way in which we respond to export market information...... D

9. There is no room for improvement in the way we respond to export market information.... l:‘

10. We are very effective in the way we respond to export market information ........ccccoonee. D

Part 5. EXPORT LEARNING ORIENTATION

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by encircling the numbers of your choice below, according to the following scale:

1 2 3 4 5
Strongly Disagree Neither Agree  Agree Strongly
Disagree nor Disagree Agree

1. Managers basically agree that our export function’s ability to learn is the key to

our competitive advantage in the export market.............ooo 12345

2. The basic values of this export function include learning as key to improvement.....1 2 3 4 5

3. The sense around here is that export employee learning is an investment, not an
EXPEIISE. e nmnasss st s 1 2345

4. Learning in our export operation is seen as a key commodity necessary to
guarantee organizational SUrVival..........ocooii 1 23 45
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5. There is a commonality of purpose in my export Operation..............eesvecnmewseninn 1 2 3 45

6. There is total agreement on our export vision across all levels, functions

AN QIVISTOMS . ¢ ettt sttt ettt et e et e 1 2345
7. All export employees are committed to the goals of this organization...........c....... 1 2345
8. Export employees view themselves as partners in charting the direction of the
OTGANMIZATION . 1.t vne ittt e ettt et e e e et s s s st 1 23 45
9. We are not afraid to reflect critically on the shared assumptions we have made
ADOUL OUT EXPOIT CUSTOMIETS. + vttt eteeentiees ettt h e 1 2345
10. Personnel in this enterprise realize that the very way they perceive the export
marketplace must be continually questioned..... ..o 1 23 45

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by writing the numbers of your choice in the boxes below, using the following scale:

1 2 3 4 5 6 7
Strongly Disagree Neither Agree Mildly Agree Strongly Very Strongly
Disagree nor Disagree Agree Agree Agree

11. Our organization has a very strong commitment to export learning and to activities
T S Tt e S < T R RRREEREECEEES D

Part 6. INTEGRATION INTO THE ORGANIZATIONAL SYSTEM

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by encircling the numbers of your choice below, according to the following scale:

1 2 3 4 5
Strongly Disagree Neither Agree Agree Strongly
Disagree nor Disagree Agree

1. Our organization encourages everyone to keep a written record of all export
market information and tranSaCtionS. .........euveeneeiiiiiiiii e 1 2345

2. People in the organization spend the necessary time to keep an updated record of
export market information and trANSACTIONS . .ttt eeeveienetine et e e et eeraeees 1 2345

3. Our organization spends enough money on making export record keeping both
efficient and effective (e.g. investing on information technology)........coovviiiinnin. 1 2345

4. There is a lot of documentation occurring in our export market operation............. 1 23 45
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5. People in the organization never have a difficult time recalling important

information about the export market.. ... ... 1 2345
6. We have a formal procedure for documenting export market information............. 12345
7. Everyone has time to write down things they learn about the export market.......... 1 2345
8. We organize training sessions as a means to transfer export knowledge............... 1 2345

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by writing the numbers of your choice in the boxes below, using the following scale:

1 2 3 4 5 6 7

Strongly Disagree Neither Agree Mildly Agree Strongly Very Strongly

Disagree nor Disagree Agree Agree Agree
9. In this company, we store export market information efficiently............ccooooiiinnnn D
10. The quality of our export market information storage is outstanding........c.ooovviiiiianns D
11. We are very satisfied with our export market information storage efforts.....oooeveeiniinnns D
12. There is no room for improvement in the way we store export information.................. D
13. We are very effective in our export information storage activities.............oooovvvninienn D

Part 7. CONTENT OF EXPORT MEMORY

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by encircling the numbers of your choice below, according to the following scale:

1 2 3 4 5
Strongly Disagree Neither Agree Agree Strongly
Disagree nor Disagree Agree

1. Usually the assumptions and beliefs about the export market that people have in our organization
are...

ACCUTAte. . euvvnevineeneen 1 2345 timely.....ooooviiiiiins 1 23 45
complete.......ocoeeevenen 12345 adding value............... 1 23 45
easily understood......... 1 2345 useful ... 1 23 45
easily interpreted......... 1 2345 usable.............ol 1 2345
objective.....oooeeiiinn 12345 credible.............oooi 1 2345
relevant...........oooeiiine 1 2345

2. The export culture (ways of perceiving, thinking, feeling) that is normally retained in
language, shared framework, stories, and the grapevine, about the export market in our
organization is...
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ACCUTALE. .. vvneieenanee 12345 relevant..........c.oooenn 1 23
complete........coovenennn. 1 2345 adding value............... 1 23
easily understood......... 1 23 45 useful...oooeiiieciin 1 23
easily interpreted......... 12345 usable.....cooeiiiiiiiiin 1 23
objective.........oovvnnn 1 2345 credible........oooeinniiinns 1 23

3. The standard operating procedures, rules, routines as regard to the export marketing
operation of our organization could be described as...

accurate..........oovvunn 1 2345 relevant.................. 1 23
complete................... 1 23 45 timely...oveeininnnn 1 23
concisely represented....1 2 3 4 5 having value-added ...... 1 23
easily understood......... 1 23 45 useful.....ooooeviiin 1 23
easily interpreted......... 1 2345 usable.......oooviiiiin 1 23
objective.........ooouene 1 2345 credible.........coooiin. 1 23
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4. The written documents, files and databases we have on the export market operation could

be described to be...

ACCUTate.....covvvvvnninnnn 12345 relevant............cooeee 1 23
complete...........ooeeen 1 2345 timely.....oooeviiinnn 1 23
concisely represented.... 1 2 3 4 5 having value-added ...... 1 23
consistently represented. 1 2 3 4 5 useful.......o.ooii 1 23
easily understood......... 1 2345 usable............ooo 1 23
easily interpreted......... 1 2345 credible............ooeni 1 23
objective........oceininne 1 2345

N N e

W L i

5 The formal and informal relationships among the export people in our organization are...

relevant........oooeeeennn 1 23 45 usable.....coooiiiiiiinnn 1 23
adding value............... 1 2345 credible...........oovenii 1 23
useful...oovvviiineeiiin 1 2345

6. The physical structure (e.g. interior design and physical arrangement, ambience) of the

office/s that deals with the export market operations can be described as. ..

relevant.............oooeeee 12345 usable.......cooiiin 1 23
having value-added ...... 1 2345 credible (reflects the nature of
useful....ooooii 1 2345 an export organization).. 1 2 3

7 The intuition about the export market among the people in our organization could be

described as...

ACCULALE. .. vvenveneerenns 1 2345 having value-added ...... 1 23
easily interpreted......... 1 23 45 useful.......oon 1 23
relevant...........ooeeines 1 2345 usable.......ooooeeiii 1 23
timely. ..o 1 2345 credible..............o.. 1 23
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8. The formal and informal relationships with external export-specific groups (e.g. customers,
suppliers) we have developed in our organization are......

relevant..................... 1 23 435 usable.......oooeiiiiiiin. 1 23 45
adding value............... 1 2345 credible.........cooovinnin 1 23 45
useful........... 1 23 435

9. Export market information stored outside of our organization (e.g. library/databank of
chamber of commerce or industry association we have access to) could be described as. ..

accurate.............ooeene 12345 relevant.................... 1 2345
complete................... 1 2345 timely.......c.oooocin 1 23 45
concisely represented....1 2 3 4 5 having value-added ...... 1 23 45
easily understood......... 1 2345 useful.........ooo, 1 23 45
easily interpreted......... 1 2345 usable.............oiin 1 23 45
objective...........counnn. 1 2345 credible................o. 1 23 45

10. The export market information which are newly acquired by our organization and which
have not vet been stored in the organization could be described as .........

accurate...............o.ne 1 2345
complete................... 123 45
concisely represented....1 2 3 4 5
easily understood......... 1 23 45
easily interpreted......... 12345
objective........c.oviinnns 12345
relevant...............oooee 12345
timely.........ooooiiiiin 12345
having value-added ...... 1 2345
useful ... 12345
usable............ooon 1 2345
credible.............ooove 1 23 45
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Part 8. USING EXPORT MARKET MEMORY

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by encircling the numbers of your choice below, according to the following scale:

1 2 3 4 5
Strongly Disagree Neither Agree Agree Strongly
Disagree nor Disagree Agree
1. In this company, the majority of export memory we have is not used.....cooinennn 1 2345
2. We make a conscious effort to use most of our eXport memory.........cooevvereneees 1 23 45
3. We utilize most of the export memory we have...........oooiiiinee 1 2345

4. The export memory we have gathered in the past is often not considered in the
making of decisions for which they were initially ACQUITed. . .v v ceriererinennene 1 203 45

5. Decision-making can become difficult as a result of too much export memory....... 1 2345

6. Our confidence in making decisions is normally increased as a result of using
EXPOTE TTIEIMIOTY . et eeeeais s eeeebe e s es s e e s b ettt st s 1 2345

7. Export memory is often used to justify decisions really made on the basis of
PEISONAL INSLINCE. ..o seee ettt 1 23 45

8. The same piece of export memory is usually used for more than one decision....... 1 2345

9. Export memory is preserved specifically so that it can be used by individuals

other than the person/s from whom it originated..........cccoiiiiirie 1 2345
10. We never find ourselves overloaded with eXport memoOry..........ocvvveirirereeeen. 1 2345
11. Export memory is generally used to make a particular decision................oevee 1 2345
12. Export memory is commonly used to reinforce eXpectations.......ooovvvveeieiniinnns 1 2345
13. Export memory is often used to justify decisions already made..............oooeennen. 1 23 45

14. The export memory we have often exceeds the capacity of our systems to process
them into usable INFOrMatioN. ... ... iueriririeie e 1 2345

15. Export memory is often used to back up hunches, prior to the implementation of

an eXPOrt AECISION. ...oorrre it 1 23 45
16. If export memory is difficult to retrieve, guesses are made instead................... 1 23 45
17. Without export memory, decisions made would be very different .........ccceeen. 1 23 45

18. Export memory 1s actively sought out in response to a specific decision athand....1 2 3 4 5



19.

20.

21.
22.
23.
24.
25.
26.

27.

28.
29.
30.
31.
32.

Instructions: Please indicate the extent to
statements by writing the numbers of your ¢

33
34

35

36

37

. We are very effective in our export memory use activities

We experience difficulties in planning adequately due to an overload of export
memory

Export memory is usually taken into account to justify the cost and/or effort of
having acquired it

No decision would be made without relevant €Xport MEMOTY....cuvee.ereereneemenes

We often turn to our export memory after decisions have beenmade...............

Export memory is often distorted in decision-making........oovveveiimimeneennnne

Export memory is usually translated into significant practical action................

Decisions based on export memory are generally more accurate than

TISEITICHIVE OTIES. v v e veeveeveeseeeseen e e s et s s s s st

Instinct is often combined with export memory when making decisions...............

Uncertainty associated with the export market environment is greatly reduced

by USINE EXPOTE MEMOLY . veveensssessersesesinsin s

............................................................................

Export memory often supports decisions made on other grounds............ooeeen

We have so much export memory, we encounter problems in dealing with itall....

Export memory commonly has little decisSion releVANCE. .. ..ovvererneerrranereeeeses
We find it easy to handle all the export memory that we have.......oooovviinnnn

Key executives often distort export memory in passing it on.......coovveveeneennn

1

1
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2 3 45

which you agree or disagree with each of the following
hoice in the boxes below, using the following scale:

1 2 3 4 5 6
Strongly Disagree Neither Agree Mildly Agree Strongly Very Strongly
Disagree nor Disagree Agree Agree Agree
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_Overload of export memory is a problem in our M. ..o
. We use export memory directly in the making of specific decisions............ooeeeeeene |—_—_|
. Our export memory is used generally to broaden our understanding of the export market. |—_—_|
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Part9. THE EXTERNAL ENVIRONMENT

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by encircling the number of your choice, according to the following scale:

1 2 3 4 5
Strongly Disagree Neither Agree Agree Strongly
Disagree nor Disagree Agree
1. The technology in our industry is changing rapidly...............oons 1 2345
2. Technology changes provide big opportunities in our industry................coooeenn 1 2345

3. It is difficult to forecast where technology in our industry will be in the next
20 GG TR V¢ TR 1 2345

4. Technological developments in our industry are rather minor...............c..cooooveen 1 2345

5. A large number of new product ideas have been possible through technological

breakthrough in our INdUStIY.......oovuiniiii 1 23 45
6. Competition in our industry is cut-throat................ocoiii 1 2345
7. There are many “promotion” wars in our Industry.............ooooiiiiii 1 2345
8. Anything one competitor can offer, others can match rapidly................ooooiii 1 2345
9. Price competition is a hallmark of our industry...............o.oo 1 23 45
10. One hears on a new competitor almost everyday............coooviiinnn 1 2345
11. Our competitors are relatively weak. ... 1 23 45
12. Aggressive selling is the norm in our industry...........coooi 1 2345

13. In our kind of business, customers’ product preferences change quite a bit over

TaTse 1T OO U PP 1 23 45
14. Our customers tend to look for new products all the time................oooin 1 23 45
15. We cater to many of the same customers that we used to in the past.................. 1 23 45

16. We are witnessing demand for our products and services from customers
who never bought them before.............ooii 1 23 45

17. New customers tend to have product-related needs that are different from those
OF EXISHNG CUSIOMIETS ..ottt ettt ettt et 1 23 45

18. Our Customers are Very price SeNSItiVe........o.oviiiiiiiiii 1 23 45
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19. In our market(s), buyers can always negotiate lower prices from sellers.............. 1 2345
20. When it comes to price, our customers are in a strong negotiating position... .......1 23 4 5

21. In our market(s), buyers face high costs if they want to switch to our competitors..1 2 345

Part 10. REGULATORY FEATURES

Instructions: Please encircle the number which best describes the degree of impact that each of the
following regulatory features generally has on your main market(s):

Very Negative ~ Very Positive

Impact Impact
1. Government product standards............oooviiiii 1 2 3 4 5
2. Restrictions on seller concentration (e.g., Commerce Act).....1 2 3 4 5
3. Transportation and handling regulations...................o.on 1 2 3 4 5
4. Government pricing regulations...........cooooeviiiii. 1 2 3 4 5
5. Environmental protection laws (pollution, noise, etc.).......... 1 2 3 4 5
6. Governmental regulation of advertising................ocoooeveins 1 2 3 4 5
7. Regulations relating to product resale.............oooooiviiinennn. 1 2 3 4 5
8. Trade association regulations of business practices.............. I 2 3 4 5

Part 11. EXPORT INVOLVEMENT

1. How long has your firm been exporting? years

2. How many people in your firm deal specifically with export matters (excluding
production/operations personnel)?

3. Does your firm have a separate export department? [JYes [JNo

4. How are your exports dealt with? Please tick as many.

[] By the sales/marketing department [ ] By an independent export agent
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[ ] By the managing director [] Other (please specify):

5. What is the relative importance of the following four objectives (sales, profits, market share,
and market entry) to export success in your firm? To answer this important question, please
allocate a total of 100 points among the four objectives. For example, if they are all equally
important, please allocate 25 points to each of the four objectives.

Export Sales Volume
Export Profitability
Export Market Share

Rate of New Market Entry

Total 100 %
6. Which of the following statements best describes your company? (Tick one box only)

[] Exporting is part of our global strategy which includes other forms of international
involvement (e.g. joint ventures, licensing).

[ ] Our firm is an experienced exporter and exports to several markets.
[] Our firm exports experimentally to few markets.
[] Our firm only responds to unsolicited orders from abroad.
7. How many product lines/groups does your company offer in total?
Of these, how many do you export?
Definition of Product Line — A group of products manufactured or distributed by an organization
similar in the way they are produced or marketed; for example, Gilette markets a line of razors and
blades, a line of toiletries, a line of pens and a line of cigarette lighters.
8. Approximately what percentage of total sales is derived from exports? %
9. Which of the following regions are you currently exporting to? (please tick as many)
[ ] EU countries [] South/Central America

[ ] Former Eastern block countries [ ] Africa and Middle East

[] Other European countries excluding [] Australia and New Zealand
EU and Eastern block countries

[ ] North America []Asia

10. To how many countries does your company export?

11. Overall, how satisfied are you with your performance along the following dimensions?
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Very Very
Unsatisfied Satisfied
Export Sales Volume ..................... 1 2 3 4 5
Export Profitability ....................... 1 2 3 4 5
Export Market Share ..................... 1 2 3 4 5
Rate of New Market Entry ............... 1 2 3 4 5

12. How would you rate your firm’s export performance compared to other exporters in your
country? (Please encircle the number of your choice on the scale provided).

Poor 1 2 3 4 5 Outstanding

13. Overall, how would you rate your firm’s export performance? (Please encircle the number of
your choice on the scale provided).

Poor 1 2 3 4 5 Outstanding

Part 12. FIRM’S CHARACTERISTICS

1. In which year was your firm established?
2. How many people are currently employed by your firm?
[]1-9 [ ]100-199
[]110-99 [ 1200 or more
3. What are the main products produced by your firm? (please tick as many)

[] Consumer goods [ ]Service

[]Industrial goods []Other (please specify)
4. Approximately what is your company’s annual sales?

[] Less than P2 Million
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[] Greater than P2 Million but less than or equal to P3 Million
[] Greater than P3 Million but less than or equal to P7 Million
[] Greater than P7 Million but less than or equal to P15 Million
[] Greater than P15 Million but less than or equal to P50 Million
[] Greater than P50 Million but less than or equal to P100 Million
[ ] Greater than P100 Million
5. Which of the following best describes your firm? (Please tick only one).
[] An Independent Company [] A Division of a Multinational Firm
[ ] A Subsidiary/Affiliate Company [] Other (please specify):

6. Please state your position or title:

7. Is your company 100% Filipino-owned? []Yes [ JNo
If not, please state nationality of foreign ownership and the percentage of foreign ownership.

Nationality/ies Percentage Ownership

%

%

%

%

Thank you very much!

#1 shall be sending you a summary of the result of the study once it is available.
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Export Memory...

Is the information about your export market and its operations
which is stored in your organization in the form of:

- assumptions and beliefs,
- export culture (i.e., language, shared frameworks, stories, grapevine),
- your standard operating procedures, rules and routines,
- written documents, files and databases,
- your know-how and skills,
- formal and informal relationships you have with export personnel and business partners,
- physical structure, and
- intuition that all personnel may have about the export business

that could be brought to bear on present export-specific decisions.

Part 1. ACQUISITION OF EXPORT INFORMATION

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by encircling the numbers of your choice below, according to the following scale:

1 2 3 4 5
Strongly Disagree Neither Agree Agree Strongly
Disagree nor Disagree Agree

1. In this firm, we collect export market information from a wide variety of export

MATKET INTOIMATION SOUICES. + ettt tnttteneeentae e e e ettt itr e innaeaneeaneeaaeees 1 23 45

2. In this firm, we collect export information regularly to update our knowledge of

the eXPOTt MATKET. ... . iit ittt 1 23 45

3. In this firm, we collect export market information about a wide variety of export

market facts (e.g., customer needs, competitor actions, technological trends,
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political NVIFONMENL, €LC.). ... ittt ittt ittt ettt e e eees 1 23 45

4. In this firm, we collect export market information very quickly in response to

changes in the eXport eNVIrONMENT. . ... ....uieieiit et 1 23 45
5. In this firm, we collect export market information in a formalized manner............ 1 23 45
6. In this firm, we collect export market information in high quantities................... 1 23 45

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by writing the numbers of your choice in the boxes below, using the following scale:

1 2 3 4 5 6 7

Strongly Disagree Neither Agree Mildly Agree Strongly Very Strongly

Disagree nor Disagree Agree Agree Agree
7. In this company, we collect export market information efficiently..................oon D
8. The quality of our export market information generation is outstanding...................... D
9. We are very satisfied with our export market information generation efforts.................. D
10. There is no room for improvement in the way we collect export information................... D
11. We are very effective in our export market information generation activities................ |:|

12. We communicate with our customers through the following mediums (Please indicate the
percentage of use. For example, if each one is used equally, then allocate 25% to each.)

Telephone %
E-Mail %
Personal Visit %
Fax %
Total 100%
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Part 2. DISTRIBUTION OF EXPORT INFORMATION

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by encircling the numbers of your choice below, according to the following scale:

1 2 3 4 5
Strongly Disagree Neither Agree Agree Strongly
Disagree nor Disagree Agree

1. In this firm, export market information is regularly disseminated to different

AEPATTITIEIIES . 1t eeeee s e e et e e ee e 1 2345
2. In this firm, export market information is speedily distributed across functional

ATEAS .+ o+ e e e e et e e e e e e e 1 2345
3. In this firm, export market information never tends to get lost in the system.......... 1 2345
4. In this firm, export market information gets disseminated across departments in

RN QUANTIEIES . .. eeeee e 1 2345

5. In this firm, export market information is often summarized as it gets distributed....1 2 3 4 5

6. In this firm, export market information will rarely get distorted in the
AISSEIMINATION PIOCESS .+ vvvvnensrereerecsnrssnssses e s 1 2345

7. In this firm, export market information is often disseminated in a formal manner....1 2 3 4 5
8. In this firm, we treat export information as sensitive; only those who need to know

FECEIVE THEIM. 1+t eee et eese e e e e e e e e e e s s e s 1 23 45

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by writing the numbers of your choice in the boxes, using the following scale:

1 2 3 4 5 6 7

Strongly Disagree Neither Agree Mildly Agree Strongly Very Strongly

Disagree nor Disagree Agree Agree Agree
9. In this company, we distribute export market information efficiently.............ooviiie D
10. The quality of our export market information dissemination is outstanding.................. D
11. We are very satisfied with our export market information distribution efforts................ D
12. There is no room for improvement in the way we distribute export information............... . D
13. We are very effective in our export market information distribution activities................ l_____l
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Part 3. EXPORT INFORMATION INTERPRETATION

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by encircling the numbers of your choice below, according to the following scale:

1 2 3 4 5
Strongly Disagree Neither Agree  Agree Strongly
Disagree nor Disagree Agree

1. The interpretation we make on the export market information we acquire reflects
well what is happening in the export market........c.oooorerererereresmmrrrnn 12345

2. The interpretation of export market information provides us with a deep and
unique understanding of the market which is not available to competitors............ 123 45

3. Qur organization gains so much value in the way we interpret the export
IFOrMALION WE RAVE. ... vetvieeeeeeierieiins s 1 2345

4. 1t is very easy for us to figure out the meaning of the export market information
5 We discover so much in the way we make sense of the export market information

AVATIADIE 10 US. 1+ venas s eneesaassasaeseasassse s e s sssn s s s st 123 45
6. We are very good in reading between lines especially with the raw export

CFOTMATION WE RAVE. ... vvvvveerrrrerreeeessnsss o 123 45

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by writing the numbers of your choice in the boxes below, using the following scale:

1 2 3 4 5 6 7

Strongly Disagree Neither Agree Mildly Agree Strongly Very Strongly

Disagree nor Disagree Agree Agree Agree
7. In this company, we interpret export market information efficiently...... .o D
8. The quality of our export market information interpretation is outstanding..........oevevenn D
9. We are very satisfied with our export market information interpretation efforts.............. D
10. There is no room for improvement in the way we interpret market information............ D
11. We are very effective in our export market information interpretation activities............ D
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Part 4. RESPONSE TO EXPORT INFORMATION

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by encircling the numbers of your choice below, according to the following scale:

1 2 3 4 5
Strongly Disagree Neither Agree Agree Strongly
Disagree nor Disagree Agree

1. In this firm, we always rely on export market information when making export

QECISIOMS -+ eeeeee e e e e 1 23 45

2 In this firm, we plan our response to export market information formally............. 1 23 45

3. If a major competitor were to launch an intensive campaign targeted at our
export customers, we would implement a response immediately......oooeoiiien 123 45

4. We are quick to respond to significant changes in our competitors’ price structures

inforeignmarkets.......................‘...........‘..........................................1 2 345

[\
w
BeN
W

5. We rapidly respond to competitive actions that threaten us in our export markets.... 1

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by writing the numbers of your choice in the boxes below, using the following scale:

1 2 3 4 5 6 7
Strongly Disagree  Neither Agree Mildly Agree Strongly Very Strongly
Disagree nor Disagree Agree Agree Agree
6. In this company, we respond to export market information efficiently.........ocooeeieienns D
7. The quality of our response to export market information is outstanding.......ccceeeeineee: D

8. We are very satisfied with the way in which we respond to export market information...... D
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n the way we respond to export market information.... D

t information .......ceeemenees D

9. There is no room for improvement i

10. We are very effective in the way we respond to export marke

Part 5. EXPORT LEARNING ORIENTATION

ree or disagree with each of the following

extent to which you ag
w, according to the following scale:

Instructions: Please indicate the
bers of your choice belo

statements by encircling the num

1 2 3 4 5
Strongly Disagree Neither Agree Agree Strongly
Disagree nor Disagree Agree

1. Managers basically agree that our export function’s ability to learn is the key to

our competitive advantage in the export market

7. The basic values of this export function include learning as key 1o improvement.....

3. The sense around here is that export employee learning is an investment, not an

expense

port operation is seen as a key commodity necessary to

4. Learning in our ex

guarantee organizational survival

5. There is a commonality of purpose in my export OPETALiON .. .vevverreneresmeees

6. There is total agreement on our export vision across all levels, functions

and divisions
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7. All export employees are committed to the goals of this Organization. .....coeeeeeees 1 2345
8. Export employees view themselves as partners in charting the direction of the

orgamza‘uonl 2 3 45

9. We are not afraid to reflect critically on the shared assumptions we have made

AbOUL OUE EXPOTt CUSTOMETS. ... vvveeaesrrersssssssrss s s s 12345

10. Personnel in this enterprise realize that the very way they perceive the export

marketplace must be continually qUESHONEd. . ...ovvvvvrrimimnmsrnerserrrseeereerere 12345

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by writing the numbers of your choice in the boxes below, using the following scale:

1 2 3 4 5 6 7
Strongly Disagree Neither Agree Mildly Agree Strongly Very Strongly
Disagree nor Disagree Agree Agree Agree

11. Our organization has a very strong commitment to export learning and to activities

FhAL EIRANCE The e evesseeeseemessseresss s st D

Part 6. INTEGRATION INTO THE ORGANIZATIONAL SYSTEM

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by encircling the numbers of your choice below, according to the following scale:

1 2 3 4 5
Strongly Disagree Neither Agree Agree Strongly
Disagree nor Disagree Agree
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1. Our organization encourages everyone to keep a written record of all export
market information and tranSACHIONS. ... .vuernenrunreerreeer e 1 23 45

2. People in the organization spend the necessary time to keep an updated record of
export market information ANA TFANSACTIONS. « v vveeveenerrereeenaananesn s 1 2345

3. Our organization spends enough money on making export record keeping both
efficient and effective (e.g. investing on information technology). .. eeneeemrennenees 1 2345

4 There is a lot of documentation occurring in our export market operation............. 1 23 45

5. People in the organization never have a difficult time recalling important

information about the export MArket. . ........ovvrerrerrreremrrrem et 1 2345
6. We have a formal procedure for documenting export market information............. 1 23 45
7. Everyone has time to write down things they learn about the export market.......... 1 23 45
8. We organize training sessions as a means to transfer export knowledge............... 1 2345

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by writing the numbers of your choice in the boxes below, using the following scale:

1 2 3 4 5 6 7

Strongly Disagree Neither Agree Mildly Agree Strongly Very Strongly

Disagree nor Disagree Agree Agree Agree
9. In this company, we store export market information efficiently........coovnirreeeirere D
10. The quality of our export market information storage is outstanding........cooeveviinenenenn D
11. We are very satisfied with our export market information storage efforts.........ccoooovvee D
12. There is no room for improvement in the way we store export information.................. D
13. We are very cffective in our export information storage activities.........ooerrnmererene D

Part 7. CONTENT OF EXPORT MEMORY

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by writing the numbers of your choice in the boxes below, using the following scale:

1 2 3 4 5 6 7
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St.rongly Disagree ~ Neither Agree Mildly Agree Strongly Very Strongly
Disagree nor Disagree Agree Agree Agree

1. Usually the assumptions and beliefs about the export market that people have in our organization
are...

accurate.................... - adding value............... :
complete................... - useful.................ol ||
easily understood......... - usable.........ccooeein
easily interpreted......... . credible..............o :
objective................... . accessible.................. -
relevant..................... . of good quality...........| |
timely...........ooiii [

2. The export culture (ways of perceiving, thinking, feeling) that is normally retained in language,
shared framework, stories, and the grapevine, about the export market in our organization is...

accurate..............o.o.e : adding value............... :
complete................... [ useful.........oooiia |
easily understood......... ] usable........oooovnn .
easily interpreted......... - credible.........coovvenn .
objective........eeuvinnnnn. - accessible.................. .
relevant..................... | ] of good quality...........| |

3. The standard operating procedures, rules, routines as regard to the export marketing operation of
our organization could be described as...

acCurate......ooevvvenneenn : timely...........coo :
complete................... . having value-added ...... .
concisely represented....| | useful...........o .
easily understood......... - usable.........ooooi .
easily interpreted......... . credible..................... |
objective.........ooovun . accessible.................. .
relevant...........c....... | being of good quality.....| |

4. The written documents, files and databases we have on the export market operation could be
described to be...

ACCUrate.....covveevnnnnnnn concisely represented....
complete..........ooooviis consistently represented.
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easily understood......... : useful.....ooooi :
easily interpreted......... - usable.........ooo -
objective................... - credible................. -
relevant..................... - accessible.................. -
timely.................. - of good quality.............. |
having value-added ...... -

5. The formal and informal relationships among the export people in our organization are...

relevant..................... usable.......oooooiil
adding value............... credible................
useful.........oo of good quality..............

6. The physical structure (e.g. interior design and physical arrangement, ambience) of the office/s
that deals with the export market operations can be described as...

relevant.................... credible (reflects the nature of
having value-added ...... an export organization).. B

useful......ooooi being of good quality.....

7. The intuition about the export market among the people in our organization could be described
as...

accurate.........cooeeunenane : useful.......oooiiiiiin
easily interpreted......... . usable.................
relevant...........c......... - credible.................
timely......ooooeviiiiin, . being of good quality.....
having value-added ...... n

8. The formal relationships with external export-specific groups (e.g. customers, suppliers) we
have developed in our organization are......

relevant..............oooeee usable..............ll
adding value............... credible............... ...
useful......oooiin of good quality..............
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9. The_informal relationships with external export-specific groups (e.g. customers, suppliers) we
have developed in our organization are

relevant..................... usable........ooooeiiin
adding value............... credible...........c.oeeee
useful...........o of good quality..............

10.0ur know-how and skills with regard to the export operation could be considered to be...

accurate.............oeenn : useful ... :
complete............ooeenn. - usable............ooi .
relevant................... . credible.............ooo |
timely........cooooeina . accessible.................. -
having value-added ...... ] of good quality.............. |

11. Export market information stored outside of our organization (e.g. library/databank of chamber
of commerce or industry association we have access to) could be described as...

ACCUTALC. . ovvevereneninns - timely.....oooovviinnin ]
complete............ooon - having value-added ...... .
concisely represented....| | useful.......oooii ||
easily understood......... - usable........ooooeviii. ]
easily interpreted......... ] credible.................. ]
objective........cooeinn. - accessible.................. .
relevant..................o . being of good quality.....[ |

12. The export market information which are newly acquired by our organization and which have
not vet been stored in the organization could be described as .........

accurate........cooevininn easily interpreted.........
complete..........ooevnnne objective.................
concisely represented.... relevant.....................
easily understood......... timely.............ooo
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having value-added ...... credible.........ooovvinnii.
useful....................... accessible..................
usable.................. being of good quality.....

Part8. USING EXPORT MARKET MEMORY

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by encircling the numbers of your choice below, according to the following scale:

1 2 3 4 5
Strongly Disagree Neither Agree Agree Strongly
Disagree nor Disagree Agree

1. In this company, the majority of export memory we have is not used...........

2. We make a conscious effort to use most of our export memory...................

3. We utilize most of the export memory we have.............ooooiiiiiii i

4. The export memory we have gathered in the past is often not considered in the

making of decisions for which they were initially acquired.............ccoviininnn

5. Export memory is generally used to provide us with concepts about our

EXPOIT MATKEE. ...ttt
6. Decision-making can become difficult as a result of too much export memory........

7. We normally have more export memory than what we actually need...................

8. Our confidence in making decisions is normally increased as a result of using
o510 ) 14133016 ) 3 R REs

9. Export memory is often used to justify decisions really made on the basis of
personal INSHINCE. ...

10. Export memory is generally used to provide us with theories about the
EXPOTT MATKEL. ...ttt

11. We never find ourselves overloaded with export memory...........cooooevviinecinnn..

12. The same piece of export memory is usually used for more than one decision

13. Export memory is preserved specifically so that it can be used by individuals
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18.

19.

20.

21.

22.

23.

24.

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

other than the person/s from whom it originated.............ccocoviiiiiiiiin,

. We feel overwhelmed by the amount of export memory we have.....................
. Export memory is generally used to make a particular decision............c...........

. The export memory we have often exceeds the capacity of our systems to process

them into USable INTOTMAtION. ...\ ettt e e e e

Export memory is commonly used to reinforce expectations................c...ooven.

Export memory is generally used to provide us with assumptions about the
EXPOTT MATKEL . .t e e e

Export memory is often used to justify decisions already made........................

We usually find ourselves with more export memory than what we could
efficiently handle... ... o

We experience difficulties in planning adequately due to an overload of export
R0 1< 9010 o778

Export memory is often used to back up hunches, prior to the implementation of
AN EXPOIT AECISION. L u ittt ettt e

Export memory is generally used to provide us with a model about our
EXPOTE MATKEE. ...ttt e

If export memory is difficult to retrieve, guesses are made instead...................

Without export memory, decisions made would be very different .......................

We have so much export memory, we encounter problems in dealing with it all... 1

Export memory is actively sought out in response to a specific decision at hand....
The amount of export memory we have is more than what we could actually use...

Export memory is usually taken into account to justify the cost and/or effort of
having acquired it..... ..o

It is often through our export memory that we set our key priorities..................
We find it easy to handle all the export memory that we have..........................

Export memory often supports decisions made on other grounds......................

We often use our export memory to formulate problems about our export market.. 1

No decision would be made without relevant export memory...............cooeee.
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35. We often turn to our export memory after decisions have been made................. 1 23 45

36. We generally use our export memory to come up with a range of solutions to

o bl g o) o] o1 (<131 L OO 1 2 3 45
37. We have too much export memory that hamper quick decisions and cause

numerous organizational problems.... ... 1 23 45
38. Export memory is often distorted in decision-making...............coooiiin 1 2345
39. Export memory is usually translated into significant practical action.................. 1 2345

40. Export memory often helps us to set criteria in choosing a solution to our

18101 0] 1535 2 1 23 45
41. Decisions based on export memory are generally more accurate than

INSTINICEIVE OIS, 1ttt vttt ittt et et et et ettt e et e eb e e e e e e e 1 23 45
42. Export memory commonly has little decision relevance.....................ooi 1 2345
43. We usually have just the right amount of export memory in our organization....... 1 2345
44, Key executives often distort export memory in passing it on...............c.coeveneees 1 2345

45. Export memory generally broadens our managerial knowledge base without
serving any one particular project.........coooeiuiiiiiiiiiii 1 23 45

46. Instinct is often combined with export memory when making decisions................ 1 2345

47. Uncertainty associated with the export market environment is greatly reduced
by USINE EXPOTt MEMOTY .. .evvvneiiiieiiieiiiieeeiiieneiineerieeseineseee | 203405

48. We often find ourselves with less export memory than what we actually need...... 1 2345

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by writing the numbers of your choice in the boxes below, using the following scale:

1 2 3 4 5 6 7
Strongly Disagree  Neither Agree Mildly Agree Strongly Very Strongly
Disagree nor Disagree Agree Agree Agree
49. Our export memory is often used for company politics..............coocoii, |:|
50. Overload of export memory is a problem inour firm................o D
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51. We use export memory directly in the making of specific decisions................c.coeo. D

52. Our export memory is used generally to broaden our understanding of the export market. D

53. We are very effective in our export memory use activities.........ooovuiviiieieniieniienn D

Part9. THE EXTERNAL ENVIRONMENT

Instructions: Please indicate the extent to which you agree or disagree with each of the following
statements by encircling the number of your choice, according to the following scale:

1 2 3 4 5
Strongly Disagree Neither Agree Agree Strongly
Disagree nor Disagree Agree
1. The technology in our industry is changing rapidly...............o., 1 2345
2. Technology changes provide big opportunities in our industry................ooveeee 1 23 45

3. It is difficult to forecast where technology in our industry will be in the next
o) S T - PP 1 23 45

4. Technological developments in our industry are rather minor........................... 1 2345

5. A large number of new product ideas have been possible through technological

breakthrough in our industry..........ooooi 1 2345
6. Competition in our industry is cut-throat.................ocoon 1 23 45
7. There are many “promotion” wars in our Industry...........coovviiiii 1 23 45
8. Anything one competitor can offer, others can match rapidly......................o. 1 23 45
9. Price competition is a hallmark of our industry...............coo 1 2345
10. One hears on a new competitor almost everyday.............oocoiiiiiiiiiiinn 1 2345
11. Our competitors are relatively weak...............oo 1 23 45
12. Aggressive selling is the norm inour industry..............oooi 1 23 45

13. In our kind of business, customers’ product preferences change quite a bit over
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15. We cater to many of the same customers that we used to in the past.................. 1 2345

16. We are witnessing demand for our products and services from customers
who never bought them before.............ocooo 1 23 45

17. New customers tend to have product-related needs that are different from those

OF EXISTING CUSTOMIETS. ...\t ettenine ettt tee e e e e et e e en s 1 2345
18. Our customers are Very price SENSItIVE. ......o.oiiuiieereneniiiiiin e 12345
19. In our market(s), buyers can always negotiate lower prices from sellers.............. 1 23 45
20. When it comes to price, our customers are in a strong negotiating position... ....... 1 2345

[\
[VS)
PN
W

21. In our market(s), buyers face high costs if they want to switch to our competitors.. 1

Part 10. REGULATORY FEATURES

Instructions: Please encircle the number which best describes the degree of impact that each of the
following regulatory features generally has on your main market(s):

Very Negative ~ Very Positive

Impact Impact
1. Government product standards..............oooiii 1 2 3 4 5
2 Restrictions on seller concentration (e.g., Commerce Act).....1 2 3 4 5
3. Transportation and handling regulations...............c..ooevene. 1 2 3 4 5
4. Government pricing regulations...........c..cooooii 1 2 3 4 5
5. Environmental protection laws (pollution, noise, etc.).......... 1 2 3 4 5
6. Governmental regulation of advertising...................ooene 1 2 3 4 5
7. Regulations relating to product resale.............oooovinie 1 2 3 4 5
8. Trade association regulations of business practices.............. 1 2 3 4 5
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Part 11. EXPORT INVOLVEMENT

1. How long has your firm been exporting? years

2. How many people in your firm deal specifically with export matters (excluding
production/operations personnel)?

3. Does your firm have a separate export department? [ |Yes [ JNo
4. How are your exports dealt with? Please tick as many.

[ ] By the sales/marketing department [ ] By an independent export agent
[ ] By the managing director [ ] Other (please specify):

5. What is the relative importance of the following 5 objectives (sales, profits, market share,
market entry, customer satisfaction) to export success in your firm? To answer this important
question, please allocate a total of 100 points among the 5 objectives. For example, if they are
all equally important, please allocate 20 points to each of the 5 objectives.

Export Sales Volume %
Export Profitability %
Export Market Share %
Rate of New Market Entry %
To Satisfy Customer’s Needs %
Total 100 %

6. Which of the following statements best describes your company? (Tick one box only)
[ ] Exporting is part of our global strategy which includes other forms of international
involvement (e.g. joint ventures, licensing).
[ ] Our firm is an experienced exporter and exports to several markets.
[ ] Our firm exports experimentally to few markets.
[ ] Our firm only responds to unsolicited orders from abroad.
7. How many product lines/groups does your company offer in total? (Definition of Product Line
- A group of products manufactured or distributed by an organization similar in the way they are

produced or marketed, for example, Gillette markets a line of razors and blades, a line of
toiletries, a line of pens and a line of cigarette lighters.)

Of these, how many do you export?

8. Approximately what percentage of total sales is derived from exports? %
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9. Which of the following regions are you currently exporting to? (please tick as many)

[_]EU countries [ ] Africa and Middle East
[] Other European countries excluding EU  [_] Australia and New Zealand
[ ] North America [ ] China, Japan, Korea
[] South/Central America [ ] Rest of Asia

10. To how many countries does your company export?

11. Overall, how satisfied are you with your performance along the following dimensions?

Very Very
Unsatisfied Satisfied
Export Sales Volume ..................... 1 2 3 4 5
Export Profitability ....................... 1 2 3 4 5
Export Market Share ..................... 1 2 3 4 5
Rate of New Market Entry ............... 1 2 3 4 5

12. How would you rate your firm’s export performance compared to other exporters in your sector?
(Please encircle the number of your choice on the scale provided).

Poor ] 2 3 4 5 Outstanding

13. How would you rate your firm’s export performance compared to other exporters in your
country? (Please encircle the number of your choice on the scale provided).

Poor ] 2 3 4 5 Outstanding

14. Overall, how would you rate your firm’s export performance? (Please encircle the number of
your choice on the scale provided).

Poor 1 2 3 4 5 Outstanding

Part 12. FIRM’S CHARACTERISTICS

1. In which year was your firm established?

2. How many people are currently employed by your firm?
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[]1-9 ]100-199
[ 110-99 [ 1200 or more

3. What are the main products produced by your firm? (please tick as many)

[ ] Automotive parts and components [ ]Manpower

[ ] Chemicals [ ] Metal Manufacturer

[ ] Footwear, leather goods and travel goods [ ]Non-metallic mineral
manufacturers

[ ] Fresh and Processed Food [ ]Resource-based

[ ] Furniture [ ] Semiconductor and electronics

[ ] Garments [ ] Textiles, yarn and fiber

[ ]Handicrafts and giftware [ ] Others (please
specify)

[ ] Information Technology, Products, Services
4. Approximately what is your company’s annual sales?

[]Less than P2 Million

"] Greater than P2 Million but less than or equal to P3 Million

] Greater than P3 Million but less than or equal to P7 Million

["] Greater than P7 Million but less than or equal to P15 Million
["] Greater than P15 Million but less than or equal to P50 Million
["] Greater than P50 Million but less than or equal to P100 Million
"] Greater than P100 Million

5. Which of the following best describes your firm? (Please tick only one).

"] An Independent Company

"] A Subsidiary/Affiliate Company
] A Division of a Multinational Firm
[ ] Other (please specify):

6. Please state your position or title:
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7. Is your company 100% Filipino-owned? [ ]Yes [ ]No

[f not, please state nationality of foreign ownership and the percentage of foreign
ownership.
Nationality/ies Percentage Ownership
%
%
%
%

THANK YOU VERY MUCH!

