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THE EFFECT OF USING PROMOTION PROGRAMS
ON EXPORT PERFORMANCE WITH MEDIATING OF MANAGEMENT' S
UNDERSTANDING OF ENVIRONMENT AND COMMITMENT

The aim of this study was the effect of using promotion programs on export performance with the
mediating of management perception of the environment, and export commitment with considering
export knowledge and strategy in tile export companies in Yazd province. Research method in terms of
purpose, applied; Depending on the method of data collection or the nature and method of research, it
was descriptive-surv ey. The statistical population in this study included all employees of the export de-
partment of tile export companies in Yazd province, 325 people, who were selected as a sample size us-
ing a simple random sampling method and Cochran’s formula. In this study, the standard export market-
ing questionnaire of Shamsuddoha and Yunus Ali was used. In order to measure the validity of content
and structure validity and in order to measure the reliability, Cronbach’s alpha coefficient and combined
reliability coefficient were used. The obtained coefficients showed the validity and appropriate reliability
of the instrument. The research data were analyzed in two parts: descriptive (mean, standard deviation,
table, figure and graph) and inferential (structural equation modeling) using Amos software. The results
showed that the use of export promotion program has an effect on export knowledge (0.33) and export
performance (0.55). Export knowledge affects management’s understanding of the export environment
(0.48), export commitment (0.76) and export strategy (0.36). Management perception of the export en-
vironment affects the export strategy (0.82). Export commitment affects export strategy (0.20) and export
performance (0.63). Also, export strategy affects export performance (0.52).

Key words: promotion programs, export performance, management understanding, export knowl-
edge, export commitment, export strategy.
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IKCNOpTTbIK, 6aFrAapAamarapAbl NaAaAaHy apKbiAbl
3KCMOPT TUIMAjAIriHe 6acKapy TYCiHiri meH
3KCIMOPTTbIK, MIHAETTEMEAEPAiH, ACAAAAABIK, dCEpi

BYA 3epTTeyaiH MakcaTbl — Me3A MPOBMHLMSCHIHAAFBI MAMTKA 3KCMOPTTaThIH KOMMaHMSIAAPAA
3KCMOPTTbIK, GiAIM MEH CTpaTervsiHbl eCKepe OTbIPbIN, IKCMOPTThIK, GarAapAamasapAbl ManAasaHy
apKbIAbl 3KCMOPT THIMAIAIriHe 6ackapy OpTacbiH TYCiHY >K8HE 3KCMOPTTbIK, MIHAETTEMEAEPAIH
AEAAAAABIK, BCepiH 3epTTey. 3epTTey MakcaTbl OOMbIHILA KOAAAHOGAAbl, aA MOAIMETTEPAI >XKuHay
dAICiHE CaMKeC cunaTTaMaAblK-CayaAHaMaAblK, GOAABI. 3ePTTEYAiH CTaTUCTMKAABIK, >KMbIHTbIFbI Nesa
NMPOBUHLMSACBIHAAFbI TAMTKA DKCMOPTTANTbIH KOMMaHUSAAPAbIH 3KCMOPT 6OAIMIHAETT 325 KbI3METKEePAEH
TYPAbI, OAQp KE3AENCOK ipikTey >kaHe KokpaH (hopMyAachl apKblAbl TaHAAAALL. 3epTTeyae LLlamcyaaoxa
>koHe FOHyc AAMAIH CTAHAQPTTbl 3KCMOPTTbIK MAapPKETUHI CayaAHamachl KOAAAHbBIAAbL. MasMyH MeH
KYPbIAbIMHbBIH, >KaPaMABIAbIFbIH TEKCEPY YLUIH Ma3MYHADBIK, BAAMATIAIK XX8He KYPbIAbIMABIK, BAAUATIAIK
GaraAaHAbI, aA CEHIMAIAIKTI Tekcepy yiH KpoHbax aabta koahdurumeHTi MeH BipiKTipiAreH CeHIMAIAIK
KO3 PUUMEHTI KOAAAHBIAABL. KypPaAAbIH XKapaMABIAbIFbI MEH CEHIMAIAIT XKOFapbl €KeHi aHbIKTAAAbI.
MaaimeTTep Amos 6araapAaMachl apKblAbl CUMaTTaMaAblk, (OpTalla, CTaHAAPTTbIK, aybITKy, KeCTeAep,
AMarpamMmanap) XXeHe TaaAay (KYPbIAbIMABIK, TEHAEYAEP MOAEAI) BOAIMAEPIHAE 3epTTeaai. HaTukeaep
KOPCETKEHAEI, IKCMOPTTbIK, 6arAapAaMarapAbl NanaaAaHy sKCnopTTbiK, Giaimre (0,33) xxeHe akcrnopT
TMimaiAiriHe (0,55) acep eTeai. IKCNOPTTbIK, GiAiM BackapyAblH 3KCMOPTTbIK, OPTaHbl TyCiHyiHe (0,48),
3KCnopT MiHAeTTemMeciHe (0,76) >keHe 3kcrnopT ctparteruscbiHa (0,36) acep eTeai. backapy opTtaHbl
TYCiHy 3KcnopT cTtparteruscbiHa (0,82) acep eTeai. DKCNopT MiHAETTEMECI 3KCMOPT CTpaTernsicbiHa
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>KaHe 3KcnopT TuimaiairiHe (0,63) acep eteai. CoHaAaM-aK, 3KCMOPT CTPATErMsChbl SKCMOPT TUIMAIAITIHE
(0,52) acep eTeai.

