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Abstract

The export behaviour of the firm has received heightened research attention at both conceptual and empirical levels. This can be attributed to as the increasing tendency towards a global economic system; the intensification of world-wide competition in many industries. The importance of exporting lies in the substantial benefits that can be gained from this activity for both governments and corporations. At the government level, exporting provides economies with social prosperity and development, generates foreign exchange to support other economic activities. At the corporate level, exporting contributes to improved innovation and performance, enhances managerial skills and capabilities, diversifies business risks increasing from domestic market activity, facilitates better utilisation of organisational resources, and increases the company's financial position As a result of these benefits the design and implementation of effective export marketing strategies is considered as a matter of importance for the survival and growth of modern business organisations.
The focus of the present research is to examine the exporting strategy use in Greek firms in order to be conductive to a successful engagement in exporting internationally. A selection of strategic marketing issues is examined in order to identify the level of importance of various successful strategic factors that is often dealt with by an exporting firm. A set of barriers and the extent of their negativity on the exporting activities have also been considered, the understanding of which may help a firm in achieving appropriate strategic and competitive direction.
The survey data were collected from a sample size of 78 Greek exporting firms and the responders were export, sales and marketing managers. 
In this research study is used Factor Analysis in order to uncover the correlation patterns among the different variables in terms of a few underlying, but unobservable, random quantities . The questionnaire used, consists of 35 questions of ordinal type. The factor analysis is used, the Orthogonal Factor Model, with the Principal Component Method. The analysis was based on the correlation matrix, while the Varimax Method of Factor Rotation was applied for better interpreting the factors. The table KMO and Bartlett's Test shows two tests which indicate the adequacy of data for Factor Analysis.

The findings show that practical export skills requirements indicated to successful exporting. The commitment of the firm’s management, good marketing  and information communication system, effective national export policy, export finance skills are most important to most exporters.
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1. Introduction
.The gradually increasing competition of the firms ,on the global level , has made the firms to pursuit of new opportunities in the international markets (Lages,2004). According to (Solberg, 2002), the internationalization of a firm and its expansion on the foreign markets, especially when it has sufficient practices on the section of exports, they compose procedure which makes the firm really competitive.
Therefore, the internationalization of a firm through exports may guarantee its economical integrity and its survival in the market, as a fact of the consequences mentioned before of the globalization at the market .It is also substantial motive for a firm the need to expand in the foreign markets in order to get liberated from the narrow limits of the market economically damaging for the firm (Levit, 1983).
 The internationalization process of a firm forms a particularly detailed question for which there home been framed various theories by distinguished researchers and each of them covers a small area of the particular process. Significatively, it could be mentioned monopolistic advantage theory, strategic choice theory, network theory of internationalization (Kedia 1984), (O’ Cass, 2003), (Solberg, 2002) and (Katsikeas, 2000). Strategic choice ,especially as far as Greek middle enterprises are concerned ,is a matter of high interest with steady objective for the Greek firms to obtain “competitive advantages” ( Bradley, 1995), (Robertson,  2000).

Internationalization advantages of a firm, based on exports, are a matter that concerns the firm itself and they prompt it to the improvement of the presented product and services, the definition of strategic management and the adoption of new technology. It is clear that the facts mentioned above make the firm automatically competitive (Moen 1999). The positive consequences of the expansion of a firm in the international market through its export performance, also expands on the country the firm represents. It is proved that the increasing exportation of a country has immediate results on its economical development and the strengthening. None the less for the Greek market, there are a lot of factors, that there will be examined more extensively below, which discourage the firms, those, mainly of small size to expand their activities in foreign countries. For instance, the lack of sources of financing for the firm is an essential barrier, so the firm encounters with obstacles in the implementation of strategic (Albaum, 2001).
Also, the lack of sufficient income may create further enterprising problems. Finally, inadequate information is possible to prevent implementing strategic, as the firm is not informed of the potentialities of the market (Albaum 2001), (Katsikea, 2000).

Taking the above for granted this survey, after examining the valid export conditions of the Greek medium enterprises and their export strategic , is considered particularly important as it points out the weaknesses of the valid system and detects its improvement .Thus the Greek enterprises will become more completive in the area of export , in the future.