I shall be sending you a summary of the result of the study once it is
available.
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CHAPTER SIX

APPENDIX 6.1 Test of Outliers

Case Processing Summary

Cases
Valid Missing Total
N Percent N Percent N Percent
size 354 4.5% 7434 95.5% 7788 100.0%
157
10000.00 — *
47
8000.00— *149
*
6000.00 —
179
*
*
4000.00 —
160
*
347
*
2000.00 — *237
%348
EZOS
0.00—
[0}
108
*
-2000.00 —
I
size
Case Processing Summary
Cases
Valid Missing Total
N Percent N Percent N Percent
ql1.7.2 354 4.5% 7434 95.5% 7788 100.0%
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100.00—
175
*
80.00
60.00
40.00 —
*
237
20.00 — 156
0.00—
-20.00 —
I
q11.7.2
Case Processing Summary
Cases
Valid Missing Total
N Percent N Percent N Percent
q11.7.1 354 4.5% 7434 95.5% 7788 100.0%
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500.00 — *175
400.00 —
300.00 —
44
200.00 — *
157
*31
*
100.00H *349
*
%1
0.00
303
-100.00 —
I
q11.7.1
Case Processing Summary
Cases
Valid Missing Total
N Percent N Percent N Percent
gql2.1a 354 4.5% 7434 95.5% 7788 100.0%
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120.00—
125
*
100.00—
80.00 — 24
*
182
O
60.00 —
40.00
20.00 -
0.00—
I
qi2.1a
Case Processing Summary
Cases
Valid Missing Total
N Percent N Percent N Percent
q11.1 354 4.5% 7434 95.5% 7788 100.0%
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60.00—
24
*
124
92
50.00— O
150
40.00 — 8
30.00—
20.00—
10.00—
0.00
I
qi1.1
Case Processing Summary
Cases
Valid Missing Total
N Percent N Percent N Percent
q11.8 354 4.5% 7434 95.5% 7788 100.0%
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125.00—
100.00—
75.00 —
50.00 —
25.00 —
0.00— -
323
@]
-25.00
I
g11.8
Statistics
q11.8
N Valid 354
Missing 7434
Mean 75.1238
Median 90.0000
Mode 100.00
Std. Deviation 30.46813
Skewness -1.097
Std. Error of Skewness 130
Minimum -20.62
Maximum 121.28
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Appendix 6.2 Kolmogorov-Smirnov test
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CHAPTER SEVEN

APPENDIX 7.1 Factor Analysis for Export Memory Quality

Descriptive Statistics

100

Minimum Maximum Mean Std. Deviation
q7.1.1 354 2.00 7.00 4.3110 1.09463
q7.1.2 354 1.00 7.00 3.9766 1.28668
q7.1.3 354 2.00 7.00 4.4486 1.07354
q7.1.4 354 2.00 7.00 4.4038 1.07874
q7.1.5 354 1.00 7.00 4.4564 1.09435
q7.1.6 354 2.00 7.00 4.6620 1.03023
q7.1.7 354 1.00 7.00 4.3808 1.16774
q7.1.8 354 2.00 7.43 4.8739 1.02959
q7.1.9 354 2.00 7.00 4.9188 1.08262
q7.1.10 354 2.00 7.00 4.8445 1.00755
q7.1.11 354 2.00 7.00 4.6836 1.00014
q7.1.12 354 1.00 7.00 4.4926 1.08909
q7.1.13 354 2.00 717 4.6212 1.13643
g7.1.14 354 1.00 7.00 45272 1.24299
q7.2.1 354 1.00 7.00 4.2400 1.07752
g7.2.2 354 1.00 7.00 4.0719 1.16287
q7.2.3 354 2.00 7.00 4.3835 1.06541
gr.2.4 354 2.00 7.00 4.3435 1.10307
g7.2.5 354 1.00 7.05 4.3147 1.10933
qr.2.6 354 1.00 7.00 4.4343 1.10697
qr.2.7 354 2.00 7.12 4.6272 1.12935
q7.2.8 354 2.00 7.00 46819 1.07160
q7.2.9 354 2.00 7.17 4.6394 1.04261
q7.2.10 354 2.00 7.20 4.4929 1.06115
q7.2.11 354 1.00 7.00 4.3568 1.03052
q7.2.12 354 2.00 7.23 4.4667 1.15876
q7.2.13 354 2.00 7.21 4.4035 1.16498
q7.3.1 354 2.00 7.00 4.7339 1.07225
q7.3.2 354 1.00 7.00 4.5904 1.15339
q7.3.3 354 1.00 7.00 4.5530 1.12223
q7.3.4 354 2.00 7.00 4.7441 1.04385
q7.3.5 354 2.00 7.00 4.7404 1.04963
q7.3.6 354 1.00 7.00 4.7840 1.03367
q7.3.7 354 2.00 7.00 4.8153 1.00337
q7.3.8 354 2.00 7.00 4.6860 1.10607
q7.3.9 354 1.00 7.00 47912 1.12257
q7.3.10 354 2.00 7.00 4.9371 1.05403
q7.3.11 354 2.00 7.00 4.9173 1.00060
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q7.3.12
q7.3.13
q7.3.14
q7.3.15
q7.4.1
q7.4.2
q7.4.3
q7.4.4
q7.4.5
q7.4.6
q7.4.7
q7.4.8
q7.4.9
q7.4.10
q7.4.11
q7.4.12
q7.4.13
q7.4.14
q7.4.15
q7.4.16
q7.5.1
q7.5.2
q7.5.3
q7.5.4
q7.5.5
q7.5.6
q7.5.7
q7.5.8
q7.5.9
q7.5.10
q7.5.11
q7.5.12
q7.5.13
q7.5.14
q7.6.1
q7.6.2
q7.6.3
q7.6.4
q7.6.5
q7.6.6
q7.6.7
q7.6.8
q7.6.9
q7.6.10
q7.6.11
q7.6.12
q7.6.13

354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354

2.00
1.00
2.00
2.00
2.00
1.00
1.69
2.00
2.00
1.00
2.00
1.00
1.00
2.00
2.00
1.00
1.00
1.00
2.00
2.00
1.00
1.00
2.00
2.00
1.00
1.00
1.00
1.00
A7
2.00
2.00
2.00
1.00
64
73
-.01
1.00
1.00
1.00
1.00
1.00
2.00
2.00
1.00
1.00
1.00
1.00

101

7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
8.23
8.32
7.00

4.8555
47482
47724
4.6644
4.7030
45316
45220
4.5062
47139
4.6908
4.6804
4.7790
4.5811
47212
4.8827
4.8220
4.8245
4.6627
4.6829
46344
4.5062
4.3640
4.5050
4.4832
4.4898
4.3979
4.3904
4.3849
4.6436
46123
4.6994
4.6810
4.5782
4.5145
41434
3.9627
41676
4.1850
41156
4.1366
41227
4.1417
43274
42786
4.3862
4.3183
4.1730

ASTON

1.01139
1.06927
1.15638
1.12812
1.12150
1.21785
.15886
14337
.11295
12511
.12624
.14049
.19320
12607
.10219
.14655
.12252
.12596
.18043
.18756
.07326
.12898
.08816
.06047
13797
16156
.14326
1.15945
1.12455
1.06256
1.10665
1.09821
1.12900
1.16238
1.06207
1.10335
1.06680
1.08131
1.10149
1.11830
1.11037
1.11430
1.05979
1.09144
1.12768
1.13598
1.12972
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q7.6.14
q7.7.1
q7.7.2
q7.7.3
q7.7.4
q7.7.5
q7.7.6
q7.7.7
q7.8.1
q7.8.2
q7.8.3
q7.8.4
q7.8.5
q7.8.6
q7.8.7
q7.8.8
q7.8.9
q7.8.10
q7.9.1
q7.9.2
q7.9.3
q7.9.4
q7.9.5
q7.9.6
q7.9.7
q7.9.8
q7.9.9
q7.9.10
q7.9.11
q7.9.12
q7.9.13
q7.9.14
q7.10.1
q7.10.2
q7.10.3
q7.10.4
q7.10.5
q7.10.6
q7.10.7
q7.10.8
q7.10.9
q7.10.10
q7.10.11
q7.10.12
q7.10.13
q7.10.14
q7.11.1

354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354
354

1.00
1.00
1.00
1.00
1.00
1.00
1.00
1.00
2.00
2.00
2.00
2.00
2.00
2.00
1.00
2.00
2.00
1.00
1.00
1.00
1.00
1.00
1.00
1.00

73
1.00
1.00
1.00
1.00
1.00
1.00
1.00
1.00

14
1.00
1.00
1.00
1.00

.92
1.00
1.00
1.00
1.00
1.00
1.00
1.00
1.00

7.00
7.00
7.00
7.1
7.21
7.00
7.00
7.50
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.1
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.18
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
7.00
8.99
8.12
7.00
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4.1582
4.7261
4.7199
4.8617
4.8415
4.8751
4.8430
4.6651
4.4041
4.3739
4.4673
4.3870
4.4831
45717
4.5084
4.4259
4.4348
4.3561
4.7465
4.4934
4.6833
4.6379
46195
4.5673
4.5052
45388
4.8295
4.8212
4.8624
4.8066
4.7297
4.6377
4.3867
4.1694
4.3649
4.3439
4.3018
4.3122
4.2930
4.2566
4.5202
4.4624
4.4900
4.4439
4.3645
4.3362
4.9531

ASTON @

1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
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1
1
1
1
1
1
1
1
1
1
1
1
1
1

10345
14853
.16802
.08582
10192
.15846
14181
21306
.04522
.03866
.02882
12817
.08879
.03989
.07557
11119
12970
15675
.08261
21153
.09964
.11804
18227
.18900
19731
.18339
.11503
12478
12349
12329
15272
.18678
.04906
14418
.08068
.10883
13609
17052
13155
.19140
.09263
13524
12632
12541

1.14611

1
1

15977
.04625
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Aston &, MARKETING
ASTON (& Group
q7.11.2 354 -.26 7.00 47256 1.16190
q7.11.3 354 2.00 7.00 4.9462 1.00867
q7.11.4 354 2.00 700|  4.8344 1.11935
q7.11.5 354 2.00 7.00 5.0072 1.08695 4
q7.11.6 354 2.00 7.00 5.0824 1.04719
q7.11.7 354 2.00 7.00 5.0997 1.01937
q7.11.8 354 2.00 7.00 5.0688 1.07241
q7.11.9 354 2.00 7.00 4.9607 1.01596
q7.11.10 354 2.00 7.00 4.9916 1.10101
q7.11.11 354 2.00 7.07 4.8548 1.12948
q7.12.1 354 1.00 7.00 4.3096 1.18989
g7.12.2 354 1.00 7.00 4.1122 1.25551
q7.12.3 354 1.00 7.00 4.0995 1.22946
q7.12.4 354 1.00 7.00 4.2841 1.17983
g7.12.5 354 1.00 7.00 42770 1.18071
g7.12.6 354 1.00 7.00 43736 1.20187
qr7.12.7 354 1.00 7.44 4.3904 1.21207
q7.12.8 354 1.00 8.24 4.1591 1.24189
q7.12.9 354 1.00 7.00 4.4047 1.19899
q7.12.10 354 1.00 7.00 4.5041 1.20258
q7.12.11 354 1.00 7.00 4.4554 1.15110
q7.12.12 354 1.00 7.26 4.4249 1.23444
g7.12.13 354 1.00 7.00 42788 1.13780
q7.12.14 354 1.00 7.00 4.3152 1.18855
q7.12.15 354 1.00 7.00 4.1836 1.24513
Valid N (listwise) 354
ANOVA
QualREP
Sum of
Squares df Mean Square F Sig.

Between Groups 194.560 11 17.687 17.627 .000

Within Groups 4250.446 4236 1.003

Total 4445.007 4247

Correlations

TAVE.7 gval
TAVE.7 Pearson Correlation 1 961
Sig. (2-tailed) .000
N 354 354
qval Pearson Correlation .961*7 1
Sig. (2-tailed) .000
N 354 354

**_Correlation is significant at the 0.01 level



Communalities

Initial Extraction
q7.1.1 1.000 .683
q7.1.2 1.000 775
q7.1.3 1.000 .788
q7.1.4 1.000 .814
q7.1.5 1.000 683
q7.1.6 1.000 703
q7.1.7 1.000 .688
q7.1.8 1.000 799
q7.1.9 1.000 707
q7.1.10 1.000 .816
q7.1.11 1.000 729
q7.1.12 1.000 .662
q7.1.14 1.000 .703

Extraction Method: Principal Component Analysis.

Total Variance Explained

ASTON @

Initial Eigenvalues ction Sums of Squared Loattion Sums of Squared Load
Compoi Total |of Variangmulative | Total |of Varianumulative | Total |of Varianymulative
1 8.5623 | 65.565 | 65.565|8.523 | 65.565 | 65.565|4.857 | 37.364 | 37.364
2 1.028 | 7.906| 73.471|1.028| 7.906| 73.471|4.694 | 36.107 | 73.471
3 576 | 4432 77.903
4 563 | 4.327 | 82.230
5 4521 3.475| 85.705
6 3641 2799 88.503
7 344 | 2650 91.153
8 260 1.997 | 93.150
9 246 1.894 | 95.044
10 206 1.588 | 96.632
11 183 1.410 | 98.042
12 .158 1.217 | 99.259
13 .096 .741 1100.000

Extraction Method: Principal Component Analysis.
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Scree Plot
10—
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1 2 3 4 5 6 7 8 9 10 11 12 13
Component Number
Component Matrix@
Component
1 2
q7.1.1 794 1228
q7.1.2 791 387
q7.1.3 .805 374
q7.1.4 826 362
g7.1.5 .789 245
q7.1.6 813 -.205
q7.1.7 .820 -127
q7.1.8 .810 -.379
q7.1.9 772 -.332
q7.1.10 811 -.397
q7.1.11 .839 -.156
g7.1.12 .814 -.015
g7.1.14 .838 .022

Extraction Method: Principal Component Analysis.
a. 2 components extracted.
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Rotated Component Matrif

Component
1 2
q7.1.1 408 719
q7.1.2 .295 .829
q7.1.3 314 .830
q7.1.4 .337 .837
q7.1.5 .393 727
q7.1.6 724 422
q7.1.7 675 483
q7.1.8 .844 295
q7.1.9 785 .303
q7.1.10 .858 .283
q7.1.11 .709 476
q7.1.12 592 .559
q7.1.14 .584 .602

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 3 iterations.

Component Transformation Matrix

Component 1 2
1 715 699
2 -.699 715

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

Communalities

Initial Extraction
q7.2.1 1.000 .709
q7.2.2 1.000 723
q7.2.3 1.000 .760
q7.2.4 1.000 757
q7.2.5 1.000 770
q7.2.6 1.000 .801
q7.2.7 1.000 716
q7.2.8 1.000 692
q7.2.9 1.000 .759
q7.2.10 1.000 .807
q7.2.11 1.000 749
q7.2.13 1.000 722

Extraction Method: Principal Component Analysis.
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Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Component Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 8.966 74.719 74.719 8.966 74.719 74.719
2 784 6.533 81.252
3 455 3.791 85.043
4 371 3.094 88.138
5 .353 2.939 91.077
6 270 2.249 93.326
7 202 1.686 95.013
8 166 1.382 96.394
9 128 1.065 97.459
10 122 1.013 98.472
11 .099 .829 99.301
12 .084 .699 100.000
Extraction Method: Principal Component Analysis.
Scree Plot
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Component Matri@

Compone

nt

1
q7.2.1 .842
q7.2.2 .850
q7.2.3 872
q7.2.4 .870
q7.2.5 .878
q7.2.6 .895
q7.2.7 .846
q7.2.8 .832
q7.2.9 .871
q7.2.10 .898
q7.2.11 .866
q7.2.13 .850

Extraction Method: Principal Component Analysis.
a. 1 components extracted.

Communalities

Initial Extraction
q7.3.1 1.000 .756
q7.3.2 1.000 .754
q7.3.3 1.000 .790
q7.3.4 1.000 .768
q7.3.5 1.000 793
q7.3.6 1.000 .758
q7.3.7 1.000 .795
q7.3.8 1.000 .765
q7.3.9 1.000 .765
q7.3.10 1.000 779
q7.3.11 1.000 793
q7.3.12 1.000 .788
q7.3.13 1.000 774
q7.3.15 1.000 .768

Extraction Method: Principal Component Analysis.

108

ASTON @

MARKETING
Group

i
|




Total Variance Explained

ASTON

<

MARKETING

Group

Initial Eigenvalues Extraction Sums of Squared Loadings
Component Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 10.848 77.489 77.489 10.848 77.489 77.489
2 711 5.076 82.565
3 470 3.356 85.921
4 .391 2.795 88.716
5 331 2.368 91.084
6 277 1.980 93.064
7 .194 1.388 94 .452
8 172 1.225 95.677
9 .158 1.129 96.806
10 134 .957 97.764
11 107 765 98.529
12 101 723 99.252
13 .058 414 99.666
14 .047 .334 100.000
Extraction Method: Principal Component Analysis.
Scree Plot
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MARKETING

ASTON @ Group

Component Matri»@

Compone

nt

1
q7.3.1 .870
q7.3.2 .868
q7.3.3 .889
q7.3.4 877
q7.3.5 891
q7.3.6 .871
q7.3.7 .892
q7.3.8 .875
q7.3.9 .875
q7.3.10 .883
q7.3.11 .891
q7.3.12 .888
q7.3.13 .880
q7.3.15 .876

Extraction Method: Principal Component Analysis.
a. 1 components extracted.

Communalities

Initial Extraction
q7.4.1 1.000 793
q7.4.2 1.000 787
q7.4.3 1.000 .829
q7.4.4 1.000 .837
q7.4.5 1.000 .851
q7.4.6 1.000 .848
q7.4.7 1.000 .846
q7.4.8 1.000 .850
q7.4.9 1.000 .790
q7.4.10 1.000 773
q7.4.11 1.000 .807
q7.4.12 1.000 .808
q7.4.13 1.000 .817
q7.4.14 1.000 773
q7.4.16 1.000 749

Extraction Method: Principal Component Analysis.
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Total Variance Explained

ASTON &}

MARKETING
Group

Initial Eigenvalues

Extraction Sums of Squared Loadings

Component Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 12.157 81.050 81.050 12.157 81.050 81.050
2 674 4.491 85.541
3 476 3.174 88.715
4 292 1.947 90.662
5 273 1.822 92.484
6 213 1.418 93.902
7 .189 1.262 95.163
8 178 1.187 96.350
9 129 .860 97.210
10 105 .702 97.912
11 .091 .606 98.517
12 .079 524 99.042
13 .057 377 99.419
14 .046 .306 99.725
15 .041 275 100.000

Extraction Method: Principal Component Analysis.
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Scree Plot
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STON &} GRrouUP
Component Matrix

Compone

nt
1

q7.4.1 891
q7.4.2 .887
q7.4.3 911
q7.4.4 915
q7.4.5 922
q7.4.6 921
q7.4.7 1920
q7.4.8 922
q7.4.9 889
q7.4.10 879
q7.4.11 .898
q7.4.12 899
q7.4.13 .904
q7.4.14 879
q7.4.16 865

Extraction Method: Principal Component Analysis.
a. 1 components extracted.

Communalities

Initial Extraction
q7.5.1 1.000 .768
q7.5.2 1.000 .814
q7.5.3 1.000 .852
q7.5.4 1.000 .842
q7.5.5 1.000 .825
q7.5.6 1.000 .803
q7.5.7 1.000 .818
q7.5.8 1.000 .835
q7.5.9 1.000 .748
q7.5.10 1.000 .847
q7.5.11 1.000 .846
q7.5.12 1.000 .837
q7.5.13 1.000 .839

Extraction Method: Principal Component Analysis.
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ASTON @ Group

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Component Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 10.675 82.112 82.112 10.675 82.112 82.112
2 .569 4378 86.490
3 446 3.428 89.917
4 276 2.120 92.038
5 217 1.667 93.704
6 184 1.413 95.118
7 148 1.140 96.258
8 128 .987 97.245
9 114 .874 98.119
10 .088 678 98.797
11 .079 .605 99.402
12 .045 .348 99.751
13 .032 249 100.000

Extraction Method: Principal Component Analysis.

Component Matri?@

Compone

nt

1
q7.5.1 .876
q7.5.2 .902
q7.5.3 .923
q7.5.4 918
q7.5.5 .908
q7.5.6 .896
q7.5.7 .9056
q7.5.8 .914
q7.5.9 .8656
q7.5.10 920
q7.5.11 .920
q7.5.12 915
q7.5.13 .916

Extraction Method: Principal Component Analysis.
a. 1 components extracted.
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Communalities

Initial Extraction
q7.6.1 1.000 759
q7.6.2 1.000 787
q7.6.3 1.000 .830
q7.6.4 1.000 .853
q7.6.5 1.000 .842
q7.6.6 1.000 .820
q7.6.7 1.000 .839
q7.6.8 1.000 .821
q7.6.9 1.000 .815
q7.6.10 1.000 .842
q7.6.11 1.000 .801
q7.6.12 1.000 794
q7.6.13 1.000 .827

Extraction Method: Principal Component Analysis.

Total Variance Explained

MARKETING

ASTON @ GRrROUP

Initial Eigenvalues Extraction Sums of Squared Loadings
Component Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 10.630 81.770 81.770 10.630 81.770 81.770
2 736 5.662 87.432
3 .360 2.769 80.200
4 293 2.251 92.451
5 215 1.654 94.104
6 161 1.241 95.345
7 142 1.089 96.435
8 123 .948 97.383
9 .096 .736 98.119
10 .087 673 98.792
11 .069 534 99.326
12 .046 .357 99.683
13 .041 317 100.000

Extraction Method: Principal Component Analysis.
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Component Matri?@

Compone

nt

1
q7.6.1 .871
q7.6.2 .887
q7.6.3 911
q7.6.4 924
q7.6.5 .918
q7.6.6 .908
q7.6.7 .916
q7.6.8 .906
q7.6.9 .903
q7.6.10 918
q7.6.11 .895
q7.6.12 .891
q7.6.13 .910

Extraction Method: Principal Component Analysis.
a. 1 components extracted.

Rotated Component Matrig

a. Only one component was extracted.
The solution cannot be rotated.

Communalities

Initial Extraction
q7.7.1 1.000 .844
q7.7.2 1.000 .884
q7.7.3 1.000 911
q7.7.4 1.000 .852
q7.7.5 1.000 .796
q7.7.7 1.000 758

Extraction Method: Principal Component Analysis.

Total Variance Explained

ASTON @

Initial Eigenvalues Extraction Sums of Squared Loadings
Component Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 5.045 84.082 84.082 5.045 84.082 84.082
2 317 5.285 89.367
3 277 4610 93.977
4 218 3.638 97.615
5 .089 1.487 99.102
6 .054 .898 100.000

Extraction Method: Principal Component Analysis.
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ASTON %ﬁ
Scree Plot
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Component Number

Component Matri@

Compone

nt

1
q7.7.1 919
q7.7.2 .940
q7.7.3 .954
q7.7.4 .923
q7.7.5 892
qr.7.7 .871

Extraction Method: Principal Component Analysis.
a. 1 components extracted.
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Communalities

Initial Extraction
q7.8.1 1.000 .821
q7.8.2 1.000 .822
q7.8.3 1.000 .864
q7.8.4 1.000 .849
q7.8.5 1.000 .875
q7.8.6 1.000 .885
q7.8.7 1.000 .845
q7.8.8 1.000 .876
q7.8.10 1.000 .847

Extraction Method: Principal Component Analysis.

Total Variance Explained

ASTON @

Initial Eigenvalues Extraction Sums of Squared Loadings
Component Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 7.683 85.368 85.368 7.683 85.368 85.368
2 .346 3.843 89.212
3 219 2.433 91.645
4 184 2.040 93.685
5 .146 1.621 95.306
6 134 1.488 96.793
7 127 1.415 98.209
8 .090 995 99.204
9 .072 .796 100.000

Extraction Method: Principal Component Analysis.
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Scree Plot
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Component Matri¥@

Compone

nt

1
q7.8.1 .906
q7.8.2 .907
q7.8.3 .929
q7.8.4 .921
q7.8.5 .935
q7.8.6 .941
q7.8.7 .920
q7.8.8 .936
q7.8.10 .920

Extraction Method: Principal Component Analysis.
a. 1 components extracted.
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Communalities

Initial Extraction
q7.9.1 1.000 791
q7.9.2 1.000 793
q7.9.3 1.000 .831
q7.9.4 1.000 .834
q7.9.5 1.000 .834
q7.9.6 1.000 .816
q7.9.7 1.000 .817
q7.9.8 1.000 .848
q7.9.9 1.000 .848
q7.9.10 1.000 .835
q7.9.11 1.000 .841
q7.9.12 1.000 .843
q7.9.13 1.000 .863

Extraction Method: Principal Component Analysis.

Total Variance Explained

MARKETING

ASTON @ GROUP

Initial Eigenvalues Extraction Sums of Squared Loadings
Component Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 10.793 83.024 83.024 10.793 83.024 83.024
2 .568 4.366 87.391
3 379 2915 90.306
4 235 1.809 92.115
5 .208 1.597 93.712
6 .166 1.279 94.991
7 140 1.074 96.065
8 134 1.035 97.099
9 17 .903 98.002
10 .090 692 98.693
11 .078 602 99.295
12 .052 401 99.696
13 .039 .304 100.000

Extraction Method: Principal Component Analysis.
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Y A MARKETING

ASTON <7 GROUP

Component Matri@

Compone

nt

1
q7.9.1 .889
q7.9.2 .890
q7.9.3 912
q7.9.4 913
q7.9.5 913
q7.9.6 .903
q7.9.7 .904
q7.9.8 .921
q7.9.9 .921
q7.9.10 .914
q7.9.11 917
q7.9.12 .918
q7.9.13 .929

Extraction Method: Principal Component Analysis.
a. 1 components extracted.

Communalities

Initial Extraction
q7.10.1 1.000 .835
q7.10.2 1.000 .809
q7.10.3 1.000 .845
q7.10.4 1.000 .853
q7.10.5 1.000 .805
q7.10.6 1.000 .851
q7.10.7 1.000 .824
q7.10.8 1.000 .835
q7.10.9 1.000 .838
q7.10.10 1.000 .827
q7.10.11 1.000 .834
q7.10.12 1.000 .831
q7.10.13 1.000 .830

Extraction Method: Principal Component Analysis.
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Total Variance Explained
Initial Eigenvalues Extraction Sums of Squared Loadings
Component Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 10.818 83.215 83.215 10.818 83.215 83.215
2 670 5.152 88.367
3 .337 2.589 90.956
4 227 1.743 92.699
5 182 1.399 94.098
6 .166 1.278 95.376
7 148 1.139 96.515
8 112 .859 97.374
9 100 .769 98.143
10 .082 631 98.773
11 072 .554 99.327
12 .050 .385 99.712
13 .037 .288 100.000
Extraction Method: Principal Component Analysis.
Scree Plot
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Component Matri?@

Compone

nt

1
q7.10.1 914
q7.10.2 .900
q7.10.3 .919
q7.10.4 924
q7.10.5 897
q7.10.6 .923
q7.10.7 908
q7.10.8 .914
q7.10.9 915
q7.10.10 .909
q7.10.11 913
q7.10.12 911
q7.10.13 911

Extraction Method: Principal Component Analysis.
a. 1 components extracted.

Communalities

Initial Extraction
q7.11.1 1.000 775
q7.11.2 1.000 .748
q7.11.3 1.000 .883
q7.11.4 1.000 .841
q7.11.5 1.000 .860
q7.11.6 1.000 .869
q7.11.7 1.000 .852
q7.11.8 1.000 .845
q7.11.9 1.000 .807
q7.11.11 1.000 .805

Extraction Method: Principal Component Analysis.
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Initial Eigenvalues Extraction Sums of Squared Loadings
Component Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 8.286 82.857 82.857 8.286 82.857 82.857
2 582 5.817 88.674
3 289 2.890 91.564
4 192 1.922 93.486
5 144 1.443 94.929
6 .126 1.258 96.187
7 419 1.190 97.377
8 107 1.073 98.451
9 .083 .831 99.281
10 .072 719 100.000
Extraction Method: Principal Component Analysis.
Scree Plot
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Communalities

Initial Extraction
q7.12.1 1.000 .837
q7.12.2 1.000 793
qg7.12.3 1.000 .822
qg7.12.4 1.000 874
g7.12.5 1.000 .858
q7.12.6 1.000 .855
q7.12.7 1.000 .868
q7.12.8 1.000 .821
q7.12.9 1.000 .839
g7.12.10 1.000 .840
q7.12.11 1.000 .854
q7.12.12 1.000 .866
q7.12.13 1.000 .812
q7.12.15 1.000 .804

Extraction Method: Principal Component Analysis.

Total Variance Explained

ASTON @
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Initial Eigenvalues Extraction Sums of Squared Loadings
Component Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 11.741 83.866 83.866 11.741 83.866 83.866
2 548 3.912 87.777
3 .339 2.423 90.200
4 313 2.234 92.435
5 228 1.631 94.066
6 A74 1.241 95.306
7 123 .881 96.187
8 123 .876 97.063
9 A1 793 97.857
10 .095 877 98.533
11 .068 489 99.022
12 .067 476 99.498
13 .047 .335 99.832
14 .023 168 100.000

Extraction Method: Principal Component Analysis.
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Component Matri>®

Compone

nt

1
q7.12.1 915
q7.12.2 .891
q7.12.3 907
q7.12.4 935
q7.12.5 .926
q7.12.6 .924
q7.12.7 932
q7.12.8 .906
q7.12.9 .916
q7.12.10 .916
q7.12.11 .924
q7.12.12 .930
q7.12.13 .901
q7.12.15 .897

Extraction Method: Principal Component Analysis.

a. 1 components extracted.

Rotated Component Matri®

a. Only one component was extracted.
The solution cannot be rotated.
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APPENDIX 7.2 Correlation Between the Averaged Quality of Each
Repository and Its Corresponding Validating ltem

Correlations

AVE7 1 q7.1.13
AVE7.1 Pearson Correlation 1 .807*"
Sig. (2-tailed) .000
N 354 354
q7.1.13  Pearson Correlation 807 1
Sig. (2-tailed) .000
N 354 354
**_ Correlation is significant at the 0.01 level
Correlations
* Correlation is significant at the 0.01 level (2-tailed).
Correlations
q7.2.12 AVE7.2
q7.2.12  Pearson Correlation 1 .865*
Sig. (2-tailed) .000
N 354 354
AVE7.2 Pearson Correlation .865™ 1
Sig. (2-tailed) .000
N 354 354
**_Correlation is significant at the 0.01 level
Correlations
AVE7.3 q7.3.14
AVE7.3  Pearson Correlation 1 .892*
Sig. (2-tailed) .000
N 354 354
q7.3.14  Pearson Correlation .892™1 1
Sig. (2-tailed) .000
N 354 354

**_Correlation is significant at the 0.01 level
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Correlations
q7.4.15 AVE7 .4
q7.4.15 Pearson Correlation 1 .885**
Sig. (2-tailed) .000
N 354 354
AVE7.4 Pearson Correlation .885*% 1
Sig. (2-tailed) .000
N 354 354
**. Correlation is significant at the 0.01 level
Correlations
AVE7.5 q7.5.14
AVE7.5 Pearson Correlation 1 .907*
Sig. (2-tailed) .000
N 354 354
q7.5.14  Pearson Correlation 907 1
Sig. (2-tailed) .000
N 354 354
**_ Correlation is significant at the 0.01 level
Correlations
q7.6.14 AVE7.6
q7.6.14  Pearson Correlation 1 .891™
Sig. (2-tailed) .000
N 354 354
AVE7.6 Pearson Correlation .891™ 1
Sig. (2-tailed) .000
N 354 354
**. Correlation is significant at the 0.01 level
Correlations
AVE7.7 q7.7.6
AVE7.7 Pearson Correlation 1 .878*
Sig. (2-tailed) .000
N 354 354
q7.7.6  Pearson Correlation 878" 1
Sig. (2-tailed) .000
N 354 354

** Correlation is significant at the 0.01 level
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Correlations

q7.8.9 AVE7.8
q7.8.9 Pearson Correlation 1 .912**
Sig. (2-tailed) .000
N 354 354
AVE7.8 Pearson Correlation .912* 1
Sig. (2-tailed) .000
N 354 354
**_Correlation is significant at the 0.01 level
Correlations
AVE7.9 q7.9.14
AVE7.9 Pearson Correlation 1 .920™"
Sig. (2-tailed) .000
N 354 354
q7.9.14  Pearson Correlation .920™ 1
Sig. (2-tailed) .000
N 354 354
**. Correlation is significant at the 0.01 level
Correlations
q7.10.14 | AVE7.10
q7.10.14  Pearson Correlation 1 .904*
Sig. (2-tailed) .000
N 354 354
AVE7.10 Pearson Correlation .904* 1
Sig. (2-tailed) .000
N 354 354

**. Correlation is significant at the 0.01 level (2-tailed).

Correlations

AVE7.11 q7.11.10
AVE7.11  Pearson Correlation 1 .903*
Sig. (2-tailed) .000
N 354 354
g7.11.10  Pearson Correlation .903* 1
Sig. (2-tailed) .000
N 354 354

**_ Correlation is significant at the 0.01 level (2-tailed).
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Correlations

q7.12.14 | AVE7.12
q7.12.14  Pearson Correlation 1 927>
Sig. (2-tailed) .000
N 354 354
AVE7.12 Pearson Correlation 9274 1
Sig. (2-tailed) .000
N 354 354

**_ Correlation is significant at the 0.01 level (2-tailed).

APPENDIX 7.3 Correlation Between Overall Score of Quality and the
Averages Score of the Validating ltems

Correlations

TAVE.7 gval
TAVE.7  Pearson Correlation 1 .961*
Sig. (2-tailed) .000
N 354 354
gval Pearson Correlation .961** 1
Sig. (2-tailed) .000
N 354 354

**. Correlation is significant at the 0.01 level
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CHAPTER EIGHT

Appendix 8.1 Bonferroni Test Export Information Acquisition Quality

Acquisition of Export Information Test of Significance

Multiple Comparisons

Dependent Variable: q1.1

Bonferroni
Mean 95% Confidence Interval
Difference
(I) VAROO006  (J) VAROO0O06 (I-J) Std. Error Sig. Lower Bound | Upper Bound
1.00 2.00 -.08095 .06975 1.000 -.2859 1240
3.00 -.07050 .06975 1.000 -2755 1345
4.00 27783(%) .06975 .001 0729 4828
5.00 .65857(*) .06975 .000 4536 .8635
6.00 75498(*) .06975 .000 5500 .9599
2.00 1.00 .08095 06975 1.000 -.1240 2859
3.00 .01044 .06975 1.000 -.1945 2154
4.00 .35878(*) .06975 .000 1538 5637
5.00 .73952(*) .06975 .000 5346 .9445
6.00 .83593(*) .06975 .000 6310 1.0409
3.00 1.00 .07050 .06975 1.000 -1345 2755
2.00 -.01044 .06975 1.000 -.2154 1945
4.00 .34834(*) .06975 .000 1434 5533
5.00 72907(*) 06975 .000 5241 9340
6.00 .82548(*) .06975 .000 6205 1.0304
4.00 1.00 -.27783(*) .06975 .001 -.4828 -.0729
2.00 -.35878(%) .06975 .000 -.5637 -.1538
3.00 -.34834(%) .06975 .000 -.5533 -.1434
5.00 .38074(*) .06975 .000 1758 5857
6.00 AT714(%) .06975 .000 2722 6821
5.00 1.00 -.65857(%) 06975 .000 -.8635 -.4536
2.00 -.73952(%) .06975 .000 -.9445 -.5346
3.00 -.72907(*) .06975 .000 -.9340 -.5241
4.00 -.38074(*) .06975 .000 -.5857 -1758
6.00 .09641 .06975 1.000 -.1085 3014
6.00 1.00 -.75498(*) .06975 .000 -.9599 -.5500
2.00 -.83593(*) .06975 .000 -1.0409 -.6310
3.00 -.82548(*) .06975 .000 -1.0304 -.6205
4.00 -A7714(%) .06975 .000 -.6821 -2722
5.00 -.09641 06975 1.000 -.3014 1085

* The mean difference is significant at the .05 level.

The highlighted numbers in the table correspond to the following items.

1.00
sources.
2.00
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In this firm, we collect export market information from a wide variety of export market information

In this firm, we collect export information regularly to update our knowledge of the export market.
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In this firm, we collect export market information about a wide variety of export market facts (e.g.,
customer needs, competitor actions, technological trends, political environment, etc.)

In this firm, we collect export market information very quickly in response to changes in the export
environment.

In this firm, we collect export market information in a formalized manner.

In this firm, we collect export market information in high quantities.
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Appendix 8.2 Bonferroni Test Export Information Acquisition Quality
Validating Items
Acquisition of Export Information Validating Items Test of Significance
Muitiple Comparisons
Dependent Variable: VAR00016
Bonferroni
Mean 95% Confidence Interval
Difference
(I) VAR00015  (J) VAR00015 (I-J) Std. Error Sig. Lower Bound | Upper Bound
1.00 2.00 .30678(*) .09545 .013 .0385 5750
3.00 .40239(*) .09545 .000 1341 .6707
4.00 2.15404(%) .09545 .000 1.8858 2.4223
5.00 .59927(*) .09545 .000 .3310 .8675
2.00 1.00 -.30678(*) .09545 013 -5750 -.0385
3.00 .09560 .09545 1.000 - 1727 .3639
4.00 1.84725(%) .09545 .000 1.5790 2.1155
5.00 29249(*) .09545 022 0242 5608
3.00 1.00 -.40239(*) .09545 .000 -.6707 -.1341
2.00 -.09560 .09545 1.000 -.3639 A727
4.00 1.75165(%) .09545 .000 1.4834 2.0199
5.00 19689 .09545 393 -0714 4651
4.00 1.00 -2.15404(*) .09545 .000 -2.4223 -1.8858
2.00 -1.84725(%) .09545 .000 -2.1155 -1.5790
3.00 -1.75165(™) .09545 .000 -2.0199 -1.4834
5.00 -1.55476(*) .09545 .000 -1.8230 -1.2865
5.00 1.00 -.59927(*%) .09545 .000 -.8675 -.3310
2.00 -.29249(*) .09545 022 -.5608 -.0242
3.00 -.19689 .09545 .393 -.4651 0714
4.00 1.55476(%) .09545 .000 1.2865 1.8230

* The mean difference is significant at the .05 level.
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highlighted numbers in the table correspond to the following items.
In this company, we collect export market information efficiently.
The quality of our export market information generation is outstanding.
We are very satisfied with our export market information generation efforts.
There is no room for improvement in the way we collect export information.
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APPENDIX 8.3 Factor Analysis Export Information Acquisition Quality

Communalities

Initial Extraction
ql.1 .561 567
ql.2 590 613
q1.3 .598 .665
ql.4 .545 611
ql.5 466 410
q1.6 .554 541

Extraction Method: Principal Axis Factoring.

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Factor Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 3.830 63.827 63.827 3.407 56.785 56.785
2 .804 13.395 77.223
3 438 7.308 84.531
4 327 5.454 89.985
5 .319 5.317 95.302
6 .282 4.698 100.000

Extraction Method: Principal Axis Factoring.

Factor Matrix®

Factor
1
gq1l.3 .815
ql.2 .783
ql.4 782
ql.1 753
q1.6 736
ql.5 .640

Extraction Method: Principal Axis Factoring.

a. 1 factors extracted. 5 iterations required.
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Appendix 8.4 Bonferroni Test Export Information Dissemination Quality

Dependent Variable: VAR00002

Bonferroni

Distribution of Export Information Quality Test of significance
Multiple Comparisons

Group

95% Confidence Interval

138

Mean
Difference
() VAR00O001  (J) VARDO0O01 (1-J) Std. Error Sig. Lower Bound Upper Bound
1.00 2.00 -.16426 .06807 445 -.3771 .0486
3.00 .08811 .06807 1.000 -.1247 .3009
4.00 .33219(%) .06807 .000 .1194 .5450
5.00 -.01404 .06807 1.000 -.2269 .1988
6.00 113310 .06807 1.000 -.0797 .3459
7.00 .18708 .06807 .169 -.0257 .3999
8.00 -.29490(") .06807 .000 -.5077 -.0821
2.00 1.00 .16426 .06807 .445 -.0486 3771
3.00 .25236(*) .06807 .006 .0395 4652
4.00 .49645(*) .06807 .000 .2836 7093
5.00 .156022 .06807 767 -.0626 .3630
6.00 .29736(%) .06807 .000 .0845 5102
7.00 .35134(%) .06807 .000 1385 .5642
8.00 -.13064 .06807 1.000 -.3435 .0822
3.00 1.00 -.08811 .06807 1.000 -.3009 1247
2.00 -.25236(*) .06807 .006 -.4652 -.0395
4.00 .24409(%) .06807 .010 0313 .4569
5.00 -.10214 .06807 1.000 -.3150 1107
6.00 .04500 .06807 1.000 -.1678 .2578
7.00 .09898 .06807 1.000 -.1138 3118
8.00 -.38300(%) .06807 .000 -.5958 -.1702
4.00 1.00 -.33219(%) .06807 .000 -.5450 -.1194
2.00 -.49645(*") .06807 .000 -.7093 -.2836
3.00 -.24409(%) .06807 .010 -.4569 -.0313
5.00 -.34623(%) .06807 .000 -.5590 -.1334
6.00 -.19909 .06807 .097 -.4119 .0137
7.00 -.14511 .06807 .927 -.3579 0677
8.00 -.62709(*) .06807 .000 -.8399 -.4143
5.00 1.00 01404 .06807 1.000 -.1988 .2269
2.00 -.15022 .06807 767 -.3630 .0626
3.00 10214 .06807 1.000 - 1107 .3150
4.00 .34623(%) .06807 .000 1334 .5590
6.00 14714 .06807 .860 -.0657 .3600
7.00 .20112 .06807 .088 -.0117 4139
8.00 -.28086(*%) .06807 .001 -.4937 -.0680




Distribution of Export Information Test of significance
Multiple Comparisons

Dependent Variable: VAR00002

Bonferroni
6.00 1.00 -.13310 .06807 1.000 -.3459
2.00 -.29736(*) .06807 .000 -.5102
3.00 -.04500 .06807 1.000 -.2578
4.00 19909 06807 097 -.0137
5.00 -.14714 .06807 860 -.3600
7.00 .05398 .06807 1.000 -.1588
8.00 -.42800(*) .06807 .000 -.6408
7.00 1.00 -.18708 .06807 169 -.3999
2.00 -.35134(*) .06807 .000 -.5642
3.00 -.09898 .06807 1.000 -.3118
4.00 14511 .06807 927 -.0877
5.00 -20112 .06807 .088 -.4139
6.00 -.05398 .06807 1.000 -.2668
8.00 -.48198(*) .06807 .000 -.6948
8.00 1.00 29490(*) .06807 .000 .0821
2.00 13064 .06807 1.000 -.0822
3.00 .38300(*) .06807 .000 14702
4.00 .62709(*) .06807 .000 4143
5.00 .28086(*) .06807 .001 .0680
6.00 42800(*) .06807 .000 2152
7.00 48198(*) .06807 .000 2692
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.0797
-.0845
1678

4119
.0657
.2668
-.2152
.0257
-.1385

.1138
.3579
.0117

.1588
-.2692
5077
.3435
.5958
.8399

4937
.6408
.6948

Group

* The mean difference is significant at the .05 level.

