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Abstract
There is limited research into the export process of firms from emerging countries. The objective of this study is to examine the main antecedents of export commitment for firms located in a BRIC country. A conceptual model of potential antecedents to export commitment – specifically, firm’s resources and capabilities, (perceived) export benefits, internal barriers and external barriers – is developed and tested with data collected from Brazilian firms. Findings indicate that managerial and organizational resources and capabilities are important drivers of firm export commitment in Brazil, while managerial perceptions of internal barriers (such as manager’s lack of international experience and knowledge) negatively affect export commitment. Findings provide no evidence that (perceived) export benefits or external barriers would affect the level of export commitment.
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Exploring Antecedents of Export Commitment in an Emerging Market

INTRODUCTION
In today’s globalized business environment, firms are increasingly expanding their operations abroad. In particular, studies have shown that exporting is the most popular mode of internationalization for small-medium size enterprises (SMEs) (Leonidou, Katsikeas, Palihawadana, & Spyropoulou, 2007). Unlike other more committed modes of international market entry, such as foreign direct investment (FDI), exporting presents a lower level of risk and resource commitment, and offers greater flexibility in managerial actions (Arteaga-Ortiz & Fernández-Ortiz, 2010). 
Emerging economies have had rapid growth and transformation in the past two decades, and firms from these markets are accelerating their efforts to integrate into the global economy (Cuervo-Cazurra & Ramamurti, 2014). Emerging market contexts are characterized by institutional turbulence and lower levels of economic development compared to developed nations (Welsh, Alon, & Falbe, 2006). However, there are great differences across emerging markets in their level of development and institutional environments. Therefore, firms from different emerging markets may present distinct drivers of exports, which may affect their level of export commitment. 
Despite the potential benefits of exporting, a large percentage of firms from emerging countries remain as non-exporters. Since exports favorably influence firms’ performance and since the economic growth of countries is strongly contingent upon a better comprehension of the determinants of exports (Sousa, Martınez-Lopez, & Coelho, 2008), understanding the factors that influence the level of export commitment has become particularly important in today’s business environment. Thus, national governments from emerging markets should be interested in promoting and implementing effective mechanisms to stimulate the exporting of domestic firms (Bianchi & Garcia, 2007). 
Internationalization models do not explicitly describe the starting point of the internationalization process (Johanson & Vahlne, 2009; Lamb & Liesch, 2002), but they do suggest that some factors are likely to be important in influencing a firm’s transition from a domestic to an internationalized position. One of the most important factors is export commitment, which reflects a change in the firm’s posture (and dedicated efforts) towards sales to international markets (Cavusgil, 1984). Export commitment may be influenced by managers’ accumulated experiences and capabilities as well as by their perceptions of barriers to exports.  A decision to commit further into exports is depends on a favorable evaluation of benefits vs. costs; however, managers of emerging market firms may perceive distinct sets of benefits and barriers, as well as perceive differences in managerial and organization resources, as compared to their developed market counterparts. Thus, an important question emerges: What are the factors that drive or inhibit firms from an emerging market to commit to exporting? 
The main contributions to the literature on export commitment antecedents come from the emerging market context (whereas much of the literature on exports has been mainly based on developed market firms). Besides, the research setting is particularly interesting because of the large (and potentially growing) domestic demand (which could make exports less attractive) in a country that was close virtually to international trade until the early 90’s. 