2. Literature Review       

2.1. Greek medium size firms and their export strategy
According to the results of an ICAP  survey for export enterprises in 2002 that outlines the valid export strategic of the Greek medium firms, the main reason that an enterprise is made to search for a foreign market is either saturation of the domestic market or lack of appropriate recourses due to a costly and small in extent market. This definite element seems to keep pace with the facts of foreign enterprises, as it is declared by the surveys of ( Howard 1991), (Johanson, 1990), Greek enterprises estimate as preconditions although they do not involve implementation for successful export strategic high product quality and rendering of services , high abilities of marketing promotion as well as proper pursuit and selection of information for the market they are interested in and finally the development of a reliable connection between the exporter and the provider. It’s a fact that the success of the export strategic of an enterprise is mainly based on the estimation of its economic possibilities and the broader existing competitive quality (Piercy, 1997).
The accomplishment of the competitive advantage is to achieve the possession of an innovative and superior quality product. Also, the competitive advantage of the firm is determined by the management’s essential ability to promote this product by means of research, recovery and development of such networks and relations, so that the firm profits proportional benefits (Cadogan 2002).
Thus a manager, approaching the knowledge at every market by internal or external sources and having not only the abilities but also the know –how to manage it the best, he finds out the way to create a competitive firm in the international market. It is clear that the manager’s capability and knowledge in combination with the essential public relations and proper market information compose the main conditions for the success of a firm’s export strategic (Das 1994) , lay particular stress on the correct search and elaboration of proper information for the export strategic performance. As intimated earlier covering the spectrum of theory approach, it does not agree with the existing fact of the medium firms , witch are lacking in the area of innovation , new technology and generally strategic management and therefore they are inferior to promote competitive products in the international market. 

2.2. Defining  a strategic management 
The problems face medium firms with their export performance, a fact that does not allow them to obtain the excessively possible benefits from the development of their export performance. 
So it is necessary the formation of an administrative profile to be built which will help Greek medium firms to acquire certain means for successful promotion of their products abroad. 

Precondition for the accomplishment is timely adaptation, innovation and adoption of essential elements of new organization as:

· Search and development of the proper information that concerns markets, competition, new methods of production , exploitation of new technologies , experience interchange in the international collaboration (Cavusgil,1994).
· Planning out new, high quality products and  services , that is innovation (Keegan, 1999).
· Standardization and certification of production procedures and specifications. 
· Use of contemporary methods of management and product promotion, recruiting efficient managers able to succeed with their knowledge and abilities the determination of export strategic (Piercy, 1997), (Ferrell, 2000) and (Moen 1999).

· Pursuit of forms of collaboration in national or European level that is pursuit of partners for strong and successful activation in the area of free competition and united market. (Andersen 1993).

3. Μethodological frame
3.1. Construct measurement
In order to investigate the characteristics of export policy on Medium sized firms in Greece, this specific questionnaire that had been used in previous research studies by Doyle (1986), has been modified in order to respond to the specific needs of the Greek economy of the year 2004. The questionnaire used here comprises of 35 questions of ordinal type and of another 43 categorical questions of a Yes/No type of responses. (Bagozzi, 1982), (Bagozzi, 1994), 
For the answers’ measuring (of the categorical questions) the 5- point Likert – type scale analysis has been chosen (anchored from 1= not important to 5 = critically important). The questionnaire used composes of the following points of focus: 
· Demographic characteristics of  MSFs

· The conditions that prevail in the micro economical environment

· The determinants of  successful exporting activities

· Barriers to exporting 

In the present research we used Factor Analysis and more specifically Orthogonal Factor Model, and Principal Component Method. 
3.2. Sample frame 
The population of the MSFs comprises of 1525 business firms according to the ICAP (2004) research study. The sample selected in this research comprises of 10% or 153 export business firms in the Greater area of Athens (Attica). The criteria used for the selection of the participant firms were the sector categorization. 
Out of the firms selected 78 (or 69%) responded to our research. (Table 1) shows the composure of the sample of firms that responded to our research. 
Table 1: Medium sized firms in Greece ICAP 2004