(o]

highlighted numbers in the table correspond to the following items.
In this firm, export market information is regularly disseminated to different departments.
In this firm, export market information is speedily distributed across functional areas.
In this firm, export market information never tends to get lost in the system.
In this firm, export market information gets disseminated across departments in high quantities.
In this firm, export market information is often summarized as it gets distributed.
In this firm, export market information will rarely get distorted in the dissemination process.
In this firm, export market information is often disseminated in a formal manner.
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In this firm, we treat export information as sensitive; only those who need to know receive them.
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Appendix 8.5 Bonferroni Test of Export Information Dissemination Quality
Validating ltems

Distribution of Export Information Validating ltems Test of significance
Multiple Comparisons

Dependent Variable: VAR00017

Bonferroni
Mean 95% Confidence Interval
Difference
(h VAR00015  (J) VARO00015 (1-J) Std. Error Sig. Lower Bound Upper Bound
1.00 2.00 47618(%) .09743 .000 .2023 .7500
3.00 .43095(™) .09743 .000 1571 .7048
4.00 2.08518(*) .09743 .000 1.8113 2.3590
5.00 .55553(*) .09743 .000 .2817 .8294
2.00 1.00 -.47618(") .09743 .000 -.7500 -.2023
3.00 -.04523 .09743 1.000 -.3191 2286
4.00 1.60900(*) .09743 .000 1.3352 1.8828
5.00 .07934 .09743 1.000 -.1945 .3532
3.00 1.00 -.43095(*) .09743 .000 -.7048 -1571
2.00 .04523 .09743 1.000 -.2286 .3191
4.00 1.65423(%) .09743 .000 1.3804 1.9281
5.00 12457 .09743 1.000 -.1493 .3984
4.00 1.00 -2.08518(*) .09743 .000 -2.3590 -1.8113
2.00 -1.60900(%) .09743 .000 -1.8828 -1.3352
3.00 -1.65423(%) .09743 .000 -1.9281 -1.3804
5.00 -1.52966(%) .09743 .000 -1.8035 -1.2558
5.00 1.00 -.55553(%) .09743 .000 -.8294 -2817
2.00 -.07934 .09743 1.000 -.3532 1945
3.00 -.12457 .09743 1.000 -.3984 .1493
4.00 1.52966(%) .09743 .000 1.2558 1.8035
* The mean difference is significant at the .05 level.
The highlighted numbers in the table correspond to the following items.
1.00 In this company, we distribute export market information efficiently.
2.00 The quality of our export market information dissemination is outstanding.
3.00 We are very satisfied with our export market information distribute efforts.
4.00 There is no room for improvement in the way we distribute export information.
5.00 We are very effective in our export market information distribution activities.
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APPENDIX 8.6 Factor Analysis for Export Information Dissemination
Quality
Communalities
Initial Extraction
g2.1 553 .688
g2.2 .557 .661
g2.3 .330 428
g2.4 523 .599
g2.5 .383 423
g2.6 .281 .348
q2.7 371 456
g2.8 .074 134
Extraction Method: Principal Axis Factoring.
Total Variance Explained
Initial Eigenvalues Extraction Sums of Squared Loadings Rotation
Factor Total % of Variance | Cumulative % Total % of Variance | Cumulative % Total
1 3.683 46.042 46.042 3.219 40.238 40.238 3.150
2 1.142 14.278 60.319 .518 6.481 46.719 1.090
3 751 9.391 69.711
4 676 8.453 78.164
5 553 6.913 85.077
6 520 6.498 91.575
7 .388 4.851 96.426
8 .286 3.574 100.000

Extraction Method: Principal Axis Factoring.

a. When factors are correlated, sums of squared loadings cannot be added to obtain a total variance.

Factor Matrix®

Factor

1 2
g2.4 .768
q2.2 762
g2.1 753
g2.5 .640
qg2.7 .638
q2.3 .595
2.6 541
g2.8

Extraction Method: Principal Axis Factoring.

a. 2 factors extracted. 9 iterations required.
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Factor
1 2
g2.1 872
q2.2 .849
g2.4 .764
g2.5 541
q2.7 489
g2.3 425 .382
g2.6 .392
q2.8 .378
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Extraction Method: Principal Axis Factoring.
Rotation Method: Oblimin with Kaiser Normalization.

a. Rotation converged in 12 iterations.

Structure Matrix

Factor
1 2
g2.1 .799
g2.2 .798
g2.4 q74
g2.5 613 .399
g2.7 .595 490
g2.3 .544 515
g2.6 497 .458
g2.8 .364

Extraction Method: Principal Axis Factoring.
Rotation Method: Oblimin with Kaiser Normalization.

Factor Correlation Matrix

Factor 1 2
1 1.000 .313
2 .313 1.000

Extraction Method: Principal Axis Factoring.
Rotation Method: Oblimin with Kaiser Normalization.
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Factor Matrix®

Factor
1
q2.4 783
g2.2 .749
g2.1 728
g2.5 644
q2.7 .630
g2.3 .581
2.6 .532

Extraction Method: Principal Axis Factoring.
a. 1 factors extracted. 5 iterations required.
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APPENDIX 8.7 Bonferroni Test Export Information Interpretation Quality

Export Information Interpretation Test of Significance
Multiple Comparisons

Dependent Variable: VAR00004

Bonferroni

MARKETING

Group

95% Confidence Interval

Mean
Difference
() VAR00003  (J) VAR0O0003 (-d) Std. Error Sig. Lower Bound Upper Bound
1.00 2.00 .39908(*) .05738 .000 .2305 5677
3.00 -.03057 05738 1.000 -.1992 1381
4.00 .02207 .05738 1.000 -.1466 1907
5.00 .02207 05738 1.000 -.1466 1907
6.00 28277(%) 05738 .000 1142 4514
2.00 1.00 -.39908(*) 05738 .000 -.5677 -.2305
3.00 -.42965(*) .05738 .000 -.5983 -.2610
4.00 -.37701(%) .05738 .000 -.5456 -.2084
5.00 -.37701(%) .05738 .000 -.5456 -.2084
6.00 -.11631 .05738 642 -.2849 .0523
3.00 1.00 03057 05738 1.000 -.1381 1992
2.00 42965(%) 05738 .000 2610 5983
4.00 05264 .05738 1.000 -.1160 2213
5.00 .05264 05738 1.000 -.1160 2213
6.00 .31334(%) .05738 .000 1447 4820
4.00 1.00 -.02207 .05738 1.000 -.1907 .1466
2.00 37701(%) .05738 .000 2084 5456
3.00 -.05264 05738 1.000 -.2213 11160
5.00 .00000 .05738 1.000 -.1686 .1686
6.00 .26071(*) .05738 .000 .0921 4293
5.00 1.00 -.02207 .05738 1.000 -.1907 .1466
2.00 .37701(%) 05738 .000 .2084 .5456
3.00 -.05264 05738 1.000 -2213 1160
4.00 .00000 .05738 1.000 -.1686 .1686
6.00 26071(%) 05738 .000 .0921 4293
6.00 1.00 -.28277(%) .05738 .000 -.4514 -.1142
2.00 11631 .05738 642 -.0523 .2849
3.00 -.31334(%) .05738 .000 -.4820 -.1447
4.00 -.26071(%) 05738 .000 -.4293 -.0921
5.00 -.26071(%) .05738 .000 -.4293 -.0921
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* The mean difference is significant at the .05 level.

The highlighted numbers in the table correspond to the following items.
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The interpretation we make on the export market information we acquire reflects well what is
happening in the export market.

The interpretation of export market information provides us with a deep and unique understanding of
the market which is not available to competitors.

Our organization gains so much value in the way we interpret the export information we have.

It is very easy for us to figure out the meaning of the export market information we get.

We discover so much in the way we make sense of the export market information available to us.
We are very good in reading between lines especially with the raw export information we have.
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APPENDIX 8.8 Bonferroni Test Export Information Interpretation Quality
Validating ltems
Export Information interpretation Validating ltemsTest of Significance
Multiple Comparisons
Dependent Variable: VAR00018
Bonferroni
Mean 95% Confidence Interval
Difference
(1) VAR00015  (J) VARD0015 (1-J) Std. Error Sig. Lower Bound | Upper Bound
1.00 2.00 42014(%) .08891 .000 1702 8700
3.00 .38533(*) .08891 .000 1354 6352
4.00 2.17082(%) .08891 .000 1.9209 2.4207
5.00 .54002(*) .08891 .000 2901 7899
2.00 1.00 -.42014(%) .08891 .000 -.6700 -1702
3.00 -.03481 .08891 1.000 -.2847 2151
4.00 1.75068(*) .08891 .000 1.5008 2.0006
5.00 11988 .08891 1.000 -.1300 .3698
3.00 1.00 -.38533(%) .08891 .000 -.6352 -1354
2.00 .03481 .08891 1.000 -.2151 2847
4.00 1.78549(%) .08891 .000 1.5356 2.0354
5.00 15469 .08891 821 -.0952 4046
4.00 1.00 -2.17082(%) .08891 .000 -2.4207 -1.9209
2.00 -1.75068(*) .08891 .000 -2.0006 -1.5008
3.00 -1.78549(*) .08891 .000 -2.0354 -1.5356
5.00 -1.63080(%) .08891 .000 -1.8807 -1.3809
5.00 1.00 -.54002(%) .08891 .000 -.7899 -.2901
2.00 -.11988 .08891 1.000 -.3698 .1300
3.00 -.15469 .08891 821 -.4046 .0952
4.00 1.63080(%) .08891 .000 1.3809 1.8807

“ The mean difference is significant at the .05 level.
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highlighted numbers in the table correspond to the following items.
In this company, we interpret export market information efficiently.
The quality of our export market information interpretation is outstanding.
We are very satisfied with our export market information interpretation efforts.
There is no room for improvement in the way we interpret market information.
We are very effective in our export market information interpretation activities.
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APPENDIX 8.9 Factor Analysis Export Information Interpretation Quality

Communalities

Initial Extraction
q3.1 .321 .365
3.2 .285 323
q3.3 .508 .593
g3.4 490 .556
q3.5 471 .550
g3.6 439 459

Extraction Method: Principal Axis Factoring.

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Factor Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 3.353 55.877 55.877 2.845 47.419 47.419
2 749 12.478 68.355
3 619 10.310 78.665
4 543 9.043 87.709
5 .391 6.523 94.231
6 .346 5.769 100.000

Extraction Method: Principal Axis Factoring.

Factor Matrix@
Factor
1

3.3 770
q3.4 746
q3.5 741
3.6 677
q3.1 .604
3.2 .568

Extraction Method: Principal Axis Factoring.

a. 1 factors extracted. 5 iterations required.
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APPENDIX 8.10 Bonferroni Test Quality of Response to Export Information
Response to Export Information Test of Significance
Multiple Comparisons
Dependent Variable: VAR00007
Bonferroni
Mean 95% Confidence Interval
Difference
(1) VAROO0O5  (J) VAROO005 (1-J) Std. Error Sig. Lower Bound | Upper Bound
1.00 2.00 16758(*) .06850 .044 .0033 3318
3.00 07244 .06850 872 -.0918 2367
2.00 1.00 -16758(%) 06850 044 -.3318 -.0033
3.00 -.09514 .06850 495 -.2594 .0691
3.00 1.00 -.07244 .06850 872 -.2367 .0918
2.00 .09514 .06850 495 -.0691 .2594

* The mean difference is significant at the .05 level.

The highlighted numbers in the table correspond to the following items.
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If a major competitor were to launch an intensive campaign targeted at our export customers, we

We are quick to respond to significant changes in our competitors’ price structures in foreign markets.
We rapidly respond to competitive actions that threaten us in our export markets.
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APPENDIX 8.11 Bonferroni Test Quality of Response to Export Information
Validating ltems
Response to Export Information Test of Significance
Muitiple Comparisons
Dependent Variable: VAR00019
Bonferroni
Mean 95% Confidence Interval
Difference
(1) VAR0O0015  (J) VAR00O15 (I-J) Std. Error Sig. Lower Bound | Upper Bound
1.00 2.00 .37945(*) .09037 .000 1255 6334
3.00 44701(%) .09037 .000 1930 7010
4.00 2.23324(%) .09037 .000 1.9793 2.4872
5.00 53674(*) .09037 .000 2828 7907
2.00 1.00 -.37945(%) .09037 .000 -.6334 -.1255
3.00 06756 .09037 1.000 -.1864 3215
4.00 1.85379(%) .09037 .000 1.5998 2.1078
5.00 15729 .09037 819 -.0967 4113
3.00 1.00 -44701(%) .09037 .000 -.7010 -1930
2.00 -.06756 .09037 1.000 -.3215 .1864
4.00 1.78623(%) .09037 .000 1.5323 2.0402
5.00 .08973 .09037 1.000 -.1642 .3437
4.00 1.00 -2.23324(%) .09037 .000 -2.4872 -1.9793
2.00 -1.85379(%) .09037 .000 -2.1078 -1.5998
3.00 -1.78623(%) .09037 .000 -2.0402 -1.5323
5.00 -1.69650(%) .09037 .000 -1.9505 -1.4425
5.00 1.00 -53674(%) .09037 .000 -.7907 -.2828
2.00 -15729 .09037 819 -4113 .0967
3.00 -.08973 .09037 1.000 -.3437 1642
4.00 1.69650(*) .09037 .000 1.4425 1.9505

* The mean difference is significant at the .05 level.
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highlighted numbers in the table correspond to the following items.
In this company, we respond to export market information efficiently.
The quality of our response to export market information is outstanding.
We are very satisfied with the way in which we respond to export market information.
There is no room for improvement in the way we respond to export market information.
We are very effective in the way we respond to export market information.
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APPENDIX 8.12 Factor Analysis of Quality of Response to Export
Information

Communalities

Initial Extraction
q4.1 535 619
q4.2 .601 707
q4.3 .644 .802

Extraction Method: Principal Axis Factoring.

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Factor Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 2.413 80.443 80.443 2.128 70.922 70.922
2 .347 11.568 92.011
3 .240 7.989 100.000

Extraction Method: Principal Axis Factoring.

Factor Matrix@

Factor
1
q4.3 .895
q4.2 .841
q4.1 787

Extraction Method: Principal Axis Factoring.

a. 1 factors extracted. 9 iterations required.
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APPENDIX 8.13 Bonferroni Test Export Learning Orientation

Export Learning Orientation Test of Significance
Multiple Comparisons

Dependent Variable: VAR0O0009

Bonferroni
Mean 95% Confidence Interval
Difference
() VAR00008  (J) VARO0008 (I-J) Std. Error Sig. Lower Bound | Upper Bound
1.00 2.00 -.16683(*) .05321 026 -.3232 -.0105
3.00 -.04959 .05321 1.000 -.2060 .1068
4.00 -.04648 .05321 1.000 -.2028 1099
5.00 29198(%) .05321 .000 1356 4483
6.00 A7979(*) .05321 .000 3234 6362
2.00 1.00 .16683(*) .05321 .026 .0105 3232
3.00 11724 .05321 415 -.0391 2736
4.00 12035 05321 357 -.0360 2767
5.00 .45881(*) .05321 .000 3024 6152
6.00 64662(*) 05321 .000 .4903 .8030
3.00 1.00 .04959 .05321 1.000 -.1068 .2060
2.00 -11724 .05321 415 -2736 .0391
4.00 .00311 .05321 1.000 -.1533 .1595
5.00 34157(%) .05321 .000 1852 4979
6.00 .52938(*) .05321 .000 .3730 6857
4.00 1.00 .04648 .05321 1.000 -.1099 2028
2.00 -12035 .05321 357 -2767 .0360
3.00 -.00311 .05321 1.000 -.1595 1533
5.00 .33846(%) .05321 .000 1821 4948
6.00 52627(*) .05321 .000 .3699 6826
5.00 1.00 -.29198(%) .05321 .000 -.4483 -.1356
2.00 -.45881(%) 05321 .000 -6152 -.3024
3.00 -.34157(%) .05321 .000 -4979 -.1852
4.00 -.33846(*) .05321 .000 -.4948 -.1821
6.00 18781(%) .05321 .006 0314 3442
6.00 1.00 -47979(%) 05321 .000 -.6362 -.3234
2.00 -.64662(*) 05321 .000 -.8030 -.4903
3.00 -.52938(*) 05321 .000 -.6857 -.3730
4.00 -.52627(%) 05321 .000 -.6826 -.3699
5.00 -18781(%) .05321 .006 -.3442 -.0314
“ The mean difference is significant at the .05 level.

The highlighted numbers in the table correspond to the following items.

1.00 Managers basically agree that our export function’s ability to learn is the key to our competitive
advantage in the export market.

The basic values of this export function include learning as key to improvement.

The sense around here is that export employee learning is an investment, not an expense.
Learning in our export operation is seen as a key commodity necessary to guarantee organizational
survival.
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We are not afraid to reflect critically on the shared assumptions we have made about our export
customers.

Personnel in this enterprise realize that the very way they perceive the export marketplace must be
continually questioned.
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APPENDIX 8.14 Factor Analysis for Export Learning Orientation

Communalities

Initial Extraction
5.1 .520 .580
g5.2 550 573
g5.3 .558 .606
g5.4 .608 709
g5.5 417 .393
g5.6 332 .283

Extraction Method: Principal Axis Factoring.

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Factor Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 3.587 59.785 59.785 3.144 52.403 52.403
2 .894 14.898 74.683
3 467 7.781 82.464
4 432 7.205 89.668
5 .330 5.496 95.164
6 .290 4.836 100.000

Extraction Method: Principal Axis Factoring.

Factor Matrix@

Factor
1
g5.4 .842
g5.3 778
g5.1 762
g5.2 757
5.5 627
5.6 .532

Extraction Method: Principal Axis Factoring.
a. 1 factors extracted. 6 iterations required.
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APPENDIX 8.15 Bonferroni Test Export Coordination

Export Coordination Test of Significance
Multiple Comparisons

Dependent Variable: VARO0011

Bonferroni
Mean 95% Confidence Interval
Difference

() VARO0O10  (J) VAR0DOO10 (I-J) Std. Error Sig. Lower Bound Upper Bound

1.00 2.00 .04035 05757 1.000 -1215 2022
3.00 -.23781(%) 05757 .000 -.3996 -.0760
4.00 -.21332(%) 05757 002 -.3751 -.0515
5.00 -.08109 .05757 1.000 -.2429 .0807

2.00 1.00 -.04035 05757 1.000 -.2022 1215
3.00 -.27816(%) 05757 .000 -.4400 -.1163
4.00 -.25367(%) .05757 .000 -.4155 -.0919
5.00 -12143 .05757 .351 -.2832 .0404

3.00 1.00 23781(%) 05757 .000 .0760 .3996
2.00 27816(%) .05757 .000 1163 4400
4.00 02449 05757 1.000 -1373 1863
5.00 15673 .05757 .065 -.0051 3185

4.00 1.00 21332(%) 05757 .002 0515 3751
2.00 25367(%) .05757 .000 0919 4155
3.00 -.02449 05757 1.000 -.1863 1373
5.00 13223 05757 217 -.0296 2940

5.00 1.00 .08109 .05757 1.000 -.0807 2429
2.00 12143 05757 .351 -.0404 2832
3.00 -15673 .05757 .065 -.3185 .0051
4.00 -13223 .05757 217 -.2940 .0296

* The mean difference is significant at the .05 level.

The highlighted numbers in the table correspond to the following items.

1.00 There is a commonality of purpose in my export operation.

2.00 There is total agreement on our export vision across all levels, functions and divisions.

00 All export employees are committed to goals of this organization.

00 Export employees view themselves as partners in charting the direction of the organization.
00 There is a real ‘esprit-de-corps’ within our export function.
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APPENDIX 8.16 Factor Analysis for Export Coordination

Communalities

Initial Extraction
q5.7 377 .340
q5.8 .510 519
q5.9 .691 728
g5.10 701 127
q5.11 .586 657

Extraction Method: Principal Axis Factoring.

Total Variance Explained

ASTON @

Initial Eigenvalues Extraction Sums of Squared Loadings
Factor Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 3.346 66.927 66.927 2.971 59.422 59.422
2 748 14.961 81.889
3 .394 7.884 89.772
4 .326 6.523 96.295
5 .185 3.705 100.000

Extraction Method: Principal Axis Factoring.

Factor Matrix@

Factor
1
5.9 .854
q5.10 .853
q5.11 811
q5.8 .720
q5.7 .583

Extraction Method: Principal Axis Factoring.
a. 1 factors extracted. 5 iterations required.
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APPENDIX 8.17 Bonferroni test for Quality of Integration Into the
Organizational System

Integration Into The Organization System
Multiple Comparisons

Dependent Variable: VAR00013

Bonferroni
Mean 95% Confidence Interval
Difference

(1) VAR00012  (J) VAR00012 (I-J) Std. Error Sig. Lower Bound | Upper Bound

1.00 2.00 07507 06786 1.000 - 1371 2873
3.00 25946(*) .06786 .004 .0473 4716
4.00 .13099 .06786 1.000 -.0812 3432
5.00 41255(%) .06786 .000 2004 6247
6.00 21733(%) 06786 039 .0051 4295
7.00 50319(*) 06786 .000 2910 7154
8.00 .60828(*) .06786 .000 3961 .8205

2.00 1.00 -.07507 .06786 1.000 -.2873 1371
3.00 .18439 06786 185 -.0278 .3966
4.00 05592 .06786 1.000 -.1563 2681
5.00 .33748(%) .06786 .000 1253 5497
6.00 14226 .06786 1.000 -.0699 3544
7.00 42812(%) .06786 .000 2159 6403
8.00 53321(*) .06786 .000 .3210 7454

3.00 1.00 -.25946(*) .06786 .004 -4716 -.0473
2.00 -.18439 .06786 185 -.3966 .0278
4.00 -.12847 .06786 1.000 -.3407 .0837
5.00 .15309 .06786 676 -.0591 .3653
6.00 -.04214 .06786 1.000 -.2543 1700
7.00 24373(%) .06786 .009 .0315 4559
8.00 .34881(%) .06786 .000 1366 5610

4.00 1.00 -.13099 .06786 1.000 -.3432 .0812
2.00 -.05592 .06786 1.000 -.2681 1563
3.00 12847 .06786 1.000 -.0837 3407
5.00 28156(*) 06786 .001 .0694 4937
6.00 .08633 .06786 1.000 -.1258 2985
7.00 .37220(*) 06786 .000 .1600 5844
8.00 47728(%) .06786 .000 2651 6895

5.00 1.00 -41255(%) .06786 .000 -.6247 -.2004
2.00 -.33748(%) .06786 .000 -.5497 -.1253
3.00 -.15309 .06786 676 -.3653 .0591
4.00 -.28156(*) .06786 .001 -4937 -.0694 |
6.00 -19523 .06786 113 -.4074 .0170
7.00 .09064 .06786 1.000 -1215 3028
8.00 19572 06786 111 -.0165 4079
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Integration Into The Organization System
Multiple Comparisons

Dependent Variable: VAR00013

Bonferroni

6.00 1.00 -.21733(%) .06786 .039 -.4295
2.00 - 14226 .06786 1.000 -.3544
3.00 04214 .06786 1.000 -.1700
4.00 -.08633 .06786 1.000 -.2985
5.00 19523 .06786 113 -.0170
7.00 28587(%) .06786 .001 0737
8.00 .39095(*) .06786 .000 1788

7.00 1.00 -.50319(%) .06786 .000 -7154
2.00 -42812(%) .06786 .000 -.6403
3.00 -.24373(%) 06786 .009 -.4559
4.00 -.37220(%) .06786 .000 -.5844
5.00 -.09064 .06786 1.000 -.3028
6.00 -.28587(%) .06786 .001 -.4981
8.00 .10508 .06786 1.000 -1071

8.00 1.00 -.60828(*) .06786 .000 -.8205
2.00 -53321(%) .06786 .000 -.7454
3.00 -.34881(%) .06786 .000 -5610
4.00 - 47728(*) .06786 .000 -.6895
5.00 -19572 .06786 111 -.4079
6.00 -.39095(*) .06786 .000 -.6031
7.00 -.10508 .06786 1.000 -.3173

-.0051
.0699
2543

1258
4074
4981
6031
-.2910
2159
-.0315
-.1600
1215
-.0737
3173
-.3961
-.3210
-1366
-.2651

.0165
-.1788
1071
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* The mean difference is significant at the .05 level.

The highlighted numbers in the table correspond to the following items.
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Our organization encourages everyone to keep a written record of all export market information and
transactions.

People in the organization spend the necessary time to keep an updated record of export market
information and transactions.

Our organization spends enough money on market export record keeping both efficient and effective
(e.g. investing on information technology).

There is a lot of documentation occurring in our export market operation.

People in the organization never have a difficult time recalling important information about the export
market.

We have a formal procedure for documenting export market information.

Everyone has time to write down things they learn about the export market.

We organize training sessions as a means to transfer export knowledge.
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APPENDIX 8.18 Bonferroni Test Quality of Integration Iinto the
Organizational System Validating Iltems

Integration Into The Organization System Validating items
Multiple Comparisons

Dependent Variable: VAR00020

Bonferroni
Mean 95% Confidence Interval
Difference

() VAR00015  (J) VAR00015 (I-J) Std. Error Sig. Lower Bound | Upper Bound

1.00 2.00 .45030(*) .09475 .000 .1840 7166
3.00 .53933(%) .09475 .000 2730 .8056
4.00 2.16192(*) 09475 .000 1.8956 2.4282
5.00 60324(%) .09475 .000 13369 .8695

2.00 1.00 -.45030(*) .09475 .000 -7166 -.1840
3.00 .08903 .09475 1.000 -1773 3553
4.00 1.71161(%) 09475 .000 1.4453 1.9779
5.00 15293 09475 1.000 -1134 4192

3.00 1.00 -.53933(%) .09475 .000 -.8056 -.2730
2.00 -.08903 09475 1.000 -.3553 1773
4.00 1.62258(%) .09475 .000 1.3563 1.8889
5.00 .06390 .09475 1.000 -.2024 .3302

4.00 1.00 -2.16192(%) .09475 .000 -2.4282 -1.8956
2.00 -1.71161(%) 09475 .000 -1.9779 -1.4453
3.00 -1.62258(*%) .09475 .000 -1.8889 -1.3563
5.00 -1.55868(%) .09475 .000 -1.8250 -1.2924

5.00 1.00 -.60324(*) .09475 .000 -.8695 -.3369
2.00 -15293 09475 1.000 -.4192 1134
3.00 -.06390 09475 1.000 -.3302 2024
4.00 1.55868(*) .09475 .000 1.2924 1.8250

* The mean difference is significant at the .05 level.

highlighted numbers in the table correspond to the following items.
In this company, we store export market information efficiently.
The quality of our export market information storage is outstanding.
We are very satisfied with our export market information storage efforts.
There is no room for improvement in the way we store export information.
We are very effective in our export information storage activities.
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APPENDIX 8.19 Factor Analysis for Quality of Integration Into the
Organizational System

Communalities

Initial Extraction
g6.1 522 461
6.2 .647 .653
06.3 574 630
g6.4 .348 353
g6.5 .378 401
06.6 572 627
a6.7 533 541
g6.8 460 414

Extraction Method: Principal Axis Factoring.

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Factor Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 4,550 56.871 56.871 4.081 51.010 51.010
2 831 10.381 67.253
3 .657 8.216 75.468
4 .588 7.356 82.824
5 432 5.400 88.223
6 .364 4.551 92.774
7 326 4.081 96.855
8 252 3.145 100.000

Extraction Method: Principal Axis Factoring.

Factor Matrix®
Factor
1

g6.2 .808
6.3 794
06.6 792
96.7 736
6.1 679
q6.8 644
96.5 633
6.4 594

Extraction Method: Principal Axis Factoring.

a. 1 factors extracted. 4 iterations required.
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APPENDIX 8.20 Correlation Among Factors Used in the Regression Antecedents to
Export Memory Quality

Descriptive Statistics

Mean Std. Deviation
gval 4.5339 .88808 354
g11.1 14.7232 9.24821 354
al 3.6787 .73898 354
abec 4.4451 .50572 354
a4 3.8377 .81687 354
a3 3.5615 .57633 354
abel 4.2561 59193 354
a2 3.3947 64120 354
ab 3.6403 67802 354
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Correlations

gval | q11.1 al abec a4 a3 abel az2 ab

Pearson Corre qval| 1.000 | -.081 516 504 .376 574 471 555 .666
q11.1 -.081 | 1.000 .014 039 | -062| -057| -074| -.022| -048
al 516 .014 | 1.000 .346 419 .543 444 572 571
abeq 504 .039 346 | 1.000| .305| .344 538 453 498
a4 376 | -.062 419} .305| 1.000 375 476 .373 .366
a3 574 | -.057 543 .344 3751] 1.000| .455 592 .566
abel| 471 -074 444 .538 476 | .455 | 1.000 436 523
a2 555 -.022 572 453 373 .592 436 | 1.000 .590
ab 666 | -.048 571 498 .366 566 | .523 590 | 1.000

Sig. (1-tailed) qgval ) 065| .000| .000| .000| .000| .000| .000| .000
qQ11.1 .065 . 399 | .232| .123| .143| .083| .341 182
al .000 | .399 . 000| .000| .000| .000| .000| .00O
abeq .000| .232 .000 . .000| .000| .000| .000| .00O
a4 .000| .123} .000| .000 . .000| .000| .000| .00O
a3 .000| .143| .000| .000 .000 . .000| .000| .000
aSell .000| .083| .000| .000| .000| .000 . .000 | .000
az .000 | .341 .000| .000| .000| .000| .000 . .000
ab 000| .182| .000| .000| .000| .000| .000; .000 .
N qval 354 354 354 354 354 354 354 354 354

q11.] 354 354 354 354 354 354 354 354 354
al 354 354 354 354 354 354 354 354 354
abegq 354 354 354 354 354 354 354 354 354
a4 354 354 354 354 354 354 354 354 354
a3 354 354 354 354 354 354 354 354 354
abel 354 354 354 354 354 354 354 354 354
a2 354 354 354 354 354 354 354 354 354
ab 354 354 354 354 354 354 354 354 354
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APPENDIX 8.21 Regression Antecedents to Export Memory Quality

Variables Entered/Removed

Variables Variables
Model Entered Removed Method
1 a6, q11.1,
a4, abec,
a3, al, a
abel, a2

Enter

a. All requested variables entered.

b. Dependent Variable: gval

Model Summary’

Adjusted Std. Error of
Model R R Square | R Square | the Estimate
1 7532 .568 .558 .58993
a. Predictors: (Constant), a8, q11.1, a4, abec, a3, a1,
abel, a2

b. Dependent Variable: qval

ANOVAP
Sum of
Model Squares df Mean Square F Sig.
1 Regression 157.155 8 19.644 56.446 .0002
Residual 119.718 344 .348
Total 276.873 352

a. Predictors: (Constant), a6, q11.1, a4, abec, a3, a1, abel, a2
b. Dependent Variable: gval
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Coefficients®
Unstandardized Standardized
Coefficients Coefficients Collinearity Statistics
Model B Std. Error Beta t Sig. Tolerance VIF
1 (Constant) -.602 .31 -1.938 .053
q11.1 -.005 .003 -.049 -1.358 175 977 1.023
a1 122 .059 101 2.084 .038 .536 1.866
abec .336 .079 192 4.250 .000 .616 1.623
a4 .057 .046 .053 1.253 21 .708 1.412
a3 .320 .075 .208 4.287 .000 .536 1.865
abel -.031 073 -.021 -.430 .668 .531 1.885
a2 .086 .070 .062 1.225 221 .A87 2.051
a6 477 .067 .363 7.067 .000 477 2.098
a. Dependent Variable: qval
Correlations
gval q11.1 al abec a4 a3 aSel a2 ab
Pearson Correle qval | 1.000 | -.077 532 509 .380 .582 A71 557 .680
Q111 -.077 ] 1.000 .006 037 | -.064 | -.061 -073| -022| -.055
a1 532 .006 | 1.000 .344 418 .540 452 576 .564
abec .509 .037 .344 | 1.000 .304 .343 .540 453 497
a4 .380 { -.064 418 .304 | 1.000 374 A77 373 .365
a3 582 | -.061 540 .343 374 1 1.000 458 .592 .563
abel 471 -073 452 540 477 458 | 1.000 436 .529
a2 557 | -.022 .576 453 373 .592 436 | 1.000 592
ab 680 | -.055 .564 497 .365 .563 .529 592 | 1.000
Sig. (1-tailed)  qval . .075 .000 .000 .000 .000 .000 .000 .000
q11.4 .075 . 454 .246 116 127 .087 .337 152
al .000 454 . .000 .000 .000 .000 .000 .000
adec .000 246 .000 . .000 .000 .000 .000 .000
a4 .000 116 .000 .000 . .000 .000 .000 .000
a3 .000 127 .000 .000 .000 . .000 .000 .000
abel .000 .087 .000 .000 .000 .000 . .000 .000
az2 .000 337 .000 .000 .000 .000 .000 . .000
a6 .000 152 .000 .000 .000 .000 .000 .000 .
N qval 353 353 353 353 353 353 353 353 353
q11.1 353 353 353 353 353 353 353 353 353
al 353 353 353 353 353 353 353 353 353
adbec 353 353 353 353 353 353 353 353 353
a4 353 353 353 353 353 353 353 353 353
a3 353 353 353 353 353 353 353 353 353
abel 353 353 353 353 353 353 353 353 353
a2 353 353 353 353 353 353 353 353 353
a6 353 353 353 353 353 353 353 353 353
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Chapter Nine

Table 9.1 Bonferroni Test for Extent of Memory Use ltems

Extent of Export Memory Use Test of Significance
Multiple Comparisons

Dependent Variable: VAR00022

Bonferroni
Mean 95% Confidence Interval
Difference
(|) VAR00021 J) VARO00021 (I-J) Std. Error Sig. Lower Bound Upper Bound
1.00 2.00 -.47382(%) .05645 .000 -.6092 -.3385
3.00 -.43040(%) .05645 .000 -.5657 -.2950
2.00 1.00 A7382(%) .05645 .000 .3385 6092
3.00 .04343 .05645 1.000 -.0919 .1788
3.00 1.00 .43040(%) .05645 .000 .2950 .5657
2.00 -.04343 .05645 1.000 -.1788 .0919

* The mean difference is significant at the .05 level.

The highlighted numbers in the table correspond to the following items.
1.00 In this company, the majority of export memory we have is not used.
2.00 We make a conscious effort to use most of our export memory.
3.00 We utilize most of the export memory we have.
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APPENDIX 9.2 Factor Analysis for Extent of Export Memory Use

Communalities

Initial Extraction
q8.1 127 .166
q8.2 317 441
8.3 .351 704

Extraction Method: Principal Axis Factoring.

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Factor Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 1.794 59.805 59.805 1.31 43.695 43.695
2 770 25.672 85.477
3 .436 14.523 100.000

Extraction Method: Principal Axis Factoring.

Factor Matrix@

Factor
1
g8.3 .839
g8.2 .664
g8.1 .408

Extraction Method: Principal Axis Factoring.

a. 1 factors extracted. 25 iterations required.
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APPENDIX 9.3 Big Factor Analysis for Export Memory Use

Communalities

Initial Extraction
q8.4 .193 181
q8.5 389 .368
q8.8 487 497
g8.9 440 438
g8.10 572 .590
g8.12 462 443
g8.13 .399 376
g8.15 .590 .593
q8.17 452 405
g8.18 .600 572
g8.19 472 431
q8.22 438 .395
g8.23 .588 .568
q8.24 .384 .370
q8.25 .397 .369
q8.27 .503 513
g8.29 409 376
q8.30 .560 513
q8.32 552 523
q8.33 431 .394
q8.34 498 479
q8.35 .390 .360
q8.36 .639 .574
q8.38 497 .587
g8.39 .576 535
q8.40 .660 .645
q8.41 460 .384
q8.42 .338 .363
q8.44 419 423
q8.45 275 225
q8.46 .358 307
q8.47 417 447
q8.49 481 .566
q8.50 .501 576

Extraction Method: Principal Axis Factoring.
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Total Variance Explained

Initial Eigenvalues xtraction Sums of Squared LoadingRotation Sums of Squared Loadin g
Factol Total I of Varianc&umulative %4 Total | of Varianc&umulative % Total o of Varianceumulative % !
1 11.079 32.585 32.585 | 10.569 31.086 31.086 6.317 18.580 18.580
2 2.617 7.696 40.281 2.046 6.018 37.104 3.704 10.893 29.474 !
3 1.838 5.406 45.687 1.296 3.813 40.917 | 2.000 5.882 35.356
4 1.376 4.047 49.734 782 2.299 43.216 1.885 5.545 40.900
5 1.213 3.568 53.302 693 2.037 45.254 1.480 4.353 45,254
6 .997 2.932 56.234
7 .985 2.896 59.130
8 .800 2.648 61.778
9 .880 2.589 64.366
10 .848 2.496 66.862
11 .805 2.367 69.229
12 750 2.207 71.436
13 692 2.036 73.472
14 .664 1.962 75.424
15 635 1.869 77.292
16 .599 1.763 79.055
17 556 1.636 80.691
18 .546 1.605 82.297
19 533 1.567 83.864
20 523 1.539 85.403
21 486 1.429 86.832
22 447 1.313 88.145
23 432 1.272 89.417
24 421 1.237 90.654
25 415 1.220 91.874
26 .397 1.168 93.042
27 371 1.093 94.135
28 .353 1.038 95.172
29 .331 973 96.145
30 .306 .901 97.047
31 .267 .785 97.832
32 260 764 98.596
33 .254 746 99.342
34 224 .658 100.000
Extraction Method: Principal Axis Factoring.
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Factor Matrixd
Factor
2 3 4 5
q8.4 .045 .388 .083 -.146 -.014
8.5 510 -.151 204 -178 .106
q8.8 627 =221 .109 .052 .203
g8.9 459 .092 .386 -.184 .190
q8.10 655 -.126 .262 -.225 158
q8.12 591 -.061 243 .128 122
q8.13 .552 -.133 178 -.047 143
g8.15 753 -.101 -.030 -122 -.017
q8.17 .608 -.079 .056 .022 -.158
q8.18 727 -.076 175 -.075 -.049
q8.19 .630 .069 .075 -.139 -.060
q8.22 .588 .046 151 .008 -.1566
q8.23 735 -.073 .089 -.080 -.090
q8.24 .064 464 224 .305 -.091
q8.25 548 .063 -.090 225 -.078
q8.27 674 -.026 -.138 115 -.160
q8.29 .598 .082 -.003 -.091 -.054
q8.30 710 .016 -.074 .058 .015
q8.32 679 101 -.010 -.062 -.218
q8.33 582 125 -.063 -.027 -.189
q8.34 533 112 -.424 .021 .034
q8.35 .380 .400 -.134 -.135 -.139
q8.36 .720 .066 -.201 -.048 -.090
q8.38 .090 751 .031 .064 .098
g8.39 .705 .095 -.135 .071 -.071
q8.40 T74 -.082 -.145 -.034 -.131
q8.41 576 -.159 -.107 .074 101
q8.42 .093 -.544 -.060 218 -.085
q8.44 .056 625 .063 .064 .148
q8.45 .347 -.002 198 240 .092
q8.46 .362 .080 .358 203 .021
q8.47 520 -.099 .026 .399 .086
q8.49 513 .042 -.373 157 370
g8.50 522 .076 -.406 -179 .316

Extraction Method: Principal Axis Factoring.

a. 5 factors extracted. 8 iterations required.
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Rotated Factor Matri?

Factor
1 2 3 4 5
q8.4 .060 .054 .407 -.054 -.073
q8.5 .261 .534 -.076 .082 .039
q8.8 299 .496 -173 .265 248
g8.9 142 .608 .195 .012 .102
g8.10 .328 .680 -.030 122 .059
g8.12 291 467 -.018 121 .355
g8.13 271 499 -.074 .149 163
g8.15 .582 .438 -.075 228 .065
q8.17 .526 299 -.077 .042 176
q8.18 523 .514 -.032 .070 .168
g8.19 .502 .396 .101 .094 .060
q8.22 494 .329 .0569 -.023 197
q8.23 579 451 -.045 .099 134
g8.24 .059 -.075 437 -.183 .383
q8.25 474 .100 .023 .193 .310
q8.27 .630 .166 -.064 .195 215
08.29 494 312 .096 142 .069
g8.30 .543 .307 .013 283 211
g8.32 .653 271 .094 .061 101
q8.33 578 .180 .107 .089 .094
q8.34 .508 .003 .062 465 .022
g8.35 446 .041 .381 .103 -.060
g8.36 .659 227 .047 .286 .069
08.38 .060 -.065 742 .095 139
q8.39 613 213 .071 .263 .198
q8.40 695 296 -.095 236 .103
q8.41 .385 276 -.157 321 178
q8.42 .079 -.006 -.574 .017 .164
08.44 -.015 -.019 .628 .097 139
q8.45 137 .243 .012 .065 .379
08.46 154 321 A1 -.085 401
q8.47 .301 181 -.123 .236 .503
08.49 .267 113 .020 670 181
g8.50 .337 .205 .084 628 -.134

Extraction Method: Principal Axis Factoring.

Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 7 iterations.
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APPENDIX 9.4 Bonferroni Test for Instrumental Use of Export Memory
*
Instrumental Use Test of Significance
Multiple Comparisons :
Dependent Variable: VAR00023 :
Bonferroni
Mean 95% Confidence Interval
Difference

() VAR0O0021 (J) VAR00021 (I-J) Stid. Error Sig. Lower Bound Upper Bound

1.00 2.00 14319 .05632 608 -.0438 .3302

3.00 .30470(%) 05632 .000 177 4917

4.00 25371(%) .05632 .000 .0667 4407

5.00 60227(%) 05632 .000 4153 7893

6.00 22242(%) .05632 .004 .0354 4094

7.00 .20503(*) 05632 015 .0180 .3920

8.00 53139(%) .05632 .000 .3444 7184

9.00 21193(%) .05632 .009 .0249 .3989

10.00 .60658(*) .05632 .000 4196 .7936

11.00 .54619(*) .05632 .000 .3592 7332

2.00 1.00 -14319 .05632 608 -.3302 .0438

3.00 16151 .05632 229 -.0255 .3485

4.00 11052 .05632 1.000 -.0765 2975

5.00 .45908(*) 05632 .000 2721 6461

6.00 .07923 .05632 1.000 -1078 2662

7.00 .06184 05632 1.000 -.1251 2488

8.00 .38820(%) .05632 .000 2012 5752

9.00 06874 05632 1.000 -.1182 2557

10.00 46339(%) .05632 .000 2764 6504

11.00 .40300(%) 05632 .000 2160 .5900

3.00 1.00 -.30470(%) .05632 .000 -.4917 - 1177

2.00 -.16151 .05632 229 -.3485 .0255

4.00 -.05099 .05632 1.000 -.2380 .1360

5.00 .29756(*) 05632 .000 1106 4846

6.00 -.08228 .05632 1.000 -.2693 1047

.00 -.09967 .05632 1.000 -.2867 .0873

8.00 .22669(*) .05632 .003 .0397 4137

9.00 -.09277 05632 1.000 -.2798 .0942

10.00 .30188(*) .05632 .000 1149 4889

11.00 24148(%) .05632 .001 .0545 4285
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Instrumental Use Test of Significance :
Multiple Comparisons w
Dependent Variable: VARO00023 i
Bonferroni |
4.00 1.00 -.25371(%) 05632 .000 -.4407 -.0667 :
2.00 11052 05632 1.000 -.2975 0765 .