LITERATURE REVIEW
A dominant theoretical approach in the behavioral internationalization literature is the Uppsala model, which explains internationalization as an evolutionary process resulting from experiential knowledge accumulation and consequent perception of risk reduction (Johanson & Vahlne, 1977). 
Export stimuli, both internal and external, have been extensively discussed in the literature (Aaby & Slater, 1989; Bilkey, 1978; Caughey & Chetty, 1994; Evangelista, 1994) as they influence a firm’s initial international involvement as well as its subsequent development (Bilkey, 1978; Dichtl, Leibold, Koglmayr, & Muller, 1984; Leonidou, 1995; Morgan, 1997).  Internal stimuli are the driving forces that originate from a firm’s history, its products, or its management characteristics (Aaby & Slater, 1989; Bilkey & Tesar, 1977; Knight & Cavusgil, 1996; Oviatt & McDougall, 1994). These include factors such as organizational and managerial aspirations toward internationalization, the potential for international success due to awareness of unique firm’s advantages, and the potential use of excess capacity for international expansion. Firms are also exposed to external stimuli, both from the domestic and the international environments, such as encouragement from its domestic or foreign business partners, incentives from governments, unsolicited orders or enquiries from potential foreign customers, or even heightened domestic competition (Cavusgil, 1984; Dunning, 1993; Johanson & Mattson, 1988).
Regarding export barriers, a manager’s lack of interest in exporting may be the result of perceived difficulties such as lack of financial resources, insufficient knowledge about foreign markets, lack of network ties or channel of distribution, and external factors such as exchange rate fluctuations and differences in business environments and practices across countries (Crick, 2007; Ojala & Tyrväinen, 2007).
A fundamental link between a firm’s experiential learning process and its export initiation is established by a decision-maker’s perception regarding the firm’s resources (Wiedersheim-Paul, Olson, & Welch, 1978). The importance of a firm’s resources for its long-term sustainable competitive advantage is well established, particularly within the resource-based perspective (Andersen & Kheam, 1998; Wernerfelt, 1984). This view is consistent with the Uppsala approach, which links a firm’s resource capability (in particular, experiential knowledge) with its increasing international commitment and aligns with internationalization as a strategic, on-going process of continuing development and allocation of resources (Melin, 1992). 
Resources are defined as a firm’s tangible and intangible assets, which include financial and human-related attributes (Hitt, Ireland, & Hoskisson, 1999), product attributes such as features and quality (Khalili, 1991; Louter, Ouwerkerk, & Bakker, 1991), investment in research and development (Reid, 1981), technological attributes (Aaby & Slater, 1989), distribution channel and control systems (Louter et al., 1991), and management attributes such as skills and knowledge (Axinn, 1988; Bilkey, 1978). According to the pre-export literature, the decision-makers’ perception regarding a firm’s relative resource strength is central to the firm’s response to stimuli and consequent foreign market commitment decision (Wiedersheim-Paul et al., 1978). 
Most scholarly research aimed at understanding firms’ lack of international involvement have focused on export barriers (e.g., Crick, 2007; Leonidou, 2000; Morgan & Katsikeas, 1997; Ojala & Tyrväinen, 2007). Export barriers may refer to any internal or external obstacles that either "hinder or inhibit companies from taking the decision to start, develop or maintain international activity" (Leonidou, 1995, p.31). Although export barriers has received significant research attention over the past three decades, some notable shortcomings have been raised such as the lack of appropriate theoretical development (Morgan & Katsikeas, 1997), the fragmented nature of the research area and limited studies into the impact of barriers on export development (Leonidou, 1995), as well as the lack of homogeneity and uniformity in classifying barriers and in understanding their relative importance (Arteaga-Ortiz & Fernández-Ortiz, 2010). These criticisms call for continued research into firms´ lack of export commitment as a valuable opportunity for both theoretical and practical advancement. 

THEORETICAL DEVELOPMENT
Export Commitment
Organizational commitment can be conceptualized from two complementary perspectives: attitudinal and behavioral (Stump et al., 1999). Specifically, from an attitudinal perspective, export commitment relates to managers’ willingness to dedicate financial, organizational and human resources to the export activity (Donthu & Kim, 1993); from the behavioral perspective, export commitment is defined by the level of resources (financial, organizational and human) the firm actually allocates to export operations (Cavusgil & Zou, 1994). Literature suggests that more highly export-committed firms allocate more (financial and human) resources to the exporting activity (Aaby and Slater, 1989; Christensen, Da Rocha & Gertner, 1987) and, therefore, dedicate more effort to export planning (Lages & Montgomery, 2004).
Export commitment is a theoretically relevant construct since previous research has highlighted the firm’s export commitment as an important determinant of international marketing strategy (Lages & Montgomery, 2004; O’Cass & Julian, 2003) and of export performance (Cavusgil & Naor, 1987; Cavusgil & Zou 1994; Katsikeas, Piercy, & Ioannidis, 1996, Navarro et al., 2010b). The level of commitment to exporting is relevant for theory and for managers “because it is a strategic decision that guides resource allocation to export strategies […, and] may enhance employees’ feelings of loyalty and duty to the organization […; besides,] highly committed managers are more willing to accept the organization’s solicitations for extra work as well as more demanding activities.” (Lages & Montgomery, 2004:1193-1194). Besides, commitment to exports involves the allocation of organizational resources that could be assigned elsewhere in the firm (Knudsen &.Madsen, 2002; Thach & Axinn, 1994).
The international marketing literature suggests several internal and external factors that may affect a firm’s export commitment. For example, Cavusgil and Nevin (1981) contend that commitment may be a function of resource availability. Lages and Montgomery (2004) suggest that export commitment results from satisfaction with prior export performance, the intensity of export market competition, and the level of export market development.