Tyiin ce3aep: 3KCNOPTTbIK, 6GarAapAaManap, 3KCMOPT THIMAIAIrM, 6ackapy TYCiHIri, 3KCMOPTTbIK,
6iAIM, SKCMIOPTTbIK, MIHAETTEME, SKCIMOPT CTPaTerusico.
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BAusiHMe nNporpamm 3KCMOPTHOrO NMPOABHXKEHMSI
Ha 3(pheKTMBHOCTb IKCMOPTA C YYETOM NMOHUMAHUSI IKCTIOPTHOM CPEeAbl
M SKCMOPTHDbIX 06513aTeAbCTB

LleAblo AQHHOrO MCCAEAOBAHMS ObIAO M3YUeHUE BAMSIHMS MPOrpamm 3KCMOPTHOIO MPOABMXKEHMS
Ha 3(PheKTUBHOCTb 3KCMopTa C NMOCPEAHMYECTBOM, BOCMPULITUE YNPAaBAEHUS SKCMOPTHOM CPeAOi n
3KCMOPTHBIX 00S93aTEAbCTB, C YYETOM 3KCMOPTHBIX 3HAHWI M CTPATErMM Ha NMpUMepe KOMMaHWiA, 3a-
HUMAIOLLIMXCS DKCMIOPTOM MAMTKM B NMPOBUHLMKM Me3a. MeToA MCCA@AOBaHMS MO LIEAM — MPUKAAAHON,
no crnocoby cbopa AaHHbIX — ONMUCATEAbHO-OMPOCHbIA. CTaTUCTMYECKas COBOKYMHOCTb MCCAEAOBAHUS
BKAIOYAAA 325 COTPYAHMKOB 3KCMOPTHOIO OTAEAA KOMMAHMIA MO 3KCMOPTY NAMTKM B MPOBUMHLIMM Me3a,
KOTOpble OblAM BblbpaHbl METOAOM MPOCTOM CAyYaiHOM BbiGopkM o dopmyae KoxpaHa. B nccaepo-
BaHMM MCMOAb30BaAaCb CTAaHAAPTM3MPOBAHHAS aHKeTa MO 3KCMOPTHOMY MapkeTuHry LLlamcyaaoxu m
IOHyca AAn. AA9 NpoBepKM BAaAMAHOCTU MPUMEHAAMCH NMOKA3aTEAU COAEPIXKATEABHOM M CTPYKTYPHOM
BAAMAHOCTM, AAS OLIEHKM HAAEXKHOCTU — KOahuumeHT aabiha KpoHbaxa M KOMOUHMPOBAHHbIN KO3~
pUUMEHT HaAeXHOCTU. [MoAyYeHHble KO3(hDUUMEHTbI MOATBEPAMAN BbICOKYIO BAAMAHOCTb M HaAEX-
HOCTb MHCTPYMeHTA. AaHHble OblAM MPOaHaAM3MPOBaHbI C UCMOAb30BAHMEM MPOrpPaMMHOro obecre-
YyeHus AMOs B ABYX YacTsX: ONMCaTEeAbHOM (CpeAHee 3HaueHWe, CTaHAAPTHOE OTKAOHEHWe, TabAMLbl,
AMarpammbl) M aHAAUTUYECKON (MOAEAMPOBaHWE CTPYKTYPHbIX YpaBHEHMI). Pe3yAbTaTbl Moka3aAm, 4To
NporpaMmbl 3KCMOPTHOIO MPOABMXKEHMS BAUSIOT Ha 9KCMOPTHble 3HaHM4 (0,33) 1 appeKTMBHOCTb 3KC-
nopta (0,55). DKCNOPTHbIE 3HAHMS BAMSIOT Ha MOHWMaHWE 3KCMOPTHOM CpeAabl ynpaBAeHnem (0,48),
aKCropTHble obs3ateabcTBa (0,76) 1 akcrnopTHyto ctpaternio (0,36). NoHMMaHMe 3KCMOPTHOM CPeAb!
BAMSIET Ha KCMOPTHYtO cTpartermio (0,82). IKcnopTHble 0693aTeAbCTBA BAMSIIOT Ha 3KCMOPTHYIO CTpa-
Terunio (0,20) n acpbdpexTBHOCTL aKcnopTa (0,63). Takxke aKCnopTHas cTpaTerus BAMSET Ha 3hekTnB-

