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ABSTRACT 
 

The purpose of this study was to evaluate the effect of export market orientation on the automobile spare parts 

export performances. The research variables included leadership, structure, collaboration, systems, export 

experience, market orientation behavior, and export performance. The statistical population was consisted of all 

employees in an automotive catalysts manufacturer who were 350 individuals at the time of our study. Using the 

sampling table Grjsy – Morgan, 184 participants were selected, and the sampling method was simple random 

sampling according to the equal access to staff in the same conditions. The Kolmogorov - Asmryvnf test was 

used to analyze the data, the data normality was checked using the software of spss21, and the structural 

equation were used to test the variables effectiveness or lack of effectiveness using the software of Lisrel9.1. 

The results showed that the behavior of the export market orientation has a positive impact on the automobile 

spare parts export performances. 

KEYWORDS: Market orientation behavior; export performance; structure; leadership; export system; export 

cooperation; export experience; automobile spare parts export 

 

INTRODUCTION 

 

Although non-oil export development and stability requires to provide competitive price, good packing, 

good after-sales service, timely delivery of orders, effective advertising, brand reputation, an active research and 

development unit, warranty and so on, these all are not sufficient because for the export stability care should be 

taken in choosing appropriate product and market entry. Selecting a declining market and a product with 

declining import growth rate will not lead to sustainability export development. 

Due to limited data and information on the Company's export on goods level, practically it was not 

possible to evaluate the exports competitiveness on the companies' level. For this reason, it has been tried to use 

the indicators that can be calculated through trade data in terms of code 6-digit Harmonized System (HS). 

Among these criteria, it can be referred to the exports relative prices, RCA, and stable market share of the 

business plan. Information is a key factor in accurate marketing decisions. It helps the administrators to change 

their way in the market, design appropriate market strategies to respond to the market changes, and find specific 

and detailed solutions to marketing problems and evaluate the company's performance in the market. 

Development of relevant information for decision-making during the development and entry into international 

markets should be done more than befor (Knight Velich, 2002; Seznikota, 2000). Export companies should be 

market-based and learning organization. Obtaining and responding to market information is especially important 

in the export market. In situations where changes in the overall market environment are very fast, this increases 

the need for information and its usefulness. The information use reduces the uncertainty in the decision making 

process regarding entering to the foreign markets, and improve the company ability to meet the opportunities, 

threats in the export market. In this study, the factors affecting the export market orientation behavior and its 

impact on export performance will be discussed. 

The main research question is whether the export market orientation behavior has a positive effect on the 

automobile spare parts export performances? 

Due to the following issues, this research importance and necessity will be more characterized: 

− The competitive space in automobile spare parts export supply needs further study and deeper states. 

− Reviewing the searches done before, no research has been found to be done in this area and it is necessary to 

incorporate such researches. 

− Carrying out such a study, the automobile spare parts exporters and other industrial goods can apply this 

research results to do effective marketing plans. 

The studies model was taken from Doaee-Husseini and Saber investigations employed in 2011, in Iran, which 

was used in this research with some modifications. 
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Figure 1: Research model 

 

Research Objectives 

The main objectives 
- The effect of export structure on the automobile spare parts export market orientation behavior  

- The effect of export cooperation on the automobile spare parts export market orientation behavior  

- The effect of export leadership market on the automobile spare parts export market orientation behaviors 

 - The effect of export system on the automobile spare parts export market orientation behavior  

- The effect of export experience on the automobile spare parts export market orientation behavior  

- The effect of market orientation behavior on the on the automobile spare parts export performance 

 

Hypothesis 

- Export structure has a positive effect on the automobile spare parts export market orientation behavior. 

- Export cooperation has a positive effect on the automobile spare parts export market orientation behavior. 

- Export leadership has a positive effect on the automobile spare parts export market orientation behavior. 

- Export system has a positive effect on the automobile spare parts export market orientation behavior. 

- Export experience has a positive effect on the automobile spare parts export market orientation behavior.  

- Market orientation behavior has a positive effect on the automobile spare parts export market orientation 

behavior. 