Managerial perceptions of export capabilities and resources
According to the Resource-Based View (RBV), the export activity of firms requires the existence of a certain amount of resources and capabilities (Peng, 2001). Management attributes such as language skills and level of education are found to aid top managers for international growth (Chadee & Kumar, 2001). In fact, managers´ perceptions regarding the firm’s relative resource strength and capabilities is central to the firm’s foreign market commitment decision (Johanson & Wiedersheim-Paul, 1975).
Navarro et al. (2010a) argue that firm’s resources (e.g., size, international experience, existence of export department and of (export) information system) and capabilities (e.g., knowledge of: foreign languages and of foreign trade techniques; knowledge of the values, culture, and customs of foreign markets; frequent visits to clients abroad and participation in  international trade fairs) are positively related to export commitment. Therefore, the following hypothesis is advanced: 
Hypothesis 1: Management perception of firm resources and capabilities is positively related to export commitment.

Managerial perception of export benefits
Previous research has found that favorable expectations about exporting influences the export behavior of firms (Yannopoulos, 2010). Expectancy theory is built around the notion that effort and desire to succeed is increased when appropriate rewards are offered and anticipated (Vroom, 1964). The concept refers to the way in which the export manager pictures the future of the firm and his/her general perception about the benefits of exporting. Management’s perception of export advantages (e.g. perceived profit contribution of exporting for the firm), seems to predict well export sales, profits, and growth (Cavusgil, 1984). Lages and Montgomery (2004) found evidence that past export performance influences export commitment; in fact, the more firms perceive that exports will be beneficial to their (short- or long-term) profitability, the more willing they will be to commit resources to the export activity. 
Research assesses the factors motivating companies to export and why some firms are more involved than others in exporting (Barker & Kaynak, 1992; Bilkey, 1978; Katsikeas, 1996). Among the most important internal factors are diversification, utilize excess capacity, increase the growth rate of the business, and help smooth out the growth rate of the business (Johnston & Czinkota, 1982). Proactive or pull factors are those stimuli associated with the firm’s deliberate search for export opportunities. Several studies show the existence of a positive relationship between proactive motivations and export development (Jaffe, Pasternak, Nebenzahl, 1988: Moon & Lee, 1990). Based on this reasoning, the following is stated: 
Hypothesis 2: Managerial perception of export benefits is positively related to export commitment. 

Managerial perceptions of internal and external export barriers
Previous studies show that firms’ decision to begin exporting is negatively affected by the degree of export barriers perceived by the top executives of the organization (Leonidou, 1995; Dosoglu-Guner, 1999). Export barriers refer to those constraints that hinder a firm’s efforts to get involved in overseas markets through exporting (Bauerschmidt et al., 1985). Export barriers can be classified as internal export barriers and external export barriers (Cavusgil, 1984; Leonidou, 1995, 2000). Internal resource barriers can be low priority given to exports, insufficient production capacity to cater to foreign markets, lack of knowledge about foreign markets, risk aversion, lack of reliable distributors, among others. External barriers include competition in the foreign market (Kedia & Chokar, 1986), instability in the foreign market (Kaynak et al., 1987), tariffs (Barker & Kaynak, 1992), and transportation and distribution difficulties to reach foreign markets (Kedia & Chokar, 1986; Barker & Kaynak, 1992) as well as legal and bureaucratic obstacles. 
Cavusgil and Zou (1994) and Navarro et al. (2010a) contend that decisions related to the commitment of resources to foreign markets will depend on the firm’s level of knowledge about opportunities and threats in those foreign markets. Thus, the level of export commitment can be negatively affected by perceptions of internal and external export barriers. Based on the above, the following hypotheses are stated:
Hypothesis 3: Managerial perception of internal export barriers is negatively related to export commitment. 
Hypothesis 4: Managerial perception of external export barriers is negatively related to export commitment. 