3.00 05099 .05632 1.000 -.1360 .2380

5.00 .34855(*) 05632 .000 1616 5355

6.00 -.03129 05632 1.000 -2183 1557

7.00 -.04868 .05632 1.000 -.2357 1383

8.00 27768(%) 05632 .000 .0907 4647

9.00 -.04178 .05632 1.000 -.2288 1452

10.00 35287(*) 05632 .000 1659 .5399

11.00 29247(%) 05632 .000 1055 4795

5.00 1.00 -.60227(%) 05632 .000 -.7893 -.4153

2.00 -.45908(%) 05632 .000 -.6461 -.2721

3.00 -.29756(%) .05632 .000 -.4846 -1106

4.00 -.34855(*) 05632 .000 -.5355 -1616

6.00 -.37984(*) 05632 .000 -.5668 -.1929

7.00 -.39723(*) 05632 .000 -.5842 -.2102

8.00 -.07088 05632 1.000 -.2579 1161

9.00 -.39034(*) 05632 .000 -5773 -.2033

10.00 00432 .05632 1.000 -1827 1913

11.00 -.05608 05632 1.000 -.2431 1309

6.00 1.00 -.22242(%) 05632 004 -.4094 -.0354

2.00 -.07923 .05632 1.000 -.2662 1078

3.00 08228 05632 1.000 -.1047 2693

4.00 .03129 05632 1.000 -.1557 2183

5.00 .37984(%) .05632 .000 1929 5668

7.00 -.01739 05632 1.000 -.2044 1696

8.00 .30897(%) .05632 .000 1220 4960

9.00 -01049 .05632 1.000 -1975 1765

10.00 .38416(%) 05632 .000 1972 5711

11.00 .32376(%) .05632 .000 1368 5107

7.00 1.00 -.20503(%) 05632 015 -.3920 -.0180

2.00 -.06184 05632 1.000 -.2488 1251

3.00 09967 .05632 1.000 -.0873 2867

4.00 04868 05632 1.000 -1383 2357

5.00 .39723(%) 05632 .000 2102 5842

6.00 01739 .05632 1.000 -.1696 2044

8.00 .32636(*) 05632 .000 1394 5133

9.00 .00690 .05632 1.000 -.1801 1939

10.00 40155(%) .05632 .000 2146 5885

11.00 34115(*%) .05632 .000 1542 5281
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Instrumental Use Test of Significance
Multipie Comparisons

s S

Dependent Variable: VAR00023

Bonferroni
8.00 1.00 -.53139(*) .05632 .000 -.7184 -.3444
2.00 -.38820(%) 05632 .000 -.5752 -.2012
3.00 -.22669(*) 05632 .003 -.4137 -.0397
4.00 -.27768(%) 05632 .000 -.4647 -.0907 i

5.00 .07088 .05632 1.000 -.1161 2579

6.00 -.30897(%) .05632 .000 -.4960 -.1220

7.00 -.32636(%) .05632 .000 -5133 -1394

9.00 -.31946(*) .05632 .000 -.5064 -.1325

10.00 07519 .05632 1.000 -1118 2622

11.00 .01480 .05632 1.000 -1722 2018

9.00 1.00 -.21193(%) .05632 .009 -.3989 -.0249

2.00 -.06874 .05632 1.000 -.2557 1182

3.00 09277 .05632 1.000 -.0942 2798

4.00 04178 .05632 1.000 -.1452 2288

5.00 .39034(%) .05632 .000 2033 5773

6.00 .01049 .05632 1.000 -1765 1975

7.00 -.00690 .05632 1.000 -.1939 .1801

8.00 .31946(%) .05632 .000 1325 5064

10.00 .39465(*) .05632 .000 .2077 5816

11.00 .33425(%) .05632 .000 1473 5212

10.00 1.00 -.60658(*) .05632 .000 -.7936 -.4196

2.00 -46339(%) .05632 .000 -.6504 -.2764

3.00 -.30188(*) .05632 .000 -.4889 -1149

4.00 -.35287(*) .05632 .000 -.5399 -.1659

5.00 -.00432 .05632 1.000 -.1913 1827

6.00 -.38416(*) .05632 .000 -5711 -1972

7.00 -.40155(%) .05632 .000 -.5885 -2146

8.00 -.07519 05632 1.000 -.2622 1118

9.00 -.39465(*) .05632 .000 -.5816 -.2077

11.00 -.06040 .05632 1.000 -.2474 1266

11.00 1.00 -.54619(%) 05632 .000 -.7332 -.3592

2.00 -.40300(%) 05632 .000 -.5900 -.2160

3.00 -24148(%) 05632 .001 -.4285 -.0545

4.00 -.29247(%) 05632 .000 -4795 -.1055

5.00 .05608 .05632 1.000 -.1309 2431

6.00 -.32376(%) 05632 .000 -.5107 -.1368

7.00 -.34115(%) 05632 .000 -.5281 -1542

8.00 -.01480 .05632 1.000 -2018 1722

9.00 -.33425(*) .05632 .000 -.5212 -1473

10.00 .06040 .05632 1.000 -.1266 2474

* The mean difference is significant at the .05 level.

The highlighted numbers in the table correspond to the following items.
100 Our confidence in making decisions is normally increased as a result of using export memory.
200 Export memory is generaily used to make a particular decision.
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Without export memory, decisions made would be very different.

Export memory is actively sought out in response to a specific decision at hand.

No decision would be made without relevant export memory.

Export memory is usually translated into significant practical action.

Decisions based on export memory are generally more accurate than instinctive ones.

Export memory commonly has little decision relevance.

Uncertainly associated with the export market environment is greatly reduced by using export
memory.

In this firm, we always rely on export memory when making export decisions.

In this firm, we plan our response to export memory formally.
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APPENDIX 9.5 Factor Analysis for Instrumental Use

Communalities

Initial Extraction
8.8 .362 .381
g8.15 455 498
q8.25 324 329
q8.27 406 451
q8.34 .388 402
g8.39 447 483
q8.41 .346 .388
q8.42 110 .094
q8.47 .301 .364
q8.49 404 449
q8.50 427 721

Extraction Method: Principal Axis Factoring.

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings
Factor] Total Pk of Variance Cumulative %| Total P of Variance Cumulative %| Total [ of Variance Cumulative %
1 4.494 40.855 40.855 3.944 35.854 35.854 2.511 22.825 22.825
2 1.193 10.849 51.704 618 5614 41.468 2.051 18.643 41.468
3 .895 8.136 59.839
4 770 6.996 66.836
5 .688 6.251 73.087
6 650 5.905 78.992
7 .566 5.144 84.136
8 493 4.482 88.618
9 463 4.210 92.828
10 420 3.816 96.644
11 .369 3.356 100.000

Extraction Method: Principal Axis Factoring.
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Factor Matrix®

Factor
1 2

q8.8 .596

q8.16 .696

q8.25 .564

q8.27 .659

q8.34 .609

q8.39 693

q8.41 616

q8.42

q8.47 .540

q8.49 634

q8.50 637 -.561

Extraction Method: Principal Axis Factoring.

a. Attempted to extract 2 factors. More than
25 iterations required. (Convergence=.
001). Extraction was terminated.

Rotated Factor Matri®?

Factor
1 2

8.8 514
q8.1%5 448 .545
q8.25 449
q8.27 412 531
q8.34 .576

q8.39 486 496
q8.41 403 475
q8.42

q8.47 .558
08.49 621

q8.50 .849

Extraction Method: Principal Axis Factoring.

Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 3 iterations.

Factor Transformation Matrix

Factor 1 2
1 754 656
2 -.656 754

Extraction Method: Principal Axis Factoring.

Rotation Method: Varimax with Kaiser Normalization.
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Communalities

Initial Extraction
q8.8 .345 .356
g8.15 454 499
g8.25 .323 .351
q8.27 404 456
q8.34 .388 .393
g8.39 A37 .506
q8.41 .341 .382
q8.47 .285 .336
q8.49 404 449
q8.50 420 797

Extraction Method: Principal Axis Factoring.

Total Variance Explained

ASTON @

MARKETING

Group

Initial Eigenvalues

Extraction Sums of Squared LoadingJ

Rotation Sums of Squared Loadings

Factol Total |6 of VarianceSumulative %4 Total /o of Variancecumulative % Total b of Varianc Sumulative %
1 4.469 44690 44,690 3.929 39.294 39.294 2.774 27.736 27.736
2 1.001 10.006 54.696 595 5.951 45244 1.751 17.509 45244
3 .800 7.999 62.695

4 695 6.951 69.646

5 .664 6.645 76.291

6 .588 5.882 82.173

7 .521 5.213 87.385

8 472 4718 92.103

9 .420 4.198 96.301

10 .370 3.699 100.000

Extraction Method: Principal Axis Factoring.
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Factor Matrix@

Factor
2
q8.8 .586
q8.15 .694
q8.25 .568
q8.27 .658
q8.34 .609
q8.39 .700
q8.41 611
q8.47 .530
q8.49 635
q8.50 .656 -.605

Extraction Method: Principal Axis Factoring.

a. Attempted to extract 2 factors. More than
25 iterations required. (Convergence=.
004). Extraction was terminated.

Rotated Factor Matri®

Factor
1 2
8.8 .540
q8.15 638
g8.25 .559
q8.27 621
q8.34 405 478
q8.39 .642
g8.41 547
q8.47 .566
q8.49 547
q8.50 .876

Extraction Method: Principal Axis Factoring.

Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 3 iterations.

Factor Transformation Matrix

Factor 1 2
1 .808 .589
2 .589 -.808

Extraction Method: Principal Axis Factoring.

Rotation Method: Varimax with Kaiser Normalization.
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Communalities

Initial Extraction
q8.8 .336 378
q8.15 448 499
08.25 .296 313
q8.27 402 445
q8.39 437 517
q8.41 321 371
q8.47 281 289
q8.49 .396 377
q8.50 .368 .309

Extraction Method: Principal Axis Factoring.

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Factor Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 4.097 45.522 45.522 3.499 38.882 38.882
2 .947 10.524 56.046
3 727 8.078 64.124
4 .694 7.710 71.833
5 656 7.288 79.122
6 .551 6.125 85.247
7 499 5.548 90.795
8 420 4.671 95.466
9 408 4534 100.000

Extraction Method: Principal Axis Factoring.

Factor Matrix®
Factor
1

q8.8 615
08.15 .706
q8.25 560
q8.27 667
08.39 719
q8.41 609
q8.47 538
q8.49 614
q8.50 556

Extraction Method: Principal Axis Factoring.

a. 1 factors extracted. 4 iterations required.
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APPENDIX 9.6 Bonferroni Test and Factor Analysis for Conceptual Use
Conceptual Use of Export Memory Test of Significance

Multiple Comparisons

Dependent Variable: VAR00024

Bonferroni
Mean 95% Confidence Interval
Difference

() VAR00021  (J) VAR00021 (-J) Std. Error Sig. Lower Bound | Upper Bound

1.00 2.00 .10466 .05180 1.000 -.0673 2766
3.00 .26639(*) .05180 .000 .0944 4383
4.00 29221(%) 05180 .000 1203 4642
5.00 15597 .05180 144 -.0160 3279
6.00 .19165(*) .05180 012 .0197 .3636
7.00 .38412(%) .05180 .000 22122 5561
8.00 37411(%) .05180 .000 2022 5461
9.00 .23478(%) .05180 .000 .0628 4067
10.00 16046 .05180 .108 -0115 3324
11.00 40737(%) .05180 .000 2354 5793

2.00 1.00 -.10466 05180 1.000 -.2766 0673
3.00 16173 05180 .099 -.0102 .3337
4.00 18756(*%) .05180 016 0156 .3595
5.00 05131 .05180 1.000 -.1206 2233
6.00 .08700 .05180 1.000 -.0850 .2590
7.00 27947(%) .05180 .000 1075 4514
8.00 26945(%) 05180 .000 .0975 4414
9.00 13013 .05180 662 -.0418 13021
10.00 .05580 .05180 1.000 -.1161 2278
11.00 .30271(%) .05180 .000 1308 ATAT7

3.00 1.00 -.26639(*) .05180 .000 -.4383 -.0944
2.00 -16173 .05180 .099 -.3337 0102
4.00 .02582 .05180 1.000 -.1461 1978
5.00 -.11042 .05180 1.000 -.2824 0615
6.00 -.07474 .05180 1.000 -.2467 .0972
7.00 11773 .05180 1.000 -.0542 2897
8.00 10772 .05180 1.000 -.0642 2797
9.00 -.03161 .05180 1.000 -.2036 1403
10.00 -.10593 .05180 1.000 -.2779 .0660
11.00 .14098 .05180 .359 -.0310 3129
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-.4642
-.3595
-.1978
-.3082
-.2725
-.0800

-.0901
-.2294

-.3037
-.0568
-.3279
-.2233
-.0615
-.0357
-.1363

.0562

.0462
-.0931
-.1675

.0794
-.3636
-.2590
-.0972
-.0714
-.2076

.0205

.0105
-.1288
-.2031

.0438
-.5561
-4514

-.2897
-.2639
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-.3644
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-.3213
-.3956
-.1487
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Conceptual Use of Export Memory Test of Significance
Muitiple Comparisons

Dependent Variable: VAR00024

Bonferroni
8.00 1.00 -.37411(%) .05180 .000 -.5461 -.2022
2.00 -.26945(*) .05180 .000 -.4414 -.0975
3.00 -10772 .05180 1.000 -.2797 0642
4.00 -.08189 .05180 1.000 -.2538 .0901
5.00 -21814(%) .05180 .001 -.3901 -.0462
6.00 -.18245(*) .05180 024 -.3544 -.0105
7.00 .01002 .05180 1.000 -.1619 1820
9.00 -.13932 .05180 .395 -3113 0326
10.00 -.21365(*) .05180 .002 -.3856 -.0417
11.00 03326 .05180 1.000 -.1387 .2052
9.00 1.00 -.23478(%) .05180 .000 -.4067 -.0628
2.00 -13013 .05180 662 -.3021 .0418
3.00 .03161 .05180 1.000 -.1403 2036
4.00 05743 05180 1.000 -.1145 2294
5.00 -.07881 05180 1.000 -.2508 .0931
6.00 -.04313 .05180 1.000 -.2151 1288
7.00 .14934 .05180 218 -.0226 3213
8.00 13932 05180 .395 -.0326 3113
10.00 -.07432 .05180 1.000 -.2463 .0976
11.00 17259(*) .05180 .048 .0006 .3445
10.00 1.00 -16046 .05180 108 -.3324 0115
2.00 -.05580 .05180 1.000 -2278 1161
3.00 10593 .05180 1.000 -.0660 2779
4.00 13175 .05180 605 -.0402 .3037
5.00 -.00449 .05180 1.000 -.1764 1675
6.00 .03119 .05180 1.000 -.1408 2031
7.00 .22366(*) .05180 .001 .0517 .3956
8.00 21365(%) 05180 .002 0417 .3856
9.00 07432 .05180 1.000 -.0976 2463
11.00 24691(%) .05180 .000 .0750 4189
11.00 1.00 -.40737(%) .05180 .000 -.5793 -.2354
2.00 -.30271(*) 05180 .000 -.4747 -.1308
3.00 -.14098 .05180 .359 -.3129 .0310
4.00 -11516 05180 1.000 -.2871 .0568
5.00 -.25140(%) 05180 .000 -.4234 -.0794
6.00 -21571(%) 05180 .002 -.3877 -.0438
7.00 -.02324 .05180 1.000 -.1952 1487
8.00 -.03326 .05180 1.000 -.2052 1387
9.00 - 17259(%) .05180 .048 -.3445 -.0006
10.00 -.24691(%) .05180 .000 -.4189 -.0750

* The mean difference is significant at the .05 level.

The highlighted numbers in the table correspond to the following items.
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Export memory is generally used to provide us with concepts about our export market.
Export memory is generally used to provide us with theories about the export market.

The same piece of export memory is usually used for more than one decision.

Export memory is preserved specifically so that it can be used by individuals other than the person/s
from whom it originated.

Export memory is generally used to provide us with assumptions about the export market.
Export memory is generally used to provide us with a mode! about our export market.

It is often through our export memory that we set our key priorities.

We often use our export memory to formulate problems about our export market.

We generally use our export memory to come up with a range of solutions to our problems.
Export memory often helps us to set criteria in choosing a solution to our problem.

Export memory generally broadens our managerial knowledge base without serving any one
particular project.

Communalities

initial Extraction

q8.5 .305 .303
gs8.
g8.
q8.
g8.
q8.23 516 552
g8.30 437 469
g8.33 282 278
g8.36 .530 496
g8.40 .581 574
g8.45 156 .118

10 490 487
12 373 .363
13 331 .335
18 539 576

Extraction Method: Principal Axis Factoring.

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Factor Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 5.094 46.311 46.311 4.552 41.380 41.380
2 .986 8.963 55.274
3 911 8.282 63.556
4 663 6.023 69.579
5 652 5.923 75.502
6 .581 5.278 80.780
7 635 4.861 85.640
8 .500 4.549 90.189
9 461 4.194 94.383
10 322 2.924 97.307
11 .296 2.693 100.000

Extraction Method: Principal Axis Factoring.
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Factor Matrix@
Factor
1
q8.5 .550
q8.10 .698
g8.12 .603
g8.13 579
q8.18 759
q8.23 743
q8.30 .685
g8.33 527
q8.36 704
q8.40 .758
q8.45

Extraction Method: Principal Axis Factoring.
a. 1 factors extracted. 4 iterations required.

Communalities

Initial Extraction
g8.5 .304 .309
q8.10 .489 494
g8.12 357 .354
q8.13 317 325
q8.18 535 .575
q8.23 514 .559
q8.30 430 464
q8.33 282 279
q8.36 529 .502
q8.40 578 573

Extraction Method: Principal Axis Factoring.
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Total Variance Explained
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Initial Eigenvalues

Extraction Sums of Squared Loadings

Factor Total % of Variance | Cumuiative % Total % of Variance | Cumulative %
1 4.966 49.660 49.660 4.434 44.342 44.342
2 .944 9.436 59.096
3 707 7.068 66.164
4 .659 6.592 72.757
5 .589 5.888 78.644
6 539 5.388 84.033
7 505 5.053 89.086
8 461 4615 93.700
9 .333 3.327 97.028
10 297 2.972 100.000

Extraction Method: Principal Axis Factoring.

Factor Matrix®

Factor
1
8.5 .565
g8.10 .703
g8.12 .595
g8.13 .570
q8.18 .758
g8.23 748
g8.30 .681
g8.33 .529
g8.36 .708
g8.40 757

Extraction Method: Principal Axis Factoring.

a. 1 factors extracted. 4 iterations required.
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APPENDIX 9.7 Factor Analysis for Symbolic Use

Communalities

Initial Extraction
8.4 118 124
q8.9 290 .318
q8.17 .345 409
q8.19 404 511
q8.22 329 372
8.24 .267 288
q8.29 .308 .382
q8.32 374 467
q8.35 221 262
48.38 436 .808
q8.44 310 .365
q8.46 215 .560

Extraction Method: Principal Axis Factoring.

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared LoadingRotation Sums of Squared Loadings
Facto] Total |6 of Variancesumulative % Total 1o of VariancSumulative % Total e of VarianceCumulative %
1 3.453 28.776 28.776 2.871 23.929 23.929 2.469 20.575 20.575
2 1.935 16.126 44.902 1.454 12.115 36.044 1.639 13.655 34.230
3 1.076 8.964 53.867 .540 4.502 40.546 758 6.316 40.546
4 .897 7.475 61.342
5 .838 6.980 68.322
6 .700 5.832 74.154
7 .665 5.543 79.696
8 .547 4.559 84.256
9 528 4.400 88.656
10 .521 4.338 92.994
(X 461 3.844 96.838
12 379 3.162 100.000

Extraction Method: Principal Axis Factoring.
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Factor Matrix®

Factor
2 3

g8.19 .670
q8.32 650
q8.22 .587
08.29 .583
g8.17 .563
q8.9 536
q8.35 462
q8.38 .829
q8.44 .540
q8.24 401
8.4
q8.46 443 .600

Extraction Method: Principal Axis Factoring.

a. Attempted to extract 3 factors. More than

25 iterations required. (Convergence=.

005). Extraction was terminated.

Rotated Factor Matri@

Factor
2 3

q8.1% 707
q8.32 672
g8.17 626
08.29 611
q8.22 .567
8.9 457
q8.35
q8.38 .899
g8.44 602
g8.24 450
q8.4
08.46 .708

Extraction Method; Principal Axis Factoring.

Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 4 iterations.
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Factor Transformation Matrix

Factor 1 2 3

1 .878 .369 .305
2 -.379 925 -.027
3 -292 -.092 .952
Extraction Method: Principal Axis Factoring.

Rotation Method: Varimax with Kaiser Normalization.

Communalities

Initial Extraction
q8.4 118 127
8.9 .289 313
q8.17 .345 423
q8.19 .387 496
q8.22 .329 .380
q8.24 267 274
q8.29 .300 373
q8.32 .365 458
q8.38 417 .813
q8.44 .308 359
08.46 215 .660

Extraction Method: Principal Axis Factoring.

Total Variance Explained

Initial Eigenvalues traction Sums of Squared LoadingRotation Sums of Squared | oadings
Factol Total I of Varianc&umulative % Total [o of Variancgumulative ¢ Total [o of Variancgumulative %
1 3.236 29.415 29.415 2.670 24.272 24272 | 2.340 21.274 21.274
2 1.904 17.305 46.721 1.428 12.981 37.252 1.542 14.021 35.295
3 1.029 9.350 56.071 .580 5.274 42.526 795 7.231 42.526
4 .886 8.051 64.121
5 .808 7.343 71.464
6 .682 6.204 77.668
7 .547 4974 82.642
8 .534 4.851 87.493
9 521 4735 92.227
10 472 4.293 96.520
11 .383 3.480 100.000

Extraction Method: Principal Axis Factoring.
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Factor Matrix@

Factor

1 2 3
q8.19 .664
q8.32 647
q8.22 604
q8.17 .584
g8.29 .580
q8.9 544
g8.38 .847
q8.44 .549
g8.24 418
q8.4
q8.46 483 653

Extraction Method: Principal Axis Factoring.

a. Attempted to extract 3 factors. More than
25 iterations required. (Convergence=.
008). Extraction was terminated.

Rotated Factor Matri®

Factor

1 2 3
q8.19 .698
q8.32 .666
q8.17 .644
q8.29 .604
q8.22 .587
q8.9 464
q8.38 .902
q8.44 .598
q8.24 455
8.4
q8.46 773

Extraction Method: Principal Axis Factoring.
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 4 iterations.
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Factor Transformation Matrix

Factor 1 2 3

1 .892 .318 .321
2 -.337 .941 .006
3 -.300 -113 .947

Extraction Method: Principal Axis Factoring.
Rotation Method: Varimax with Kaiser Normalization.

Communalities

Initial Extraction
q8.9 281 315
q8.17 344 423
g8.19 .387 .496
g8.22 325 378
08.24 .266 274
08.29 .300 375
08.32 .365 462
q8.38 .397 .884
08.44 .304 .333
08.46 2211 613

Extraction Method: Principal Axis Factoring.

Total Variance Explained

Initial Eigenvalues xtraction Sums of Squared LoadingRotation Sums of Squared Loadings|
Factol Total I of Varianc€umulative % Total o of Variancé)umulative % Total b of Variance&umulative %
1 3.197 31.974 31.974 2.633 26.333 26.333 2.312 23.123 23.123
2 1.781 17.810 49.784 1.374 13.743 40.076 1.453 14,528 37.651
3 1.005 10.047 59.831 545 5.447 45.524 787 7.872 45.524
4 .843 8.431 68.262
5 694 6.942 75.204
6 558 5.577 80.781
7 .540 5.399 86.180
8 521 5.208 91.388
9 475 4755 96.143
10 .386 3.857 100.000

Extraction Method: Principal Axis Factoring.
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Factor Matrix®

Factor
1 2 3

8.19 670

g8.32 654

q8.22 .605

q8.17 .597

q8.29 .585

8.9 .541

q8.38 .892

q8.44 535

q8.24 427

q8.46 480 .619

Extraction Method: Principal Axis Factoring.

a. Attempted to extract 3 factors. More than
25 iterations required. (Convergence=.
006). Extraction was terminated.

Rotated Factor Matri®

Factor
1 2 3

g8.19 .698

q8.32 .670

q8.17 .640

g8.29 .606

g8.22 .579

g8.9 454

08.38 .939

q8.44 574

g8.24 456

q8.46 745

Extraction Method: Principal Axis Factoring.

Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 4 iterations.

Factor Transformation Matrix

Factor 1 2 3

1 .903 .261 341
2 -.278 .961 .000
3 -.327 -.095 .940

Extraction Method: Principal Axis Factoring.

Rotation Method: Varimax with Kaiser Normalization.
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Communalities

Initial Extraction
g8.9 217 254
g8.17 343 426
g8.19 .387 489
g8.22 .323 .383
g8.24 .225 213
g8.29 299 .367
g8.32 .361 454
g8.38 .393 .853
g8.44 .304 343

Extraction Method: Principal Axis Factoring.

Total Variance Explained

ASTON
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Initial Eigenvalues traction Sums of Squared LoadingRotation Sums of Squared Loadings
Factol Total [ of Variancgumulative %4 Total fo of Varianc&umulative %4 Total {6 of Variancgumulative %
1 3.018 33.529 33.529 2.430 27.004 27.004 | 2.348 26.089 26.089
2 1.778 19.757 53.286 1.351 15.006 42.010 1.433 15.921 42.010
3 .853 9.480 62.767
4 .765 8.495 71.262
5 .641 7.121 78.383
6 .544 6.040 84.423
7 .525 5.831 90.254
8 478 5.306 95.560
9 400 4.440 100.000

Extraction Method: Principal Axis Factoring.

Factor Matrix®

Factor
1 2
g8.19 689
g8.32 .666
q8.17 611
q8.22 610
g8.29 597
g8.9 .503
q8.38 .884
g8.44 .547
g8.24 412

Extraction Method: Principal Axis Factoring.

a. Attempted to extract 2 factors. More than
25 iterations required. (Convergence=.
002). Extraction was terminated.
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Rotated Factor Matri®

Factor
1 2
48.19 .696
g8.32 .668
q8.17 .651
g8.22 615
g8.29 603
8.9 493
48.38 .923
g8.44 .583
g8.24 453

Extraction Method: Principal Axis Factoring.
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 3 iterations.

Factor Transformation Matrix

Factor 1 2
1 .961 .276
2 -.276 .961

Extraction Method: Principal Axis Factoring.
Rotation Method: Varimax with Kaiser Normalization.
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APPENDIX 9.8 Bonferroni Test for Legitimizing Use
Symbolic Use of Export Memory
Multiple Comparisons
Dependent Variable: VAR00025
Bonferroni
Mean 95% Confidence Interval
Difference
(1) VAR0D0021  (J) VAR00021 (1-J) Std. Error Sig. Lower Bound | Upper Bound
1,00 2.00 -.83625(*) .05810 .000 -1.0321 -.6404
3.00 -.87384(%) .05810 .000 -1.0697 -.6780
4.00 -.86177(%) .05810 .000 -1.0576 -.6659
5.00 -.84937(*) .05810 .000 -1.0452 -.6535
6.00 -.06434 .05810 1.000 -.2602 1315
7.00 -.70697(*) .05810 .000 -.9028 -.5111
8.00 -.92218(*) .05810 .000 -1.1180 -.7264
9.00 -43017(%) .05810 .000 -.6260 -.2343
10.00 .08179 05810 1.000 -1140 2776
11.00 -.01368 .05810 1.000 -.2095 .1821
12.00 -.99665(*) .05810 .000 -1.1925 -.8008
2.00 1.00 .83625(*) .05810 .000 6404 1.0321
3.00 -.03759 .05810 1.000 -.2334 1582
4.00 -.02553 .05810 1.000 -2213 1703
5.00 -.01312 .05810 1.000 -.2089 1827
6.00 77190(%) .05810 .000 5761 9677
7.00 12928 .05810 1.000 -.0665 .3251
8.00 -.08594 .05810 1.000 -.2818 .1099
9.00 .40607(%) .05810 .000 2102 6019
10.00 .91804(*) .05810 .000 7222 1.1139
11.00 82257(%) .05810 .000 6267 1.0184
12.00 -.16041 .05810 .382 -.3562 .0354
3.00 1.00 .87384(%) .05810 .000 6780 1.0697
2.00 .03759 .05810 1.000 -1582 2334
4.00 01207 .05810 1.000 -1838 2079
5.00 .02447 .05810 1.000 -1714 2203
6.00 .80950(%) .05810 .000 6137 1.0053
7.00 16687 05810 271 -.0290 3627
8.00 -.04835 .05810 1.000 -.2442 1475
9.00 44366(%) .05810 .000 2478 6395
10.00 .95563(*) .05810 .000 7598 1.1515
11.00 .86016(*) .05810 .000 6643 1.0560
12.00 -.12282 .05810 1.000 -.3186 .0730
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Symbolic Use of Export Memory
Muitiple Comparisons
Dependent Variable: VAR00025
Bonferroni
4.00 1.00 86177(*) .05810 .000 6659 1.0576
2.00 .02553 .05810 1.000 -1703 2213
3.00 -.01207 .05810 1.000 -.2079 1838
5.00 .01240 05810 1.000 -.1834 .2082
6.00 79743(%) .05810 .000 6016 .9933
7.00 15480 .05810 511 -.0410 .3506
8.00 -.06041 .05810 1.000 -.2562 1354
9.00 43160(%) 05810 .000 2358 6274
10.00 .94356(%) .05810 .000 7477 1.1394
11.00 .84809(%) .05810 .000 6523 1.0439
12.00 -13488 .05810 1.000 -.3307 .0609
5.00 1.00 .84937(%) 05810 .000 6535 1.0452
2.00 01312 .05810 1.000 -.1827 .2089
3.00 -.02447 .05810 1.000 -.2203 1714
4.00 -.01240 .05810 1.000 -.2082 1834
6.00 .78503(%) 05810 .000 5892 .9809
7.00 14240 .05810 943 -.0534 .3382
8.00 -.07281 05810 1.000 -.2686 1230
9.00 41920(%) 05810 .000 2234 6150
10.00 93116(*) 05810 .000 7353 1.1270
11.00 .83569(%) .05810 .000 6399 1.0315
12.00 - 14728 .05810 745 -.3431 .0485
6.00 1.00 06434 05810 1.000 -1315 2602
2.00 -.77190(%) .05810 .000 -.9677 -5761
3.00 -.80950(*) .05810 .000 -1.0053 -.6137
4.00 -.79743(%) .05810 .000 -.9933 -6016
5.00 -.78503(%) .05810 .000 -.9809 -.5892
7.00 -.64263(%) .05810 .000 -.8384 -.4468
8.00 -.85784(*) .05810 .000 -1.0537 -.6620
9.00 -.36583(*) .05810 .000 -.5617 -1700
10.00 14613 .05810 788 -.0497 .3420
11.00 .05066 .05810 1.000 -.1452 2465
12.00 -.93231(%) .05810 .000 -1.1281 -.7365
7.00 1.00 .70697(*) .05810 .000 5111 .9028
2.00 -.12928 05810 1.000 -.3251 .0665
3.00 -.16687 05810 271 -.3627 .0290
4.00 -.15480 .05810 511 -.3506 .0410
5.00 -.14240 .05810 943 -.3382 0534
6.00 64263(%) .05810 .000 4468 .8384
8.00 -.21522(%) .05810 014 -.4110 -.0194
9.00 27679(%) .05810 .000 .0810 4726
10.00 .78876(%) .05810 .000 .5929 0846
11.00 .69329(*) .05810 .000 4975 .8891
12.00 -.28969(*) .05810 .000 -.4855 -.0939
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Dependent Variable: VAR00025
Bonferroni
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Symbolic Use of Export Memory

Muitiple Comparisons

92218(*)
08594
04835

.06041
07281
.85784(*)
21522(%)
49201(%)
1.00398(%)
.90851(*)
-.07447
43017(%)
-.40607(%)
-.44366(*)
-.43160(*)
-.41920(%)
.36583(*)
-27679(*)
-.49201(%)
51197(%)
41650(*)
-.56648(*)
-.08179
~.91804(*)
-.95563(*)
-.94356(*)
-.93116(*)
-14613
-.78876(*)
-1.00398(*)
-51197(%)
-.09547
-1.07845(*)
01368
-.82257(*)
-.86016(*)
-.84809(*)
~.83569(*)
-.05066
-.69329(*)
-.90851(*)
-41650(*)
09547
-.98298(*)

.06810
.05810
.05810

.05810
.05810
.05810
.05810
.05810
.05810
.056810
.05810
.05810
.05810

.05810
.05810
.05810

.05810
.05810
.05810
.05810
.05810
.05810
.056810
.056810
.05810
.05810

.056810
.05810
.06810

.06810
.05810
.06810
.05810
.05810
.05810
.05810
.05810
.05810
.05810
.05810
.05810
.05810
.05810
.05810
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.000
1.000
1.000

1.000
1.000
.000
.014
.000
.000
.000
1.000
.000
.000

.000
.000
.000

.000
.000
.000
.000
.000
.000
1.000
.000
.000
.000

.000
.788
.000

.000
.000
1.000
.000
1.000
.000
.000
.000
.000
1.000

.000
.000
.000

1.000
.000

ASTON @

7264
-.1099
-1475

-.1354
-.1230
.6620
.0194
.2962
.8082
7127
-.2703
.2343
-.6019
-.6395
-.6274
-.6150
1700
-.4726
-.6878
.3161
.2207
-.7623
-.2776
-1.1139
-1.1515
-1.1394
-1.1270
-.3420
-.9846

-1.1998
-.7078
2913

1.2743
-.1821

-1.0184

-1.0560

-1.0439

-1.0315
-.2465
-.8891

-1.1043
6123
-.1004

-1.1788

MARKETING

1.1180
.2818
2442

.2562
.2686
1.0537
4110
.6878
1.1998
1.1043
1214
.6260
-.2102

-.2478
-.2358
-.2234

5617
-.0810
-.2962

7078

6123
-.3707

1140
7222
-.7598
-7477
..7353

.0497
-5929

-.8082
-.3161

1004
-.8826

2095
-6267
-6643
-6523
-.6399

1452
-4975
~7127
-.2207

2913
-.7872
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Symbolic Use of Export Memory
Multiple Comparisons
Dependent Variable: VAR00025

Bonferroni
12.00 1.00 .99665(*) .05810 .000 .8008 1.1925
2.00 16041 .05810 .382 -.0354 .3562
3.00 12282 .05810 1.000 -.0730 .3186
4.00 13488 .05810 1.000 -.0609 .3307
5.00 14728 .05810 745 -.0485 .3431
6.00 .93231(%) .05810 .000 7365 1.1281
7.00 .28969(%) .05810 .000 .0939 4855
8.00 .07447 .05810 1.000 -1214 2703
9.00 .56648(%) .05810 .000 .3707 7623
10.00 1.07845(%) .05810 .000 .8826 1.2743
11.00 .98298(*) .05810 .000 7872 1.1788

* The mean difference is significant at the .05 level.

The highlighted numbers in the table correspond to the following items.

1.00 The export memory we have gathered in the past is often not considered in the making of decisions
for which they were initially acquired.

Export memory is often used to justify decisions really made on the basis of personal instinct.
Export memory is commonly used to reinforce expectations.

Export memory is often used to justify decisions already made.

Export memory is often used to back up hunches, prior to the implementation of an export decision.
If export memory is difficult to retrieve, guesses are made instead.

Export memory is usually taken into account to justify the cost and/or effort of having acquired it.
Export memory often supports decisions made on other grounds.

We often turn to our export memory to formulate problems about our export market.

Export memory is often distorted in decision-making.

Key executives often distort export memory in passing it on.

instinct is often combined with export memory when making decisions.
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APPENDIX 9.9 Bonferroni Test for Overload

Dependent Variable: VAR00026

Bonferroni

Export Memory Overload Test of Significance

Multiple Comparisons

Aston %,

MARKETING

Group

95% Confidence interval

199

Mean
Difference
(1) VAR00021  (J) VAR00021 (i-J) Std. Error Sig. Lower Bound | Upper Bound
1.00 2.00 -.01321 .05988 1.000 -2177 1913
3.00 -.05506 .05988 1.000 -.2596 1495
4.00 06714 .05988 1.000 -.1374 2717
5.00 .30672(%) 05988 .000 1022 5113
6.00 .03379 .05988 1.000 -1707 .2383
7.00 26163(*) 05988 .001 .0571 4662
8.00 .30835(%) .05988 .000 .1038 5129
9.00 01151 .05988 1.000 -.1930 2160
10.00 .02837 .05988 1.000 -.1762 2329
11.00 .38396(*) .05988 .000 1794 5885
12.00 26377(%) .05988 .001 .0592 4683
13.00 A3464(%) .05988 .000 2301 6392
2.00 1.00 .01321 .05988 1.000 -1913 2177
3.00 -.04185 .05988 1.000 -.2464 1627
4.00 08035 .05988 1.000 -.1242 2849
5.00 .31993(%) 05988 .000 1154 5245
6.00 .04700 05988 1.000 - 1575 2515
7.00 27484(%) .05988 .000 .0703 4794
8.00 .32156(%) .05988 .000 1170 5261
9.00 .02472 .05988 1.000 -1798 2293
10.00 .04158 .05988 1.000 -.1630 2461
11.00 .39717(%) .05988 .000 1926 6017
12.00 27698(%) .05988 .000 0724 4815
13.00 44785(%) .05988 .000 2433 6524
3.00 1.00 05506 .05988 1.000 -.1495 2596
2.00 04185 .05988 1.000 -1627 2464
4.00 12220 .05988 1.000 -.0823 .3267
5.00 .36178(%) 05988 .000 1573 5663
6.00 .08886 .05988 1.000 - 1157 2934
7.00 .31669(*) .05988 .000 1122 5212
8.00 .36341(%) .05988 .000 1589 5679
9.00 06657 .05988 1.000 -.1380 2711
10.00 .08343 .05988 1.000 1211 2880
11.00 .43903(%) .05988 .000 2345 6436
12.00 .31883(%) .05988 .000 1143 5234
13.00 A8971() .05988 .000 2852 6942
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Export Memory Overload Test of Significance
Multiple Comparisons

Dependent Variable: VAR00026

Bonferroni
4.00 1.00 -.06714 .05988 1.000 -2717
2.00 -.08035 .05988 1.000 -.2849
3.00 12220 05988 1.000 -.3267
5.00 23958(%) .05988 .005 .0351
6.00 -.03335 .05988 1.000 -.2379
7.00 19449 .05988 .091 -.0100
8.00 24121(%) 05988 004 0367
9.00 -.05563 .05988 1.000 -.2602
10.00 -.03877 .05988 1.000 -.2433
11.00 .31682(*) .05988 .000 1123
12.00 19663 .05988 .080 -.0079
13.00 .36750(%) .05988 .000 1630
5.00 1.00 -.30672(*) .05988 .000 -5113
2.00 -.31993(%) .05988 .000 -.5245
3.00 -.36178(*) 05988 .000 -.5663
4.00 -.23958(*) .05988 .005 -.4441
6.00 -.27293(*) .05988 .000 -4775
7.00 -.04509 .05988 1.000 -.2496
8.00 .00163 .05988 1.000 -.2029
9.00 -.29521(*) .05988 .000 -.4997
10.00 -.27836(*) .05988 .000 -.4829
11.00 07724 .05988 1.000 -1273
12.00 -.04295 .05988 1.000 -.2475
13.00 12792 .05988 1.000 -.0766
6.00 1.00 -.03379 .05988 1.000 -.2383
2.00 -.04700 .05988 1.000 -2515
3.00 -.08886 .05988 1.000 -.2934
4.00 .03335 .05988 1.000 -1712
5.00 27293(%) .05988 .000 .0684
7.00 22783(%) .05988 .01 .0233
8.00 27456(%) .05988 .000 .0700
9.00 -.02228 .05988 1.000 -.2268
10.00 -.00543 .05988 1.000 -.2100
11.00 35017(%) .05988 .000 1456
12.00 22998(*) .05988 010 0254
13.00 .40085(*) .05988 .000 1963
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Dependent Variable: VAR00026

Bonferroni
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-.26163(%)
-27484(*)
-.31669(*)
-.19449
.04509
-22783(*)
04672
-.25012(*)
-.23326(%)
12234
00214
17302
-.30835(%)
-.32156(*)
-36341()
-24121(%)
-.00163
_27456(*)
-.04672
-.29684(*)
-.27998(%)
07561
-.04458
12629
-.01151
-.02472

-.06657
.05563

29521(%)

02228
25012(*)
29684(*)

01686
37245(*)
25226(*)
42313(%)

.05988
.05988
.05988
.05988
.05988
.05988
.05988
.05988
.05988
.05988
.05988

.05988
.05988
.05988

.05988
.05988
.05988
.05988
.05988
.05988
.05988
.05988
.05988
.05988
.05988

.05988
.05988
.05988

.05988
.05988
.05988
.05988
.05988
.05988
.05988
.05988

Export Memory Overload Test of Significance
Multiple Comparisons

.001
.000
.000
.091
1.000
.01
1.000
.002
.008
1.000
1.000

.302
.000
.000

.000
.004
1.000
.000
1.000
.000
.000
1.000
1.000
1.000
1.000

1.000
1.000
1.000

.000
1.000
.002
.000
1.000
.000
.002
.000

ASTON @

-.4662
-4794
-.5212
-.3990
-.1594
-.4324
-.1578
-.4547
-.4378
-.0822
-.2024

-.0315
-.5129
-.5261

-.5679
-.4457
-.2062
-.4791
-.2513
-.5014
-.4845
-.1289
-.2491
-.0782
-.2160

-.2293
-.2711
-.1489

.0907
-.1822
.0456
.0923
-.1877
1679
.0477
.2186

-.0571
-.0703
-1122

MARKETING

Group




MARKETING

ASTON @ GROUP

Export Memory Overload Test of Significance
Multiple Comparisons

Dependent Variable: VAR00026

Bonferroni
10.00 1.00 -.02837 .05988 1.000 -.2329 1762
2.00 -.04158 .05988 1.000 -.2461 .1630
3.00 -.08343 05988 1.000 -.2880 1211
4.00 .03877 .05988 1.000 -.1658 2433
5.00 .27836(*) .05988 .000 .0738 4829
6.00 .00543 .05988 1.000 -.1991 .2100
7.00 .23326(*) .05988 .008 .0287 4378
8.00 .27998(%) .05988 .000 0755 4845
9.00 -.01686 05988 1.000 -2214 1877
11.00 .35560(%) .05988 .000 1511 .5601
12.00 23541(%) .05988 .007 .0309 4399
13.00 .40628(*) .05988 .000 2017 6108
11.00 1.00 -.38396(%) .05988 .000 -.5885 -1794
2.00 -.39717(%) 05988 .000 -6017 -.1926
3.00 -.43903(%) .05988 .000 -.6436 -.2345
4.00 -.31682(%) .05988 .000 -.5214 -1123
5.00 -.07724 .05988 1.000 -.2818 1273
6.00 -.35017(%) .05988 .000 -.5547 -.1456
7.00 -12234 05988 1.000 -.3269 .0822
8.00 -.07561 .05988 1.000 -.2801 1289
9.00 -.37245(*) .05988 .000 -5770 -1679
10.00 -.35560(*) .05988 000 -.5601 -1511
12.00 -.12019 .05988 1.000 -.3247 .0843
13.00 .05068 .05988 1.000 -.1539 2552
12.00 1.00 -.26377(%) .05988 .001 -.4683 -.0592
2.00 -.27698(*) 05988 .000 -.4815 -.0724
3.00 -.31883(*) .05988 .000 -.5234 - 1143
4.00 -.19663 .05988 .080 -.4012 .0079
5.00 .04295 .05988 1.000 -.1616 2475
6.00 -.22998(*) .05988 .010 -.4345 -.0254
7.00 -.00214 .05988 1.000 -.2067 2024
8.00 .04458 .05988 1.000 -.1600 2491
9.00 -.25226(*) .05988 .002 -.4568 -.0477
10.00 -.23541(%) .05988 .007 -.4399 -.0309
11.00 12019 .05988 1.000 -.0843 3247
13.00 17087 .05988 .338 -.0337 3754
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Export Memory Overload Test of Significance

Multiple Comparisons

Dependent Variable: VAR00026

Bonferroni
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- 43464(%)
-.44785(%)
-.48971(%)
-.36750(%)
- 12792
-.40085(*)
-17302
- 12629
-42313()
-.40628(*)
-.05068
-17087

.05988
.05988
.05988
.05988
.05988
.05988
.05988
.05988
.05988

.05988
.05988
.05988

.000
.000
.000
.000
1.000
.000
.302
1.000
.000

.000
1.000
.338

ASTON @

-.6392
-.6524
-.6942
-.5720
-.3325
-.6054
-.3775
-.3308
-.86277

-.6108
-.2552
-.3754

-.2301
-.2433
-.2852
-.1630
.0766
-.1963
.0315
.0782
-.2186

-.2017
1539
.0337

MARKETING

Grour

* The mean difference is significant at the .05 level.
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0.00 We often find ourselves w
1.00 We find it easy to handle a
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highlighted numbers in the table correspond to the following items.
We usually find ourselves with more export memory than what we
We feel overwhelmed by the amount of export memory w

The export memory we have often exceeds the capacity of our systems to process them into usable

e have.