 
 

Field of research 

 

Subject scope: it is the study of the export market orientation influence on performance in the field of export 

performance studies. 

 

Geographic scope: Tehran 

 

Time scope: the domain data associated with the variables collected in October and November, 2014. 
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RESEARCH METHODOLOGY 

 

The present study methodologically is a descriptive - survey and objectively is applied. To gather data on the 

research, both library and field method were used. 

The instruments for gathering the variables related data was questionnaire. The statistic population included the 

staff of the company manufacturing automobile catalysts who were 350 ones at the time of our study. 

Using the sampling table Grjsy – Morgan, 184 participants were selected, and the sampling method was simple 

random sampling according to the equal access to staff in the same conditions. 

 

 
                 Figure 2: The standard factor loadings of Confirmatory factor analysis 

 

According to the figure 2, the given data is the connecting of the hidden variable arrows to observed variable 

factor loading. 

As the load factor is higher and closer to number 1, it means the variable can well explain the independent 

variable, all the observed variables can explain their specific independent variables. Errors are also displayed 

along with the observed variables, and for export marketing behavior variable R1 represents questions 1 and 2, 

R2 represents questions 3 and 4, R3 represents questions 5 and 6, and R4 represents 7 and 8.  For export 

structure variable S1 represents questions 9 and 10 and S2 represents questions 11, 12 and 13. For the variable 

of export cooperation, H1 represents questions 14 and 15 and H2 represents questions 16 and 17. For the 

variable of export leadership X1 represents questions 18.19 and 20, X2 represents questions 21, 22 and 23. For 

export system variable, C1 represents questions 24 and 25 and C2 represent the questions 26.27 and 28. For 

export experience variable, t1 represents question 29, t2 represents question 30 and t3 represents question 31; 

and for export performance, A1 represents questions 33 and 34, A2 represents questions 35 and 36, and A4 

represents 37, 38. 
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Figure 3: The factor loadings statistic t-value of the CFA 

 

According to Figures 2 and 3, the estimate results (lower part of the figure) indicate that the model is 

appropriate. According to LISREL output, 
2

χ value with degrees of freedom (Normal Square) is equal to 2.61 

and less than 3, which is a good value. The output has shown rate of RMSEA = 0.060 for the model which is 

less than 0.10. Besides the
2

χ , as the RMSEA index decreases, the model acquires a good propriety. Then, the 

questionnaire construct validity is confirmed by confirmatory factor analysis.  

The questionnaire reliability has been higher. To determine the reliability of the questionnaire, the 30 

questionnaires were distributed among the population members, and the individual variables' and the 

questionnaire coefficients were calculated using the spss software, the results was expressed in Table 1. Since 

all the coefficients were greater than 0.7, the reliability of the questionnaire was confirmed. 

 

Table 1: Cronbach's alpha to determine the questionnaire reliability 
Cronbach's alpha 

Value 

Question numbers Variable 

0.750 8 Export marketing behavior 

0.742 5 Export structure 

0.838 4 Export cooperation 

0.908 6 Export leadership 

0.895 5 Export system 

0.846 3 Export experience 

0.953 6 Performance  Export 

0.958 37 Total questionnaire  

 

In the present study, in order to analysis the statistical data and survey the research questions and in accordance 

with the variables type, descriptive statistics in the table format along with SPSS21software were used to assess 

demographic characteristics. And for inferential statistics, Kolmogorov-Asmryvnf test was used to check the 

data normality with spss21 software, and the structural equation was used to test the variables effectiveness or 

lack of effectiveness using Lisrel9.1 software. 
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Findings 

Descriptive statistical analysis 

In this part, the distribution of the studied population in terms of demographic characteristics was presented in 

tabular form. 

 

 Gender distribution of the studied individuals 

 

Table 2: Frequency distribution of respondents' gender 
Sex Frequency Frequency percent Collective frequency percent 

Male  104  56.5  56.5 

Female  80  43.5  100 

Total  184 100  

 

According to Table 2, it can be seen that 56.5% of respondents were male and 43.5% of them were female. So, 

it can be concluded that the majority of the respondents to the questionnaire were male. The age distribution of 

the studied individuals has been come in Table 3. 