HocTb 3kcnopTa (0,52).

KAroueBble caoBa: nporpamMmbl NpoABU>KEHNA, :-)qI)CbEKTVIBHOCTb 3KCMopTa, NOHMMaHMe yrnpaBAe-
HWA, SKCMNOPTHbIE 3HAHNA, SKCMNOPTHbIE O69I3aTe/\bCTBa, 3KCMOPTHaga CTpaTterud.

Introduction

Given the importance of exports in advancing
economic affairs, governments and companies try
to increase their share of the economy through in-
fluence in export markets (Amirkabiri et al., 2017).
Different markets have different potentials, and
companies seek to maximize the potential of those
markets by being present in foreign markets. Being
present in different markets reduces the dependence
of companies on a specific market. Due to the ex-
istence of different competitors with different ca-
pabilities and awareness of foreign environments,
it provides companies with the opportunity to learn
more. With this approach, companies save them-
selves from being trapped in a market that may be in
recession. Therefore, governments propose exports
as the driving force of economic progress. (Tintel-
not, 2017). In the meantime, the correct use of ex-

port promotion programs is one of the strategies that
has been most used for the internationalization of
companies (Efrat et al., 2018).

Today, the foreign trade sector is considered one
of the most important economic sectors in all coun-
tries, especially developing countries. In Iran, to have
growth, economic development, and employment,
there is no choice but to develop and improve the
performance of non-oil exports by interacting with
global markets. Therefore, in this regard, the effec-
tive factors should be known so that policymakers
try to improve and strengthen them when necessary.
Given that increased exports lead to a positive trade
balance and generate foreign exchange for export-
ing countries, which ultimately leads to strength-
ening the national currency, governments consider
various incentives for companies active in exports,
which are designed to transfer knowledge and train
exporters active in foreign markets (Sepanlo & Qa-
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nbari, 2011). The most important obstacles in the
way of developing the country’s non-oil exports are
the lack of applied research and also the lack of ac-
curate knowledge of the private and public sectors
about marketing techniques and tools (Farrokhi &
Mohammadi, 2018).

Extensive research in the field of export mar-
keting has examined the factors affecting the export
of companies in a relatively large amount. Different
governments take different approaches to encourage
exports to increase the country’s exports through di-
rect and indirect support. but little research has been
done to systematically assess the causal relationship
between them and companies’ export performance.
None of the research conducted on this issue in the
tile industry in Iran has shown the effect of export
promotion methods on the management factors of
companies that benefit directly through govern-
ment support methods. The main objective of this
research is to test the conceptual model of factors
affecting the export performance of companies ac-
tive in the tile industry.

Yazd province is one of the main hubs of the
tile and ceramic industry in Iran, which has led to
the creation of many jobs. While this industry has
great potential for presence in export markets, it is
also facing numerous problems. It is necessary to
express the problems and dilemmas of industries
and economic activists in this field. Although Iran
is currently the sixth largest producer of tile and ce-
ramic in the world, three million square meters of
tile and ceramic are imported into the country annu-
ally. Therefore, this amount of import is very small
compared to the volume of our export, and in ad-
dition to interacting with other countries to import
ceramic tile products into the countrys; it also has the
possibility of competition and increasing the qual-
ity of domestic products. The lack of export plan-
ning by the government is one of the most important
challenges for the country’s ceramic tile industry.
Also, despite the efforts made, due to the lack of
economic advisors, the ideal goals have not been
achieved in the development of ceramic tile export,
and the trade affiliates to whom Iranian exports are
sent do not have sufficient knowledge of this field.
Given the problems mentioned, this study seeks to
investigate the effect of using promotion programs
on export performance concerning the mediating
role of management perception of the environment
and export commitment with considering knowl-
edge and export strategy in tile export companies in
Yazd province.