Decision-making can become difficult as a result of too much export memory.
ith less export memory than what we actually need.
il the export memory that we have.
2.00 We usually have just the right amount of export memory in our organization.
13.00 We never find ourselves overloaded with export memory

could efficiently handle .

The amount of export memory we have is more than what we could actually use.

We experience difficulties in planning adequately due to an overload of export memory.
We normally have more export memory than what we actually need.
We have so much export memory, we encounter problems in dealing with it all.

We have too much export memory that hampers quick decisions and causes numerous
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APPENDIX 9.10 Factor Analysis for Export Memory Overload

Communalities

Initial Extraction
q8.6 .305 .361
q8.7 .396 379
q8.11 110 124
q8.14 435 .556
q8.16 467 510
q8.20 626 714
q8.21 541 .603
q8.26 .543 .626
q8.28 5639 .570
q8.31 .205 455
q8.37 .504 .549
q8.43 A77 238
08.48 118 27

Extraction Method: Principal Axis Factoring.

Total Variance Explained

Initial Eigenvalues “xtraction Sums of Squared LoadingRotation Sums of Squared Loadings
Facto Total foof Variancesumulative %4 _Total  fo of Variancecumulative %4 Total  fo of Variancecumulative %
1 4.869 37.451 37.451 4.421 34.011 34.011 3.240 24.924 24.924
2 1.574 12.111 49.562 .967 7.438 41.449 1.753 13.484 38.408
3 1.130 8.694 58.256 423 3.253 44.701 .818 6.293 44701
4 915 7.035 65.291
5 773 5.943 71.234
6 708 5.446 76.679
7 643 4.942 81.622
8 539 4.144 85.765
9 .441 3.390 89.155
10 .393 3.026 92.181
11 .368 2.830 95.011
12 .358 2.754 97.765
13 .291 2.235 100.000

Extraction Method: Principal Axis Factoring.
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Factor Matrix®
Factor
1 2 3

q8.20 .825
q8.26 754
q8.28 752
q8.21 741
q8.37 702
q8.16 669
q8.7 615
q8.14 592 -.389
8.6 483
q8.31 .582
q8.43
q8.11
08.48

Extraction Method: Principal Axis Factoring.

a. 3 factors extracted. 19 iterations required.

Rotated Factor Matri?

Factor

1 2 3
08.20 .788
g8.14 .705
q8.16 .695
q8.28 .666
08.21 550 .542
8.7 511
08.26 537 579
q8.37 468 .574
q8.6 .558
q8.48 -.356
q8.31 .646
q8.43 433
q8.11

Extraction Method: Principal Axis Factoring.

Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 6 iterations.
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Factor Transformation Matrix
Factor 1 2 3
1 .834 .538 =121
2 -.250 .564 787
3 .491 -.627 .605
Extraction Method: Principal Axis Factoring.
Rotation Method: Varimax with Kaiser Normalization.
Communalities

Initial Extraction
q8.6 .305 .361
q8.7 .396 379
q8.11 110 124
q8.14 435 .556
08.16 467 510
08.20 626 714
q8.21 .541 .603
08.26 .543 .626
q8.28 .539 570
q8.31 .205 .455
q8.37 .504 .549
q8.43 A77 .238
q8.48 118 127
Extraction Method: Principal Axis Factoring.

Total Variance Explained
Initial Eigenvalues Extraction Sums of Squared Loadings Rotation

Factor Total % of Variance | Cumulative % Total % of Variance | Cumulative % Total
1 4.869 37.451 37.451 4.421 34.011 34.011 4124
2 1.574 12.111 49.562 .967 7.438 41.449 .917
3 1.130 8.694 58.256 423 3.253 44.701 2.290
4 .915 7.035 65.291
5 773 5.943 71.234
6 .708 5.446 76.679
7 .643 4.942 81.622
8 539 4.144 85.765
9 441 3.390 89.155
10 .393 3.026 92.181
11 .368 2.830 95.011
12 .358 2.754 97.765
13 .291 2.235 100.000

Extraction Method: Principal Axis Factoring.

a. When factors are correlated, sums of squared loadings cannot be added to obtain a total variance.
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Factor Matrix®

Factor
2 3

q8.20 .825

08.26 .754

q8.28 752

g8.21 741

q8.37 702

q8.16 .669

a8.7 615

q8.14 592

q8.6 483

q8.31 .582
q8.43

q8.11

q8.48

Extraction Method: Principal Axis Factoring.

a. 3 factors extracted. 19 iterations required.

Pattern Matrix®

Factor
2 3

g8.20 .818
q8.14 .766
q8.16 .740
q8.28 .670
q8.21 527
08.26 .502 -.438
q8.7 499
q8.31 .633
q8.43 427
q8.11
q8.6 -.522
q8.37 417 -.462
q8.48

Extraction Method: Principal Axis Factoring.

Rotation Method: Oblimin with Kaiser Normalization.

a. Rotation converged in 12 iterations.
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Structure Matrix

Factor

1 2 3
q8.20 .843 -.407
q8.28 741 -.437
q8.16 712
q8.14 .685
q8.26 670 -.656
g8.21 .668 -.623
q8.7 .591
q8.31 663
q8.43 441
g8.11
q8.37 611 -.636
q8.6 -.586
08.48

Extraction Method: Principal Axis Factoring.

Rotation Method: Oblimin with Kaiser Normalization.

Factor Correlation Matrix

Factor 1 2 3

1 1.000 -.181 -.418
2 -.181 1.000 -.099
3 -.418 -.099 1.000

Extraction Method: Principal Axis Factoring.

Rotation Method: Oblimin with Kaiser Normalization.

Communalities

Initial Extraction
q8.6 .304 283
q8.7 .395 .382
q8.11 .094 114
q8.14 428 464
q8.16 466 .460
q8.20 626 .686
q8.21 538 .607
q8.26 .542 626
q8.28 .537 574
q8.31 205 344
q8.37 490 .506
q8.43 A72 A71

Extraction Method: Principal Axis Factoring.
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Total Variance Explained

ASTON
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Initial Eigenvalues Extraction Sums of Squared Loadings Rotation

Factor Total % of Variance | Cumulative % Total % of Variance | Cumulative % Total

1 4.831 40.256 40.256 4.361 36.340 36.340 4.307
2 1.534 12.786 53.042 .857 7.138 43.478 1.097
3 961 8.008 61.050

4 .870 7.247 68.296

5 733 6.112 74.408

6 .661 5.511 79.918

7 542 4519 84.437

8 449 3.744 88.181

9 .394 3.279 91.461

10 .370 3.080 94 .541

11 .363 3.026 97.567

12 292 2.433 100.000

Extraction Method: Principal Axis Factoring.

a. When factors are correlated, sums of squared loadings cannot be added to obtain a total variance.

Factor Matrix@
Factor
1 2

q8.20 .824
q8.28 757
q8.26 754
q8.21 741
q8.37 692
q8.16 .665
q8.7 617
q8.14 .587
q8.6 472
g8.31 .548
q8.11
q8.43

Extraction Method: Principal Axis Factoring.

a. 2 factors extracted. 9 iterations required.

209




Pattern Matrix@

Factor
1 2

q8.26 799

g8.21 .786

q8.20 780

q8.28 729

q8.37 718

q8.16 614

g8.7 .592

8.6 525

q8.14 481 -.419
q8.31 576
q8.43

g8.11

Extraction Method: Principal Axis Factoring.
Rotation Method: Oblimin with Kaiser Normalization.

a. Rotation converged in 7 iterations.

Structure Matrix

Factor
1 2

g8.20 .807

08.26 778

g8.21 .765

g8.28 747

q8.37 707

g8.16 .644

g8.7 .608

g8.14 .540 -.487
q8.6 499

q8.31 .584
q8.43

g8.11

Extraction Method: Principal Axis Factoring.

Rotation Method: Oblimin with Kaiser Normalization.

Factor Correlation Matrix

Factor 1 2
1 1.000 -.141
2 -.141 1.000

Extraction Method: Principal Axis Factoring.

Rotation Method: Oblimin with Kaiser Normalization.
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Communalities

Initial Extraction
q8.6 .304 .319
q8.7 .395 .381
g8.14 427 529
q8.16 456 463
q8.20 626 691
g8.21 .535 .603
q8.26 .538 .629
q8.28 536 573
q8.31 .186 257
q8.37 489 515
g8.43 159 141

Extraction Method: Principal Axis Factoring.

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings Rotation
Factor Total % of Variance | Cumulative % Total % of Variance | Cumulative % Total
1 4.828 43.889 43.889 4.365 39.683 39.683 4130
2 1.378 12.528 56.417 736 6.687 46.370 1.968
3 .951 8.643 65.060
4 741 6.735 71.795
5 .666 6.056 77.851
6 .544 4.948 82.799
7 470 4270 87.069
8 .394 3.579 90.648
9 .370 3.367 94.015
10 .366 3.327 97.343
11 .292 2.657 100.000

Extraction Method: Principal Axis Factoring.
a. When factors are correlated, sums of squared loadings cannot be added to obtain a total variance.
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Factor Matrix®

Factor
1 2

q8.20 .824

q8.28 756

q8.26 753

g8.21 739

q8.37 692

g8.16 667

q8.7 617

q8.14 597 -.416
q8.6 474

q8.43

q8.31 464

Extraction Method: Principal Axis Factoring.
a. 2 factors extracted. 7 iterations required.

Pattern Matrix®

Factor
1 2

q8.26 811

q8.21 792

q8.37 720

q8.20 650

q8.28 632

q8.6 604

q8.7 517

q8.16 496

q8.14 -.593
q8.31 536
q8.43

Extraction Method: Principal Axis Factoring.

Rotation Method: Oblimin with Kaiser Normalization.

a. Rotation converged in 7 iterations.
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Structure Matrix

Factor
1 2

q8.26 792

q8.21 775

g8.20 770 -.568
q8.28 721 -474
q8.37 718

q8.16 610 -.498
q8.7 .588

q8.6 537

q8.14 471 -.686
q8.31 497
q8.43

Extraction Method: Principal Axis Factoring.
Rotation Method: Oblimin with Kaiser Normalization.

Communalities

Initial Extraction
q8.6 .304 .345
q8.7 .393 377
q8.14 421 .581
q8.16 451 .500
q8.20 .626 .709
q8.21 .530 .601
q8.26 .538 633
q8.28 534 .569
q8.31 123 145
q8.37 489 520

Extraction Method: Principal Axis Factoring.

213




& MARKETING

AsTON ,@g' GROUP

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings Rotation
Factor Total 9% of Variance | Cumulative % Total % of Variance | Cumulative % Total
1 4.745 47.454 47 .454 4.303 43.026 43.026 4.021
2 1.259 12.594 60.048 677 6.774 49.800 2.001
3 824 8.244 68.292
4 702 7.022 75.314
5 .553 5.528 80.842
6 485 4.854 85.696
7 399 3.990 89.686
8 370 3.704 93.390
9 .366 3.661 97.051
10 .295 2.949 100.000

Extraction Method: Principal Axis Factoring.
a. When factors are correlated, sums of squared loadings cannot be added to obtain a total variance.

Factor Matrix®
Factor
1 2

48.20 828
q8.26 756
q8.28 753
q8.21 738
q8.37 693
q8.16 676
q8.7 614
q8.14 597 -474
q8.6 480
q8.31

Extraction Method: Principal Axis Factoring.
a. 2 factors extracted. 11 iterations required.
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Pattern Matrix®

Factor
1 2

08.26 .806

q8.21 783

q8.37 721

8.6 628

g8.28 613

q8.20 607 -.405
q8.7 507

g8.16 442 -.416
g8.14 -.665
g8.31

Extraction Method: Principal Axis Factoring.
Rotation Method: Oblimin with Kaiser Normalization.

a. Rotation converged in 8 iterations.

Structure Matrix

Factor
1 2

q8.26 .795

q8.21 775

q8.20 752 -.622
q8.37 721

q8.28 .710 -.492
g8.16 591 -.575
q8.7 .582

q8.6 .555

q8.14 442 -.738
q8.31

Extraction Method: Principal Axis Factoring.
Rotation Method: Oblimin with Kaiser Normalization.

Factor Correlation Matrix

Factor 1 2
1 1.000 -.358
2 -.358 1.000

Extraction Method: Principal Axis Factoring.
Rotation Method: Oblimin with Kaiser Normalization.
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Communalities

Initial Extraction
q8.6 .303 375
q8.7 392 .374
q8.14 .391 511
q8.16 451 .529
q8.20 .625 726
q8.21 519 .580
q8.26 537 .638
q8.28 .529 .566
q8.37 A87 .524

Extraction Method: Principal Axis Factoring.

Total Variance Explained

ASTON @ !

Initial Eigenvalues Extraction Sums of Squared Loadings Rotation
Factor Total % of Variance | Cumulative % Total % of Variance | Cumulative % Total
1 4.709 52.328 52.328 4270 47 444 47.444 3.544
2 1.059 11.769 64.097 555 6.167 53.611 3.444
3 730 8.115 72.212
4 .559 6.213 78.426
5 .486 5.403 83.829
6 402 4.464 88.292
7 .389 4.320 92.613
8 .369 4.103 96.716
9 296 3.284 100.000

Extraction Method: Principal Axis Factoring.

a. When factors are correlated, sums of squared loadings cannot be added to obtain a total variance.

Factor Matrix@
Factor
1 2
g8.20 .829
q8.26 761
q8.28 .750
q8.21 741
q8.37 .696
g8.16 .678
q8.7 611
g8.14 .578 -.420
q8.6 488

Extraction Method: Principal Axis Factoring.

a. 2 factors extracted. 9 iterations required.
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Pattern Matrix®

Factor
1 2

q8.26 .704

g8.6 .685

q8.37 622

g8.21 621

g8.14 -778
g8.20 -.667
g8.16 -.659
g8.28 -470
q8.7

Extraction Method: Principal Axis Factoring.

Rotation Method: Oblimin with Kaiser Normalization.

a. Rotation converged in 14 iterations.

Structure Matrix

Factor
1 2

g8.26 .790 -.557
g8.21 742 -.570
q8.37 713 -.519
g8.6 .602

g8.20 657 -.824
g8.16 .492 -722
g8.14 -.708
g8.28 .648 -.688
q8.7 .542 -.546

Extraction Method: Principal Axis Factoring.

Rotation Method: Oblimin with Kaiser Normalization.

Factor Correlation Matrix

Factor 1 2
1 1.000 -.582
2 -.582 1.000

Extraction Method: Principal Axis Factoring.

Rotation Method: Oblimin with Kaiser Normalization.
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Communalities

Initial Extraction
g8.6 268 .347
g8.14 .381 .500
g8.16 .451 .545
g8.20 616 719
g8.21 .518 .590
g8.26 531 639
q8.28 .508 .549
q8.37 479 .559

Extraction Method: Principal Axis Factoring.

Total Variance Explained

Aston %)

. MARKETING
Group

Initial Eigenvalues Extraction Sums of Squared Loadings Rotation
Factor Total % of Variance | Cumulative % Total % of Variance | Cumulative % Total 1
1 4.317 53.966 53.966 3.898 48.729 48.729 3.242 t
2 1.059 13.241 67.207 .549 6.863 55.592 3.112 3
3 593 7.406 74.613 }
4 500 6.255 80.868 E
5 .450 5.631 86.499
6 .398 4.971 91.470
7 .387 4,834 96.304
8 .296 3.696 100.000

Extraction Method: Principal Axis Factoring.
a. When factors are correlated, sums of squared loadings cannot be added to obtain a total variance.

Factor Matrix®

Factor
1 2
g8.20 .824
08.26 762
g8.21 747
q8.28 739
q8.37 718
g8.16 684
gq8.14 572 -.416
g8.6 471

Extraction Method: Principal Axis Factoring.
a. 2 factors extracted. 9 iterations required.
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Pattern Matrix@

Factor
1 2
q8.26 705
q8.6 - 654
q8.37 .646
q8.21 .630
g8.14 -762
q8.16 -.670
q8.20 -.660
q8.28 -.460

Extraction Method: Principal Axis Factoring.
Rotation Method: Oblimin with Kaiser Normalization.

a. Rotation converged in 10 iterations.

Structure Matrix

Factor
1 2

q8.26 .790 -.551
g8.21 749 -.568
q8.37 736 -.527
q8.6 .579

q8.20 .651 -.817
q8.16 492 -732
q8.14 -.702
q8.28 637 -.674

Extraction Method: Principal Axis Factoring.
Rotation Method: Oblimin with Kaiser Normalization.

Factor Correlation Matrix

Factor 1 2
1 1.000 -.570
2 -.570 1.000

Extraction Method: Principal Axis Factoring.
Rotation Method: Oblimin with Kaiser Normalization.
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Communalities

Initial Extraction
g8.6 .254 237
g8.16 415 411
g8.20 .570 .624
g8.21 517 .585
g8.26 529 .592
q8.28 508 .555
q8.37 479 .b35

Extraction Method: Principal Axis Factoring.

Total Variance Explained

AsTON @

Initial Eigenvalues Extraction Sums of Squared Loadings
Factor Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 4.003 57.188 57.188 3.537 50.528 50.528
2 .870 12.423 69.611
3 .554 7.916 77.527
4 .457 6.536 84.063
5 .400 5.719 89.782
6 .388 5.538 95.320
7 .328 4.680 100.000

Extraction Method: Principal Axis Factoring.

Factor Matrix@

Factor
1
q8.20 .790
08.26 .769
g8.21 .765
08.28 .745
q8.37 731
g8.16 641
q8.6 .486

Extraction Method: Principal Axis Factoring.

a. 1 factors extracted. 4 iterations required.
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Appendix 9.11 Factor Analysis for environmental turbulence

Communalities

Initial Extraction
g9.1 .442 .561
q9.2 421 .491
q9.3 .266 427
q9.4 249 .305
q9.5 .396 461
q9.6 512 531
q9.7 494 533
q9.8 .450 .509
q9.9 515 .546
q9.10 .460 495
q9.11 185 229
q9.12 405 .389
q9.13 .384 431
q9.14 474 .527
q9.15 211 160
q9.16 322 .366
q9.17 .376 406
q9.18 478 .518
q9.19 .558 637
q9.20 .550 .528
q9.21 .205 213
q10.1 483 .525
q10.2 .513 537
q10.3 478 .525
q10.4 .482 491
q10.5 .376 .380
q10.6 619 .642
q10.7 679 .789
q10.8 533 .565

Extraction Method: Principal Axis Factoring.
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Total Variance Explained
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Group

Initial Eigenvalues xtraction Sums of Squared LoadingRotation Sums of Squared Loadingsl

Factol Total o of Varianc€umulative % Total |6 of Variancgumulative % Total (o of Varianc€umulative %
1 6.036 20.813 20.813 5.530 19.069 19.069 4.332 14.937 14.937
2 4.381 15.107 35.920 3.940 13.586 32.654 3.875 13.361 28.298
3 2.030 6.999 42.918 1.511 5.210 37.864 1.652 5.695 33.993
4 1.410 4.863 47.782 .823 2.839 40.703 1.241 4,281 38.273
5 1.332 4.595 52.376 753 2.598 43.301 1.193 4114 42.387
6 1.185 4.086 56.463 .691 2.381 45.683 796 2.746 45,133
7 1.040 3.585 60.048 469 1.619 47.302 629 2.168 47.302
8 .921 3.177 63.225

9 913 3.148 66.373

10 .808 2.788 69.161

11 770 2.656 71.816

12 747 2.577 74.393

13 670 2.310 76.703

14 623 2.148 78.852

15 .598 2.062 80.914

16 573 1.974 82.888

17 527 1.817 84.706

18 494 1.702 86.408

19 AT74 1.635 88.043

20 454 1.564 89.608

21 432 1.489 91.097

22 422 1.454 92.551

23 .385 1.327 93.878

24 377 1.301 95.179

25 347 1.196 96.375

26 299 1.032 97.407

27 292 1.007 98.414

28 .259 .892 99.306

29 201 .694 100.000

Extraction Method: Principal Axis Factoring.
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Factor Matrix@

Factor
1 3 4
q9.10 .662
g9.19 .621
q8.7 616
9.9 .606
q9.6 .604
q9.12 .601
q9.20 .600
g9.8 .583
q9.17 .567
q9.18 .567
q9.14 .562 428
g9.5 462 449
09.16 401
g9.15
g9.21
q10.7 .769
q10.6 T17
q10.8 673
g10.2 .664
q10.4 .662
q10.1 605
gl10.3 .551
g10.5 .546
9.1 .439 .558
9.2 514
g9.13 452 458
g9.11
q9.4
9.3

Extraction Method: Principal Axis Factoring.

a. 7 factors extracted. 21 iterations required.
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Rotated Factor Matrix@

ASTON @

Factor

4

q9.9
q9.6
q9.20
q9.18
q9.19
9.8
9.7
q9.10
q9.12
q9.15
q10.7
q10.6
q10.8
q10.2
q10.4
q10.3
q10.1
q10.5
9.1
9.2
9.5
Q9.4
g9.14
q9.13
9.16
q9.21
q9.17
q9.11
9.3

724
.700
677
.652
.649
.630
591
.583
573

.799
751
719
.687
679
617
.616
579

.630
.603
.653
477

.582
571

426

594

Extraction Method: Principal Axis Factoring.
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 10 iterations.
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Factor Transformation Matrix

ASTON @

Factor 1 2 3 4 5 6 7

1 .811 .246 291 296 274 .185 .016
2 -.314 .939 .035 -.040 124 -.045 -.007
3 -.397 -.183 .814 .030 .260 275 -.045
4 -.256 -.034 -.129 .953 -.064 -.060 -.033
5 132 132 433 .027 -.857 -.202 -.044
6 -.056 .042 -.077 .023 -.201 .498 .837
7 .020 -.066 .205 .018 251 =772 .542

Extraction Method: Principal Axis Factoring.

Rotation Method: Varimax with Kaiser Normalization.

Communalities

Initial Extraction
q9.1 442 577
Q9.2 421 .508
9.3 .264 .382
q9.4 232 .248
q9.5 .396 469
9.6 .504 513
Q9.7 491 .539
9.8 449 .520
9.9 511 .531
g9.10 459 497
g9.12 .404 .381
09.13 .384 478
9.14 474 .547
9.15 211 .1568
q9.16 316 .355
q9.17 376 409
9.18 477 .527
q9.19 .558 .662
q9.20 .548 .570
q9.21 175 162
g10.1 .483 .527
g10.2 .509 .540
g10.3 478 .542
q10.4 479 .488
q10.5 372 378
q10.6 .618 .646
q10.7 677 .814
q10.8 .533 .561

Extraction Method: Principal Axis Factoring.
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Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared LoadingfRotation Sums of Squared Loadin’gé

Facto Total 6 of Variancsumulative % Total o of VarianceCumulative %4 Total  }o of VarianceCumulative %
1 6.036 21.556 21.556 5.536 19.771 19.771 3.905 13.948 13.948
2 4.325 15.445 37.001 3.895 13.909 33.681 3.649 13.031 26.979
3 2.025 7.232 44,232 1.511 5.397 39.077 1.677 5.988 32.967
4 1.333 4.760 48.993 .839 2.996 42.073 1.438 5.137 38.104
5 1.206 4.308 53.301 695 2.481 44.554 1.361 4.859 42.963
6 1.173 4.188 57.488 .598 2.135 46.689 .864 3.085 46.048
7 1.025 3.661 61.149 .456 1.628 48.317 635 2.269 48.317
8 917 3.274 64.422

9 .894 3.194 67.616

10 .808 2.886 70.502

11 749 2.674 73.177

12 .691 2.468 75.644

13 623 2.226 77.870

14 614 2.192 80.062

15 .573 2.048 82.109

16 541 1.933 84.043

17 .508 1.814 85.857

18 475 1.697 87.553

19 .458 1.635 89.188

20 435 1.552 90.740

21 422 1.507 92.247

22 .385 1.376 93.624

23 .378 1.351 94.975

24 351 1.254 96.228

25 .301 1.075 97.303

26 295 1.052 98.355

27 259 .924 99.279

28 202 721 100.000

Extraction Method: Principal Axis Factoring.
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Factor Matrix@
Factor
1 3 4
q9.10 661
q9.19 624
q9.7 617
q9.20 605
q9.9 605
q9.6 603
q9.12 601
q9.8 584
q9.18 568
q9.17 567
q9.14 564 425
q9.5 462 452
q9.16
q9.15
q9.21
q10.7 775
q10.6 722
q10.8 677
q10.2 662
q10.4 659
q10.1 608
q10.3 553
q10.5 552
q9.1 440 566
q9.2 525
q9.4
q9.13 456 469
q9.3

Extraction Method: Principal Axis Factoring.

a. 7 factors extracted. 13 iterations required.
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Rotated Factor Matri@

Factor

3 4

q10.7
q10.6
q10.8
q10.2
q10.4
q10.3
q10.1
q10.5
g9.19
q9.20
q9.18
9.9
q9.6
q9.12
q9.10
q9.7
q9.8
q9.16
q9.17
q9.21
q9.15
q9.1
q9.2
q9.5
q9.4
q9.14
q9.13
q9.3

.780
732
.709
706
.687
.645
.638
.580

739
.738
.693
.665
613
.528
467
425
466

.400
.583
535

595
591
532
.455

Extraction Method: Principal Axis Factoring.
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 9 iterations.
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Factor Transformation Matrix

Factor 1 2 3 4

1 .253 .720 444 237
2 .949 -.299 -.031 .058
3 -.158 -.456 161 784
4 -.029 -.074 -.441 .002
5 .090 210 -.594 .035
6 .029 .361 -.468 .503
7 -.033 .0589 .102 267

Extraction Method: Principal Axis Factoring.
Rotation Method: Varimax with Kaiser Normalization.

Communalities

Initial Extraction
q9.1 439 .532
g9.2 413 537
q9.3 .264 .185
q9.4 225 .201
q9.5 .393 426
q9.6 .502 .507
q9.7 .490 .564
q9.8 446 .500
q9.9 .503 520
q9.10 458 470
q9.12 .388 .385
q9.13 .383 458
q9.14 471 .561
q9.16 291 291
q9.17 374 409
q9.18 476 .536
g9.19 .556 .588
q9.20 .547 .556
q9.21 170 .154
q10.1 476 514
q10.2 .509 .539
q10.3 474 .548
q10.4 473 .481
q10.5 .369 378
q10.6 617 .637
q10.7 677 .823
q10.8 .531 .553

Extraction Method: Principal Axis Factoring.
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Total Variance Explained
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Initial Eigenvalues ktraction Sums of Squared Loadingotation Sums of Squared Loading
Facto] Total b of Varianc¢umulative 4 Total p of Variancgumulative % Total p of Variancgumulative 9
1 5.048 22.029 22.029 | 5.438 20.140 20.140 | 3.874 14.347 14.347
2 4.308 15.956 37.984 | 3.875 14.351 34.491 3.722 13.784 28.130
3 2.011 7.448 45432 1 1470 5.445 39.936 | 1.865 6.906 35.036
4 1.318 4.883 50.314 .831 3.077 43.014 | 1.352 5.007 40.043
5 1177 4.360 54.675 .658 2.436 45449 | 1.351 5.004 45.047
6 1.167 4.322 58.996 .582 2.155 47.604 .690 2.557 47.604
7 .962 3.563 62.560
8 .895 3.315 65.874
9 .839 3.107 68.982
10 763 2.826 71.808
11 .695 2.576 74.383
12 .623 2.309 76.692
13 619 2.292 78.984
14 .590 2.185 81.169
15 .542 2.006 83.175
16 515 1.909 85.084
17 494 1.829 86.913
18 459 1.701 88.613
19 451 1.669 90.283
20 435 1.609 91.892
21 .392 1.453 93.345
22 .378 1.402 94.747
23 352 1.304 96.050
24 .309 1.143 97.194
25 .296 1.098 98.292
26 .259 .860 99.252
27 .202 748 100.000

Extraction Method: Principal Axis Factoring.
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Factor

3 4
q9.10 656
q9.7 620
q9.19 617
q9.20 605
q9.12 604
q9.9 598
q9.6 596
q9.8 575
g9.17 569
q9.18 565
q9.14 563 431
q9.5 460 455
q9.16
9.3
g9.21
q10.7 772
q10.6 717
q10.8 669
q10.2 656
q10.4 652
q10.1 600
q10.5 550
q10.3 546
9.1 431 557
q9.2 545
q9.4
g9.13 454 462

Extraction Method: Principal Axis Factoring.

a. 6 factors extracted. 11 iterations required.
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Rotated Factor Matrix®
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Factor

q10.7
q10.6
q10.2
q10.8
q10.4
q10.3
q10.1
q10.5
q9.20
g9.19
q9.18
q9.9
9.6
q9.12
q9.10
q9.2
q9.1
q9.5
q9.16
q9.4
q9.3
g9.14
q9.13
q9.17
q9.7
9.8
q9.21

7165
719
712
.703
682
.654
.646
.580

731
702
.700
.687
.629
537
495

429
495

710
699
.541

.638
614

Extraction Method: Principal Axis Factoring.

Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 8 iterations.

Factor Transformation Matrix

Factor 1 2 3 4

1 274 733 .353 347
2 .939 -.325 .017 -.042
3 -.163 -.447 .870 .095
4 -.041 -.101 -.106 .830
5 122 71 163 .022
6 .019 .342 .284 -.423

Extraction Method: Principal Axis Factoring.

Rotation Method: Varimax with Kaiser Normalization.
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Communalities

Initial Extraction
g9.1 436 .528
9.2 410 537
q9.3 .263 184
q9.4 217 199
g9.5 .376 411
q9.6 .501 508
q9.7 486 .561
9.8 445 505
9.9 .503 514
g9.10 458 .481
q9.12 .398 .385
q9.13 383 459
q9.14 471 .565
q9.16 .289 278
q9.17 372 .393
q9.18 474 534
g9.19 .556 612
q9.20 .547 .583
g10.1 475 521
q10.2 .509 .551
q10.3 469 535
q10.4 473 482
q10.5 .364 371
q10.6 616 637
q10.7 677 .827
q10.8 531 .553

Extraction Method: Principal Axis Factoring.
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Total Variance Explained

Initial Eigenvalues ktraction Sums of Squared Loadingotation Sums of Squared Loading
Facto| Total p of Variancgumulative % Total b of Variancg¢umulative % Total b of Variancgumulative 9
1 5.870 22.577 22577 | 5.367 20.643 20.643 | 3.835 14.750 14.750 4
2 4.276 16.445 39.022 | 3.849 14.802 35.445 | 3.278 12.609 27.359 5
3 2.007 7.720 46.741 1.465 5.634 41.079 | 1.939 7.458 34.817
4 1.301 5.002 51.743 .821 3.158 44237 | 1.551 5.965 40.782
5 1.174 4.516 56.260 .649 2.497 46.734 | 1.407 5.413 46.195
6 1.084 4.169 60.429 .561 2.159 48.893 702 2.698 48.893
7 962 3.700 64.129
8 .839 3.228 67.357
9 796 3.062 70.419
10 712 2.740 73.159
11 656 2.525 75.684
12 619 2.381 78.065
13 .594 2.286 80.351
14 .542 2.083 82.434
15 515 1.982 84.416
16 .496 1.908 86.324
17 .462 1.776 88.100
18 451 1.733 89.833
19 437 1.682 91.515
20 .397 1.527 93.042
21 .390 1.501 94.542
22 352 1.354 95.896
23 .309 1.187 97.084
24 297 1.141 98.224
25 .260 .998 99.222
26 202 778 100.000

Extraction Method: Principal Axis Factoring.
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Factor Matrix®
Factor
3 4
q9.10 .660
q9.19 .630
Q9.7 .618
q9.20 616
q9.12 .609
q9.9 .606
q9.6 .605
q9.8 .578
q9.18 578
q9.14 .568 -.436
q9.17 .564
9.13 460 -.457
9.5 451 449
q9.16
9.3
q10.7 .780
q10.6 724
q10.8 678
q10.2 667
q10.4 .657
q10.1 .609
q10.3 552
q10.5 .550
q9.1 429 .560
9.2 551
q9.4

Extraction Method: Principal Axis Factoring.

a. g factors extracted. 12 iterations required.
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ASTON @

Factor
1 2 3 4 5 6
q10.7 754 485
q10.2 721
q10.6 710
q10.8 .695
q10.4 .686
q10.3 .661
q10.1 653
q10.5 .581
g9.20 745
q9.19 729
q9.18 .696
q9.9 629
q9.6 .557 404
q9.12 491
q9.2 710
q9.1 702
q9.5 .555
q9.16
g9.4
9.3
Q9.7 639
q9.8 401 573
q9.10 A17 446
q9.14 .646
q9.13 619
q9.17
Extraction Method: Principal Axis Factoring.
Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 8 iterations.

Factor Transformation Matrix
Factor 1 2 3 4 5 6
1 253 .688 .375 429 372 -.033
2 .946 -.282 .027 -.095 -.028 121
3 -.157 -.441 877 -.051 .095 -.019
4 .081 .067 150 .386 -.811 -.399
5 .099 237 .074 -.638 .091 -716
6 -.011 439 249 -.498 -.431 .558

Extraction Method: Principal Axis Factoring.

Rotation Method: Varimax with Kaiser Normalization.
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Communalities

Initial Extraction
q9.1 435 525
q9.2 410 .539
q9.3 252 178
q9.4 216 191
q9.5 .375 415
q9.6 501 .505
q9.7 480 547
q9.8 444 .503
q9.9 502 .505
q9.10 456 .486
q9.12 .398 .389
q9.13 .375 480
q9.14 468 .594
q9.16 .236 233
q9.18 473 .527
q9.19 .556 620
q9.20 .540 623
q10.1 473 .525
q10.2 .508 .566
q10.3 465 .526
q10.4 472 487
q10.5 .364 372
q10.6 611 .628
q10.7 676 .845
q10.8 .531 .550

Extraction Method: Principal Axis Factoring.
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Total Variance Explained

Initial Eigenvalues wtraction Sums of Squared LoadingRotation Sums of Squared Loadin
Factol Total I of Varianc&umulative %4 Total [o of Varianc&umulative %4 Total o of Varianc Cumulative 9
1 5.550 22.200 22.200 | 5.059 20.235 20.235 | 3.788 15.151 15.151
2 4275 17.102 39.302 | 3.852 15.408 35643 | 2.562 10.249 25.400
3 1.993 7.972 47.273 1.449 5.796 41.439 | 2.138 8.550 33.951
4 1.289 5.155 52.428 .830 3.319 44758 1.923 7.694 41.644
5 1.169 4675 57.103 .649 2.594 47.352 1.227 4.909 46.554
6 1.035 4.140 61.243 521 2.084 49.436 721 2.883 49.436
7 .946 3.785 65.027
8 .834 3.336 68.363
9 740 2.961 71.323
10 711 2.845 74.168
11 .638 2.553 76.721
12 613 2.453 79.173
13 594 2.375 81.549
14 527 2.109 83.657
15 497 1.987 85.645
16 474 1.898 87.542
17 451 1.804 89.346
18 437 1.749 91.095
19 402 1.606 92.702
20 391 1.562 94.264
21 .364 1.454 95718
22 310 1.239 96.957
23 .297 1.187 98.143
24 .261 1.043 99.186
25 204 .814 100.000

Extraction Method: Principal Axis Factoring.
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Factor Matrix@
Factor
1 3 4
q8.10 .661
q9.19 637
q9.20 624
q9.9 618
g9.12 616
q9.6 616
q9.7 614
q9.18 .585
q9.8 .580
g9.14 .565 -.449
q9.16
q9.3
q10.7 .785
q10.6 723
q10.8 678
q10.2 670
q10.4 .658
q10.1 609
q10.3 .552
q10.5 551
q9.1 423 573
q9.2 567
q9.5 444 460
q9.4
g9.13 455 -.461

Extraction Method: Principal Axis Factoring.

a. 6 factors extracted. 13 iterations required.
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Rotated Factor Matri@

AsTON

Factor

q10.2
q10.7
q10.6
q10.4
q10.8
q10.3
q10.1
q10.5
q9.20
q9.19
q9.18
q9.9
q9.12
q9.7
q9.8
q9.10
q9.6
9.2
qS8.1
q9.5
q9.16
q9.4
q9.3
q9.14
q9.13

734
733
693
.688
.684
.669
.664
575

.745
723
.657
.525
412

442

462

.680
642
533
522

712
.702
571

Extraction Method: Principal Axis Factoring.

Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 7 iterations.

Factor Transformation Matrix

Factor 1 2 3 4

1 .254 .606 .562 379
2 .941 -.250 -.151 .030
3 -.150 -.394 - 137 .895
4 .096 -.010 371 .098
5 123 423 -.625 .092
6 -.059 486 -.338 191

Extraction Method: Principal Axis Factoring.

Rotation Method: Varimax with Kaiser Normalization.
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Communalities

Initial Extraction
q9.1 .403 484
q9.2 .402 515
q9.4 191 .188
9.5 375 437
q9.6 494 504
q9.7 476 541
q9.8 444 505
q9.9 .501 .508
g9.10 449 487
g9.12 .394 .394
g9.13 372 457
q9.14 464 .608
q9.16 234 246
g9.18 471 523
g9.19 .554 .638
q9.20 539 618
q10.1 473 544
q10.2 .508 576
q10.3 462 514
q10.4 471 484
q10.5 .363 372
q10.6 .610 639
q10.7 675 .867
q10.8 529 .543

Extraction Method: Principal Axis Factoring.
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Total Variance Explained

Initial Eigenvalues raction Sums of Squared Loadiptation Sums of Squared Loadin
Factd Total ) of Varianciumulative 9§ Total } of Varianclumulative 4 Total } of Variancijumulative ¢
1 5.441 22672 22.672 | 4.958 20.658 20.658 | 3.691 15.380 15.380
2 4.271 17.794 40.465 | 3.853 16.056 36.714 | 2.403 10.012 25.392
3 1.851 8.131 48.597 | 1.398 5.824 42.538 | 2.321 9.671 35.063
4 1.288 5.368 53.965 .829 3.453 45991 | 1.720 7.169 42.232
5 1.071 4.461 58.425 636 2.651 48.641 | 1.239 5.163 47.395
6 1.022 4257 62.682 517 2.153 50.795 .816 3.400 50.795
7 .834 3.475 66.157
8 .789 3.286 69.443
9 726 3.024 72.468
10 .651 2.713 75.181
11 632 2.634 77.814
12 613 2.554 80.368
13 571 2.380 82.748
14 515 2.144 84.893
15 475 1.978 86.871
16 456 1.902 88.773
17 442 1.843 90.615
18 415 1.730 92.345
19 .397 1.653 93.998
20 .364 1.517 95.516
21 310 1.292 96.808
22 297 1.238 98.046
23 265 1.104 99.150
24 .204 .850 | 100.000

Extraction Method: Principal Axis Factoring.
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Factor Matrix®
Factor
1 3 4
q9.10 658
q9.19 .641
q9.20 625
q9.9 .620
g9.12 619
q9.7 617
q9.6 609
q9.8 .580
g9.18 579
q9.14 561 -.452
q9.13 449 -445
q9.16
q10.7 783
q10.6 720
q10.8 670
q10.2 .667
q10.4 654
q10.1 .609
q10.5 .546
q10.3 544
q9.2 554
q9.1 402 .549
g9.5 441 490
g9.4

Extraction Method: Principa! Axis Factoring.

a. 6 factors extracted. 15 iterations required.
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Rotated Factor Matri@

Factor

q10.2 .748
q10.1 .689
g10.7 .683
q10.4 .681
q10.3 .680
q10.8 .662
g10.6 657
g10.5 567
q9.20 728
g9.19 725
q9.18 .645
q9.9 .500 489
Q9.7 .682
q9.8 .659
g9.10 .557
q9.6 420 .550
q9.12
q9.2

q9.1

q9.5

q9.16
q9.4

q9.14
q9.13

Extraction Method: Principal Axis Factoring.
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 7 iterations.
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Communalities

Initial Extraction
q9.1 .350 407
q9.2 402 511
q9.5 371 447
q9.6 494 .505
q9.7 472 526
q9.8 435 .489
q9.9 .500 .5086
q9.10 447 493
q9.12 .390 .392
q9.13 .356 .380
q9.14 458 515
q9.16 234 .252
q9.18 470 519
q9.19 .553 .656
q9.20 539 557
q10.1 473 510
q10.2 .507 516
q10.3 461 478
q10.4 469 473
q10.5 363 .370
q10.6 .608 .592
q10.7 675 729
q10.8 .528 .544

Extraction Method: Principal Axis Factoring.
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Total Variance Explained

Initial Eigenvalues xtraction Sums of Squared LoadingRotation Sums of Squared Loadings
Factol Total | of Varianc§umulative % Total | of Varianc€umulative 4 Total o of Varianc€umulative 9
1 5.441 23.654 23.654 | 4.938 21.469 21.469 | 3.807 16.552 16.552
2 4266 18.549 42203 | 3.806 16.548 38.017 | 3.687 16.030 32.582
3 1.787 7.768 49.971 1.248 5.425 43.443 1.807 7.856 40.437
4 1.284 5.585 55.556 .769 3.343 46.785 1.160 5.043 45.480
5 1.067 4.640 60.195 .607 2.637 49.422 .807 3.942 49.422
6 .901 3.919 64.115
7 794 3.452 67.566
8 728 3.166 70.733
9 .685 2.977 73.710
10 .650 2.827 76.537
11 613 2.665 79.202
12 601 2.615 81.816
13 .518 2.253 84.070
14 476 2.068 86.138
15 .460 2.002 88.140
16 452 1.964 90.104
17 416 1.809 91.913
18 403 1.751 93.664
19 .367 1.596 95.260
20 .316 1.375 96.635
21 .304 1.321 97.957
22 .265 1.152 99.109
23 .205 .891 100.000

Extraction Method: Principal Axis Factoring.