 

Table 3: Frequency distribution of the respondents' age 
Age Frequency Frequency percent Collective frequency percent 

less than 30  67  36.4  36.4 

31 to 35  68  37  73.4 

36 to 40 30  16.3  89.7 

41 to 45 7  3.8  93.5 

more than 45 12  6.5  100 

Total  184 100  

 

According to Table 3, it can be seen that 36.4% of the respondents were less than 30 years of age, 37% between 

31 and 35 years, 16.3% between 36 and 40 years, 3.8% between 41 and 45 years, and 6.5% were more than 45 

years of age. So, it can be concluded that the greater percentage of the questionnaire respondents were between 

31 and 35 years old. The frequency distribution of the studied subjects' education level was as presented in 

Table 4. 

 

                 Table 4: Distribution of the respondents' educational level 
Educational level Frequency Frequency percent Collective frequency percent 

Diploma  6   3.3  3.3 

Associate degree  6  3.3  6.6 

Bachelor  79  42.9  49.5 

Master  86 46.7  96.2 

Doctoral 7  3.8  100 

Total  184 100  

 

According to Table 4, it is observed that 3.3% of the questionnaire respondents' educational level was diploma, 

3.3% associate degree, 42.9% bachelor, 46.7% master, and 3.8% was doctoral. So, it can be concluded that the 

education level of the greater percentage of the questionnaire respondents was master. 

The frequency distribution of the studied subjects' marital status was as presented in Table 5. 

 

                  Table 5: Frequency distribution of the respondents' marital status 
Marital status Frequency Frequency percent Collective frequency percent 

Unmarried  
61 33.2 33.2 
 

61 33.2 33.2 
 

.2 

Married  123 66.8  100 

Total  184 100  

 

According to Table 5, it can be seen that 33.2% of the questionnaire respondents were unmarried and 66.8 % 

married. It can be concluded that the greater percentage of the questionnaire respondents was married. The 

frequency distribution of the income level was as presented in Table 6. 

 

Table 6: Distribution of the respondents' income level 
Income level Frequency Frequency percent Collective frequency percent 

less than 300 $ 12 6.1 6.1 

between 300 and 600 $ 49 55.5 61.6 

between 600 and 700$ 38 38.4 100 

Total   184 100  
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According to Table 6, it can be seen that the income level of 6.1% of the questionnaire respondents was less 

than 300 dollars, 55.5% between 300 and 600 dollars, and 38.4% was between 600 and 700 dollars. It can be 

concluded that the greater percentage of the questionnaire respondents have incomes between 300 and 600 

dollars. 

The frequency distribution of the studied individuals' work experience was as presented in Table 7. 

                  

Table 7: Distribution of the respondents work experience 
Service history Frequency Frequency percent Collective frequency percent 

1-5years 72 39.1 39.1 

5-10 years 57 31 70.1 

10-20 years 49 26.6 96.7 

20 years and more 6 3.3 100 

Total  184 100  

 

According to Table 7, it can be seen that the work experience of 39.1% of the questionnaire respondents were 

between 1 to 5 years, 31% between 5 and 10 years, 26.6% 10 to 15 years, and 3.3% were 20 years and more. So, 

it can be concluded that the greater percentage of the questionnaire respondents were serving of 1 to 5 years.  

Descriptive statistics for the original indicators mean score was as presented in Table 8. 

 

Table 8: Descriptive statistics for the original indicators mean score 

Indices Min score Max score Score mean Standard deviation 

Export structure 1.00 3.80 2.251 0.828 

Export cooperation 1.00 5.00 2.694 1.140 

Export leadership 1.00 4.33 2.140 0.977 

Export system 1.00 4.60 1.912 0.884 

Export experience 1.00 4.00 1.948 0.892 

Export marketing behavior 1.00 3.63 2.071 0.669 

Performance  Export 1.00 5.00 1.523 0.928 

 

In a sample of 184 individuals among the main indicators, export cooperation with the mean score of 2.694 in 

the first place, organizational structure with a mean score of 2.251 in the second place, export leadership with a 

mean score of 2.140the ranked third place, export marketing behavior with a mean score of 2.071 in the fourth 

place, export experience with a mean score of 1.948 ranked fifth place, export system with a mean score of 

1.912 ranked sixth place, and export performance  with an average score of 1.523, ranked seventh place.  