Literature review

Government officials, decision-makers, and re-
searchers generally agree that exports lead to eco-
nomic growth, job creation, and income in the coun-
try. Companies have serious doubts about entering
foreign markets due to their lack of experience in
foreign markets, lack of necessary capabilities, lack
of export culture, and financial constraints. For this
reason, governments, in addition to providing vari-
ous export incentives and creating obstacles for im-
porting similar domestically produced goods, are
trying to enable their presence in international mar-
kets in this way (Srhoj & Wagner, 2020). Govern-
ment incentives, creating an export culture in the
organization, strengthening internal capabilities,
identifying market opportunities, and adapting to
export market conditions are among the ways that
enable companies to penetrate in export markets and
sell their products (Arneja & Sharma, 2024). Next,
the research variables and their related hypotheses
are studied in the literature.

Managers’ perception of export markets

There are several obstacles to internationaliza-
tion and presence in international markets for com-
panies, some of which are domestic and some are
foreign. In the area of domestic obstacles, manage-
ment characteristics and managers’ understanding
of export are one of the influential components.
Managers should not have a limited perspective in
their decision-making and focus solely on benefits
and cost calculations, but should try to use experi-
ence, update knowledge and understanding of ex-
port achievements to provide an infrastructure for
export in the organization (Hultman et al., 2009).
Managers can obtain export information through
training, information gathering, and other people’s
experiences. the more they know about the market
environment, the greater their contribution to strate-
gy development. Presence in foreign markets makes
the company use its strengths in the way of market
opportunities and eliminate its weaknesses by iden-
tifying market threats (Boiten, 2018). Therefore, ac-
cording to the above topic, the following hypotheses
can be tested:

Hypothesis 1: Management’s understanding of
the export environment affects export performance.

Hypothesis 2: Management’s understanding of
the export environment affects export strategy.
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Export commitment

Export commitment is actually the desire to al-
locate internal resources including financial, human
and management perspective to create a competitive
advantage to use the opportunities of international
markets. Management can improve export perfor-
mance according to successful export marketing
strategies) Negeri & Ji, 2023). Presence in foreign
markets, especially markets where competition is
high, makes managers more committed than before.
Commitment to prioritizing export programs, allo-
cating sufficient budget for export, aligning organi-
zational resources for use in export, etc. (Machado
et al., 2018).

Commitment to export requires proper plan-
ning and alignment of organizational resources.
This means reducing environmental uncertainty and
creating a common organizational vision for enter-
ing international markets. Therefore, companies
commit to investing more resources in implement-
ing effective export strategies to take advantage of
internationalization opportunities and cover weak-
nesses according to their capabilities. Allocating
more resources to promotional programs creates a
high level of satisfaction and desirable results for
export. Companies that pay more attention to export
will have a more positive view of export (Naseri &
Arabi, 2018). Therefore, according to the above top-
ic, the following hypotheses can be tested:

Hypothesis 3: Export commitment affects ex-
port strategy.

Hypothesis 4: Export commitment affects ex-
port performance.

Export strategy

The main focus of marketing strategy is the ap-
propriate and timely allocation of resources and the
creation of the necessary synergy to achieve the de-
sired goals of organizations and companies (Suditj,
2023). Companies adopt two distinct export strat-
egies. The first is to expand the market and enter
international markets where they have the potential
to be present in that market given their competitive
advantages. The goal of these companies is to in-
crease sales and improve export performance. They
are less sensitive to changes in the domestic mar-
ket environment and try to take full advantage of
new market opportunities. The second strategy is to
avoid exporting and focus on the domestic market
and be sensitive to the domestic market environ-
ment. The goal of companies in this strategy is to
reduce costs and increase productivity and sales in
domestic markets (Wang & Ma, 2018).