246



Factor Matrix®

Factor

1 2 3
q9.10 .660
q9.19 .645
q9.9 622
q9.12 620
q9.20 619
q9.7 617
q9.6 612
q9.18 .581
q9.8 .580
q9.14 .551
q9.13 441
q9.16
q10.7 760
q10.6 715
q10.8 675
q10.2 663
q10.4 .658
q10.1 610
q10.5 .551
q10.3 .546
q9.2 .568
q9.5 444 497
q9.1 .488

Extraction Method: Principal Axis Factoring.

a. 5 factors extracted. 9 iterations required.
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Rotated Factor Matri®

Factor
1 2 3 4

qi0.7 775
q10.6 730
q10.8 709
q10.2 703
q10.4 686
q10.3 634
q10.1 629
q10.5 584
q9.8 686
q9.6 679
q9.9 673
q9.7 668
q9.10 619
q9.20 .588
q9.18 545
q9.12 530
q9.2 695
q9.5 619
q9.1 612
q9.16 428
q9.14
q9.13
g9.19 513

Extraction Method: Principal Axis Factoring.
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 13 iterations.

Factor Transformation Matrix

Factor 1 2 3

1 .264 .796 .393
2 .949 -.280 .036
3 -.162 -.332 .906
4 -.042 -.315 -101
5 .040 -.281 119

Extraction Method: Principal Axis Factoring.
Rotation Method: Varimax with Kaiser Normalization.
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Communalities

Initial Extraction
q9.1 .350 411
q9.2 .398 481
q9.5 .370 448
q9.6 481 508
q9.7 465 428
q9.8 433 429
g9.9 499 .535
q9.10 443 453
g9.12 .387 .398
g9.13 .354 .398
q9.14 444 519
q9.16 231 245
q9.18 451 420
g9.20 422 429
q10.1 AT71 442
q10.2 .506 499
q10.3 461 464
q10.4 468 476
g10.5 .361 .370
q10.6 607 577
q10.7 674 690
q10.8 527 544

Extraction Method: Principal Axis Factoring.
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Total Variance Explained

Initial Eigenvalues xtraction Sums of Squared LoadingRotation Sums of Squared Loadingsl

Facto] Total I of Variance&umulative %4 Total I of Variancgumulative % Total o of Variancg€umulative %
1 5.082 23.101 23.101 4.538 20.628 20.628 3.793 17.242 17.242
2 4.195 19.068 42170 3.706 16.844 37.472 3.598 16.352 33.595
3 1.743 7.923 50.092 1.181 5.368 42.840 1.787 8.123 41.718
4 1.268 5.765 55.858 741 3.367 46.207 .988 4.489 46.207
5 .978 4.445 60.303

6 .901 4.096 64.399

7 762 3.462 67.861

8 717 3.260 71.121

9 .684 3.107 74.228

10 650 2.955 77.183

11 .609 2.767 79.950

12 573 2.603 82.553

13 .507 2.306 84.860

14 461 2.095 86.954

15 452 2.054 89.008

16 441 2.003 91.011

17 415 1.886 92.898

18 400 1.816 94.714

19 .356 1.616 96.330

20 .316 1.437 97.768

21 286 1.301 99.068

22 .205 .932 100.000

Extraction Method: Principal Axis Factoring.
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Factor Matrix®

Factor

2 3
q9.10 .638
q9.12 .599
q9.7 596
9.9 573
q9.6 .556
q9.8 543
g9.20 524
q9.14 519
q9.18 489
q9.16
q10.7 .709
q10.6 .665
q10.8 .624
q10.4 .620
q10.2 615
q10.1 .562
g10.5 513
q10.3 414 .481
q9.2 .550
q9.5 459 482
q9.1 412 465
gs.13 417

Extraction Method: Principal Axis Factoring.

a. 4 factors extracted. 9 iterations required.
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Rotated Factor Matri®

Factor

q10.7 776
q10.6 734
q10.8 710
q10.2 697
q10.4 690
q10.3 630
q10.1 611
q10.5 588
q9.9 720
q9.6 691
q9.8 645
q9.20 643
q9.18 625
q9.7 604
q9.10 594
q9.12 568
q9.2 683
q9.5 625
q9.1 615
q9.16 433
q9.14
q9.13

Extraction Method: Principal Axis Factoring.
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 5 iterations.

Factor Transformation Matrix

Factor 1 2 3

1 426 759 426
2 .891 -.446 -.061
3 -.151 -434 .886
4 .043 195 173

Extraction Method: Principal Axis Factoring.
Rotation Method: Varimax with Kaiser Normalization.
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APPENDIX 9.12 Correlation Test for Factors Considered in the Regression
on Export Memory Use

Descriptive Statistics

Mean Std. Deviation N
a8emu 3.7728 62391 341
g8.51.6 4.0544 1.03898 341
env_cus 3.7357 .80391 341
env_reg 3.1664 67011 341
gq11.3 3783 48568 341
q11.7.2 42545 7.32861 341
q11.8 75.3188 30.41172 341
q11.15 8.4188 9.86722 341
size 275.0036 943.62880 341
a8o 2.8103 .62056 341
98.51.3 3.2954 1.211585 341
q11.1 14.7560 9.33262 341
ail 3.6782 73830 341
qQ12.5 4.3985 1.93463 341
env_tec 3.7853 73343 341
g8.51.5 3.5574 1.33054 341
g8.51.1 3.8767 1.07367 341
env_com 3.7411 .63354 341
gval 4.5292 .88883 341
g8.51.2 3.8643 1.05287 341
g8.51.4 3.4855 1.22105 341
q11.9 64.6942 35.34822 341
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pBemuy8.51.8nv_cusnv_regqi1.3 11.7.2q11.8 g11.15 size | aBo }j8.561.3q11.1| a1l 1q12.5 pnv_teqy8.51.518.51.1nv_con qval 18.51.218.51.4411.9
Pearson Co-a8em{1.000 | .167 | .093] .159| .047] .007| .113] .048]-.065| .117| .129|-.066 | .402|-.011| .230| .126| .106| .141| .442| 117} .088 |" 117
q8.51] 167 {1.000 | .040 | .046 | .088 | .052{ .116| .099 | .087 |-.054 | .284 | .113| .198| .149| .086| 377 | .446| .191| .158| 410} .293 | 1116
env_g .093 | .0401.000| .032| .000| .089| .066 |-.058 |-.157| .142| .069 |-.093| .115|-.156| .301| .188|-.001| .443} .101} .171| 170} .133
env_r{ 159 | .046| .032]1.000| .061|-.032| .000| .160|-.040| .220| .137{-.088 | .216|-.083 | .128| .021|-.003| .052| .357 | .039| .040 | .045
q11.3| 047 | .088| .000| .061[1.000| .034{ .043 | .058 | .155|-.067 | .117| .124| .077| 175 .113| .056| .088 | .084 | .143| .082| .106 | .001
q11.7} .007 | .052| .089|-.032| .034{1.000| .067 | .141| .078 |-.053|-.011| .144 |-055| .107 | .024| .032| .020|-017|-.012| .005| .069 | .119
q11.8{ 113 | .116| .066| .000| .043| .067 {1.000 | .067 | .078 {-.075| .058 | .206 | .104 | .089| .019| .022|-033| .046| .054| .061-.006 | .711
qt1.1] 048 | .099|-.058| .160| .058| .141| .067 |1.000| .133| .081| .057 | .167| .087 | .098 | .009| .103| .103| .060| .048 | .097 | .033| .057
size {-.065| .087|-.157|-040| .155| .078 | .078 | .133{1.000 | -.045|-.070 | .184 | .044 | .229| .014|-065| .002 |-.045|-.028 | -105/-.066| .121
a8o | .117|-.054| .142| .220{-.067|-.053 |-075| .081-0451.000| .042 |-.057| .221{-.212| .203| .063| .039| .271| .244| .074| .050|-.070
q8.51) 129 .284| .069| .137| .117|-011| .058 | .057 |-.070| .042{1.000 | .023| .173|-.005| .161| .234| 371} .085| 244 | .402| .548 | .028
q11.1{-.066 | .113|-.093 |-.088 | .124| .144 | .206| .167 | .184 |-.057 | .023 [1.000| .025| .278 |-.071|-.040| .101| .048 |-071| .055|-.040| .093
at 402 198| .115] .216| .077|-055| .104 | 087 | .044 | .221| .173| .025{1.000|-.064 | .302 | .146| .159| .275| .506 | .237| .126 | .038
q12.5/-011} .149|-156 |-.083 | .175| .107| .089 | .098 | .229 |-.212{-.005| .278 | -.064 |1.000 | -.025 |-.075| .027 {-.027 | -.165|-.051 | -.162| 125
env_t¢ .230| .086| .301| .128 | .113| .024 | .019| .009 | .014 | .203| .161|-.071 .302|-.025|1.000 | .133| .095| .345| .289| .142| .247| .003
98.51] 126 | .377| .188| .021| .056| .032| .022| .103 |-.065| .063 | .234 |-.040| .146|-.075| .133 [1.000{ .379| .096 | .086 | .498 | .448 | .036
q8.51| .106 | .446|-.001|-.003 | .088 | .020}-.033 | .103| .002 | .039| .371| .101}| .159| .027 | .085| .379{1.000| .126 | .125| .399 | .347| .000
env_d .141| 191 | 443} 052 | .084 |-.017| .046 | .060|-.045| .271| .095| .048| .275|-.027 | .345| .096| .126|1.000 | .219| .215| 123} .048
qval | 442 | 158 | .101} .357 | .143|-.012| .054 | .048 |-.028| .244 | .244 |-071] .506 |-.165| .289 | .086 | .125| .219(1.000| .154 | .136) .039
g8.51] .117 | .410| .171] .039| .082| .005| .061 | .097 |-.105| .074 | .402| .055| .237|-.051| .142| .498 .399| .215| .154 (1.000| .395| .037
g8.51) 088 | .293| .170| .040| .106 | .069 |-.006 | .033 |-.066| .050 | .548 | -.040| .126|-.162 | .247 | .448 | 347| .123| .136| .3951.000 | -.035
q11.9{ .117| .116| .133| .045| .001| .119| .741| .057| .121|-.070| .028| .093 | .038| .125| .003 | .036| .000| .048 | .039 | .037-.0351.000
Sig. (1-tailec a8em .| .001| .043| .002| 192 .449| .018 | .186| .114| .016| .009 | .113 | .000| .420| .000| .010| .025| .005| .000| .015| .052| .016
q8.51{ .001 .| .232| .200| .052| .171| .016| .034 | .054| .161| .000 | .019| .000| .003 | .055| .000| .000 | .000 | .002 | .000| .000 | .016
env_a .043{ .232 .| .276| .488| .050| .114| .141| .002| .004 | .101| .044| .017| .002| .000| .000 | .492| .000 | .032| .001| .001| .007
env_r{ .002| .200| .276 .| .129| .280| 498 | .002| .231| .000| .006 | .052| .000| .062 | .009| .348 | .478| .169 | .000| .235} .234 | .206
q11.3| 192 052 498 | .129 .| 263] .212| 143 | .002| .109| .015| .011| .077| .001| .018| .153| .052| .060| .004 | .066 | .025| .491
q11.7) 449 | .171| .050| .280| .263 .| .109| .005| .076 | .164| .418 | .004 | .155| .024 | 331} .277| .357| .379| .414| 464 | .103| .014
q11.8| .018| .016| .114| 498 | .212| .109 .| .108 | .076 | .084| .144| .000| .028| .051| .362| .341| .271| 198 | .162| .130| .455| .000
qi1.1] .186| .034 | .141| .002| .143| .005| .108 .| .007| .068| .148 | .001| .054| .035| .437| .029| .029| .135| .188 | .036 | .269| .145
size | .114| .054| .002| .231| .002| .076| .076| .007 .| .202] .098| .000| .211| .000| .398| .114| .482| .204 | .304 | .026 | .112| .013
a8o | .016| .161| .004| .000| .109| .164 | .084 | .068 | .202 .| .218 | .146| .000| .000 | .000| .123| .238| .000 | .000 | .086 | .177 | .098
98.51| .009| .000| .101| .006 | .015| .418 | .144| .148 | .098| .218 .| .335| .001| .460| .001 | .000| .000 | .040| .000| .000| .000 | .302
q11.1] 113 | .019| .044| .052| .011| .004| .000| .001| .000| .146| .335 .} .326| .000| .095| .233| .031| .180 | .086| .154| .229| .044
a1 .000{ .000| .017| .000| .077 | .155| .028 | .054 | .211| .000| .001 | .326 .| .118} .000| .003| .002| .000| .000| .000| .010| .244
q12.5| 420{ .003| .002{ .062| .001| .024| 051 .035| .000| .000| .460 | .000| .119 .| .321| .084| 309 .311] .001| .174| .001| .010
env_t¢ .000| .055| .000}{ .009| .018 | .331] 362 .437| .398| .000| .001| .095| .000; .321 .} .007| .040| .000| .000 | .004| .000| .477
q8.51] .010| .000| .000| .348 | .153| .277| .341| .029| .114| .123| .000| .233 | .003 | .084 | .007 .| .000| .038| .056| .000| .000| .252
g8.51] .025| .000| 492} 478 .052| 357 .271 .029| .482| .238| .000| .031| .002 .309 .040 .000 .| .010| .011| .000| .000| .497
env_g .005| .000| .000} .169! .060| .379 .198| .135| .204 | .000| .040| .190| .000; .311| .000} .038| .010 .| .000| .000| .011} .191
gval | .000| .002| .032| .000| .004| 414 162 .188| .304 | .000 .000 | .096 | .000| .001| .000| .056| .011| .000 .| .002| .006| .234
g8.51] .015| .000| .001| .235| .066| .464 .130] .036| .026 | .086; .000| .154 | .000| .174 | .004 | .000| .000| .000 | .002 .| .000| .249
q8.51] .052| .000| .001| .234| .025| .103| .455| .269| .112| .177| .000| .229| .010| .001 | .000 | .000 | .000| .011| .006| .000 .| 257
q11.9| 016 | .016| .007| .206| .491| .014| .000| .145 | 013 | .098| .302| .044 | .244 | 010 | 477 | 252 497| 191 | 234} 249} .257 .
N aBem{ 341 | 341| 341| 341| 341 341} 341| 341| 341 341} 341| 341| 341 | 341| 341 | 341} 341 341| 341 341] 341| 341
q8.51] 341| 341| 341| 341| 341| 341| 341| 341| 341| 341| 341| 341| 341| 341| 341| 341| 341| 341 341| 341} 341 341
env_g 341| 341| 341| 341| 341 341| 341| 341} 341 | 341| 341| 341} 341| 341| 341 | 341| 341| 341 341 341 | 341| 341
env_ri 341| 341| 341 341| 341 341| 341 | 341| 341| 341| 341 341 341 341 341 341 | 341| 341 341 | 341| 341 341
q11.3] 341| 341 341 341 | 341| 341| 341 341} 341] 341 341 341| 341| 341 341 341 | 341 341 | 341| 341| 341 341
q11.7) 341| 341| 341| 341 341| 341| 341| 341 341| 341| 341 341| 341| 341| 341 | 341| 341| 341 341} 341| 341| 341
q11.8] 341 341 341 341 341 341| 341 341} 341 341| 341 341 341 | 341| 341 341 | 341| 341| 341 341 341| 341
qi1.1] 341| 341| 341 341 341 341| 341| 341 341 341| 341| 341 341| 341 | 341 | 341] 341 341] 341 341| 341| 341
size | 341 341 341] 341} 341 341 341 341, 341 341 341 341| 341 341| 341| 341 341 341 341 341 341} 341
aso 341 341 341| 341 341, 341 341 341 341 341 341 | 341} 341 341| 341 341| 341| 341 341 341} 341 3441
q8.51] 341| 341 341| 341] 341| 341 341 341| 341| 341 341 341] 341| 341| 341 341 341 341 | 341| 341| 341 | 341
q11.1] 341 341 341| 341| 341| 341 341 341| 341| 341 341| 341] 341| 341| 341 341| 341 341 | 341] 341 | 341 | 341
al 341 341] 341| 341| 341| 341 341] 341| 341| 341 341| 341| 341 341] 341| 341 341| 341| 341] 341 | 341 341
q12.5] 341| 341 341| 341| 341| 341| 341 341 341| 341 341 341| 341| 341] 341 341 341 | 341| 341] 341| 341 | 341
env_it 341 341} 341, 341] 341 341 341] 341 341 341 341 341| 341] 341 | 341| 341 341 341 | 341 341| 341| 34
q8.51] 341| 341| 341| 341 341| 341| 341| 341| 341| 341} 341 341| 341| 341| 341| 341 341 341] 341] 341 341 341
q8.51 341 341 341 341] 341 341 341 341| 341 341} 341 341| 341| 341 | 341| 341, 341, 341 341 341| 341| 341
env_q 341| 341 341| 341| 341| 341| 341 341| 341| 341| 341} 341 341| 341 | 341| 341| 341| 341 ] 341 | 341| 341 341
qval 341} 341 341 341] 341 341} 341} 341 341| 341 341 341| 341| 341 341 341| 341 | 341} 341 341 | 341 | 341
q8.51f 341| 341 341| 341| 341| 341| 341 | 341| 341| 341| 341 341 | 341 | 341| 341| 341| 341| 341] 341 341 | 341| 341
q8.51] 341 341 341 341| 341| 341 341 | 341| 341] 341| 341| 341| 341| 341 341 | 341| 341| 341 ] 341 341| 341] 341
q11.9] 341| 341| 341| 341| 341| 341| 341| 341| 341| 341| 341| 341| 341| 341| 341| 341| 341 | 341] 341} 341| 341| 341
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Variables Entered/Removed

Model

Variables
Entered

Variables
Removed

Method

q11.9, 8.
51.1, env_
reg, q11.3,
q11.7.2,
env_cus,
q11.15,
size, a8o,
gl11.1, at,
q8.51.4,
q12.5,
env_tec,
q8.51.6,
q8.51.5,
env_com,
98.51.3,
gval, g8.
51.2,911.8

Enter

a. All requested variables entered.

b. Dependent Variable: a8emu

Model Summany

Adjusted Std. Error of
Model R R Square | R Square | the Estimate
1 5248 274 227 .54871

a. Predictors: (Constant), q11.9, q8.51.1, env_reg, q11.3,
q11.7.2, env_cus, q11.15, size, a8o, q11.1, a1, q8.51.4,
q12.5, env_tec, 98.51.6, 98.51.5, env_com, g8.51.3,
gval, g8.51.2,q11.8

b. Dependent Variable: a8emu

ANOVAP
Sum of
Model Squares df Mean Square F Sig.
1 Regression 36.304 21 1.729 5.742 .0002
Residual 96.044 319 .301
Total 132.348 340

a. Predictors: (Constant), g11.9, g8.51.1, env_reg, 911.3, q11.7.2, env_cus, q11.15,
size, a8o, q11.1, a1, 98.51.4, g12.5, env_tec, 98.51.6, 98.51.5, env_com, q8.51.3,
gqval, 08.51.2,q11.8

D. Dependent Variable: a8emu
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Coefficients?
Unstandardized Standardized
Coefficients Coefficients Collinearity Statistics
Model B Std. Error Beta t Sig. Tolerance VIF
1 (Constant) 1.687 .305 5.529 .000
q8.51.6 .039 .036 .065 1.096 274 .640 1.563
env_cus .001 .045 .001 .014 .989 675 1.481
env_reg -.019 .050 -.020 -.380 704 .804 1.244
q11.3 -.021 .065 -.016 -.317 751 .886 1.129
q11.7.2 .001 .004 012 247 .805 911 1.097
q11.8 .001 .001 .026 .364 716 453 2.207
q11.15 .001 .003 .020 .387 .699 .884 1.131
size -6.3E-005 .000 -.095 -1.839 .067 .850 1.176
a8o .003 .054 .003 .050 .960 .796 1.256
q8.51.3 -.005 .032 -.009 -.151 .880 .583 1.715
q11.1 -.004 .004 -.066 -1.242 215 .804 1.243
ail .193 .050 .228 3.878 .000 .659 1.519
q12.5 .023 .018 .072 1.311 .191 746 1.341
env_tec .068 .047 .080 1.433 153 739 1.354
g8.51.5 .025 .029 .053 .870 .385 .604 1.655
q8.51.1 .005 .034 .009 152 .879 .659 1.518
env_com -.027 .058 -.028 -.466 .641 649 1.540
gval 220 .043 313 5112 .000 .607 1.647
q8.51.2 -.026 037 -.044 -.708 479 .591 1.691
g8.51.4 -.008 .033 -.017 -.253 .801 .532 1.879
q11.9 .001 .001 077 1.089 277 454 2.203

a. Dependent Variable: aBemu

256




> MARKETING

: :ASTQN @ GROUP

Collinearity Diagnostics

nditi Variance Proportions
Mc Diméenvalndexnsta.51jv_cov rg11.31.7511.611.1|size|a80B.51411.1a1 j12.4v_t8.518.51v_caqval3.518.51411.9

17 1 |8161000].00].00|.00].00].00].00].00].00].00}.00{.00|.00{.00{.00|.00{.00|.00|.00|.00|.00}.00/.00
009(202|.00|.00|.00|.00|.02|.04|.00|.02|.60|.00|.00{.00{.00{.00|.00/.00|.00{.00}.00|.00|.00}.00
7341928 .00{.00/.00/.00|.03|.76|.00|.03|.08|.00(.00{.00{.00|.00|.00|.00|.00{.00|.00|.00}.00/.00
5701592 .00/.00|.00{.00|.81|.04|.00|.04|.08/.00{.00{.00(.00(.00{.00{.00}.00|.00{.00(.00|.00|.00
5171870 .00|.00|.00/.00|.03|.08|.00|.83|.06|.00/.00|.00{.00|.00|.00|.00(.00{.00|.00|.00|.00|.00
3101578/ .00/.00/.00{.00|.00|.03|.04|.00|.09|.00|.01|.17|.00{.02|.00|.01|.00|.00|.00.00{.01|.10
25613421 .00|.00].001.00|.03|.00.02|.02|.01{.00(.00|.49{.00{.02(.00|.00|.00|.00/.00|.00|.00}.11
1621503 .00|.00|.00|.01/.00/.00|.01|.00|.01}{.01|.04|.11|.00|.18{.00/.05|.01/.00/.00|.01/.05}.01
9 1136(451|.00/.01/.01|.01/.01|.00/.00|.00{.01{.02|.02|.11|.00|.48|.00/.03|.01|.00/.01}.00|.00.00
10 10971519|.00|.01/.00/.00{.01|.00{.00{.00|.00{.00(.33|.00|.00(.00.00|.31/.00.00|.00/.01.03|.00
11 1061,135|.00|.09|.05|.01|.00{.01|.01|.01].00{.00|.00|.01{.01|.06|.02|.04|.22|.00|.01|.02|.24].01
12 10501899/ .00|.01|.05|.00/.00|.01|.59|.00|.00{.01|.00|.03|.02|.00|.00|.02|.07|.01|.01|.01|.01}.51
13 |047!485|.00|.07|.04|.16|.00|.00|.08|.02|.00{.03|.09|.03|.00(.01]|.01|.29|.07|.03|.02|.01}.05|.07
14 1043|345|.00|.02|.08|.05(.00{.00|.00{.00}|.02{.00(.19|.00|.00(.00|.00|.00|.10|.01}.01}.33.29|.00
15 1038|716/.00|.26/.00/.06/.00(.00|.12|.00|.00|.24|.03|.02|.01|.01|.00/.03|.27|.00|.02|.01|.04 .04
16 |0331204.00(.00{.09(.02|.00/.00|.00|.01|.00|.22|.15|.01|.02|.01|.03|.16|.02|.00|.02|.41|.16|.01
17 1032,726.00/.21/.07|.12|.01/.00|.05|.00|.01|.05|.05|.00|.23|.02|.06|.00|.01]|.00|.06|.07|.03|.07
18 1029.849|.00|.24|.04|.33|.00/.00/.03|.00|.02|.28|.04|.00/.03|.00/.00(.02|.17{.01|.01|.10|.00/.03
19 10221367|.00|.03|.14|.01/.00/.00/.00/.00/.00{.00{.01{.01{.13{.03|.83|.00|.01|.00|.02}.01}.07 .01
20 |0171700].00|.01|.00|.08|.01|.01|.00{.00{.00|.00|.02|.00|.54|.01|.00/.00|.00.00/.78|.02|.00/.00
21 (0151904 .00|.05|.37|.02|.00/.01|.00,.01,.00/.08|.01|.00/.01|.01}{.02}.04,.00/.90|.00{.00/.00,.00
22 1008.934|.99/.00/.06|.13|.01/.00|.04|.01,.00|.05|.01|.00{.00.13|.01|.00|.04|.04|.03|.00{.01}.01

o ~N OO WwWN

Pependent Variable: a8emu

Residuals Statistics®

Minimum | Maximum Mean Std. Deviation N
Predicted Value 2.7531 4.6455 3.7728 .32676 341
Residual -1.80130 1.38896 .00000 53149 341
Std. Predicted Value -3.121 2.671 .000 1.000 341
Std. Residual -3.283 2.531 .000 969 341

a. Dependent Variable: a8emu
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Histogram

Dependent Variable: a8emu
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Mean = -3.35E-16
Std. Dev. = 0.969
N = 341
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Normal P-P Plot of Regression Standardized Residual

Dependent Variable: aBemu
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0.0 T | T T
0.0 0.2 0.4 06 0.8 1.0

Observed Cum Prob

259



Regression Standardized Residual

Scatterplot

Dependent Variable: a8emu
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Regression Standardized Residual
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Dependent Variable: aBemu
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Descriptive Statistics

Mean Std. Deviation

a8i 3.5599 49146

g8.51.1 3.8767 1.07367 341
g8.51.2 3.8643 1.05287 341
g8.51.3 3.2954 1.21155 341
g8.51.4 3.4855 1.22105 341
g8.51.5 3.5574 1.33054 341
g8.51.6 4.0544 1.03898 341
env_tec 3.7853 73343 341
env_cus 3.7357 .80391 341
env_com 3.7411 .63354 341
env_reg 3.1664 .67011 341
q11.1 14.7560 9.33262 341
q11.3 .3783 48568 341
q11.7.2 4.2545 7.32861 341
q11.8 75.3188 30.41172 341
ql1.9 64.6942 35.34822 341
q11.15 8.4188 9.86722 341
size 275.0036 943.62880 341
a8o 2.8103 .62056 341
al 3.6782 .73830 341
q12.5 4.3985 1.93463 341
gval 4.5292 .88883 341
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Correlations

a8 §8.51.138.51.218.51.308.51.458.51.598.51.63nv_teqnv_cusv_corenv_redq1i.11qi1.3 §11.7.2q11.8 |q11.9 k11.15! size | a8o | al {q125]| qval

Pearson Cotadi  |1.000| .159| .224| .177] .099] .197| .262 | .322| .136| .223]| .208{-.096|-052]-.031| .054| .112-.033|-.031}| 211} 318-007 | .431
q8.51] .159 [1.000| 393 | .371| .347| 379 .446| .095|-.001| .126{-.003| .101| .088 | .020|-033| .000 | .103| .002 039} .159| 027} .125
q8.51] 224 | 3991.000| .402| .395| .498| .410| .142| .171| 215| .039| .055| .082| .005| .061| .037 | .097|-.105| .074| .237 -051| .154
q8.51] 177] 371 .40211.000{ 548| 234| 284| .161| .069| .095| .137 | .023| .117 |-011| .058| .028 | .057 | -.070 | .042| .173-.005| .244
q8.51] 099| 347| .395| .548 |{1.000| .448| 293 | .247| .170| .123| .040 |-.040} .106 | .069 |-.006 | -.035| .033 |-.066 | .050| .126 |-.162 .136
q8.51] 197| 379| .498| .234| 448 |1.000| .377| .133| .188| .096 | .021|-040| .056| .032| .022| .036] .103|-065| .063 | .146 -075 .086
q8.51] 262| 446| 410 284| .293| 377 {1.000] .086| .040| .191| .046| .113| .088| .052| .116| .116| .098 | .087 | -.054 .198 149 .158
env ¢ 322| 095| .142| 161 .247| .133| .086{1.000| .301| .345| .128 {-071| .113| .024| .019| .003| .009 | .014 | .203 3021 -.025| .289
env._d 136]-001| .171| .069| .170| .188| .040| .301{1.000| .443| .032{-.093 | .000 | .089| .066| .133|-.058|-.157| .142| .1 15(-.156} .101
env_d 223| 1261 215} 095 .123| .096| .191| .345] 443 {1.000| .052| .048| .084 |-017| .046 | .048| .060|-045 .271 275 -.027§ 218
env_r{ 208 |-003| .039| .137| .040| 021 046 | .128| .032| .0521.000|-.088 | .061|-.032| .000 | .045| .160}-040} .220; .216 -.083 | .357
q11.1]-.096 | .101| .055| .023|-.040|-040! 113 |-071|-093| .048|-.088 [1.000 | .124| .144| 206 | .093| .167| .184}-057 | 025 278 |-.071
q11.3|-.052| 088| .082| .117| .106| .056| .088| .113| .000 | .084 | .061| .124 [1.000| .034| .043 | .001| .058| .155}-067 .077 | 175} .143
q11.7{-031] 020| .005|-011| .069| .032| 052] .024| .089|-.017|-.032| .144| .034{1.000 .067 | .119| .141| .078-.053 |-055| .107 | -.012
q11.8] .054|-033| .061| .058|-.006| .022| .116| .019| .066| .046 | .000| .206 | .043| .067 {1.000 | .711| .067 | 078 {-075| .104 089 .054
q11.9] 112! 000} 037 028}-035| .036| .116| .003| .133| .048| .045| .083| .001| .119| .711(1.000| .057| .121}-070| .038) .125| .039
q11.14-033| 103| .097| .057| .033| .103| 099 | .009 |-058 .060| .160| .167 | .058 | .141| .067 | .057 {1.000| .133| .081} .087 | .098 | .048
size |-031| .002|-.105|-070|-.0661-065| .087| .014|-157 |-.045|-.040| .184| .155] .078| .078| .121| .133/1.000|-.045| .044 | 229 -028
a8o 211| 039| .074| .042| 050| 063 |-054| 203 | .142| .271| .220|-057 | -067 | -.053|-.075|-.070 | .081|-.045]1.000 | 221 |-212| .244
al 318 | 159 | 237| 173 .126| .146| .198| .302| .115| .275| 216 .025| .077|-.055| .104| .038| .087 | .044 | .221(1.000 | -.064 | .506
q12.5|-.007 | .027 | -051|-.005|-162|-075| .149|-025-.156 | -.027 | -083 | 278 | .175| .107| .089| .125| .098 | .229|-.212|-.064 | 1.000 | -.165
qual | 431] 125] .154| .244| 136 .086| .158 | .289| .101| .219| .357|-.071| .143|-012| .054 | .039| .048 | -.028 | .244| .506 | -.165 |1.000

Sig. (1-tailec a8i 1 002] .000] .001| .034| .000| .000| .000| .006| .000| .000| .039| .168 | .284| .160| .020 | .269 | .286| .000| .000 | .447 ) .000
q8.51] .002 .| .000| .000| .000| .000| .000| .040| .492| .010| .478| .031| .052| 357 | .271| .497| .029| .482| .238| .002| .308| .011
q8.51{ .000| .000 .| .000| .000| .000| .000|{ .004| .001| .000| .235| .154 | .066 | .464 | .130| .248| .036| .026| .086 | .000| .174| .002
q8.51{ .001| .000| .000 .| .000| .000| .000| .001| .101| .040| .006 | .335| .015| .418| .144| 302 | .148| .098| .218 | .001| .460| .000
q8.51] .034} .000{ .000{ .000 .| .000| .000| .000| .001| .011| .234| 229| .025| .103| .455| .257| .269| .112| .177 | .010| .001| .006
q8.51] .000{ .000| .000| .000 | .000 .| .000| .007| .000| .038| .348| .233| .153| .277 | .341| .252| .029| .114| .123| .003| .084| .056
q8.51] .000 | .000| .000| .000| .000| .000 .| .055| 232| .000| .200| .019| .052| .171| .016| .016| .034| .054| .161| .000| .003 | .002
env_t¢ .000| .040| .004| .001| .000| .007 | .055 .| 000} 000} 009} 095} .018| 331} .362| .477| .437| .388| .000| .000| .321| .000
env_g .006| .492| .001| .10t} .001| .000| .232} .000 .| 000 276 .044| 498 .050| .114| .007 | .141| .002| .004{ .017 | .002| .032
env_¢ .000] .010| .000| .040} .011| .038| .000| .000| .000 .| 169 .190| .060| 379 .198| .191| .135] .204| .000| .000| .311| .000
env_r{ .000| .478| .235| .006| .234| .348| .200| .009| .276| .169 .| .052| .128| .280| .498| .206 | .002| .231| .000| .000{ .062 | .000
q11.1| .039| .031| .154| .335| .229| .233| .019| .095| .044| .180| .052 .| .011| .004| .000| .044 | .001| .000| .146| .326| .000| .096
q11.3| .168| .052 | .066]| .015| .025| .153| .052| .018| 498} .060; .123| .011 i 263 .212] 491| .143| 002} 109} .077| .001]| .004
q11.7} 284 | .357| 464 .418| .103| .277| 171 .331| .050| .379} .280| .004 | .263 .1 109} .014| 005 076 .164| .155| .024| .414
q11.8| .160| .271| .130| .144| 455| 341 .016| 362 | .114| .198| 498} .000| .212| .109 .| .000| .108{ .076| .084| .028| .051| .162
q11.9| .020| 497 243 302 .257| .252| .016| .477 | .007 | .191| 206 .044 491} .014; .000 .| .145] 013 | .098 | .244} 010} .234
q1t.1y 269| 029 .036| .148| 269! .029| 034 .437| .141| .135| .002| .001: .143 | .005| .108 | .145 .| .007| .068) .054} .035} .188
size | 286| .482| .026| .098| .112| .114| .054 | .398| .002 | .204| .231| .000| .002| .076 | .076| .013| .007 .| 202¢ 211 .000} .304
a8o 000{ 238| .086| .218| .177| .123| .161| .000| .004| .000| .000 | .146| .109| .164 | .084| .098| .068 | .202 .{ .000| .000} .000
al 000} .002{ .000] .001] .010 .003| .000| .000| .017| .000| .000| .326| .077 | .155| .028| 244 | .054| 211} .000 .| .119] .000
q12.5} 447 309| .174| 460| .001] .084| .003| .321}{ .002| .311| .062| .000| .001| .024} .051; .010| .035| .000| .000; .118 .| .001
qval | .000] .011] .002| .000| .006 | .056| .002| .000| .032| .000| .000| .096| .004 | .414| .162| .234| .188| .304| .000 | .000| .001 .

N a8i 341| 341 341| 341 341| 341| 341| 341| 341| 341 341| 341| 341| 341) 341 341| 341| 341| 341| 341} 341} 341

q8.51] 341 341| 341 341 341| 341| 341 341 341| 341 341 341] 341| 341 341 341 341 341| 341| 341] 341| 341
98.51] 341| 341| 341| 341| 341| 341| 341| 341| 341 341] 341) 341| 341 341 341| 341| 341 341| 341| 341 341| 341
98.51] 341| 341| 341| 341| 341 341| 341] 341| 341| 341| 341| 341| 341| 341| 341 341| 341 341| 341| 341 341| 341
q8.51] 341! 341| 341| 341] 341| 341 341| 341| 341 | 341| 341 341| 341| 341| 341 341| 341 341| 341| 341| 341 341
q8.51] 341| 341] 341 341] 341 341| 341| 341| 341 341| 341| 341| 341| 341 341| 341| 341} 341| 341 | 341 341| 341
q8.51] 341| 341| 341 341| 341 341| 341 341| 341 341| 341| 341| 341| 341| 341| 341| 341| 341| 341| 341 341] 341
env_td 341| 341] 341 341| 341] 341 341 341 341| 341 341 341] 341| 341| 341 341 341| 341} 341 341| 341} 341
env_G 341| 341| 341 341 341 341 341 341| 341| 341 341 341! 341| 341| 341 341| 341 341} 341; 341| 341| 341
env_g 341| 341 341 341] 341| 341 341 341] 341| 341| 341 341| 341| 341} 341| 341| 341, 341| 341 341| 341| 341
env_r{ 341] 341| 3411 3411 341 341| 341| 341] 341 341| 341| 341| 341 341 341| 341 341| 341 341, 341} 341 341
qi1.1] 341 3411 341| 341 341] 341 341| 341 341 341| 341 341] 341 341 341 341| 341 341 341; 341, 341] 341
q11.3}1 341 3471] 341 341| 341, 341 341| 341| 341! 341} 341 341! 341] 341| 341 341| 341 341} 341 341| 341 341
q11.7] 341| 341| 341| 341| 341 341} 341 341 341| 341} 341] 341| 341| 341| 341| 341] 341] 341| 341] 341| 341] 341
qlt.8| 341 341| 341 341 341| 341 341 341 341| 341| 341 341| 341 341] 341| 341 341| 341 341| 341} 341| 341
q11.8| 341] 341 341 341] 341 341] 341] 341 341| 341| 341 341| 341} 341 341 341 341| 341 341 341; 341| 341
q11.1y 341 341 341 341 341| 341 341| 341] 341| 341 341 341| 341} 341| 341| 341| 341 341| 341 341 341| 341
size 341} 3411 341] 341] 341 341 341 341 341 341| 341! 341} 341] 341| 341] 341| 341 341 341] 341 341 | 341
a8o 3411 341] 341] 341] 341| 341| 341| 341] 341| 341| 341 341 341 341| 341| 341| 341 341 341| 341 341| 341
al 341, 341 341] 341| 341 341 341 341| 341 341 341 341 341| 341 341| 341} 341 341| 341| 341| 341 341
q12.5] 341| 341| 341] 341| 341| 341 341| 341| 341| 341 341] 341| 341 | 341| 341| 341] 341] 341| 341| 341| 341] 341
qval 341| 341] 341| 341| 341| 341| 341| 341| 341| 341 341 341| 341| 341| 341| 341 341| 341 | 341| 341| 341| 341
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Variables Entered/Removed

Variables Variables
Model Entered Removed Method

qval, q11.
7.2, size,
q8.51.5,
q11.8, q11.
3,q11.15,
env_com,
q8.51.3, i
q11.1, a8o, i
env_reg, . | Enter
q12.5,
env_tec,
g8.51.1,
env_cus,
al, g8.51.
6,q8.51.2,
q8.51,4,
q11.9

B

a. All requested variables entered.