	Total MSF’s in Greece 
	Commercial 
	Industrial
	Services
	A/O(Others)

	2.342
	534
	984
	742
	82

	MSF’s in Greater area of Athens (Attica)
	
	
	
	

	1.525
	414
	483
	579
	49


All sample members received a cover letter explaining the purpose of this academic study along with the questionnaire and a sample return envelope addressed to one of the authors. The participants were assured of total confidentiality. The research took place from 14/3/2005 to 20/5/2005. 
The questionnaires were sent either to General Managers, Marketing Managers or Financial Managers responsible for the designing of exporting strategies of the firms, since it seems clear that the people in these positions have the necessary experience to participate in the survey. 
4. Demographic elements/ Sample Characteristics
The largest percentage of firms that participated in this research is newly founded. More specifically, 57.3% of them, were founded after 1980, while 27.9% after 1990 (Figure 1).
           Figure 1:  Foundation year of the MSFs
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Moreover, according to the results of the sample’s sector analysis in Attica we have confirmed that a 14.7% of the firms is exporting food and beverages, 24% clothing, 17.3% commercial services, 26.7% industrial products (e.g. metal, glass and chemical plastics), 5.3% services, 6.7% information technology and 5.3% in retailing industry (Table 2).
                 Table 2: Sector analysis of the sample

	Categories of  sectors
	%

	Food & Beverages
	14,7%

	Clothing
	24%

	Industry 
	26,7%

	Information Technology
	6,7%

	Retailing
	5,3%.  

	Commercial sector
	17,3%  


In relation to issues of selection of the targeting country of export, out of the total number of firms that participated in the research, the largest percentage focuses its attention to the EU (76%) followed by the USA (37.3%), Canada (26.7%).
              Figure 2: Countries of export
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Also, we examined the case of “loss markets”. The term refers to “traditional” markets towards which firms terminated their exporting activities over the past five years, in order to reorient their business to new markets (Figure 3).
     Figure 3: Countries towards which MSFs do not export for the last five years
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According to the evidence produced by this study, Greek MSFs seem to have suspended their exporting activity even to markets that attracted the highest levels of interest traditionally (according to evidence produced by earlier analyses). 

The reasons for which the MSFs suspended their exporting activity reside to the reduction of demand, while possible disagreements with distributors or problems in logistics or taxation do not appear to be as important (Figure 4).

              Figure 4: Reasons for the interruption of exporting activities
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5. Critical factors for an exporting activity
According to our research the principal factors for the exporting activity of the MSFs are the following: The components of a quality plan, which should include a quality policy, process design measurement techniques, quality conscious suppliers, product designs, training programmes, a liaison quality department and operators involved.
It is therefore imperative for a firm to be reliable in the services it offers, to ensure the quality of it’s products, and it’s co operations to be based on mutual trust, if it wishes successful in the exporting field (Table 3).
Table 3: Critical success factors 
	Successful in the exporting field.

	
	Factors
	Mean
	Median

	1
	Product quality
	4.99
	5.00

	2
	Services’ credibility
	4.47
	5.00

	3
	Mutual trust with foreign partners
	4.32
	4.00

	4
	Public Relations
	4.05
	4.00

	5
	Market information 
	4.17
	4.00

	6
	Strong Brand name 
	4.05
	4.00

	7
	Differentiation of the product
	3.41
	4.00

	8
	Marketing and sales ability
	4.07
	4.00


6. Barriers to export
Medium sized firms (table 3) encounter a series of hold-backs that have a negative effect on their activities and development. Firms aspire to the creation of a stable and benevolent environment. The simplification of bureaucratic obstacles, the improvement of the existing system of the competent finance authorities regarding the VAT, the completion of supporting structures for a faster and cost cutting transportation of goods network, as well as a more reluctant bank financing of the firms.  
Table 3: Barriers to export
	Barriers to export