 

Inferential statistics and hypothesis testing 

The data normality survey using the Kolmogorov-Smirnov test 

As in the case of normal distribution of the collected data, the hypotheses test can be licensed to use the software 

LISREL for structural equation model. 

 

Hypothesis testing: 

 : The data is normal (the data comes from the normal population). 

 : The data is not normal (the data does not come from the normal population). 

 

If the significance level (sig) is greater than error level of 0.05, the null hypothesis will be confirmed; and if the 

significance level is less than the error level of 0.05, the hypothesis be assumed to be approved. 

 

Table 9: Data normalization analysis 

Variable  

significance 

level)sig(  

  

Hypothesis 

confirmation  
Conclusion   

Export marketing behavior 0.148 
 Normal 

Export structure 0.057 
 Normal 

Export cooperation 0.098 
 

Normal 

Export leadership 0.089 
 Normal 

Export system 0.211 
 Normal 

Export experience 0.117 
 Normal 

Performance  Export 0.052 
 

Normal 
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According to Table 9, as the significance level of the variables of export marketing, export structure, export 

cooperation, export leadership, export system, export experience, and export performance were greater the error 

level of 0.05 (sig> 0.05), then the null hypothesis was confirmed. It means that the variables of export 

marketing, export structure, export cooperation, export leadership, export system, export experience, and export 

performance were normal. 

 

LISREL model (structural equation model) 
Calculation of basic structural equation model with factor loadings and error coefficients 

 
Figure 4: The basic structural equation model with factor loadings and error coefficients 

 

According to Figure 4, the data contained in the arrow are the factor loads and indicates the fixed value of 

each variable. Errors are displayed along with the variables. 
 

Estimation of the basic structural equation model with t-value statistics factor loads  

 
Figure 5: The basic structural equation model with t-value statistics factor loads 

 

According to figures 4 and 5, the correlation between variables and t value statistic (absolute t-statistic is 

greater than 1.96), except for two cases (marked in red) was desirable, therefore, the relationships were 

acceptable. Also according to the above figures, the estimate results (lower part of the figure) indicated that the 
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model was appropriate. LISREL output value according to the degrees of freedom (Normal Square) was equal to 

2.6 and less than 3, which was a good value. The output also has shown the rate of RMSEA = 0.060 for the 

model which was less than the value of 0.10, so, the model was appropriate.  

 

Model confirmation 

  

                                                Table 10: Model fit indices analysis 

Indices The reported value 

Chi-square 80.57 

Degree of freedom 31 

Chi-square to degrees of freedom 2.6 

RMSEA 0.060 

GFI 0.95 

AGFI 0.93 

NFI 0.94 

NNFI 0.91 

IFI 0.95 

CFI 0.95 

 

Hypothesis test 

  

Hypothesis 1: Export structure has a positive effect on the automobile spare parts export market orientation 

behavior. 

Hypothesis testing: 

 

 : Export structure does not have a positive effect on the automobile spare parts export market orientation 

behavior. 

 : Export structure has a positive effect on the automobile spare parts export market orientation behavior. 

If the absolute value of the t-statistics be less than the table value of 1.96, the null hypothesis is conclude; and if 

the absolute value of the t-statistics be greater than the table value of 1.96, the  is concluded. 

 

Table 11: Testing the hypothesis 1 
t-statistic Table value  Conclusion 

-1.86 1.96 Non-effective 

 

According to Table 11, the absolute value of the t-statistic equal was to 1.86 and 1.96 was less than the table 

value, thus, the null hypothesis was confirmed. 

Thus, the researcher's claim could not be verified, in other words, export structure does not on the automobile 

spare parts export market orientation behavior. 

Hypothesis 2: Export cooperation has a positive effect on the automobile spare parts export market orientation 

behavior. 