b. Dependent Variable: a8i

Model Summany

Adjusted Std. Error of
Model R R Square | R Square | the Estimate

1 .5808 337 293 41328

a. Predictors: (Constant), qval, q11.7.2, size, q8.51.5,
q11.8,q11.3, q11.15, env_com, 98.51.3, q11.1, a8o,
env_reg, q12.5, env_tec, 98.51.1, env_cus, a1, 98.51.6,
8.51.2,q8.51.4,q11.9

b. Dependent Variable: a8i

ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 27.636 21 1.316 7.705 .0002
Residual 54.485 319 A71
Total 82.121 340

a. Predictors: (Constant), qval, q11.7.2, size, 98.51.5, q11.8, q11.3, q11.15, env_com,
q8.51.3, q11.1, a8o, env_reg, q12.5, env_tec, g8.51.1, env_cus, a1, 98.51.6, 48.51.
2,q08.51.4,q11.9

b. Dependent Variable: a8i
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Coefficients®
Unstandardized Standardized
Coefficients Coefficients Collinearity Statistics
Model B Std. Error Beta t Sig. Tolerance VIF [
1 (Constant) 1.399 .230 6.087 .000 ;@
q8.51.1 .003 .026 .006 110 913 .659 1.518 é
q8.51.2 .032 .028 .069 1.168 244 .591 1.691 g
98.51.3 .015 .024 .037 621 .535 .583 1.715 ié
q8.51.4 -.042 .025 -.105 -1.683 .093 .532 1.879
q8.51.5 .036 .022 .096 1.640 .102 .604 1.655
q8.51.6 .070 .027 148 2.601 .010 .640 1.563
env_tec 127 .036 190 3.573 .000 739 1.354 f
env_cus -.010 .034 -.016 -.295 .768 .675 1.481 §
env_com .028 .044 .036 .633 .527 .649 1.540
env_reg .039 .037 .053 1.043 .298 .804 1.244
ql1.1 -.003 .003 -.066 -1.294 .196 .804 1.243
q11.3 -.138 .049 -.137 -2.818 .005 .886 1.129
q11.7.2 -.001 .003 -.017 -.349 127 911 1.097
q11.8 -.001 .001 -.052 -.765 445 453 2.207
q11.9 .002 .001 114 1.685 .093 454 2.203
q11.15 -.005 .002 -.092 -1.890 .060 .884 1.131
size -4.4E-006 .000 -.009 -172 .864 .850 1.176
a8o .069 .040 .087 1.697 .091 .796 1.256
al .027 .037 .041 731 465 .659 1.519
q12.5 .022 .013 .088 1.668 .096 746 1.341
gval 167 .032 .303 5.170 .000 .607 1.647

a. Dependent Variable: a8i
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Collinearity Diaghostics

nditi Variance Proportions

Mo DimeenvalndexonstaB.51.8.51.8.51.8.51.8.51.8.51.nv_tav_clv_caw_reg11.7911.311.7.511.811.6911.1isize|a8o| a1 p12.8qval
1 1 18161.000| .00|.00{.00|.00|.00|.00|.00}|.00|.00|.00|.00|.00|.00|.00|.00|.00|.00|.00|.00|.00|.00{.00
.009.202| .00| .00} .00|.00|.00|.00|.00|.00].00{.00|.00|.00|.02]|.04|.00|.00|.02|.60(.00|.00{.00| .00
.7341.928| .00| .00| .00|.00|.00|.00|.00|.00}.00|.00{.00|.00|.03|.76|.00|.00|.03|.08(.00|.00{.00|.00
.570}.592| .00| .00} .00} .00|.00| .00|.00|.00|.00|.00|.00|.00|.81|.04} .00|.00}.04|.08|.00|.00|.00}.00
.5171.870| .00| .00| .00} .00} .00} .00| .00|.00| .00|.00;.00|.00|.03|.08|.00|.00|.83}.06|.00|.00|.00| .00
.310|.578| .00| .00{.00{.01}.01;.01|.00|.00|.00|.00|.00|.17|.00|.03|.04|.10|.00;.09|.00|.00|.02| .00
.256.342) .00| .00| .00 .00} .00} .00|.00|.00|.00}|.00| .00} .49|.03|.00|.02}.11}.02{.01|.00}.00|.02| .00
1621503 .00 .01| .01} .04} .05] .05| .00} .00|.00}|.00| .01} .11|.00.00;.01|.01|.00|.01|.01|.00|.18| .00
9 |136(451| .00/ .01|.00|.02|.00{.03|.01|.00|.01.00(.01}.11|.01|.00|.00|.00|.00}.01}.02|.00| .48 .01
10 1.097519; .00} .00|.01|.33|.03|.31|.01|.00|.00|.00|.00|.00|.01|.00|.00|.00].00|.00|.00}.00]|.00}.00
11 1061[.135] .00 .22|.02| .00| .24| .04|.09|.02|.05| .00/ .01|.01}.00|.01|.01|.01|.01|.00|.00{.01|.06].01
12 1050899 .00 .07|.01|.00|.01|.02|.01|.00{.05|.01|.00|.03|.00|.01|.59].51|.00|.00|.01|.02|.00] .01
13 1.047485| .00 .07|.01| .09|.05|.29|.07|.01|.04|.03|.16|.03|.00|.00|.08|.07|.02|.00|.03|.00|.01|.02
14 1.0431345| .00| .10} .33|.19|.29|.00| .02|.00| .08| .01|.05|.00|.00|.00| .00| .00|.00|.02|.00|.00|.00| .01
15 1.038|.716| .00| .27|.01| .03|.04|.03|.26|.00|.00|.00|.06|.02|.00|.00|.12|.04|.00|.00| .24|.01|.01|.02
16 1.0331.204| .00|.02| .41|.15| .16|.16|.00|.03|.09|.00|.02|.01| .00} .00|.00|.01|.01|.00|.22|.02|.01] .02
17 ].032}.726| .00| .01}.07|.05|.03|.00|.21|.06|.07|.00|.12|.00{ .01|.00| .05|.07|.00|.01|.05|.23|.02| .06
18 1.029!.849|.00|.17|.10|.04|.00| .02|.24|.00|.04|.01|.33|.00|.00|.00| .03|.03|.00}.02| .28 .03|.00}.01
19 1.022).367| .00| .01|.01|.01|.07|.00|.03|.83|.14|.00|.01|.01|.00|.00|.00|.01|.00{.00|.00|.13|.03].02
20 |.017|.700| .00|.00|.02|.02| .00 .00|.01|.00| .00} .00|.08|.00{.01|.01|.00|.00|.00|.00|.00|.54|.01}.78
21 |.015.904| .00|.00|.00|.01|.00}|.04|.05|.02|.37{.90|.02|.00|.00|.01|.00|.00|.01}|.00|.08].01|.01}.00
22 |.008)934| .99|.04|.00|.01|.01].00|.00|.01|.06|.04|.13|.00|.01|.00|.04|.01|.01.00|.05|.00|.13}.03

W N O ;A WON

aDependent Variable: a8i

Residuals Statistics®

Minimum | Maximum Mean Std. Deviation N
Predicted Value 2.6013 4.3596 3.5599 .28510 341
Residual -1.55039 1.21773 .00000 .40031 341
Std. Predicted Value -3.362 2.805 .000 1.000 341
Std. Residual -3.751 2.947 .000 .969 341

a. Dependent Variable: a8i
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Frequency

Histogram

Dependent Variable: a8i
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Mean = -8.22E-15
Std. Dev. = 0.969
N = 341
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~ AsTON @ Group

Normal P-P Plot of Regression Standardized Residual

Dependent Variable: a8i

Expected Cum Prob
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Scatterplot

Dependent Variable: a8i
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Descriptive Statistics

Mean Std. Deviation N
a8c 3.7364 48209 341
q8.51.1 3.8767 1.07367 341
q8.51.2 3.8643 1.05287 341
q8.51.3 3.2954 1.21155 341
g8.51.4 3.4855 1.22105 341
q8.51.5 3.5574 1.33054 341
q8.51.6 4.0544 1.03898 341
env_tec 3.7853 73343 341
env_cus 3.7357 .80391 341
env_com 3.7411 .63354 341
env_reg 3.1664 67011 341
q11.1 14.7560 9.33262 341
q11.3 .3783 48568 341
q11.7.2 4.2545 7.32861 341
q11.8 75.3188 30.41172 341
q11.9 64.6942 35.34822 341
q11.15 8.4188 9.86722 341
size 275.0036 943.62880 341
a8o 2.8103 .62056 341
al 3.6782 .73830 341
q12.5 4.3985 1.93463 341
qval 4.5292 .88883 341
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Correlations

a8c_108.51.138.51.28.51.338.51.498.51.5n8.61.65nv_techpnv_cusnv _condnv reg qi1.1 1q11.3 R11.7.21q11.8 [q11.9 |q11.15] size | a8o al 1q12.5 1 qval
Pearson Coma8c  [1.000] .214| .264| .185| .167| .182| .296| .313| .199| .320| .172| -033| -007 | .039| .101| .177]| -028| -062| .212| .365| -.025] .466
q8.51.| 214 {1.000| .399| 371| .347| 379| .446| .095| -001| .126 -003 | .101| .088| .020} -033 | .000| .103| .002| .039| .159| .027 |*:.125
q8.51] 264 | .399|1000| 402 | 395| .498| .410| .142| 171} 215 .039| .055| .082 | .005} .061| .037| .097| -105| 074} 237 -051| .154
q8.51f 185 371} 402 [1000| .548| .234| 284 | .161| .069( .095| .137| .023| .117| -011{ .058| .028| .057| -070| .042| .173| -005| .244
q8.514 167 | .347 | .395| .548|1.000| .448{ 293 | .247! .170| .123| .040| -040| .106| .069| -006 | -035| .033 | -.066| .050| .126| -162| .136
q8.51{ 182 379 498 .234| .448|1000{ 377| .133| .188| .086| .021| -.040| .056| .032| .022| .036| .103} -065| .063| .146| -075| .086
q8.51( 296 .446| .410| 284 293 | .377{1.000| .086| .040| .191| .046| .113| .088] .052| .116| .116| .099| .087| -054| .198| .149| .158
env_tg 313| .095| .142} .161| 247 133} .086|1.000} .301| .345| .128| -071| .113! .024| .019| .003| .009| .014| .203} 302 -025| .289
env_cy 199 | -001| .171) .069| .170| .188{ .040| .301|1.000 | .443| .032{ -.093| .000| .089| .066 .133| -058| -.157 | .142| .115| -156| .101
env_c§ 320 .126| 215} .095{ 123} .096; .191| .345] .4431.000| .052; .048{ .084| -017| .046| .048) 060 -045| 271 .275| -027{ .219
env_rg 172 -003| .039| .137} .040| .021} .046} .128} .032| .052{1.000| -088{ .061| -032! .000{ .045; .160| -040| 220| .216| -083} .357
qi11.1{-033| .101| .055{ .023| -040| -040{ .113| -071| -093 | .048} -.088 | 1.000| .124| 144} 206| .093| .167| .184) -057 | .025| .278} -.071
q11.31-007| 088 .082} 117} .106| .056, .088| .113| .000} .084} .061| .124|1.000| .034| .043| .001| .058}{ .155} -067 | .077{ .175} .143
qi1.7} .039| 020 .005{ -011| .069} .032| .052|{ .024| .089| -.017| -032| .144| .034{1.000| .067; .119| .141{ .078} -.053 | -.055} .107 | -012
q11.81 .101| -033| 061} .058| -006; .022| .116| .019| .066| .046| .000| .206| .043| .067|1.000; .711| .067| .078| -.075] .104| .083 | .054
qi1.9{ 177| 000| .037| .028| -035| .036| .116| .003| .133| .048| .045! .093| .001| .119} .711}1.000{ .057| .121| -070} 038} .125| .039
q11.1§ -028| 103 | .097 | .057; 033} 103 | .099} .009 | -058 | .060| .160, .167| .058| .141 .067| .057{1.000| .133| .081 | .087 & .098; .048
size -062| .002| -105] -070| -066 -.065| .087{ .014| -157 | -.045| - 040} .184} .155| .078{ .078| .121| .133|1.000| -.045| .044 | .229| -.028
ago 2121 039 .074| 042 050 .063| -054| 203 .142| 271 | .220} -057} -067 | -.053 | -075| -070| .081} -045{1.000| .22%1| -.212| .244
al 365| 189 237 173 | 126 .146| .198| 302 | .115| .275| .216| .025; .077 | -055| .104| .038| .087 | .044; .221|1.000| -064| .506
q12.5] ..025| .027| -051| -005| -162 | -.075| .149| -.025| -.156 | -.027 | -083 | .278| .175| .107 | .089{ .125| .098| .229| -212 | -064 | 1.000 | -.165
qval 466 | 125 154 | 244 | 136 .086| .158| .289| .101| .219| .357| -071| .143| -012| .054| .039| .048| -028| .244| .506 | -.165 | 1.000
Sig. (1-tailed) a8c .} 000} .000| .0O0| .0O1| .000| .000| .000{ .000| .000| .001| .273| .447| .238| .031{ .001} .304( .126| .000| .000| .325| .000
q8.51.{ .000 .{ .000| .000| .000| .000| .000| .040j .492| .010| .478( .031| .052) .357 | .271| .497| .029| .482| .238| .002| .309| .011
q8.51.} .000{ .000 .| 000} .000| .000| .000( .004: .001| .000f{ .235| .154| 066 464} .130| .249| .036| .026 | .086{ .000| .174 | .002
q8.51{ .000| .000| .000 .| .000| .000} .000| .001} .101| .040| .006 | .335| .015{ .418] .144| .302| .148{ .098} .218| .001; .460| .000
q8.51.4 .001{ .000| .000| .000 .| 000} .000| .000| .001| .011| .234| 229} .025| .103| .455| .257| .269|{ .112| .177| .010{ .001|{ .006
g8.514 .000| .000| .000| .000| .000 .] 000 .007| .000| .038| .348| .233| .153| 277| .341| 252 .029| .114| .123| .003| .084| .056
q8.514 000| .000| .000| .000{ .000| .000 .} .085| 2321 .000| .200} .019} .052| .171| .016} .016| .034| .054| .161| .000| .003| .002
env_tg 000 | .040| .004] .001{ .000| .007}{ .055 .| 000| .000| .009| .095; .018| .331| .362{ 477} .437 | .398| .000| .000( .321} .000
env_cy 000| 492! .001; .101} .001; .000} .232{ .000 .{ .000| 276} 044} .498| .050| .114} .007| .141| .002| .004| .017| .002} .032
env_cq 000| .010, .000; .040{ .011! .038 .000| .000| .000 .| 168} 190} .080| .379| .198} .181{ .135| .204| .000| .000| .311{ .000
env_rg 001 478| .235] .006| .234| .348| 200{ .009| .276{ .169 .{ 052 129| .280| 498} .206| .002| .231| .000| .000| .062; .000
q11.1] 273| .031| .154| .335| 229| .233| .019{ .095| .044| .190| .052 .{ .011| .004 .000; .044{ 001| .000| .146| .326| .000| .096
q11.3] 4471 052 .066{ .015| .025] .153| .052| .018| .498| 060 .128{ .011 .| .263| .212{ 491} .143| .002| .109| .077| .001| .004
q11.7.] 238| .357| .464| .418| .103| 277 .171| .331| .050| .379| .280| .004| .263 .1 .108| 014} 005! .076| .164| .155| 024 414
q11.8{ .031| .271| .130{ 144 .455) 341 .016] .362| .114| .198| .498| .000| .212| .108 .| 000} .108| 076 .084! .028| .051| .162
q11.9] .001| 497 | .249| 302| 257] .252| .016| .477| .007| .191| .206| .044| .491| .014| .000 145 013 098 | .244| 010 .234
q11.14 304 .029{ .036| .148| 269 | .029| .034| 437| 141} 135] 002| .001| .143| .005| .108| .145 .| .007| .068| .054| .035| .188
size 126 482, 026 098 .112| 114 054| .398| 002 .204} 231| .000{ .002| .076| .076 | .013| .007 .| 2021 291 | .000| .304
ago .000| 238{ .086| .218§ .177| 123} 161 .000| .004} 000{ .000 .146] .109| .164| .084| .098| .068| .202 .| .000| .000| .000
al .000| .002| .000; .001; 010} .003{ .000; .000| .017; .000| .000} .326{ .077| .155| .028 | .244| 054 | .211| .000 .y 119 .000
Q125 325, 309| .174} 460} .001| .084| .003} .321| .002| .311| .062} .000| .001| .024| .051| .010| .036| .000| .000| .119 .| .001
qval .000| 011 .002; .000| 006| .056| .002; .000| .032| .000| .000| .096| .004| .414| .162| .234| .188| .304| .000| .000! .001 .
N asc 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341
q8.51.} 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341
q8.51.; 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341
q8.51.¢ 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341
q8.51.4 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341
q8.51.4 341| 341| 341| 341 341| 341| 341| 341| 341| 341| 341| 341| 341| 341| 341| 341| 341| 341 341| 341| 341 341
G8.51.4 341} 341| 341 341| 341 341| 341| 341| 341 341| 341| 341| 341] 341 341| 341| 341| 341| 341| 341| 341 341
env_lq 341 341 341] 341| 341| 341 341| 341| 341| 341| 341| 341| 341| 341| 341| 341| 341| 341 341| 341| 341| 341
env_cy 341 | 341 341] 341| 341| 341 341 341 341| 341| 341| 341} 341 341 341| 341| 341| 341| 341| 341| 341| 341
env_c¢ 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341
env_rg 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341
q11.1 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341
q11.3| 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341
q11.74 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341
q11.8§ 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341
q11.9} 341 341 341 341 341 341 341 341 341 341 341 341 341 341 34 341 341 341 341 341 341 341
q11.14 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 34 341
size 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341
ao 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 34
al 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341
qi25] 341 341 341 341 341 341 341 341 341 341 341 341 341 341 34 341 34 341 341 341 341 341
qval 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341 341
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Variables Entered/Removed

Variables Variables
Model Entered Removed Method

gval, q11.
7.2, size,
g8.51.5,
q11.8, g11.
3,q11.15,
env_com,
98.51.3,
q11.1, a8o,
env_reg, . | Enter
q12.5,
env_tec,
g8.51.1,
env_cus,
al, q8.51.
6,q8.51.2,
q8.51,4,
q11.9

a. All requested variables entered.

b. Dependent Variable: a8c

Model Summany

Adjusted Std. Error of
Model R R Square | R Square | the Estimate

1 6208 .384 344 .39060

a. Predictors: (Constant), qval, q11.7.2, size, g8.51.5,
q11.8,q11.3, q11.15, env_com, 98.51.3, q11.1, a8o,
env_reg, q12.5, env_tec, g8.51.1, env_cus, a1, q8.51.6,
98.51.2,98.51.4,q11.9

b. Dependent Variable: a8c

ANOVAP
Sum of
Model Squares df Mean Square F Sig.
1 Regression 30.351 21 1.445 9.473 .0002
Residual 48.670 319 153
Total 79.021 340

a. Predictors: (Constant), qval, q11.7.2, size, q8.51.5, q11.8, q11.3, q11.15, env_com,
g8.51.3, q11.1, a8o, env_reg, q12.5, env_tec, g8.51.1, env_cus, a1, q8.51.6, q8.51.
2,08.51.4,q11.9

b. Dependent Variable: a8c
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Coefficients®
Unstandardized Standardized
Coefficients Coefficients Collinearity Statistics
Model B Std. Error Beta t Sig. Tolerance VIF
1 (Constant) 1.343 217 6.184 .000
g8.51.1 .025 .024 .055 1.024 .306 .659 1.518
g8.51.2 .038 .026 .083 1.454 147 591 1.691
q8.51.3 -.013 .023 -.032 -.552 .582 .583 1.715
q8.51.4 .002 .024 .005 .083 .934 .532 1.879
q8.51.5 .002 .020 .006 .105 917 .604 1.655
g8.51.6 .067 .025 144 2.623 .009 .640 1.563
env_tec .079 .034 120 2.346 .020 739 1.354
env_cus .004 .032 .007 122 .903 675 1.481
env_com .090 .041 118 2.169 .031 .649 1.540
env_reg .006 .035 .008 .163 .871 .804 1.244
q11.1 -.001 .003 -.016 -.323 747 .804 1.243
q11.3 -.093 .046 -.094 -2.013 .045 .886 1.129
q11.7.2 .003 .003 .039 .841 401 911 1.097
q11.8 -.001 .001 -.074 -1.136 257 453 2.207
q11.9 .003 .001 194 2.980 .003 454 2.203
q11.15 -.005 .002 -.095 -2.031 .043 .884 1.131
size -3.0E-005 .000 -.059 -1.229 220 .850 1.176
a8o .059 .038 .076 1.535 .126 796 1.256
al .054 .035 .082 1.523 .129 .659 1.519
ql12.5 .016 .013 .063 1.232 219 746 1.341
qval 178 .031 .328 5.825 .000 .607 1.647

a. Dependent Variable: a8c
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onditi Variance Proportions
Mo¢ Dimergenvaliindex jonstan8.51. 8.51.36.51.48.51.48.51.48.51.4nv_tehv_cuhv_colnv reiq11.11911.3]11.7.%911.8/q11.9311.15 size | a8o | a1 g12.5|qval
11 7.816 |1.000| .00| .00| .00| .00} .00| .00| .00| .00} .00} .00| .00|{ .00} .00} .00 .00} .00| .00 .00} .00 .00 .00} .00
2 1.009 4.202| .00| .00| .00| .00{ .00} .00| .00| .00{ .0O| .00| .00{ .00{ .02} .04} .00} .00| .02| .60} .00| .00} .00| .00
3 734 14.928| .00| .00| .00| .00{ .00} .00| .00| .00} .00| .00| .00| .00{ .03} .76| .00|{ .00| .03| .08} .00 .00| .00| .00
4 5705.582| .00| .00| .00| .00} .00} .00} .00| .00} .00| .00| .00| .00 .81| .04] .00} .00} .04| .08 .00} .00| .00} .00
5 517 |5.870| .00| .00| .00| .00} .00} .00| .00| .00} .00| .00| .00| .00| .03} .08} .00 .00| .83| .06| .00} .00| .00} .00
6 .310(7.578| .00| .00| .00| .01{ .01} .01| .00| .00 .00| .00| .00| .17| .00| .03| .04} .10| .00| .08| .00} .00| .02} .00
7 256 {8.342| .00| .00| .00| .00} .00} .00| .00 .00| .00| .00| .00| .49 .03| .00| .02} .11| .02 .01| .00} .00| .02} .00
8 .162|0.503| .00| .01| .01| .04} 05| .05| .00} .00| .00| .00| .01| .41| .00| .00| .01} .01| .00| .01| .01} .00} .18 .00
9 136 (1.451| 00| .01| .00f .02{ .00{ .03| .01] .00| .01| .00| .01| .11| .01| .00 .00| .00| .00| .01} .02} .00| .48} .01
10 .097 [3.519| .00{ .00| .01} .33} .03} .31| .01| .00| .00| .00| .00} .00| .01| .00| .00| .00 .00| .00} .00} .00| .00| .00
11 .0617.135| .00| .22| .02| .00{ .24| .04 .09| .02} .05| .00| .01| .01} .00| .01| .01| .01} .01| .00} .00] .01| .06| .01
12 .050(8.899| .00| .07| .01} .00} .01} .02| .01| .00{ .05| .01| .00 .03 .00| .01| .59| .51} .00} .00} .01} .02| .00| .01
13 .047 9.485{ 00| .07| .01| .09} .05} .29} .07| .01} .04| .03| .16| .03| .00| .00| .08| .07} .02} .00f .03} .00 .01| .02
14 .043/0.345{ .00y .10| .33| .19} .29| .00| .02| .00} .08 .01| .05| .00| .00| .00| .00| .00} .00} .02{ .00 .00 .00| .01
15 .038|1.716| .00} 27| .01| .03| .04| .03| .26| .00| .00| .00| .06| .02 .00 .00| .12| .04 .00] .00| .24| .01 .01| .02
16 .033{3.204{ .00 .02| 41| .15/ .16| .16} .00} .03} .09} .00| .02| .01} .00} .00| .00| .01{ .01| .00| .22| .02| .01| .02
17 .0323.726| .00} .01} .07 .05 .03| .00{ .21| 06| .07} .00} .12| .00} .01} .00| .05} .07| .00| .01| .05| .23| .02| .06
18 .02914.849| 00| .17| .10| .04| .00| .02{ .24| .00| .04} .01| .33| .00f{ .00} .00| .03| .03| .00| .02| .28| .03 .00| .01
19 .0228.367| .00 .01} .01| .01| .07| .00| .03| .83| .14} .00| .01| .01} .00| .00| .00{ .01| .00| .00| .00| .13| .03| .02
20 .017 {2700 .00| .00} .02} .02| .00| .00 .01| .00| .00 .00| .08| .00} .01| .01} .00{ .00| .00| .00 .00| .54| .01| .78
21 .01514.904| .00| .00 .00| .01| .00| .04} 05| .02 .37} .80| .02| .00| .00{ .01} .00{ .00| .01| .00| .08 .01| .01| .00
22 .008 |5.934| .99| .04| .00| .01| .01| .00| .00| .01| .06} .04| .13| .00| .01} .00| .04{ .01| .01| .00| .05| .00| .13| .03
aDependent Variable: a8c
Residuals Statistics®
Minimum | Maximum Mean Std. Deviation N

Predicted Value 2.6065 45170 3.7364 .29878 341

Residual -1.41716 94561 .00000 37835 341

Std. Predicted Value -3.782 2613 .000 1.000 341

Std. Residual -3.628 2.421 .000 969 341

a. Dependent Variable: a8c
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Histogram

Dependent Variable: a8c
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Normal P-P Plot of Regression Standardized Residual

Dependent Variable: a8c
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Scatterplot

Dependent Variable: a8c
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Descriptive Statistics

Mean Std. Deviation N
a8leg 3.5885 .51461 341
q8.51.6 4.0544 1.03898 341
8.51.2 3.8643 1.05287 341
8.51.3 3.2954 1.21155 341
q8.51.4 3.4855 1.22105 341
g8.51.5 3.5574 1.33054 341
env_tec 3.7853 73343 341
env_cus 3.7357 .80391 341
env_com 3.7411 .63354 341
env_reg 3.1664 .67011 341
gq11.3 .3783 .48568 341
q11.7.2 4.2545 7.32861 341
q11.8 75.3188 30.41172 341
q11.15 8.4188 9.86722 341
size 275.0036 943.62880 341
a8o 2.8103 62056 341
q11.1 14.7560 9.33262 341
al 3.6782 .73830 341
q12.5 4.3985 1.93463 341
qval 45292 .88883 341
q11.9 64.6942 35.34822 341
q8.51.1 3.8767 1.07367 341
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Correlations

asleg 38.51.08.51.218.51.3;8.51.418.51.8nv_tegnv_cugw _corpnv redqi1.3 §11.7.3q11.8 g11.15 size | aBo iq11.1| al |q12.5| qval [q11.98.511

Pearson CoaBleg|1.000 | .258 | .205| .194 | .127| .153| 282 .250| .341| .173] .032]-.034| .062| .018 [-.011] .318|-.018| .288-.052 | 425| .130| 174
g8.51| .258 {1.000| .410| .284 | 293 | .377| .086 | .040| .191| .046| .088 | .052 | .116| .099 | .087 | -.054 | .113| .198| .149| 158 | .116| .446
g8.51) .205| .410(1.000| .402| 395 498| .142| .171| .215| .039| .082| .005| .061| .097 |-105| .074| .055| 237 |-.051| .154| .037 | .399
q8.51] .194| 284 | .402{1.000| .548 | .234| .161| .069| .095| .137| 117 |{-.011| .058 | .057 |-070| .042| .023| .173|-.005| .244| 028 | .371
98.51) .127| .293| .395| .548 {1.000 | .448| 247 | .170| .123| .040| .106 | .069 |-.006 | .033 |-.066 | .050|-.040 | .126{-.162| .136 |-.035| .347
q8.51} 153} .377 | .498| .234| .448(1.000| .133 | .188| .096 | .021| .056 | .032| .022| .103 |-.065| .063|-.040 | .146{-.075| .086 | .036 | .379
env_t4 282} 086 .142| .161| .247} .133(1.000 | .301| .345| .128| .113| .024| .019| .009 | .014| .203 |-.071| .302 |-.025| .289| .003| .095
env_q 250} .040( 171| 069 .170| .188| .301|1.000| .443 | .032| .000| .089| .066 |-.058 |-.157 | .142|-093 | .115|-.156| .101| .133 | -.001
env_g 341} 191 .215| 095| .123 | 096 .345| .443 (1.000 .052| .084 |-.017 | .046| .060{-.045| .271| .048 | .275|-027 | .219| 048} .126
env_rt 173 .046| .039; .137| 040 .02t} 128 .032| .052{1.000} .061|-.032| .000| .160 |-.040 | .220|-.088 .216 [ -.083 | .357 | .045|-.003
q11.3| .032)| .088| .082{ .117| 106 | .056| .113| .000{ .084 | .0611.000 | .034 | .043| 058 | .155|-.067 | .124| .077 | .175| .143| .001| .088
q11.7/-034 | .052; .005}-011| .069| .032| .024 | .089|-.017|-.032| .034 {1.000| .067| .141| .078 |-.053| .144|-.055| .107|-.012| .119| .020
q11.8) .062| .116| .061| .058 |-.006 | .022| .019 | .066 | .046 | .000 | .043 | .067 {1.000| .067 | .078 |-.075| .206 | .104 | .089 | .054 | .711|-.033
q11.1{ .018| .099| .097| 057, .033| .103 | .009 |-.058 | .060 | .160 | .058 | .141| .067 |1.000| .133 | .081| .167 | .087 | .098 | .048 | .057 | .103
size |-.011| .087 | -.105|-.070 | -.066 | -.065 | .014 |-.157 | -.045{-.040| .155| .078| .078 | .133 [1.000 |-.045| 184 | .044| 229/-028| .121| .002
aBo | .318{-054 | .074| .042| .050| .063 | .203 | .142| 271} .220|-067 |-.053|-.075| .081 |-.045{1.000 | -.057 | .221{-212| .244-070| .039
q11.1]-.018 | .113| .055| .023 |-040{-.040|-.071|-093 | .048 |-.088| .124 | .144| .206| .167 | .184 |-.057 [1.000| .025| .278 {-.071| .093 | .101
al 288 .198| .237| 173 | .126| .146| .302| .115| .275| .216| .077 |-.055| .104| .087 | .044 | .221| .025|1.000 |-.064 | .506 | .038 | .159
q12.5|-.052| 149 |-051-.005-.162|-.075-.025|-.156 | -.027 | -.083 | .175| .107| .089 | .098 | .229|-212| .278|-.064 [1.000 | -.165| .125 | .027
qval | 425| 158 | .154| .244| 136| .086| .289| .101| .219| .357 | .143|-.012| .054 | .048 |-.028 | 244 {-071| .506 |-.165|1.000| .039 | .125
q11.9| 130| .116| .037| .028 |-.035| .036 | .003 | .133| .048| .045| .001| .119| .711| .057| .121|-.070| .093| .038 | .125| .039 [1.000 | .000
q8.51) .174| .446| .399| .371| .347| .379| .095|-.001| .126|-.003 | .088 | .020|-.033 | .103| .002 | .039| .101| .159 | .027| .125| .000 {1.000

Sig. (1-tailec aBleg .| .000{ .000| 000 .009; .002| .000| .000| .000| .001| .279| .266| .128| .369| .417 | .000| .369 | .000| .171] .000| .008 | .001
g8.51} .000 .| .000| .000| .000| .000| .055| .232| .000| .200| .052 | .171| .016| .034 | .054 | .161| .019| .000{ .003 | .002 | .016| .000
q8.51] .000 | .000 .| 000 | .000| .000| .004| .001| .000| .235| .066 | .464 | .130| .036 | .026 | .086 | .154 | .000| .174 | .002 | .249 | .000
q8.51{ .000| .000| .000 .| .000| .000| .001} .101| .040| .006 | .015| .418| .144| .148 | .098 | .218| .335| .001 | .460| .000| .302 | .000
q8.51] .009 | .000 | .000 | .000 .{ .000{ .000| .001| 011 .234| .025| .103| .455| .269| .112| .177| .229} .010| .001 | .006| .257 | .000
q8.51] .002 | .000 | .000| .000 | .000 .| .007| .000| .038| .348 | .153| .277| .341| .029| .114| .123| .233| .003 | .084 | .056| .252| .000
env_t¢ .000| .055| .004 | .001{ .000| .007 .| .000| .000{ .009| .018 | .331} .362| .437| .398 | .000| .095| .000| .321| .000| .477 | .040
env_g 000} .232| .001| 101 .001 | .000 | .000 .1 000} 276 498 | .050| .114| .141| .002| .004 | .044 | .017 | .002| .032 | .007| .492
env_¢ 000 .000{ .000| .040| .011| .038| .000; .000 .| 169 .060| 379 .198| .135| .204| .000| .190| .000| .311| .000| .191| .010
env_r{ .001] .200| .235| .006 | .234| .348| .009| .276| .169 .| 129} .280| .498| .002 | .231| .000{ .052| .000| .062| .000 | .206 | .478
q11.3| .279| .052| .066| .015| .025| .153{ .018 | .498 | .060| .129 .| .263| .212| 143} .002| .109| .011 | .077| .001| .004 | .491 | .052
q11.7{ 266 | .171| .464| 418| .103| 277 | 331 | .050| .379| .280| .263 .| .109| .005| .076 | .164 | .004 | .155| .024 | .414| .014| .357
q11.8{ 128 | .016| .130| .144| 455 .341| 362 | .114| .198| .498| 212| .109 .| .108 | .076 | .084| .000| .028 | .051| .162| .000| .271
q11.1] .369| .034| .036| .148| .269| .029| 437 | .141| .135| .002| .143| .005| .108 .| .007| .068 | .001| .054| .035| .188| .145| .029
size | 417 054 | .026| .098| .112| .114| .398| .002| .204| 231 .002| 076} .076] .007 .} .202| 000 .211| .000( .304| .013| .482
aBo | 000 .161! .086| .218| .177| .123| .000| .004 | .000| .000| 109 .164 | .084| .068 | .202 .| 146} .000| .000( .000; .098 .238
q11.1f 369 .019; .154| 335 .229| .233| .095| .044 | ,190| .052| .011| .004 | .000| .001 | .000| .146 .| .326| .000| .096 | .044 | .031
a1 .000 | .000| .000| .001| .010| .003| .000| .017 | .000| .000| .077 | .155| .028| .054 | .211| .000| .326 .1 .1181 .000| .244 | ,002
q12.5; 171| .003| .174| 460 .001| .084 | .321 | .002| .311| .062| .001 | .024 | .051| .035| .000| .000| .000| .119 .1 .001| .010| .309
gval | .000| .002| .002 | .000| .006 | .056| .000 | .032| .000| .000{ .004 | 414 .162| .188| .304 | .000| .086| .000 | .001 .1 .234 ] 011
q11.9| .008 | .016| .249 | .302| .257| .252| .477 | .007 | .191| .206| .491| .014| .000| .145| .013| .098 | .044 | .244| .010| .234 .| 497
G8.51| .001| .000| .000| .000 | .000 | .000| .040 | .492| .010| .478| .052| .357| .271| .029| .482| .238| .031| .002| .309 | .011| .497 .

N adleg| 341| 341| 341 341| 341| 341 341| 341| 341| 341 341| 341| 341 341| 341| 341 341| 341| 341| 341| 341 341

q8.51) 341| 341| 341| 341| 341| 341 341| 341| 341 341| 341 | 341| 341| 341| 341| 341| 341| 341 341] 341| 341 341
Q8.51) 341| 341| 341| 341 | 341 341| 341| 341| 341| 341| 341| 341| 341 341 341 | 341 341] 341 | 341] 341 | 341| 341
Q8.51| 341| 341} 341 341 | 341| 341| 341| 341| 341| 341| 341| 341| 341| 341| 341 | 341 341] 341 | 341| 341| 341| 341
G8.511 341 341| 341| 341| 341| 341| 341 | 341 341| 341| 341| 341| 341| 341| 341| 341| 341| 341| 341| 341| 341| 341
g8.51) 3411 341| 341| 341] 341 341 341 341 341 341| 341] 341 341| 341 341 341| 341 341| 341| 341 341| 341
env_te 3411 341 341! 341| 341| 341 341 341 341 341| 341 | 341| 341] 341 341 341] 341 341| 341| 341 3411 341
env_q 341 341 | 341] 341 | 341 341 341| 341 341| 341| 341 | 341| 341| 341| 341 341| 341| 341| 341| 341| 341] 341
env_g 341 341 341 341 341 341| 341| 341 341 341| 341| 341| 341| 341| 341| 341 341 341| 341| 341 341] 341
env_rl 341) 341| 341 341 341 341| 341| 341| 341 | 341] 341| 341| 341| 341] 341] 341| 341| 341 341| 341| 341| 341
q11.3] 341| 341, 341] 341| 341) 341| 341| 341| 341 341 341 341| 341| 341| 341| 341 341| 341| 341| 341| 341| 341
qi1.7) 3417 3417 341 341| 341 341] 341| 347 341| 341| 341| 341 341| 341| 341| 341 341| 341 341 341| 341| 341
qi1.8] 3411 341| 341 341 341| 341] 341 341 341| 341| 341| 341| 341| 341| 341| 341 341| 341 341! 341| 341| 341
qi1.1) 341| 341) 341 341, 341| 341| 341 341 341| 341| 341| 341| 341] 341| 341| 341| 341| 341| 341 341] 341] 341
size 341, 341} 341| 3411 341| 341| 341] 341 341 341 341| 341| 341! 341| 341| 341| 341 | 341 341| 341] 341 3
ago 3411 341, 341 341 3411 341 341, 341| 341| 341 341| 341| 341 341| 341| 341| 341 341 341 341] 341| 341
qt1.1| 341] 341) 341} 341| 341| 341 341 341 341| 341| 341 341| 341| 341| 341| 341| 341} 341| 341| 341| 341| 341
al 341 341] 341| 341 341 341 | 341 341 341 341| 341 341| 341| 341 341| 341| 341] 341| 341| 341| 341 341
q12.5] 341 341| 341 341} 341 341| 341| 341| 341 341| 341| 341 341| 341 341 341| 341] 341| 341| 341| 341! 341
gval | 341 341| 341| 341| 341 | 341| 341 | 341| 341| 341| 341| 341 341| 341 | 341| 341 341 341| 341 341] 341 341
q11.9] 341 341 341 341| 341 341 341| 341| 341| 341| 341| 341| 341 341| 341| 341 341 341| 341 341| 341| 341
G8.51) 341| 341| 341| 341| 341| 341 | 341| 341| 341| 341 341| 341| 341| 341 341| 341 341| 341 341| 341| 341| 341
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Variables Entered/Removed

Variables Variables
Model Entered Removed Method

g8.51.1,
g11.9,
env_reg,
g11.3, gq11.
7.2, env_
cus, q11.
15, size,
a8o, q11.1,
al, q8.51. . | Enter
4,9q12.5,
env_tec,
g8.51.6,
g8.51.5,
env_com,
q8.51.3,
gval, g8.
51.2,911.8

a. All requested variables entered.

b. Dependent Variable: a8leg

Model Summany

Adjusted Std. Error of
Model R R Square | R Square | the Estimate

1 .5852 342 .298 43102

a. Predictors: (Constant), g8.51.1, q11.9, env_reg, q11.3,
q11.7.2, env_cus, g11.15, size, a8o, q11.1, a1, q8.51.4,
q12.5, env_tec, q8.51.6, 98.51.5, env_com, g8.51.3,
gval, g8.51.2, g11.8

b. Dependent Variable: a8leg

ANOVAP
Sum of
Model Squares df Mean Square F Sig.
1 Regression 30.778 21 1.466 7.889 .0002
Residual 59.263 319 186
Total 90.041 340

a. Predictors: (Constant), g8.51.1, q11.9, env_reg, q11.3, q11.7.2, env_cus, q11.15,
size, aBo, q11.1, a1, 98.51.4, q12.5, env_tec, 98.51.6, 98.51.5, env_com, g8.51.3,
gval, 98.51.2,q11.8

b. Dependent Variable: a8leg
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Coefficients?
Unstandardized Standardized
Coefficients Coefficients Collinearity Statistics
Model B Std. Error Beta t Sig. Tolerance VIF
1 (Constant) 1.110 .240 4632 .000
q8.51.6 .081 .028 .163 2.875 .004 .640 1.563
q8.51.2 .008 .029 .017 287 774 .591 1.691
q8.51.3 .024 .025 .057 .950 .343 .583 1.715
g8.51.4 -.024 .026 -.056 -.899 .369 .532 1.879
q8.51.5 .005 .023 .013 222 .825 .604 1.655
env_tec .056 .037 .080 1.514 131 .739 1.354
env_cus .068 .035 .106 1.922 .055 675 1.481
env_com .093 .046 114 2.025 .044 .649 1.540
env_reg -.003 .039 -.004 -.084 .933 .804 1.244
ql11.3 -.036 .051 -.034 -713 476 .886 1.129
q11.7.2 -.003 .003 -.046 -.964 .336 911 1.097
ql11.8 -.001 .001 -.077 -1.136 257 453 2.207
q11.15 -.002 .003 -.035 -.732 464 .884 1.131
size 5.36E-006 .000 .010 .200 .842 .850 1.176
aBo .168 .042 .202 3.971 .000 796 1.256
q11.1 .001 .003 .009 180 .858 .804 1.243
al -.008 .039 -.011 -.196 .845 659 1.519
ql12.5 .007 .014 .026 .503 615 746 1.341
qval A71 .034 .295 5.053 .000 .607 1.647
q11.9 .002 .001 146 2.167 .031 454 2.203
q8.51.1 .013 027 .026 .467 .641 .659 1.518

a. Dependent Variable: a8leg
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Collinearity Diaghostics

nditi Variance Proportions
T
Mo DimgenvalndexpnstaB.51.8.51.8.51.8.51.8.51.hv_tev cyv_caqw _rgy11.311.7.911.811.1{size|a8o y11.1 a1 y12.5qvalj11.9.51.