	
	Factors
	Mean
	Median

	1
	Strong international competition within the exporting country.
	3.80
	4.00

	2
	Luck of export policy
	3.79
	4.00

	3
	High transportation costs
	3.59
	4.00

	4
	Absence of specialized personnel
	3.41
	4.00

	5
	Bureaucratic obstacles
	3.32
	3.00

	6
	Lack of funding sources of the firm
	3.19
	3.00

	7
	Small market share.
	2.85
	3.00


7. Methodology of Factor analysis 
 In this research study we used Factor Analysis in order to uncover the correlation patterns among the different variables in terms of a few underlying, but unobservable, random quantities called factors. The questionnaire used, consists of 35 questions of ordinal type. (table 4). These are Q1 and Q16-Q32. They were all used in Factor Analysis.
In our Factor Analysis we used the Orthogonal Factor Model, with the Principal Component Method. The analysis was based on the correlation matrix, while the Varimax Method of Factor Rotation was applied for better interpreting the factors. We also used the option Exclude Cases Listwise which excludes cases that have missing values for any of the variables used in any of the analysis. The remaining variables are adequate for factor analysis. The table KMO and Bartlett's Test shows two tests which indicate the adequacy of our data for Factor Analysis:
The Kaiser-Meyer-Olkin  (KMO) Measure of Sampling Adequacy. Here we have KMO = .413. 
Bartlett's test of sphericity:Here we have a significance level=.000 which means that the variables are correlated. 
The Anti-image matrices contain the negative partial covariances and correlations at the off diagonal elements. They give an indication of the correlations which aren't due to the common factors. Small values indicate that our variables are relatively free of any unpredicted correlations. Most or all values off the diagonal should be small (close to zero). Each value on the diagonal of the anti-image correlation matrix shows the Measure of Sampling Adequacy (MSA) for the respective item. Values less than .5 indicate variables that do not seem to fit with the structure of the other variables. Most of the MSF’s are near .5 and most of the off diagonal elements are close to zero, indicating that our model is quite satisfactory.

Table Reproduced Correlations gives reproduced correlations and residuals for the factor analysis solution. The reproduced correlations are close to the observed values given by the Correlation Matrix. Residuals, which show the difference between the predicted and observed values, are small as there are 197 (33.0%) residuals with absolute values greater than 0.05.  

1. Communalities indicate the amount of variance in each variable that is accounted for. Only the variance of variable Q_31_C seem not to be well accounted for by the factors. The factor model accounts for 55% of its variance.

One way to specify the number of factors retained in the model is by examining the Scree Plot given below. The point from which the depicted line tends to parallel with the horizontal axis corresponds to a X-axis coordinate that indicates the number of factors that should be kept in factor solution. See that this point could be point 13. Hence thirteen factors will constitute the model (figure 2).
                                         Figure 2: scree plot
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	Factor Analysis

	Factors 
	
Associated Variables
Loads

	1.  « Suppliers network» 
	Q1D: Functional efficiency and effectiveness (on time deliveries, production cycles etc)
0.884

Q1E:  Quality of products and services (returns, product flaws, quality awards etc)
0.636

Q1G: Do we develop a relationship with the suppliers?
0.585



	2.  « Marketing Information and communication»
	Q25: Collection of information of the market field
0.729

Q26: Public relations
0.692

Q30: Marketing and sales aptness  
0.522



	3.  « Market Forecasting »


	Q31C: It is easy to predict how changes in competition affect our business
0.517

Q31D: It is very difficult to predict changes in our clients’ demands in relation to products and services
-0.598

Q31E: We operate in markets where demand for products/services is highly predictable
0.817



	4.  «Reliability of the firm»  
	Q24: Reliability of services provided    

0.641

Q27:  Mutual trust of our firm and its partners from abroad
0.787



	5.  «Brand Management»  
	Q28: The strong brand names of our business
0.853

Q29: Product differentiation
0.782



	6.  «Exporting policy»  
	Q20: Lack of sufficient exporting policies on behave of the state
0.764

Q31A: We compete in a safe, stable and specialised market
-0.738



	7. «Innovation development of environmentally friendly products ” 


	Q1H: Have you received any certification for matters concerning the protection of the environment?
0.774