Hypothesis testing: 

 : Export cooperation does not have a positive effect on the automobile spare parts export market orientation 

behavior. 

 : Export cooperation has a positive effect on the automobile spare parts export market orientation behavior. 

If the absolute value of the t-statistics be less than the table value of 1.96, the null hypothesis is conclude; and if 

the absolute value of the t-statistic be greater than the table value of 1.96, the  is concluded. 

 

Table 12: Testing Hypothesis 2 
t-statistic Table value  Conclusion Effect value  

6.02 1.96 Effective 0.58 

 

According to Table 12, the null hypothesis was rejected and  was confirmed since the absolute value of the t-

statistic was equal to 6.02 and was greater than the table value of 1.96. 

Indeed, the export cooperation has a positive influence on the automobile spare parts export market orientation 

behavior, and the impact value of the export cooperation on the automobile spare parts export market orientation 

behavior was 58%.  Thus, the researcher's claim could be confirmed, that is, the export cooperation has a 

positive influence on the automobile spare parts export market orientation behavior.                                                         

Hypothesis 3: Export leadership has a positive influence on the automobile spare parts export market orientation 

behavior. 
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Hypothesis testing: 

 : Export leadership does not have a positive effect on the automobile spare parts export market orientation 

behavior. 

  : Export leadership has a positive effect on the automobile spare parts export market orientation behavior. 

 

Table 13: Testing Hypothesis 3 
t-statistic Table value  Conclusion Effect value  

2.04 1.96 Effective 0.16 

 

According to Table 13, the absolute value of the t-statistic was greater than the table value of 2.04, thus, the null 

hypothesis was rejected and the 1hypothesis was confirmed. In fact, export leadership has a positive effect on 

the automobile spare parts export market orientation behavior and the impact value of the export leadership on 

the automobile spare parts export market orientation behavior was16%. Thus, the researcher's claim could be 

confirmed, that is, the export leadership has a positive influence on the automobile spare parts export market 

orientation behavior. 

 

Hypothesis 4: Export system has a positive effect on the automobile spare parts export market orientation 

behavior. 

Hypothesis testing: 

 : Export system does not have a positive effect on the automobile spare parts export market orientation 

behavior. 

 
:
 Export system has a positive effect on the automobile spare parts export market orientation behavior. 

Table 14: Testing Hypothesis 4 
t-statistic Table value  Conclusion Effect value  

3.04 1.96 Effective 0.33 

 

According to Table 14, the absolute value of the t-statistic was equal to 3.04 and was greater than the table value 

of 1.96. Then, the null hypothesis was rejected and the 1hypothesis was approved, that is, export system has a 

positive effect on the automobile spare parts export market orientation behavior. And the impact value of the 

export system on the automobile spare parts export market orientation behavior was 33%. Thus, the researcher's 

claim could be confirmed, in other words, the export system has a positive influence on the automobile spare 

parts export market orientation behavior.                                                                            

 H5: Export experience has a positive effect on the automobile spare parts export market orientation behavior. 

Hypothesis testing: 

 : Export experience does not have a positive effect on the automobile spare parts export market orientation 

behavior. 

:  Export experience has a positive effect on the automobile spare parts export market orientation behavior. 

If the absolute value of the t-statistic be less than the table value of 1.96, the null hypothesis is conclude; and if 

the absolute value of the t-statistic be greater than the table value of 1.96, the  is concluded. 

 

Table 15: Testing Hypothesis 5 
t-statistic Table value  Conclusion 

0.77 1.96 Non-effective 

 

According to Table 15, the absolute value of the t-statistic was equal to 0.77 and was less than the table value of 

1.96 that is the null hypothesis was confirmed. Thus, export experience has a positive effect on the automobile 

spare parts export market orientation behavior, and the researcher's claim could not be verified.                                                         

 

Hypothesis 6: Market orientation behavior has a positive effect on the automobile spare parts export 

performance 

Hypothesis testing: 

: Market orientation behavior does not have a positive effect on the automobile spare parts export 

performance. 

: Market orientation behavior has a positive effect on the automobile spare parts export performance. 