METHODOLOGY
The data for this study was collected via an online survey undertaken between March and October 2014 in Brazil. Since there is no publicly available repository of export firms and their contact managers in Brazil, the sampling frame was derived from several sources: a list of around 4,000 of the largest Brazilian exporters (as of 2006, which had been used in a previous study by one of the authors), former executive MBA students of a Brazilian university and direct contact via LinkedIn (www.linkedin.com) with export-related groups and people whose professional profile indicated interest in exports. After filtering for invalid e-mails, a total of 3,186 e-mails (contain an explanatory letter about the purpose of the survey and the link to an online questionnaire) were sent to the list of larger exporters and 1,157 e-mails were sent to former MBA students; regarding LinkedIn contacts, 491 questionnaires were sent out (only to those that had accepted the invitations).
The original survey instrument was compiled in English, translated into Portuguese, and back translated afterwards for accuracy checking. Its content was based on an extensive item analysis of published theoretical and empirical research. Primarily five-point Likert-type scales were used. The Portuguese version of the questionnaire was carefully pre-tested in print and online with export managers and some refinements were done. A total of 215 questionnaires were returned. After eliminating four cases with excessive missing data, a total of 211 responses were used for the data analysis in Brazil. The incidence of missing data in the remaining 211 cases was very low (less than 1%), so it was possible to apply data imputation procedures. 
The sections of the questionnaire relevant to this study were designed to collect information on the following variables of internationalization: factual data on the ownership, age of the firm, number of employees and the markets serviced by the firm, demographics of the manager most responsible for exports and internationalization, firm’s international experience and current stage/level of internationalization. Furthermore, respondents were required to evaluate on a scale from 1 (not important) to 5 (very important), specific factors of internationalization: perceived firm-specific capabilities/limitations; managerial perceptions/experiences regarding contributions of international markets to the firm’s business; managerial perceptions/experiences regarding internationalization barriers and risks; and firm’s internationalization commitment.
While export commitment is a multi-faceted phenomenon (Bello, Chelariu & Zhang, 2003; Navarro et al., 2010b) that comprises both behavioral and attitudinal dimensions (Pauwels & Matthyssens 1999), we considered only the behavioral component (similarly to Navarro et al, 2010b), that is the manifestations of export commitment. We chose to measure only current export commitment – represented by the managerial and financial resources, as well as the effort of export planning, that the firm currently dedicates to exports (cf. Lages, Jap, & Griffith 2008; Navarro et al., 2010b) – but did not include anticipated export commitment – that is, managers’ willingness to dedicate financial, managerial, and human resources to export activities in the near future (Donthu & Kim, 1993; Navarro, et al, 2010b). 

RESULTS
Descriptive results
The key respondents in this study were the firm managers responsible for the decision to export. A total of 89% of the respondents were top managers of the firms, while the remainder of the respondents were senior and professional employees involved with the firm’s decision to export. The data also show that 97.9 percent of respondents were tertiary educated (see Table 1).
Insert Table 1 here.
According to the data, there were three firms that were nearly 100 years old, 46% of the sample were firms less than 20 years old, and 31.1% of the firms have been in existence for less than 10 years. Around 40% of the sample had 100 or more employees, while 13.3 had less than 50 employees. Furthermore, 89.5% of the sampled firms had an Internet site, but only 11.5% used it intensively for marketing and sales. The three preferred export markets were the United States (22%), Argentina (17%) and Chile (9%). The most recently entered overseas markets listed by the survey respondents were EUA, Holland, Mozambique. The results of the survey also indicate that these firms on average derived 43% of their revenue from international markets. Nearly 25% of exporters derived more than 90% of their revenues from foreign sales.

Data Analysis
Item-to-total correlations and standardized Cronbach alpha measures derive from SPSS. Confirmatory factor analysis (CFA) was conducted to test the factor loadings of individual items on each construct of the model. The item means, standard deviations, and Cronbach alphas for the construct measures are shown in Table 2.
Table 2 here
The data was analysed through structural equation modelling (SEM-AMOS 19.0). Construct reliabilities, items, and standard estimates are shown in Table 3. The proposed model shows good model fit indices (CMIN/DF=1.750, IFI=.950, TLI=.931, CFI=.949, and RMSEA=.060). The results from hypotheses testing are also shown in Table 3.
Table 3 here
For hypothesis 1, the results show that managerial perception of firm resources and capabilities is positively and significantly related to export commitment (β=.437, p=.000) – a result similar to Navarro et al.’s (2010a). Thus, Hypothesis 1 is supported. For Hypothesis 2, the results show that managerial perception of export benefits is not significantly related to export commitment (β=.06, p=.946). Therefore, Hypothesis 2 is not supported. In relation to Hypothesis 3, the results indicate that managerial perception of internal export barriers is significantly and negatively related to export commitment (β=-.191, p=.011). Therefore, Hypothesis 3 is supported. For Hypothesis 4, the results indicate that managerial perception of external export barriers is not significantly related to export commitment (β=.057, p=.392). Therefore, Hypothesis 4 is not supported. Figure 1 presents the results.
Figure 1 here