Q1I: Do you apply innovations regarding products and services? (e.g. the development of new products?)
0.662



	8.    «Barriers to export»  
	Q19: Are there bureaucratic obstacles?
0.583

Q21: Lack of funding sources of the firms
0.458

Q22: Small market share in the domestic market
0.859



	9.    Competitiveness factors  
	Q1B: The development of trustworthy relationships with the client (client assimilation)
0.590

Q1C: The experience and expertise of the firm’s personnel
0.430

Q32D: The competitiveness of our products mainly depends on their high quality
0.736

Q32E: The competitiveness of our products mainly depends on their brand name
0.736



	10.«Exporting reasons/motives»  
	Q16: Does the strong international competition in the market that you intent to export affect you?
0.511

Q31B: The limits of the domestic market are too confining
0.798



	11.  «Profit-cost analysis  »  
	Q1A: There should be short term economic benefits
0.819

Q1F: Do you cooperate with other organisations? (Common marketing actions, research networks, product design)
0.596



	12.  «Technology»  
	Q32B: The implementation of new technologies improves the firm’s potential
0.799



	13.  «Products’ quality»  
	Q23: Quality products
-0.412

Q32A: Improvisation of the production process decreases the product’s cost
0.751




         Table 4: Factor Analysis
The first factor is called Suppliers support networks and includes variables that relate to functional capabilities and efficiency (on time delivery, production cycle etc), the quality of products and services (returns, product flaws, product awards, etc), and the development of a stable relationship with its suppliers and cliental. This factor with an eagenvalue of 2.331 explained 6.659% of the total variance. From this, we conclude that high functional efficiency of a firm is closely related to it’s supplying services and to the quality of it’s products and also to the development of a strong relationship with the suppliers in order to produce high quality of services.
Factor 2 is called Marketing information and communication and included items such as market information collection, public relations, marketing and sales skills. This factor with an eigenvalue of 2.173 explained 6.209% of the total variance. In the evaluation of the second factor that refers to the marketing team’s skills, we found out that as far as the marketing concept, the marketing tools and the sale skills are concerned, they all depend on the acquisition of good information of the foreign markets as well as the quality of public relations that will develop towards that country.
Factor 3 is called Market Forecasting and it includes variables relating to the firm’s ability to predict the effects of international competition, the changes in the client’s demands regarding products and services, and also to pinpoint the role of the MSFs in markets where demand is highly predictable. 
This factor with an eigenvalue of 2.154 explained 6.155% of the total variance. In order to succeed in today’s globalized environment, the modern firm is trying to select markets where the demand for products and services is predictable. Meanwhile, because of high competition, customers’ demands change rapidly and are therefore very hard to predict. Because of this difficulty, the firm should attempt to predict how competition affects its customers and consequently, the firm itself.
Factor 4 refers to the firm’s reliability and includes variables that are related to the reliability of the services it offers. This reliability sprouts from the mutual trust the firm develops with its associates from abroad. This factor had an eigenvalue 2.109 and explains 6.026% of the total variance.
Factor 5 refers to Brand Management and includes items that are related to the strong brand name of the firm and to the level of product differentiation. This factor had an eigenvalue of 2.064 and explained 5.897% of total variance. Our research showed that the businesses that participated considered that the future belongs to strong brand names as well as on the differentiation of their products through the use of innovative methods.
Factor 6 is called Exporting policy. The eigenvalue was 2.039 and the variance explained by the factor was 5.826%. Contemporary firms, following their traditional policies, prefer to compete in a safe, specialized and stable market while they feel that there is absence of state help or support for exporting policies.
Factor 7, is called the innovation development in green products and includes items such as strong brand name businesses and product differentiation.This factor with an eigenvalue of 2.012 explained 5.748% of the total variance. In the context of modern globalization “action-reaction” type of forces have evolved regarding the industrialization of products and the sensitivity of firms towards environmental issues. The research findings show that businesses in order to apply innovative methods, they systematically use research studies as well as developing new products. At the same time, they try to remain sensitive towards environmental issues.