Being in international markets means moving
towards an open economy, using successful export
strategies and paying attention to the needs and de-
mands of customers at the international level. In or-
der to succeed in this matter, the leading private sec-
tor and government support must also be provided.
Attending well-known and relevant international
exhibitions is one of the methods of using opportu-
nities and introducing the company’s products and
services at the international level (Geldres-Weiss
et al., 2018). Therefore, the following hypothesis is
proposed:

Hypothesis 5: Export strategy affects export per-
formance.

Export knowledge

Companies acquire export knowledge through
analysis, understanding the market and competitors,
and experience gained from being present in mar-
kets (Di Fatta et al., 2019). It can be considered an
intangible resource. Due to extensive experience in
foreign markets, export knowledge becomes a stra-
tegic asset and can be a competitive advantage for
improving company performance. Companies that
have extensive experience, especially successful ex-
perience in export markets, have greater and deeper
knowledge of customers. Companies equipped with
export knowledge overcome obstacles faster and
at lower cost, ultimately leading to better perfor-
mance) Negeri & Ji, 2023). Export knowledge is an
asset like a brand that is not included in any of the
financial statements but distinguishes the company
from others. Being up-to-date, using new technolo-
gies, and knowing how to manage and deal with
the complexities of the market allows companies
to act better than before in formulating a strategy
and to consider all the factors affecting it (Samiee &
Walters, 1999; Shamsuddoha & Yunus Ali , 2006)
Managers with higher commitment continuously
monitor export markets and try to maximize oppor-
tunities. They mobilize all organizational resources
to improve export performance (Haddoud et al.,
2019). Therefore, according to the above topic, the
following hypotheses can be tested:

Hypothesis 6: Export knowledge affects man-
agement’s understanding of the export environment.

Hypothesis 7: Export knowledge affects export
strategy.

Hypothesis 8: Export knowledge affects export
commitment.

Hypothesis 9: Export knowledge affects export
performance.
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Export promotion programs

Export promotion is a priority for many policy-
makers in different countries. Export promotion pro-
grams allow governments to have fewer restrictions
on foreign exchange management and allocation of
foreign exchange for import. Their goal is to help
export managers and executives to make better use
of government incentive programs and overcome
operational barriers to export. Export promotion
programs increase managers’ knowledge and un-
derstanding of international markets (Behzadnia et
al., 2019) In Iran, due to the sanctions, incentives to
improve exports have become different than before.
Using appropriate diplomacy in foreign policy to use
the potential in neighboring countries, providing the
necessary infrastructure for using the national cur-
rencies of neighboring countries, providing export
guarantees, activating the Chamber of Commerce,
export awards for goods and services, exemption
from import duties and value added for temporarily
imported and semi-manufactured goods, etc.(Ak-
bari et al, 2021) Francis & Collins (2017) found in
a study that most export promotion programs affect
companies’ perceptions and knowledge of export, in
addition, export promotion programs, proportional
to the level of involvement of companies in the ex-
port process, affect their performance. Malca et al.
(2020) found in a study that the empirical knowl-
edge provided by business promotion programs
positively affects the resources and performance of
export companies. Export promotion programs, by
providing information and awareness of the ben-
efits of exporting and the opportunities available
in the market, lead to increased capabilities and
knowledge required to carry out companies’ ex-
port operations. Increased knowledge leads to the
development of better strategies to overcome the
complexities and barriers of export markets, which
in turn affects the export performance of compa-
nies (Barney,1991; Leonidou, 2011). Therefore,
according to the above topic, the following hypoth-
eses can be tested:

Hypothesis 10: The use of export promotion
programs has an impact on management’s under-
standing of the export environment.

Hypothesis 11: The use of export promotion
programs has an impact on export knowledge.

Hypothesis 12: The use of export promotion
programs has an impact on export commitment.

Hypothesis 13: The use of export promotion
programs affects export performance.

Export performance

Due to the complexity of the international mar-
ket environment, there are more factors affecting
exports than sales in domestic markets. On the other
hand, the company’s control and access to foreign
markets is more limited. Therefore, paying attention
to sales and financial performance in this area, along
with the appropriate strategy, can overshadow ex-
port performance. Managers can improve company
performance by identifying influential factors, bet-
ter understanding foreign markets, and developing
an appropriate strategy. (Ayob & Freixanet, 2014;
Helm & Gritsch, 2017).