 

Table 16: Testing Hypothesis 6 
t-statistic Table value  Conclusion Effect value  

2.99 1.96 Effective 0.22 
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According to Table 16, the absolute value of the t-statistic was equal to 2.99 and was greater than the table value 

of 1.96 that is the null hypothesis was rejected and the hypothesis confirmed. Thus, market orientation behavior 

has a positive effect on the automobile spare parts export performance, and the impact value of market 

orientation behavior has a positive effect on the automobile spare parts export performance was 22% . Thus, the 

researcher's claim could be verified, and market orientation behavior has a positive effect on the automobile 

spare parts export performance.                                                                              

 

The summarized results 

The summarized results of testing hypotheses were presented in table 17: 
 

Table 17: Summarized results of testing hypotheses 
Hypothesis Test results 

1. Export structure does not have a positive effect on the automobile spare parts export 
market orientation behavior 

Hypothesis rejection 

2. Export cooperation has a positive effect on the automobile spare parts export market 
orientation behavior. 

Hypothesis confirmation 

3. Export leadership has a positive influence on the automobile spare parts export 
market orientation behavior. 

Hypothesis confirmation 

4. Export system has a positive effect on the automobile spare parts export market 
orientation behavior 

Hypothesis confirmation 

5. Export experience has a positive effect on the automobile spare parts export market 
orientation behavior.  

Hypothesis rejection 

6. Market orientation behavior has a positive effect on the automobile spare parts export 
performance. 

Hypothesis confirmation 

 

The final research model 

The research model based on the affective variables is as presented in figure 6. 

 
Figure 6: The final research model 

 

CONCLUSION 

 

Hypothesis 1 conclusion 

Export structure does not have a positive effect on the automobile spare parts export market orientation 

behavior. Since the absolute value of the t-statistics was 1.86 which was less than the table value of 1.96, the 

null hypothesis was concluded, and export structure does not have a positive effect on the automobile spare 

parts export market orientation behavior. 

 

Hypothesis 2 conclusion 

Export cooperation has a positive effect on the automobile spare parts export market orientation behavior. 

Since the absolute value of the t-statistics was 6.02 which was greater than the table value of 1.96, the null 

hypothesis was rejected and the hypothesis was concluded. That is, export cooperation has a positive effect on 

the automobile spare parts export market orientation behavior, and the value of export cooperation effect on the 

automobile spare parts export market orientation behavior was 58%. 
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Hypothesis 3 conclusion 

Export leadership has a positive influence on the automobile spare parts export market orientation 

behavior. Since the absolute value of the t-statistics was 2.04 which was greater than the table value of 1.96, the 

null hypothesis was rejected and the hypothesis was concluded. That is, export leadership has a positive 

influence on the automobile spare parts export market orientation behavior, and the value of export cooperation 

effect on the automobile spare parts export market orientation behavior was 16%. 

 

Hypothesis 4 conclusion 

Export system has a positive effect on the automobile spare parts export market orientation behavior. Since 

the absolute value of the t-statistics was 3.04 which was greater than the table value of 1.96, the null hypothesis 

was rejected and the hypothesis was concluded. That is, export system has a positive influence on the 

automobile spare parts export market orientation behavior, and the value of export cooperation effect on the 

automobile spare parts export market orientation behavior was33%. 

 

Hypothesis 5 conclusion 

Export experience has a positive effect on the automobile spare parts export market orientation behavior. 

Since the absolute value of the t-statistics was 0.77 which was less than the table value of 1.96, the null 

hypothesis was concluded. That is, export experience does not have a positive influence on the automobile spare 

parts export market orientation behavior, and the value of export experience effect on the automobile spare parts 

export market orientation behavior was 22%. 

 

Hypothesis 6 conclusion 

Market orientation behavior has a positive effect on the automobile spare parts export performance. 

Since the absolute value of the t-statistics was 2.99 which was greater than the table value of 1.96, the null 

hypothesis was rejected and the hypothesis was concluded. That is, market orientation behavior has a positive 

effect on the automobile spare parts export performance, and the value of market orientation behavior effect on 

the automobile spare parts export market orientation performance was22%. 
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