Factor 8, is called the barriers to export and includes variables that reflect the bureaucratic obstacles that the MSF might encounter. It also includes problems of lack of funding and possessing only a small share of the domestic market. The eigenvalue was 1.998 and the variance explained by the factor 5.708%. The firm’s ability to expand abroad may be limited for reasons that are related to the possession of only a small share of the domestic market or the lacking of sufficient funding for coping with a small sized but nevertheless costly market. In this case the firm will make a profit. However, despite the fact that there are many bureaucratic obstacles, the firm is trying to expand to foreign markets.
Factor 9 is called the Competitiveness factors and includes variables that are related to the development of trustworthy relationships with the cliental (client confidence), the experience and expertise of the firm’s personnel, the competitiveness of it’s products which is mainly based on their high quality, and finally to the competitiveness of it’s products that is mainly based on it’s brand name. The eigenvalue was 1.893 and the variance explained by the factor 5.410. From the above, it seems safe to conclude that if the MSFs wish to develop the level of competitiveness of their products, they have to invest on the high product quality, to develop and maintain relationships of trust and devotion with their customers and aim at the creation of brand name policies. The milestone in the application of such policies is personnel experience and expertise. 
Factor 10 is called Exporting reasons and includes variables that are related to the influence of the strong international competition on the target country of  export as well as on the limits of the domestic market that are very confining. The eigenvalue was 1.643 and the variance explained by the factor 4.695%. Within this factor we have presented the reasons of expansion to foreign markets as well as the confining limitations of the domestic market. Strong international competition in the targeting market is seen as a challenge of entry into that market rather than as a limit to export.
Factor 11 is called Profit-cost analysis and includes subjects that are related to short term economic effects and the MSFs’ co operations with other organizations; (e.g. common marketing action, research networks, product designs etc). The eigenvalue was 1.616 and the variance explained by the factor 4.616%. In order to achieve the above there should be short term economic motives and co operation with other organizations (outsourcing) in common marketing activities, research networks and so on. 
Factor 12 is the Technology and includes the improvement of the firm’s capabilities through the application of new technologies. The eigenvalue was 1.544 and the variance explained by the factor 4.412%. The implementation of new technologies will improve the firm’s potentials and will decrease production costs.
Factor 13 is called Product Quality and includes variables that are related to the quality of the product offered and the improvement of the production process that leads to the cost reduction of the product  The eigenvalue was 1.402 and the variance explained by the factor 4.004%. In order to reach the exporting goal, we have to design new, high quality products and services.
8. Conclusion
The factors expounded in this particular survey indicated the basic theories of shaping the strategic management in the area of export performance, although the main interest of the survey centred on the Greek middle firms. The items we were involved in, were the characteristics of the export policy that the Greek medium firms apply today, the factors that prevent firm from forwarding in the area of export, on the other hand certain suggestions were presented for a better planning of export strategic by the firms, in order to become competitive in the environment of the international market. 

Thus, this survey could help the Greek firms estimate their profile, may be revise the strategic management they already apply, so as to be led to a successful export supremacy.As it seems evident from recent research studies and reflected from today’s exporting state of affairs, Greek firms and especially the MSFs face problems in their exporting activities. As is the case, they are deprived from the maximum possible gains from the development of their exports.
In conclusion, the need to develop a management profile in matters of exporting marketing is crucial. This would help the Greek MSFs to form a general picture of the relationships, the interaction, and the problems they will have to face. Moreover, it will contribute significantly to the activation of strategies that will allow them to penetrate to international markets with products that will have the comparative advantage in a domestic as well as in an international level.  
Contemporary firms, in order to operate in the globalised and highly competitive environment, they will have to take into consideration some basic factors of action such as:
8.1. The steps of an export management profile
· Operational efficiency
· The importance of quality products and services 
· Relationship with suppliers
· Relationship with customers
· The selection of entry to a predictable market with a low risk profit.
· Adoption of policies for the creation of strong brand names.
· Sensitivity towards environmental issues and innovations.
· The creation of the conditions for cost reduction through the use of outsourcing co operations and the application of new technologies. 
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