
 
 

 
 

 

 

 

 

 

Export Performance through Effective Marketing Practices: An Investigation of Pakistani   
Manufacturing Export Firms      

By  

Hasan Ali Mughal 

Supervised by Prof. Dr. Mehboob Ahmed  

A thesis presented to Bahria University, Islamabad in partial fulfillment of the requirements  
for the degree of  Master of Philosophy (MPhil) 

 
 
 

 

 

 

 
 
 

 
 

Bahria University, Islamabad 
June 2014 

 
 

© 2014 Hasan Ali Mughal, 2014 



vi 
 

 

DEDICATION 

To my family, teachers and friends for their efforts and prayers 

  



vii 
 

 
ACKNOWLEDGEMENT 

“All glory goes to Allah” 

 
I feel greatly indebted to my research supervisor, Prof. Dr. Mehboob Ahmed to provide me 

through guidance and support in the process of this study. 

I express my heartfelt gratitude to Prof. Dr. Zahid Mehmood for his philosophical guidance and 

motivational support in completing the study. 

I  am extremely thankful to Dr. Ayub Siddiqui for his invaluable methodological guidance during 

course work and thesis submission. 

I would also like to pay my profound thanks to Dr. Ali Saeed and other faculty members who 

have always been very supportive and a source of inspiration right through the beginning of this 

research degree. The examiners and other audience of thesis - proposal defense have also been 

very encouraging to critically evaluate the manuscript and offer advice at various stages for 

constructive study.  

Particularly, I am indebted to my organization (NDU) and my superiors especially Ex Registrar 

Dr.Syed.M.H.Shah. Thanks are also due to my colleagues and my subordinates for their 

cooperation. It would like to pay my sincere thanks to Bahria Library and other administrative 

staff  who never refused to cooperate when needed.  

Finally, I owe a debt of immense gratitude to my Parents for their endeavoring sacrifice 

encouragement and facilitation in the process of my academic career.   

 

 
Hasan Ali Mughal 

 
 
 
 



viii 
 

TABLE OF CONTENTS 
Title Page ..............................................................................................................................i 
Submission Form of Thesis for Higher Research Degree Bahria University, IslamabadError! 
Bookmark not defined.ii 
Approval Sheet .................................................................................................................. iii 
Declaration of Authentication ............................................ Error! Bookmark not defined. 
Dedication ...........................................................................................................................vi  
Acknowledgement ............................................................................................................ vii 
Table of content ............................................................................................................... viii   
List of tables......................................................................................................................... x 
List of figures ......................................................................................................................xi 
List of abbreviations ......................................................................................................... xii 
Abstract ............................................................................................................................ xiii 
 
Chapters 

1. Introduction .................................................................................................................. 1 

1.1 Background of the Study .......................................................................................... 1 
1.2 Economy of Pakistan and International Trade .......................................................... 2 

1.2.1 Economic History ........................................................................................ 2                           
1.2.2 Economic Growth of Pakistan after Independence ...................................... 3 
1.2.3 Economy of Pakistan in 21st Century   ........................................................ 4 
1.2.4 Economy of Pakistan in Current Scenario ................................................... 5 
1.2.5 The effect of Trade Deficit on Economy ..................................................... 5 
1.2.6 Economic Mercantilism ............................................................................... 8 

1.3 Problem Statement .................................................................................................. 11 
1.4 Objective of the Research ....................................................................................... 12 
1.5 Research Questions ................................................................................................. 12 
1.6 Rational of the Study .............................................................................................. 13 
1.7 Academic Contribution ........................................................................................... 15 
1.8 Structure of the Thesis ............................................................................................ 15 

 
2. Literature Review ...................................................................................................... 18 

2.1 Export Marketing ......................................................................................................... 18 
2.2 Exports Marketing in Pakistan ................................................................................ 23 
2.3 Variables in the Research  ....................................................................................... 28 

2.3.1 Product Strategies .......................................................................................... 29 
2.3.2 Placement Strategies ...................................................................................... 31  
2.3.3 Pricing Strategies ........................................................................................... 33 
2.3.4 Promotional Strategies ................................................................................... 34 
2.3.5 Branding Strategies ........................................................................................ 36 
2.3.6 Costing Strategies .......................................................................................... 38 
2.3.7 Dimensions of variables ................................................................................. 39    

2.4 Export Performance ................................................................................................ 41 
2.5 Subjective Measurement of Study Variables .......................................................... 42 
2.6 Theoretical Frame Work ......................................................................................... 43 



ix 
 

2.7 Research Hypothesis Development .................................................................. 45 
 
3. Methodology and Research Design .......................................................................... 46 

3.1 Econometrics Techniques ....................................................................................... 46 
3.2 Justification of the Data Analysis Technique .......................................................... 48 
3.3 Research Design ...................................................................................................... 48 
3.4 Survey Instruments .................................................................................................. 49 
3.5 Research Industries ................................................................................................. 49 
3.6 Sample Selection ..................................................................................................... 50 
3.7 Data Collection ........................................................................................................ 51 
3.8 Statistical Software   ................................................................................................ 52 