DISCUSSION AND CONCLUSIONS
The objective of this exploratory study was to investigate some factor that might drive or hinder export commitment for emerging market firms located in a BRIC country. While, as expected, firm’s resources showed a positive impact on export commitment and (perceived) internal barriers presented a negative impact, we did not find empirical support regarding the impact of (perceived) export benefits and of external barriers. 
The results support the RBV (Barney, 1991) for investigating export commitment in emerging countries. Accumulating unique new knowledge, developing and strengthening technologies, and constantly developing new business, products, and services are highly evaluated. The basis of a positive relationship with export commitment may be due to the importance of foreign knowledge and technology in diminishing the uncertainty of international expansion. Furthermore, the results show that perceptions of internal barriers negatively affect export commitment of these Brazilian firms.  This is consistent with previous research that has found a negative effect of firm’s internal barriers on export performance (Bilkey, 1978). 
Moreover, perceived export benefits are not found positively related to export commitment, despite the acknowledgment of respondents regarding the positive contribution of exports to overall firm profitability. A possible explanation may be that managers in emerging countries, and particularly from Brazil, perceive the benefits of exporting, but they may not have enough internal resources or capabilities for export expansion. Finally, the results show that external barriers do not seem to affect export commitment for Brazilian firms, suggesting that several firms may be willing to go international despite the recognition of difficulties and risks.
This study’s findings are not immediately generalizable. First, the sample (212 cases) is not very large. Second, Brazil is a particular case of an emerging market – a country with a large domestic demand and potential for internal growth, which may affect the attractiveness of exports. 
The study of the factors that affect export commitment is still an interesting avenue for research. It may be particularly relevant for public policy, for governments that wish to stimulate exports, since they may need to provide export assistance programs (e.g., training, information, financing), specially to less committed firms (Lages & Montgomery, 2004).
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Table 1: Respondent demographic characteristics 

Characteristics	Definition				Brazil (N=211)
	
Gender		
Male				 			77.1%
Female							22.9%

Characteristics of Export Manager	
Completed tertiary education 		 		97.9%
Received training in exporting	 	  		64.6%
Fluency in a foreign language		  		91.5%
Previously worked for an exporting firm	  		20.1%
Born overseas				  		14.6%
Has lived overseas			   	  		47.9%
Has family overseas			  		37.5%


Table 2: Construct measures
											      
	Constructs
	Items
	Mean
	Sd.
	

	Export Commitment
(Brazil α = .897)
	Planning towards exporting
Management commitment towards exporting
Resource commitment towards exporting
	3.43
3.55
3.43
	1.21
1.12
1.12

	
	
	
	

	Perception of Export Benefits (Brazil α = .634)
	Exports overcome a limited home market
Exports add to our overall profitability
	3.90
3.98
	0.99
0.94

	
	Exports helps gain a prestigious image
	3.90
	0.97

	Perception of Internal Barriers
(Brazil α = .824)

	Low priority given to export developments within the company 
Management’s lack of knowledge and experience in export matters 
Limited quantities of stocks for market expansion
	3.06

3.00

2.80
	1.27

1.35

1.18

	Perception of External Barriers  
(Brazil α = .706)
	High cost of labor 
High cost of domestic transport 
High cost of international shipping / airfreight
	3.71
4.19
3.90
	1.07
1.02
1.09

	Perception of Firm Resources and Capabilities  (Brazil α .790)
	Constantly developing new business, products, services 
Accumulating unique new knowledge
Developing and strengthening our technologies/know how
	 3.97       

4.22
4.13
	 0.81
 
0.67
0.83

	
	
	
	

	
	
	
	

	
	




Table 3:  Model fit and hypotheses testing
	Independent Variable

	
	Dependent Variable
	
(stand. loading)
	p-value

	Hypotheses

	FC
	H1
	    EC
		 	.437
	***
	Supported

	EBe

	H2

	    EC
	 .006
	.946
	Not Supported


	IB
	H3
	    EC
	-.191
	.011
	Supported

	EB
	H4
	    EC
	 .057
	.392
	Not Supported



*** p < .01
(CMIN/DF=1.750, IFI=.950, TLI=.931, CFI=.949, and RMSEA=.060).

EC=Export commitment; FC=Managerial perception of firm resources & capabilities; EBe=Managerial perception of export benefits; IB=Managerial perception of internal barriers; EB=Managerial perception of external barriers.
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