When a company succeeds in selling its prod-
ucts and services in foreign markets, it is referred to
as export performance. In fact, the amount of export
is calculated as a part of the company’s sales but in
foreign markets. When a company penetrates a for-
eign market, it actually tries to change the product
according to the needs of the new market, determine
the price based on the competition and conditions in
that market, and evaluate it in international markets
(Negeri & Ji, 2023).

Methodology

The research method was applied in terms of
purpose, quantitative in terms of data type; Depend-
ing on the method of data collection or the nature
and method of research, it was descriptive-survey.
The statistical population in this study included all
employees of the export department of tile export
companies in Yazd province (325 people). The re-
search sample was 172 people who were selected by
a simple random sampling method. In this study, a
questionnaire was used to collect information. For
data collection, the standard questionnaire of export
marketing of Shamsuddoha and Yunus Ali (2006)
with 42 items was used.

Descriptive and inferential statistics have been
used to analyze the data. In the descriptive part of
this article, the average, Average Shared Squared
Variance, and Maximum Shared Squared Variance
of each variable are presented, which were done by
SPSS software. In the inferential part, the research
hypotheses were tested using structural equation
modeling by Amos software.
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Table 1 — Distribution of questions and questionnaire variables

Dimensions Questions

Management understanding of the market environment 1-4

Export commitment 5-7

Export knowledge 8-10
Export strategy 11-16
Export performance 39-42
Trade fairs 24-26
Export subsidies 17-19
) Export Awards 20-23

Export promotion programs
Product brand 27-30
Export insurance 31-34
Product packaging 35-38
Note — compiled by authors based on the survey data

The validity of the questionnaire was confirmed
in terms of form and content by several experts, the
validity was confirmed by calculating the slope and
the validity was confirmed by calculating the square
root of the AVE. The reliability of the questionnaire
was obtained through Cronbach’s alpha for the whole
questionnaire of 0.898. Data were analyzed using
Cronbach’s alpha tests, Average Shared Squared

Variance (ASV), AVE root matrix, Kolmogorov-
Smirnov, confirmatory factor analysis, and t-test.
Based on the obtained data, the reliability of the di-
mensions is confirmed because Cronbach’s alpha and
combined reliability coefficient is above 0.7 and also
AVE> 0.5. Convergent validity is confirmed because
CR> 0.7; CR> AVE; AVE> 0.5 as well as divergent
validity is also confirmed because MSV <AVE.

Table 2 — Questionnaire information and calculation of validity and reliability

Dimensions | Cronbach’s | -p 1 avE | Msv | Asv 1 2 3 4 5 6
alpha

Management

understanding 0.812 0.835 | 0.55 | 0.456 | 0.320 | 0.741 . - - - -
of the market

environment

Export knowledge |  0.862 0.883 | 053 | 0.169 | 0.012 | 0.721 | 0.821 - - - -
Export 0.753 0.750 | 0.52 | 0420 | 0416 | 0.652 | 0.810 | 0.785 - - -
commitment

Export strategy 0.790 0.711 | 051 | 0.492 | 0.246 | 0.645 | 0.800 | 0.780 | 0.622 - -
Export 0.811 0.793 | 059 | 0388 | 0.049 | 0.611 | 0.788 | 0.634 | 0.572 | 0.689 -
performance

Export promotion | ) ¢5q 0.800 | 0.61 | 0406 | 0.444 | 0.551 | 0.753 | 0.599 | 0.438 | 0.592 | 0.716
methods

Note — compiled by authors based on the survey data

Results and Discussion

Structural equations were used to analyze the
data obtained from the questionnaire and in accor-
dance with the research hypotheses using Amos

statistical software. The following figure shows the
research model based on standard coefficients:

Table 3 shows the path coefficients along with
the values of t for the main hypothesis. As it turns
out, some of the routes tested are accepted.
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Figure 1 — Research model in the mode of estimating standard coefficients
Note — compiled by authors based on the survey data

Table 3 — Path coefficients and t values for research hypotheses

Path Factor load Critical ratio | Significance level
Lis;oixgsgrz;(ﬁ(ﬁon Program ---> Management understands of the 0.09 1,620 0.104
Use Export Promotion Program ---> Export Knowledge 0.33 4,166 0.08
Use Export Promotion Program ---> Export Commitment 0.04 1,247 0.450
Use Export Promotion Program ---> Export Performance 0.57 7,447 0.00
E;(\[I)i(r)(r)tnlglggledge ---> Management understanding of the export 043 5.422 0.03
Export knowledge ---> Export commitment 0.74 8,110 0.018
Export knowledge ---> Export strategy 0.36 9,612 0.00
Export knowledge ---> Export performance 0.05 0.867 0.640
IS\:IrZ?:gg;ment understanding of the export environment ---> Export 0.82 3.569 0.00
x??jr%ﬁ;lir: understanding of the export environment ---> Export 0.1 1,681 0.092
Export Commitment ---> Export Strategy 0.2 4,485 0.00
Export Commitment ---> Export Performance 0.64 6,027 0.00
Export Strategy ---> Export Performance 0.52 6,411 0.00