11 .816/|.000| .00{ .00 .00/ .00} .00|.00|.00|.00].00}{.00|.00{.00|.00|.00].00{.00].00[.00].00].00] .00] .00
.0091.202| .00 .00| .00 .00| .00} .00| .00| .00| .00|.00|.02|.04| .00} .02|.60|.00|.00|.00|.00|.00|.00| .00
3 |.7341928| .00|.00{.00|.00|.00|.00|.00|.00|.00|.00{.03|.76|.00].03|.08].00|.00!.00{.00f.00{.00/.00
4 .570}.592| .00| .00| .00} .00 .00|.00|.00|.00|.00|.00|.81}.04|.00|.04|.08|.00|.00|.00|.00|.00|.00].00
5 1.517/.870| .00|.00|.00|.00| .00} .00}.00|.00|.00|.00|.03|.08}.00|.83].06|.00({.00].00}.00].00!.00].00
6 .310{.578] .00 .00} .00} .01{.01|.01|.00{.00|.00{.00|.00{.03|.04|.00|.09|.00|.17|.00|.02|.00]|.10{ .00
7 .2561.342| .00} .00| .00 .00{ .00|.00|.00|.00|.00| .00|.03|.00].02|.02|.01|.00|.49|.00{.02|.00| .11} .00
8 1162)503| .00|.00|.01|.04|.05{.05|.00|.00|.00(.01}.00|.00|.01|.00{.01].01|.11{.00].18|.00|.01|.01
9 |.1361.451| .00 .01|.00|.02|.00{.03|.00|.01|.00|.01}.01}.00|.00].00|.01|.02|.11|.00] .48|.01]|.00] .01
10 1.0971.519) .00} .01|.01|.33].03|.31|.00|.00|.00{.00| .01/ .00} .00].00].00|.00|.00|.00|.00}.00].00] .00
11 1.061{.135| .00| .09| .02| .00| .24 | .04| .02 .05 .00| .01|.00] .01|.01|.01{.00|.00] .01|.01].06].01| .01] .22
12 1.050}.899| .00| .01} .01|.00}.01|.02|.00|.05|.01|.00].00|.01{.59|.00|.00].01|.03|.02|.00|.01|.51|.07
13 |.047).485) .00/ .07|.01/.09|.05|.29| .01/ .04] .03| .16|.00|.00| .08|.02|.00|.03|.03|.00].01|.02] .07]| .07
14 1.043).345| .00| .02| .33| .19/ .29|.00| .00 .08|.01|.05|.00| .00| .00|.00|.02| .00|.00|.00|.00|.01|.00] .10
15 1.038/716| .00 .26| .01|.03|.04|.03|.00|.00|.00|.06|.00|.00|.12|.00| .00} .24| .02| .01|.01| .02} .04| 27
16 |.033/.204| .00|.00| 41| .15| .16 .16|.03|.09].00| .02|.00| .00 .00|.01|.00|.22| .01|.02].01] .02| .01| .02
17 1.032,.726| 00 .21|.07| .05 .03/ .00|.06|.07|.00| .12} .01|.00| .05|.00|.01|.05|.00| .23 .02| .06|.07] .01
18 1.0291.849| .00|.24|.10|.04|.00|.02|.00|.04|.01|.33|.00|.00|.03|.00|.02|.28| .00|.03|.00| .01}.03] .17
19 1.022)367| .00|.03|.01|.01|.07|.00|.83| .14 .00|.01|.00|.00|.00|.00|.00|.00] .01|.13] .03] .02| .01] .01
20 1.017,.700| .00| .01} .02|.02| .00|.00| .00|.00|.00|.08|.01|.01|.00|.00|.00|.00|.00|.54| .01}|.78| .00/ .00
21 1.015{.904| .00/ .05/ .00|.01/.00|.04|.02|.37|.90| .02| .00|.01|.00|.01]|.00| .08|.00|.01|.01|.00| .00!.00
22 1.008).934| .99|.00|.00|.01|.01|.00|.01|.06|.04|.13].01|.00|.04|.01] .00 .05 .00|.00|.13| .03 .01| .04

@ependent Variable: a8leg

Residuals Statistics®

Minimum | Maximum Mean Std. Deviation N
Predicted Value 2.4407 4.3669 3.5885 .30087 341
Residual -1.32733 1.18554 .00000 .41750 341
Std. Predicted Value -3.815 2.587 .000 1.000 341
Std. Residual -3.080 2.751 .000 .969 341

a. Dependent Variable: a8leg

282



Histogram

Dependent Variable: a8leg
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Mean = 3.23E-15
Std. Dev. = 0.969
N = 341
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Normal P-P Plot of Regression Standardized Residual

Dependent Variable: a8leg
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Regression Standardized Residual
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Scatterplot

Dependent Variable: a8leg

Regression Standardized Predicted Value
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Regression Standardized Residual
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Scatterplot

Dependent Variable: a8leg
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Descriptive Statistics

Mean Std. Deviation
a8emm 2.7146 .67499
q8.51.1 3.8767 1.07367
q8.51.2 3.8643 1.05287
q8.51.3 3.2954 1.21155
q8.51.4 3.4855 1.22105
q8.51.5 3.5574 1.33054
q8.51.6 4.0544 1.03898
env_tec 3.7853 .73343
env_cus 3.7357 .80391
env_com 3.7411 .63354
env_reg 3.1664 .67011
ql1.1 14.7560 9.33262
q11.3 .3783 48568
q11.7.2 4.2545 7.32861
q11.8 75.3188 30.41172
q11.9 64.6942 35.34822
q11.15 8.4188 9.86722
size 275.0036 943.62880
a8o 2.8103 .62056
al 3.6782 .73830
q12.5 4.3985 1.93463
qval 4.5292 .88883
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Correlations

8emmy8 51.98.51.48.51.318.51.418.51.58.51.8nv_tednv_cugwv_connv_redq11.1 q11.3311.7.4911.8|q11.911.15] size | aBo | a1l |q12:5]{ qval
Pearson Coa8emi1.000 | .004 | 087 |-.001] .136| .075] O14| .164 | .141] .247| 104 |-.071] .013] 023 |-.041] .031] .088 -.023| .601| .133}-.163 | .057
8.5/ .004 |1.000 | .399 | .371| .347 | .379| 446 | 095 {-.001 | .126 |-.003 | .101| .088| .020|-.033| .000| .103| .002 | .039| .159 | 027 125
Q8.51f .087 | .399 [1.000 | .402 | .395| .498 | .410| .142| .171| .215| .039| .055 .082 .005| .061| .037 | .097 |-,105| .074| .237{-.051| .154
q8.51/-.001 .371| 402 (1.000 | .548 | 234| .284 | .161| .069| .095| .137| .023| 117 -011| .058 | .028| .057 |-.070| .042| .173|-.005| .244
Q8.51 136 | .347 | .395| .548 [1.000 | .448 | .293 | .247| .170] .123| .040|-.040| .106 .069 |-.006 |-.035| .033 |-.066 | .050 | .126 {-.162| .136
q8.51] .075| .379| .498 | .234 | 448 {1.000] .377 | .133| .188] .096 | .021 |-.040 .056 | .032| .022| .036| .103 |-.065| .063| .146 |-.075| .086
Q8.51f 014 446 410 .284 | .293| .377(1.000| .086 | .040| .191| .046! .113| .088 052 116 | .116| .099| .087 |-.054 | .198| .149| .158
env_ti .164 | .095| .142} .161| 247 | .133| .086 {1.000| .301| .345| .128 {-.071| .113| .024| .019| .003| .009 .014| 203 | .302 {-.025| .289
env_q .1411-001| .171| .069| .170} .188| .040 | .301 [1.000 | 443 | .032|-.093 | .000| .089| .066 | .133|-.058 |-.157 1421 115|-.156 | .101
env_q 247 126 215} .095| .123| .096| .191| 345 .443{1.000! .052| .048 | .084 |-.017 | .046 | .048 | .060 |-.045 271 .275}-.027 | 219
env_n .104 |-003 | .038| .137 | .040| .021| .046| .128 | .032| .052 (1.000 |-.088 | .061{-.032 | .000 | .045! 160 {-.040! 220| .216|-083| .357
q11.1-071 | .101| .055] .023 |-.040{-.040| .113 [-.071 |-.093 | .048 |-.088 {1.000 | .124 | .144 .206 | .093| .167| .184 |-.057| .025| .278 |-.071
q11.3/ .013| .088| 082 .117| .106 | .056| .088 | .113| .000| .084 | .061| .124 |1.000 .034 | .043 | .001| .058 | .155|-067 | .077} .175| .143
q11.7) .023 | .020} .005|-.011| .069| .032| .052 | .024 | .089 |-.017 |-.032| .144 | .034[1.000| .067 | .119| .141| .078 |-.053 |-.055 | 107 -.012
q11.8/-.041 -033| .061| .058|-.006 | .022| .116| .019| .066| .046! .000| 206 | .043| .067 1.000| .711| .067 | .078 |-.075| .104 | .089 | .054
qt1.9) .031| .000| .037| .028 |-.035| .036| .116| .003| .133| .048 | .045| 003 001 .119| .711{1.000| .057 | .121{-.070| .038 | .125] .039
q11.1] .088| .103| .097 | .057 | .033| .103| .099| .009|-.058 | .060| .160| .167 | .058 1411 .067 | .057 {1.000{ .133 ] .081| .087 | .098 | .048
size |-.023| .002 {-.105|-.070 |-.066 |-.065 | .087 | .014 |-.157 |-.045 |-.040| .184| .155| 078 | .078 | .121]| .133 [1.000 |-.045 .044 | .229]-.028
abo | .601|.039) .074| .042| .050| .063 |-.054 | .203 | .142| .271| .220|-.057 |-.067 |-.053 |-075 |-.070| .081 |-.045 |1.000 221 (-.212| 244
al 1331 159 237 173 126 .146| 198 .302| .115]| .275| .216| .025{ .077 |-.055| .104 | .038 .087 | 0441 .221{1.000{-.064 | .506
912.5(-.163 | .027 |-.051|-.005 |-.162 |-.075 | .149 |-.025 |-.156 |-.027 |-.083 | .278 | .175| 107 | .089| .125| .098 | 229 |..212 -.064 |1.000 | -.165
qval | .057 | .125| .154| .244 | .136| .086| .158 | .289| .101 | .219| .357 |-.071 143 [-.012 | .054 | .039 | .048 |-.028 | .244 | ,506 |-.165 |1.000

Sig. (1-taile: a8em| .| 471).055] 492 | .006 | .083 | .401| .001 | .005| .000| .028 | .095] .409 | 335 .225 | .283 .062 | .335| .000| .007 | .001] .147
q8.51] .471 .| 000 .000| .000| .000 | .000 | .040 | .492| .010 .478 | .031| .052| .357| .271| .497| 029 482 .238| .002| .309{ .011
g8.51| .055 | .000 -| 000 | .000 | .000 | .000 | .004 | .001| .000| .235| .154 | .066 | .464 | .130 | .249| .036 | .026 | .086 .000| .174| .002
g8.51] 492 .000| .000 -| 000} 000 .000 | .001| .101| .040| .006 | .335| .015| .418 | .144 | .302| .148 | .098 | .218 | .001 | .460 .000
98.51} .006 | .000| .000| .000 -] 000 .000{ .000| .001| .011] .234| 229 | .025| .103 | .455| 257 | .269| .112| .177| .010| .001 | .006
g8.51| .083 | .000| .000| .000| .000 -| -000| .007| .000| .038| .348| .233| .153| .277 | .341| .252| .029| .114| .123| .003| .084 | .056
q8.51} 401 | .000| .000| .000| .000 | .000 .| 055| 232§ .000| .200| .019| .052| .171| .016| .016| .034| .054 | .161| .000| .003| .002
env_tl 001 .040| .004| .001| .000| .007| .055 .| -000| .000 .009 | .095| .018| .331| .362 | .477| .437 | .398 | .000| .000| .321| .000
env_g .005| .492| .001| .101 | .001| .000| .232| .000 .| 000| .276| .044 | 498 050| .114| .007| .141| .002| 004} .017 | .002| 032
env_q .000| .010| .000| .040| .011] .038{ .000| .000 | .000 .| 1691 .1901 .060| .379| .198 | .191| .135| .204 | .000| .000 | .311| .000
env_rn 028 478 235, .006| .234| .348| .200| .009| .276 | .169 .| 052 .129| .280| .498 | .206| .002| .231} .000| .000| .062 | .000
qf1.1] .095| 031 .154| .335| .229| .233| .019| .095| .044 | .190| .052 .].011] .004| .000| .044 | .001 | .000| .146! .326 | .000| .096
q11.3| 409 .052| .066 | .015| .025| .153 | .052| .018| .498 | .060| .129! .011 .1 .263] .212} 491 .143| .002| .109| .077| .001 | .004
Q11.7; 335 357 | 464 418 .103| .277{ 171 .331] 050 .379| 280 | .004 .263 .| .109| .014| .005| .076 | .164 | 155 .024 | .414
q11.8| .225| 271 .130| .144| .455| 341| .016| .362 | .114| .198 | .498| .000 212 | 109 .} .000) .108 | .076 | .084 | .028 | .051| .162
q11.9) 2831 497 | 249| 302 .257| .252| .016| .477| .007 | .191| .206| .044 4911 .014 | .000 .| -145| .013; .098| .244| 010 | .234
q11.1f 052 029 .036| .148 | .269 | .029| .034 | 437 | .141]| .135]| .002 | .001 143 .006] 108 | .145 .1.007| .088] .054| .035] .188
size | 335 482 .026 | .098| .112] .114| 054 | .398 | .002| 204 | .231| .000 .002} .076| .076 { .013| .007 .{.202| .211| .000| .304
aBo | 000 .238| .086| .218| .177| .123] .161| .000| .004 | .000| .000| .146 .109| .164 | .084 | .098 | .068 | .202 .1 .000 1 .000} .000
at .0071 .002| .000| .001| .010| .003 | .000| .000| .017| .000| .000| .326| .077] .155| .028 .244 | .054| .211{ .000 .| 119 .000
Q12.5{ .001| .309| .174| .460| .001| .084 | .003| .321| .002| .31 .062| .000| .001 .024| .051| .010| .035| .000| .000| .119 .| .001
qval | .147| .011| .002| .000| .006 | .056| .002 | .000| .032| .000| .000| .096 004 | 4141 .162| .234| .188| .304 | .000| .000 | .001 .

N adem| 3411 341| 341 341| 341| 341] 341 341 341| 341 341| 341 3411 341| 341| 341 341 341 341 341| 341 341

q8.51) 341| 341| 341 341| 341 341| 341 341| 341| 341 341 341| 341 341 341| 341| 341| 341 341 341| 341| 341
Q8.51| 341 341| 341| 341| 341| 341| 341| 341 341| 341| 341 341) 341] 341| 341 341 341 341| 341 341 341| 341
Q8.51) 341 341| 341| 341| 341 341| 341| 341| 341| 341 341| 341 3411 341 341) 341| 341| 341 341| 341| 341 341
48.51 341 341| 341| 341| 341| 341| 341| 341| 341| 341| 341] 341| 341 341| 341} 341| 341 341 341 341| 341| 341
Q8.51 341 341) 341| 341| 341 341| 341| 341| 341| 341| 341| 341! 341 341| 341| 341 341 341 341 341| 341] 34
Q8.51 341| 341| 341 341| 341 341| 341 341] 341| 341 341| 341 3411 3411 3411 341| 341 341 341| 341 341 341
env_ti 341 341| 341 341| 341| 341| 341| 341| 341| 341| 341| 341| 341| 341 341 341 341| 341 341| 341| 341| 341
env_q 341 341 3411 341 3411 341 341| 341 341] 341] 341 341 341] 341! 341 341 341 341 341 341 341] 341
env_q 341} 341 341 341, 341 341| 341] 341 341} 341| 341 341| 341] 341 341 341] 341} 341| 341| 341 341 341
env_f 341 341 341| 341] 341 341| 341| 341| 341| 341 341 341| 341 341| 341 341| 341 341 341 341 341| 341
Qi1 3411 341 341| 341| 341] 341] 341| 341| 341! 341] 341] 341 341} 341 341 341 341 341 341 341| 341 341
qt1.3[ 341| 341 341] 341| 341| 341| 341| 341] 341| 341] 341] 341 341 3411 341 341| 341 341 341 341| 341 341
a11.7) 341 341 341| 341| 341] 341| 341| 341| 341| 341] 341] 341 341| 341) 341 341 341| 341 341| 341! 341| 341
Q11.8] 341| 341 341] 341| 341| 341| 341, 341, 341| 341] 341| 341 3411 3411 341 341) 341 341| 341 341 341 341
Q11.9) 341 341 341 341| 341| 341 341| 341| 341] 341| 341) 341| 341 341 | 3417 341 341 341! 341| 341} 341 341
Q1.4 3411 341 341| 341! 341 341] 341| 341| 341 341 341] 341 341 3411 341 341| 341| 341| 341] 341| 341 341
size | 341| 341| 341] 341| 341| 341| 341 341] 341| 341] 341 341| 341 341 341| 341 341 341 341 341| 341| 341
ado 3411 3411 341| 341) 341] 341] 341| 341| 341| 341| 341! 341] 341| 341| 341 341| 341| 341} 341| 341 341 341
al 3411 3411 341 341 341| 341 341 341 341 341| 341| 341 341 341| 341 341] 341 341 341 341 341| 341
Q12.5 341 341 341| 341| 341| 341| 341| 341] 341| 341] 341| 341| 341 3411 341 341 341 341| 341 341 341 3n
qual | 341| 341| 341| 341| 341 341| 341| 341| 341| 341 341| 341 341| 341| 341} 341| 341| 341 341 341| 341 341
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Variables Entered/Removed

Model

Variables
Entered

Variables
Removed

Method

gval, g11.
7.2, size,
q8.51.5,
q11.8, q11.
3,q911.15,
env_com,
g8.51.3,
g11.1, a8o,
env_reg,
q12.5,
env_tec,
q8.51.1,
env_cus,
al, g8.51.
6, g8.51.2,
q8.51a4,
q11.9

Enter

a. All requested variables entered.

b. Dependent Variable: a8emm

Model Summany

Adjusted Std. Error of
Model R R Square | R Square | the Estimate
1 6542 428 .391 .52692

a. Predictors: (Constant), qval, q11.7.2, size, q8.51.5,
q11.8,g11.3, gq11.15, env_com, g8.51.3, q11.1, a8o,
env_reg, q12.5, env_tec, q8.51.1, env_cus, a1, q8.51.6,
98.51.2,g8.51.4, q11.9

b. Dependent Variable: a8emm

ASTON

<

ANOVA®
Sum of
Model Squares df Mean Square Sig.
1 Regression 66.340 21 3.159 11.378 .0002
Residual 88.568 319 278
Total 154.909 340

a. Predictors: (Constant), qval, q11.7.2, size, 98.51.5, q11.8, q11.3, q11.15, env_com,
48.51.3, q11.1, a8o, env_reg, q12.5, env_tec, g8.51.1, env_cus, a1, q8.51.6, q8.51.

2,08.51.4,q11.9

b. Dependent Variable: a8emm
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Coefficients?

Unstandardized Standardized
Coefficients Coefficients Collinearity Statistics
Model! B Std. Error Beta t Sig. Tolerance VIF
1 (Constant) .920 .293 3.140 .002
q8.51.1 -.045 .033 -.072 -1.373 71 .659 1.518
q8.51.2 .017 .035 .026 468 .640 .591 1.691
q8.51.3 -.050 .031 -.089 -1.608 .109 .583 1.715
q8.51.4 .085 .032 154 2.658 .008 .532 1.879
g8.51.5 -.019 .028 -.038 -.691 490 .604 1.655
q8.51.6 .037 .034 .057 1.072 .285 .640 1.563
env_tec .018 .045 .020 404 687 739 1.354
env_cus -.025 .043 -.029 -.572 .568 .675 1.481
env_com .091 .056 .086 1.629 104 .649 1.540
env_reg -.013 .048 -.013 -.283 T77 .804 1.244
q11.1 -.003 .003 -.045 -.961 .337 .804 1.243
q11.3 .108 .063 .078 1.731 .084 .886 1.129
q11.7.2 .004 .004 .040 910 .363 911 1.097
q11.8 -.002 .001 -.107 -1.706 .089 453 2.207
q11.9 .003 .001 .163 2.590 .010 454 2.203
q11.15 .003 .003 .045 .992 .322 .884 1.131
size -1.0E-005 .000 -.014 -.313 .755 .850 1.176
ago .655 .052 .602 12.692 .000 .796 1.256
ail .044 .048 .048 .916 .360 .659 1.519
q12.5 -.022 .017 -.062 -1.274 .203 746 1.341
qval -.120 041 -.158 -2.908 .004 .607 1.647

a. Dependent Variable: aBemm
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Collinearity Didgnostics

ndit Variance Proportions

M:Dingnvadeinsts. 51.51.51.51.51.51v tv o c\/ r11.11.11.711.[11.11. 8izeaBga1 12 yva
11 316)00|00{00]00]00,00,00|00|00|00}00]00]00[00]00]00]00]00]00]00(00]00]00

D09202100100/00}00]00/00{00/00|00}00,00/00|02/04]00|00|02|60,00/00,00|00
734328(00/00100/00{00{00}00|00{00!00}00,00{03|76]00|00|03|08,00/00/00|00
»70592.00/00/00/00{00/00{00|00}00{00{00}00{81]04|00|00|04|08|00/0010000
»17870100/00/00/00(00,00}00{00/00]00{00/00/03,08|00/00|83|06|00/00/00{00
310578100/00/00/01/01/01]00/00,00{00,0017|00{03/04|10/00|09]00,00/02|00
256342.00/00100/00|00,00{00{00{00{00|00/49,03|00]02{11]02|01|00{00|02|00
62503,00/01/01/04/05/05/00{00{00/00{01|11,00{00|01/01|00|01,01|00|18]00
9 136#51/00,01|00{02|00/03/01]00]01{00{01|11]01/00|00[00/00/01/02|00|48|01
10 097519/00/00]01{33/03/31/01/00,00|00|00{00|01|00/0000{00/00|00|00/00|00
11 061135/00|22]02|00|24 |04]09|02|05|00|01|01|00(01101/01(01]00,00(01|06|01
12 p50399100/07]01}00{01/02/01|00/05,01|00|03|00|01/59|51/00/00|01|02(00|01
13 )471485/00/07]01]09/05/29/07|01,04|03|16|03|00(00{08,07|02/00|03|00|01/02
14 543345/00{10/33{19|29/00/02|00,0801|05|00(00|00/00/00/00|02|00|00(00|01
15)38716100/27]01]03]04]03|26|00|00|00|06|02|00{00|12|04|00,00|24|01/01 |02
16 033204100/02]41{15|16|16/00,03|09/00|02|01/00|00{00|01/01|00(22/02/01!02
17 032726100]01]07]05|03|00,21,06 |07 |00{12]00/01/00/05,07|00|01|05/23|02|06
18 p29349100(17110|04]00{02|24|00|0401,33|00(00(00/03|03/00|02|28|03 (00|01
19022367100/01]01{01|07]00|0383|14|00|01/01/00/00|00|01,00,00(00(13/03|02
20 p17700/00,00/02]02|00/00/01]00/00/00{08|00,01|01/00]00|00/00|00|54 01|78
21 )15904.00/00/00|01|00,04|05/02/37/90{02|00|00|01|00|00|01,00/08|01/01/00
22 )08334/99|04|00/01]01]00/00/01|06|04]13,00|01|00|04|01/01|00,05|00|13/03

O N O oA Ww N

Pependent Variable: a8emm
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Residuals Statistics®

Minimum | Maximum Mean Std. Deviation N
Predicted Value 1.4650 4.1878 2.7146 44172 341
Residual -1.65547 1.64890 .00000 .51039 341
Std. Predicted Value -2.829 3.335 .000 1.000 341
Std. Residual -3.142 3.129 .000 .969 341

a. Dependent Variable: a8emm

Histogram

Dependent Variable: a8emm
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Normal P-P Plot of Regression Standardized Residual

Dependent Variable: a8emm
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Regression Standardized Residual

Scatterplot

Dependent Variable: a8emm

Regression Standardized Predicted Value
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CHAPTER TEN

APPENDIX 10.1

Dependent Variable: expdimen

Bonferroni

/ A@T@N
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Grour

95% Confidence Interval

* The mean difference is significant at the .05 level.

295

Mean
Difference
(I) VAR0O0001  (J) VAROOOO1 (-9 Std. Error Sig. Lower Bound | Upper Bound
1.00 2.00 06740 06782 1.000 -.1232 .2580
3.00 .31830(%) 06782 .000 1277 .5089
4.00 35740(%) .06782 .000 .1668 .5480
5.00 -.45995(*) .06782 .000 -.6505 -.2693
2.00 1.00 -.06740 06782 1.000 -.2580 1232
3.00 .25091(%) 06782 .002 .0603 4415
4.00 .29000(*) 06782 .000 .0994 4806
5.00 -.52734(%) 06782 .000 -7179 -.3367
3.00 1.00 -.31830(*) .06782 .000 -.5089 - 1277
2.00 -.25091(*) 06782 .002 -.4415 -.0603
4.00 .03909 06782 1.000 -1515 2297
5.00 - 77825(%) .06782 .000 -.9689 -.5877
4.00 1.00 -.35740(%) 06782 .000 -.5480 -.1668
2.00 -.29000(*) 06782 .000 -.4806 -.0994
3.00 -.03909 06782 1.000 -.2297 1515
5.00 -.81735(%) 06782 .000 -1.0079 -.6267
5.00 1.00 .45995(%) .06782 .000 2693 6505
2.00 52734(*) 06782 .000 .3367 7179
3.00 77825(%) .06782 .000 5877 .9689
4.00 81735(%) .06782 .000 6267 1.0079




Dependent Variable: a11.5

Multiple Comparisons

&S’K}N@

Bonferroni
Mean
Difference 95% Confidence Interval
() VAR0O00O1  (J) VARO0OOO1 (I-J) Std. Error Sig. Lower Bound | Upper Bound
1.00 2.00 -.63352 71417 1.000 -2.6407 1.3737
3.00 9.71518* 71417 .000 7.7080 11.7224
4.00 11.62807* 71417 .000 9.6208 13.6353
5.00 -1.02788 71417 1.000 -3.0351 .9793
2.00 1.00 63352 71417 1.000 -1.3737 2.6407
3.00 10.34869* 71417 .000 8.3415 12.3559
4.00 12.26158* 71417 .000 10.2544 14.2688
5.00 -.39437 71417 1.000 -2.4016 1.6128
3.00 1.00 -9.71518* 71417 .000 -11.7224 -7.7080
2.00 -10.34869* 71417 .000 -12.3559 -8.3415
4.00 1.91289 71417 .075 -.0943 3.9201
5.00 -10.74306* 71417 .000 -12.7503 -8.7358
4.00 1.00 -11.62807* 71417 .000 -13.6353 -9.6208
2.00 -12.26158* 71417 .000 -14.2688 -10.2544
3.00 -1.91289 71417 075 -3.9201 .0943
5.00 -12.65595* 71417 .000 -14.6632 -10.6487
5.00 1.00 1.02788 71417 1.000 -.9793 3.0351
2.00 .39437 71417 1.000 -1.6128 2.4016
3.00 10.74306* 71417 .000 8.7358 12.7503
4.00 12.65595* 71417 .000 10.6487 14,6632

*. The mean difference is significant at the .05 level.
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APPENDIX 10.2 Factor Analysis of Export Performance Measures

Communalities

Initial Extraction
zqila 1.000 .867
zq13a 1.000 .879
zq17 1.000 .868
zq18 1.000 .844
zobj_sat 1.000 .628

Extraction Method: Principal Component Analysis.

Total Variance Explained

Initial Eigenvalues traction Sums of Squared Loadingotation Sums of Squared Loading
Compone| Total b of Variancgumulative 9 Total p of Variancéumulative % Total b of Variancgumulative 9
1 2.650 53.001 53.001 | 2.650 53.001 53.001 | 2.194 43.872 43.872
2 1.436 28.729 81.730 | 1.436 28.729 81.730 | 1.893 37.858 81.730
3 493 9.855 91.585
4 231 4.616 96.201
5 1190 3.799 100.000

Extraction Method: Principal Component Analysis.

Component Matri>@

Component

1 2
zqi1a .668 .649
zq13a .651 675
zq17 T77 -.514
zq18 747 -.535
zobj_sat 787 -.093

Extraction Method: Principal Component Analysis.

a. 2 components extracted.
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Rotated Component Matri®

Component

1 2
zq11a .130 .922
zq13a .100 .932
zq17 .929 .070
zq18 918 .035
zobj_sat 679 409

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

4. Rotation converged in 3 iterations.

Component Transformation Matrix

Component 1 2
1 790 613
2 -.613 .790

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.
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Appendix 10.3 Regression for Export Performance

Variables Entered/Removed

Variables Variables
Model Entered Removed Method
1 a8c,
a8emm,
a8emu,
a8leg, a8i

Enter

a. All requested variables entered.

b. Dependent Variable: newperf_s2

Model Summafy

Change Statistics

Adjusted |Std. Error of |R Square
Model R R Square | R Square fthe Estimate| Change |F Change| dff df2  Big. F Change
1 3118 .097 .084 2.47398 .097 7.476 5 348 .000

a. Predictors: (Constant), a8c, a8emm, a8emu, a8leg, a8i

b.Dependent Variable: newperf_s2

ANOVAP
Sum of
Model Squares df Mean Square F Sig.
1 Regression 228.794 5 45.759 7.476 .0002
Residual 2129.953 348 6.121
Total 2358.747 353

4. Predictors: (Constant), a8c, aBemm, a8emu, a8leg, a8i
b. Dependent Variable: newperf_s2

Coefficients®
Unstandardized Standardized
Coefficients Coefficients Collinearity Statistics
Model B Std. Error Beta t Sig. Tolerance VIF
1 (Constant) -5.594 1.201 -4.656 .000
a8i .371 473 .070 783 434 .326 3.069
a8emm 154 196 .041 787 432 .975 1.026
a8emu 1.146 .261 275 4.398 .000 .664 1.507
a8leg -.427 430 -.084 -.992 .322 .361 2,773
a8c .284 .590 .053 481 .631 217 4.601

a. Dependent Variable: newperf_s2
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Collinearity Diagnostits

Condition Variance Proportions
Model Dimension |Eigenvalue | Index |{(Constant) as8i a8emm | a8emu asleg a8c
1 1 5.910 1.000 .00 .00 .00 .00 .00
2 .057 10.177 .00 .00 .81 .03 .00
3 .014 20.270 .00 .03 .02 .83 .09
4 .010 24.226 .98 .01 15 .08 .04
5 .006 32.048 .01 53 .01 .02 .57
6 .003 48.174 .01 42 .01 .03 .29
a. Dependent Variable: newperf_s2
Residuals Statistics®
Minimum | Maximum Mean Std. Deviation N
Predicted Value -2.6060 1.9970 .0000 .80507 354
Residual -8.49067 6.80251 .00000 2.45639 354
Std. Predicted Value -3.237 2.480 .000 1.000 354
Std. Residual -3.432 2.750 .000 .993 354

a. Dependent Variable: newperf_s2
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Histogram

Dependent Variable: newperf_s2
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Normal P-P Plot of Regression Standardized Residual

Dependent Variable: newperf_s2
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Scatterplot

Dependent Variable: newperf_s2
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Regression Standardized Predicted Value
Tests of Normality
Kolmogorov-Smirnov® Shapiro-Wilk
Statistic df Sig. Statistic df Sig.

ZRE_1 .024 354 .200* .994 354 194

*. This is a lower bound of the true significance.

a. Lilliefors Significance Correction

303



Normal Q-Q Plot of Standardized Residual

Expected Normal
T

-2 —

-3

Variables Entered/Removed

I I
-1 0

Observed Value

Model

Variables
Entered

Variables
Removed

Method

a8o,
a8emu,
env_cus,
env_reg,
env_tec,
env_com,
a8leg,
a8emm

: a
asi, a8c

Enter

a. All requested variables entered.

b. Dependent Variable: newperf_s2
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Model Summary

Change Statistics

Adjusted |Std. Error of |R Square
Model R R Square | R Square |the Estimate | Change |F Change df1 df2 Sig. F Change
1 4138 A71 146 2.38822 A71 7.055 10 343 .000

a. Predictors: (Constant), a8o, a8emu, env_cus, env_reg, env_tec, env_com, a8leg, a8emm, a8i, a8c

b. Dependent Variable: newperf_s2

ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 402.408 10 40.241 7.055 .000?
Residual 1956.339 343 5.704
Total 2358.747 353

a. Predictors: (Constant), a8o, a8emu, env_cus, env_reg, env_tec, env_com, a8leg,
a8emm, a8i, a8c

b. Dependent Variable: newperf_s2

Coefficients
Unstandardized Standardized
Coefficients Coefficients Collinearity Statistics
Model B Std. Error Beta t Sig. Tolerance VIF
1 (Constant) -5.822 1.297 -4.490 .000
a8i .050 465 .009 .108 914 314 3.185
a8emm 1564 .240 .041 644 .520 .607 1.647
a8emu 1.060 253 254 4188 .000 .655 1.526
a8leg -.305 432 -.060 -.708 480 .334 2.994
a8c .552 577 102 956 .340 212 4,722
env_reg 877 .198 228 4.424 .000 .914 1.094
env_cus =311 .182 -.096 -1.703 .089 .765 1.306
env_tec -.107 197 -.030 -.545 .586 .786 1.272
env_com -.342 246 -.083 -1.393 .165 .682 1.467
a8o 113 277 .027 .408 .683 .552 1.810

a. Dependent Variable: newperf_s2
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Collinearity Diagndstics
Condition Variance Proportions
Mod¢ Dimensiigenvalui Index Constan{ a8i @8emmia8emu| a8leg | a8c pnv regenv cusenv tectnv coni a8o
1 1 10.758 | 1.000 .00 .00 .00 .00 .00 .00 .00 .00 .00 .00 .0
2 .069 | 12.475 .00 .00 .28 .02 .00 .00 .00 .00 .00 .00 .0!
3 .047 | 15.147 .00 .00 .00 .01 .00 .00 .30 .30 .03 .04 .0:
4 .034 {17.693 .00 .01 .01 .04 .01 .01 .59 .19 .00 .00 .0
5 .025 120.555 .00 .00 .00 .01 .01 .00 .00 15 .90 .00 '
6 .019 123.619 .02 .00 .60 .03 .00 .00 .00 .00 .02 .00 7¢
7 .017 125.190 .00 .00 .01 .09 .00 .00 .01 .33 .03 .75 0
8 .014 127.944 .00 .05 .01 .67 .08 .02 .00 .01 .00 10 .0
9 .009 | 35.509 .94 .00 .08 .08 .03 .00 .09 .01 .00 .07 .0
10 .005 | 44.816 .03 51 .00 .01 .59 .00 .00 .02 .02 .02 0:
11 .002 | 65.899 .01 42 .00 .04 .28 .97 .00 .00 .00 .02 0

aDependent Variable: newperf_s2

Residuals Statistics®

Minimum | Maximum Mean Std. Deviation N
Predicted Value -4.1802 3.0413 .0000 1.06769 354
Residual -7.25441 6.75956 .00000 2.35415 354
Std. Predicted Value -3.915 2.848 .000 1.000 354
Std. Residual -3.038 2.830 .000 .986 354

a. Dependent Variable: newperf_s2
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Normal P-P Plot of Regression Standardized Residual

Dependent Variable: newperf_s2
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Scatterplot

Dependent Variable: newperf_s2
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Regression Standardized Predicted Value
Case Processing Summary
Cases
Valid Missing Total
N Percent N Percent N Percent
ZRE_1 354 4.5% 7434 95.5% 7788 100.0%
Extreme Values
Case Number Value
ZRE_1 Highest 1 299 2.83037
2 349 2.63024
3 81 2.44736
4 37 2.19624
5 168 2.19088
Lowest 1 16 -3.03757
2 153 -2.87968
3 65 -2.73318
4 80 -2.65535
5 202 -2.61234
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Tests of Normality

Kolmogorov-Smirnov® Shapiro-Wilk
Statistic df Sig. Statistic df Sig.
ZRE 1 .029 354 200 .995 354 .261

*. This is a lower bound of the true significance.

a. Lilliefors Significance Correction
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Detrended Normal Q-Q Plot of Standardized Residual
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Expected Normal

Normal Q-Q Plot of Standardized Residual
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Variables Entered/Removed

Variables Variables
Model Entered Removed Method
1 c_tec, env_
reg, env_
cus,
emm_tec,
c_reg,
a8emm,
a8emu,
emu_com,
emm_reg,
env_tec,
leg_cus,
emm_
com, env__
com,

a8leg, o_i,
emu_reg,
emu_cus,
emm_cus,
emu_tec,
a8o, i_
com, a8i,
leg_reg,
leg_com,
i_reg, c_
cus, i_tec,
a8c, i_cus,
leg_tec, c_
com

Enter

a. All requested variables entered.

b. Dependent Variable: newperf_s2

Model Summa#fy

Change Statistics

Adjusted |Std. Error of |R Square
Model R R Square | R Square [the Estimate| Change |F Change df1 df2  Big. F Change
1 5132 263 192 2.32300 263 3.713 31 322 .000

a. Predictors: (Constant), c_tec, env_reg, env_cus, emm_tec, c_reg, aBemm, a8emu, emu_com, emm_reg, ¢
emm_com, env_com, a8leg, o_i, emu_reg, emu_cus, emm_cus, emu_tec, aBo, i_com, a8i, leg_reg, leg_ct
i_tec, a8c, i_cus, leg_tec, c_com

b. Dependent Variable: newperf_s2
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ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 621.129 31 20.036 3.713 .0002
Residual 1737.619 322 5.396
Total 2358.747 353

a. Predictors: (Constant), c_tec, env_reg, env_cus, emm_tec, c_reg, aBemm, a8emu,
emu_com, emm_reg, env_tec, leg_cus, emm_com, env_com, a8leg, o_i, emu_
reg, emu_cus, emm_cus, emu_tec, a8o, i_com, a8i, leg_reg, leg_com, i_reg, C_
cus, i_tec, a8c, i_cus, leg_tec, c_com

b. Dependent Variable: newperf_s2
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Coefficients®
Unstandardized Standardized
Coefficients Coefficients Collinearity Statistics
Model B Std. Error Beta t Sig. Tolerance VIF
1 (Constant) -5.666 1.353 -4.188 .000
asi .344 489 .065 704 482 .269 3.723
aBemm .094 252 .025 372 710 519 1.925
a8emu 1.089 255 .261 4.279 .000 613 1.632
a8leg =271 460 -.053 -.589 .557 279 3.589
a8c .530 .597 .098 .887 375 .188 5.332
env_reg .825 .202 214 4.088 .000 .834 1.199
env_cus -.325 .186 -.100 -1.747 .082 .696 1.436
env_tec -.085 203 -.024 -.418 .676 .700 1.430
env_com -.389 .249 -.094 -1.563 119 .628 1.593
aBo -.205 .286 -.049 -716 475 490 2.040
c_cus .067 769 .011 .087 .930 150 6.647
emu_reg -.296 422 -.044 -.701 .484 .589 1.697
emm_tec .007 312 .001 .022 .983 618 1.617
emu_tec A71 .331 .036 518 .605 474 2.110
emm_reg 116 273 .024 427 .670 754 1.327
emm_com -.289 .348 -.053 -.831 407 .557 1.794
emu_com -.933 474 -.151 -1.971 .050 .389 2.574
leg_reg 110 .635 .014 173 .863 .368 2.715
leg_tec 160 675 .028 236 .813 .164 6.093
o_i 1.578 473 214 3.337 .001 .554 1.806
emm_cus -.014 322 -.003 -.043 .966 .488 2.051
leg_com -.656 .805 -.096 -.815 416 .163 6.119
emu_cus .907 357 .189 2.543 .011 416 2.403
i_reg 1.035 .745 131 1.390 .165 .258 3.870
i_com 1.845 795 .246 2.322 .021 .204 4.898
i_tec -.176 .596 -.031 -.294 .769 .201 4.977
leg_cus .584 571 .099 1.022 .307 .245 4.083
c_reg -.543 .838 -.068 -.648 .518 .206 4.846
i_cus -1.850 724 -.295 -2.554 .011 171 5.847
c_com -.379 1.002 -.052 -.378 706 122 8.214
c_tec -.766 .924 -.128 -.830 407 .096 10.380

8. Dependent Variable: newperf_s2
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MDimenvandejnstia8ilemdems8le@8elv_riv_cjv_tv_c@8ol cuju_nm ju t}m m_qu_cy._reg tqo_ijm g} cd
11 116p00{.00/.00,00[.00{.00/.00100(00{00/.00]00{00{00/00/00/00/.00{.00{00{.00[00{.00/10

495485).00100100100/00.00{.00{.00.00[.00[.00.00|00/00/|00/00|.00[.00/.00/.00,.00,.00|.10
?20540|.00.00/.00(00(00/00/00|00,00{.00.00[00(02.01(00[.00(.00|.001.02.00101,.00/.20
D98¢631.00.00.00100(00/.00|.00/00}00(.00.00(.00].01(05(02(01{.06{.00,.00/.00.01,.061.10
549797,.001.00/.00|.00/.00/.00(00,.00(.00.00.00/01!01|01].01.03{.01.00[01/.01[.00(.01|0]|.
v431221.00100.001.00/00100/00,00(.00.00.00.01.00,.00,01,04/.01[.03].00|.00}.00{.00/. 32}
B685371.001.00.00.00/00{00).00,.00{.00.00(00.00[06/.02/01|48|.01(.00.02,.00.01].02/.)0,.
B847021.00100/.00/00/00/|00,.00{.00/.00.00/.00.00|01,01|.08|.00|.02/.14].00(.01[.00(.00{. 21|,
9 pB45B35/.00/.00.00/.00/.00{.00.00/.00.00(00/00.00(00|.0701/.01/.04.00(02|.00{53[.09[)0|
10 B22413.001.00/.00|.00/.001.00.00{.00100|.00.00/00]26|23/05|.08|.03|.00,.03|.01[04.02/ 10|
11 B32772/.00.00/.00{.00.00/.00/.00.00/.00|.00(.00/00{20(10/.02{.02|.03|.00/.00[.00/.04|.10|.22|
12 494951/.00100/.00{.00.00/.00/.00|.00/.00|.00(.00/00|16122|.04|.15/.27{.01].02(00/03{.03|. 20|
13 407 458/.00/.00(.00/.001.00/.00(.00{.00|.00/.00{.00/00|.06|.07|29|.01/.05/.00(.03]02].04/.01])1
14 B13p24].00/.00(.00/.00(.00{.00|.00(.00/00/.00{00/00[01[.04|20[00/.39|.01].07/.00[.03|.42|)3|.
15 294420/.001.00/.00/.00|.00(00/.00(.00/00|.00(.00/00]00[01/00/.05/.00{.10/41[.00/05|.01|.)2|
16 271590/.00.00/.00|.00{.00/.00/.00|.00.00/00[.0000,06(.06/11,03|.01/.39|.13|.01[01/12[)0|.
17 1189p07,.00(.00(00/.00{.00/.00/.00{.00(00/.00[{00.11/03.03.01/00{.00/.01].07|20.01/.00|)1|.
18 179p37/.00.00/.00/.00.00(00/.00.00/00,.00{00.1701.00/00/.00{.00/.10].00].08.00/.00/ 17|,
19 154878/.00.00(.00/.001.00/.001.00{.00/.00(.00,00/00(.04/02(.00/.00/.01/.07.07.05/.00[.00|)1].
20 D91518.00/.00(.00/.00(.00.00/.00{.00,.00.00{.00|01[00/.00(05|.00/.00|.04|.03/.07|00/.02}.38|.
21 D73B83/.00.00/.00.00/00{.00{.00(00/00(001.00/5801.01,00[.00/.00{.02].01[12/00{.00|.)4|.
22 D60R56|.00.00/.07|.00.00/00/.00.01,.00].00.00|0200/.00[05|.00/.00{.03.01].25.01,.00/ 18|,
23 D51B78|.00/.00/.25{.02/.00/.00(.01.00/.01{.00[.09|03].01[00100.04|.01|.00{.00(.07.07/.02/ 36|,
24 D40508|.00/.00/.00(.01.00/.00(.301.30/.03|.0402,00{.01/00/01[.02|.00].00[.00[02|01].01].21|.
25 D31794/.00/.01.00(.0501{.01/60[.16/.00/00/.02/.00[/01{.00/00[00{.01|.00/.00/.01.01/.01].20|.
26 D22412/.00/.00(.00|.01].00/.00/00(.19,89(00[.00/00|00|.01[00{.00{.00\.01].00.00[.00[.01}.32|.
27 D17432/.02/.00(.38/.01/.00{.0000}.11,01]07|73|00[00].00/00{01|.00/.00{.00|00(.04 .00} 32|
28 D16B75|.00/.001.15/.15.00{.00/.01/.20|.0365(.03/00(.01[.00/.00[.00|.01/.01|.00|04|00/.00| )2
29 p12p421.00|.05.03/65(07]02[.00{.01,00/13|06|01[02[00[.00|.02|.00(.00/.01}00[.01/.00|)0].
30 p07p221.931.00/.11(.07.041.00(.06|00(02|0603|01|00[01].02/00|.01[.00.00[.00/00/.04 )1
31 D04(1421.04|.55(00(.00/57.00/.01/.01[00/0301]01/00[/01,.00.01|.00|.01[.04|.01[02].00].)2|
32 p02(25|.01].39/00[.03,.30(.97.01/00(.00/02[02|01/00/.00,.00[/01{.00{.00.00|.00(02{.00[.)2|

@ependent Variable: newperf _s2
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Residuals Statistics®
Minimum | Maximum Mean Std. Deviation N
Predicted Value -5.1351 4.0427 .0000 1.32649 354
Residual -6.53012 7.44149 .00000 2.21866 354
Std. Predicted Value -3.871 3.048 .000 1.000 354
Std. Residual -2.811 3.203 .000 .955 354

a. Dependent Variable: newperf_s2
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Normal P-P Plot of Regression Standardized Residual

Dependent Variable: newperf_s2

Expected Cum Prob

0.0 1 I I T
0.0 02 0.4 06 0.8 1.0

Observed Cum Prob

Case Processing Summary

Cases
Valid Missing Total
N Percent N Percent N Percent
ZRE_1 354 4.5% 7434 95.5% 7788 100.0%
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Extreme Values

Case Number Value
ZRE_1 Highest 1 299 3.20340
2 349 2.52525
3 343 2.40139
4 168 2.30514
5 57 2.19419
Lowest 1 16 -2.81107
2 153 -2.76320
3 59 -2.75346
4 202 -2.43310
5 65 | -2.41626
Tests of Normality
Kolmogorov-Smirnov® Shapiro-Wilk
Statistic df Sig. Statistic df Sig.
ZRE_1 .037 354 .200* .994 354 .185
*. This is a lower bound of the true significance.
a. Lilliefors Significance Correction
Normal Q-Q Plot of Standardized Residual
3
o

Expected Normal

] H
-1 0

!
1

Observed Value
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