Note — compiled by authors based on the survey data
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According to Chi-square and RMSEA criteria, this  dicators has not reached a relatively complete fit. And
model does not provide a good fit for the data. Table = some effects that do not have a proper meaning should
4 lists the most important and common fitting indices. ~ be removed from the model and re-modeled.

As can be seen in the table below, some indicators are Table 5 shows the path coefficients along with
statistically sufficient. Therefore, it can be said with  the values of t for the main hypothesis. As it turns
certainty that the researchers’ perception of these in-  out, the routes being tested are accepted.

Table 4 — Selection of important fitting indicators of the drawing model

Indicator amount Acceptable fit
(chi-square) / df 12,667 /2 <3 good
GFI 0.88 Larger than 0.8
AGFI 0.74 Larger than 0.8
CFI 0.89 Greater than 0.9
RMSEA 0.165 Less than 0.1
Note — compiled by authors based on the survey data
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Figure 2 — Research model in the mode of estimating standard coefficients
Note — compiled by authors based on the survey data
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Table 5 — Path coefficients and t values for research hypotheses

Path Factor load Critical ratio | Significance level

Use Export Promotion Program ---> Export Knowledge 0.33 4,166 0.002
Use Export Promotion Program ---> Export Performance 0.55 7,818 0.00
Ieir)lc\[,)i(r)(r)tnknrlle()r\gledge ---> Management understanding of the export 048 9.425 0.00
Export knowledge ---> Export commitment 0.76 8,102 0.013
Export knowledge ---> Export strategy 0.36 9,612 0.00
Sfrz?:gg;ment understanding of the export environment ---> Export 082 3,569 0.00
Export Commitment ---> Export Strategy 0.20 4,485 0.00
Export commitment ---> Export performance 0.63 6,760 0.005
Export Strategy ---> Export Performance 0.52 8,828 0.00
Note — compiled by authors based on the survey data

According to Chi-square and RMSEA criteria,
this model provides a good fit for the data. As shown
in the table below, the indicators are statistically suf-
ficient. Therefore, it can be said with certainty that
the researchers have achieved a relatively complete
fit of these indicators.

According to the data analysis, the conceptual
model of the research (Based on the Shamsuddoha
& Yunus Ali (2006) model) is confirmed as fol-
lows.

Table 6 — Selection of important fit indicators of the drawing model

Therefore, it is inferred that the use of the export
promotion program affects export knowledge (0.33)
and export performance (0.55). Export knowledge
affects management perception of the export en-
vironment (0.48), export commitment (0.76), and
export strategy (0.36). Management perception of
the export environment affects the export strategy
(0.82). Export commitment affects export strategy
(0.20) and export performance (0.63). Also, export
strategy affects export performance (0.52).

Indicator amount Acceptable fit
(chi-square) / df 12,667 /6 <3 good
GFI 0.88 Larger than 0.8
AGFI 0.74 Larger than 0.8
CFI 0.89 Greater than 0.9
RMSEA 0.165 Less than 0.1
Note — compiled by authors based on the survey data
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Figure 3 — Research model
Note — compiled by authors based on the survey data

Conclusion

The results of this study showed that: The im-
pact of export promotion program on export knowl-
edge was consistent with the research of Francis &
Collins (2017). The impact of export promotion pro-
gram on export performance was consistent with the
research of Gencturk & Kotabe (2001) and Sharma
et al. (2018). The impact of export knowledge on
management understanding of the export environ-
ment and export commitment and the impact of ex-
port knowledge on export strategy was consistent
with the research of was consistent of Shamsuddoha
& Yunus Ali (2006) and Vazifehdust & Zarinnegar
(2009). The impact of export commitment on export
strategy was consistent with the research of Sham-
suddoha & Yunus Ali (2006). The impact of export
commitment on export performance was consistent
with the research of Negeri & Ji (2023) and Arslan-
dere (2020). The impact of export strategy on export
performance was consistent with the research of
Hosseinzadeh shari & Golami (2015) and Seyedne-
zhad Fahim & Eghdami (2023). The impact of man-
agement understands of the export environment on
export strategy was consistent with the research of
Shamsuddoha & Yunus Ali (2006), and Vazifehdust
& Zarinnegar (2009).

Data analysis in tile exporting companies in
Yazd province showed that the perception of man-
agers of companies active in the tile industry does
not have a direct impact on export performance.
Export promotion programs also do not directly
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affect export commitment and managers’ percep-
tion of the export environment. The direct impact
of export knowledge on performance was also not
proven. Therefore, the perception of managers ac-
tive in the tile industry alone does not lead to bet-
ter performance because other necessary platforms
and tools must be provided for better performance
in export markets. The attitude of companies ac-
tive in the tile industry to export knowledge shows
that more knowledge is provided for strategy for-
mulation and by relevant experts so that they can
improve their performance in this way. The preoc-
cupation of managers active in this industry with
administrative and daily bureaucracy on the one
hand and a slogan-like view of export promotion
programs has caused the effectiveness of this pro-
gram to be overshadowed.

Export promotion programs (especially those
provided by the government) make managers think
more about exporting and entering foreign markets.
These incentives make them try to increase their ex-
port knowledge so that with better understanding, it
is possible to overcome intellectual and operational
barriers in exporting. Lack of sufficient knowledge
and experience among managers affects their under-
standing of foreign markets. In fact, export promo-
tion programs can be a driving force for changing
managers’ perceptions, perspectives, behavior, and
export performance. They try to be more flexible in
allocating resources by increasing their abilities and
capabilities. They use export promotion programs
as a catalyst to improve export performance. In ad-
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dition, export promotion programs can be used to
strengthen organizational competencies (including
increasing export knowledge and foreign trade in-
teractions) and institutionalize export culture within
the organization (such as participation of all depart-
ments in exports, more committed managers and
human resources, understanding the potential of
export markets, using experiences and perspectives
to internationalize activities(.This information leads
them to develop an export strategy that is appropri-
ate to the company’s potential. Developing export
strategies allows a plan to be prepared for presence
in international markets that is appropriate to the
company’s capabilities and strengths. Optimal use
of market opportunities will lead to improved export
performance.

The results showed that companies active in the
tile industry in Yazd province should pay special
attention to their export commitments. Consider-
ing the delay in delivering export shipments to cus-
tomers and the lack of attention to export commit-
ments, it is a fundamental problem that should be
given great attention. Most industries lack specific
export strategies, which has affected their export
performance. Managers and decision-makers are
not in the atmosphere of export due to the extensive
international sanctions in recent years and are not
aware of the potential of international markets. The
culture within companies is such that they focus on
the domestic market and do not believe in exports.
Therefore, according to the research findings, it is
recommended that tile industry officials in Yazd
province, considering the international sanctions
and the lack of active presence in international mar-
kets in recent years, update their export knowledge
and make efforts to update their required data and
information and increase their knowledge of inter-

national markets. Identify and analyze factors af-
fecting the internal and international environment.
In the internal environment: Inform managers and
officials about the importance of export, point out
the need to generate foreign exchange for the indus-
try, institutionalize the culture of export within the
company, consider increasing the capabilities, com-
petencies, and knowledge of managers and human
resources, prioritize formulating strategies for pres-
ence in international markets in line with the compa-
ny’s infrastructure and capabilities, and pay special
attention to marketing mix variables with respect to
the target markets. Managers should make the most
of incentive programs and try to stop slogan-like ac-
tions to satisfy upper-level managers. It seems that
managers have become involved in organizational
autism and dependence on the office is their prior-
ity. In order to get rid of these conditions, they need
to fundamentally change their thinking in this area.
Optimal use of the opportunities provided by the
government and experts can further improve their
performance in the field of export.

Limitation and direction for future research

This research, like other research, has limita-
tions that should be considered by researchers in
future research. In this research, the statistical popu-
lation was limited to Yazd province and the tile in-
dustry. With further research in different industries
and in different countries with a larger statistical
population and sample, the impact of each of the
model variables can be better understood. On the
other hand, due to international banking sanctions in
Iran, exporters use various methods to circumvent
exports and receive funds, which can affect the im-
pact of each of the variables.
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