 
4. Results And Analysis ................................................................................................. 53 

4.1 Reliability Analysis  ................................................................................................ 53 
4.2 Descriptive Statistics ............................................................................................... 55 

4.2.1 Respondent’s Characteristics ......................................................................... 56 
4.2.2 Firm’s Characteristics .................................................................................... 58 

4.3 Correlations Matrix ................................................................................................. 59 
4.4 Regression Analysis ................................................................................................ 63 

4.4.1 OLS Estimation in the Presence of Heteroscedasticity .................................. 64 
4.4.2 Ordinary Least Squares (OLS)/Fixed Effects Model (FE) results of Export 
Performance ............................................................................................................ 64 
4.4.2.1 Costing Strategies and Marketing Practices ................................................ 65 
4.4.2.2 Branding Strategies and Marketing Practices ........................................................... 67 

4.4.2.3 Export Performance and Marketing Practices ............................................. 68 
4.4.2.4 Export Performance and Marketing Practices with Mediating Variable .... 70 

    4.5 Summary of Results  ................................................................................................ 74 
    4.6 Discussion on Results and findings ......................................................................... 75  
5   Conclusion and Recommendation ............................................................................. 82 
5.1 Conclusion ................................................................................................................... 82 
5.2 Limitations of the Study .............................................................................................. 83 
5.3 Managerial implications .............................................................................................. 85 
5.4 Recommendations and Future direction ...................................................................... 88  
 

References .......................................................................................................................... 91 
 
APPENDEXES 

A. Literature Support of the Results (Annex I  and Annex II)   ............................... 110 
B. Annex I - Instrument, Annex II- University letter  .............................................. 112 
C.   Graphical method of postmorterm examination (Annex I and Annex II) ............ 118 

 
 



x 
 

LIST OF TABLES 

 Page 

Table 1.1 Cross Country Export Comparison 1960-2000  ................................................ 04 

Table 1.2 Export Comparison with Korean Export  .......................................................... 04 

Table 2.1 Measuring instrument  ....................................................................................... 39 

Table 4.1 Reliability Analysis (Explanatory Variables) .................................................... 53 

Table 4.2 Reliability Analysis (Mediating Variables) ....................................................... 54 

Table 4.3 Reliability Analysis (Dependent Variables) ...................................................... 54 

Table 4.4Respondent Characteristics ................................................................................. 56 

Table 4.5 Firm’s Characteristics ........................................................................................ 58 

Table 4.6 Correlations Analysis......................................................................................... 60 

Table 4.7 Regression Analysis and ANOVA (Costing) .................................................... 65 

Table 4.8 Regression Analysis and ANOVA (Branding) .................................................. 67 

Table 4.9 Regression Analysis and ANOVA (Marketing Practices) ................................. 68 

Table 4.10 Regression Analysis and ANOVA (Dependent and Mediating Variable) ...... 70 

Table 4.13 Summary of the Results ................................................................................... 74 

Table 4.14 Textile Promotional Activities ......................................................................... 79 

Table 5.1 Comparison of Results by Export marketing Literature .................................. 110 

Table 5.2 Comparison of Results by Export marketing Literature (1998-2005) ............. 111 

 
 

 
 
 
 
 
 
 
 
 
 

  



xi 
 

 

LIST OF FIGURES 
 
 Page 

Figure 2.1 Exports of Pakistan 2013-14 ............................................................................ 27 

Figure 2.1 Theoretical Framework ................................................................................... 44 

Figure 4.1 Mediating Effect .............................................................................................. 65 

Figure 5.1 Graphical Method of Postmorterm examination ........................................... 118 

Figure 5.2 Histogram Regression Standardized Residual    ........................................... 119 

 

 



xii 
 

LIST OF ABBREVIATIONS  

 
AMIC  : Agri Marketing Integrated Centers 

APTMA  :  All Pakistan Textile Mills Associations 

BRND      :    Branding  

C       :    Cost Strategies 

            EP  :    Export Performance  

            EU   :  European Union 

FBR   :  Federal Board of Revenue 

FDI   :  Foreign Direct Investment 

GDP   :  Gross Domestic Product 

IMF   :  International Monetary Fund 

IPO  :          Intellectual Property Rights 

MNC   :  Multinational Corporation 

PD       :   Product Capabilities 

            PM    :   Promotional Capabilities   

            PC      :    Pricing Capabilities,  

            PL      :    Placement Capabilities 

R & D   :  Research and Development 

RBV  : Resource Based View  

SBP  : State Bank of Pakistan 

SME   :  Small & Medium Enterprise 

            SMEDA  :  Small & Medium Enterprise Development Authority 

 UNIDO : United Nation International Development Organization 

 WTO  : World Trade Organization  

 

             

 



xiii 
 

ABSTRACT 

This study aims to highlight the importance of export in the growth of economy especially in 

developing countries during globalization.  Aggressive export growth of a country is not 

possible without effective marketing practices, while, to know the impact of marketing 

practices, it is necessary to identify and quantify the direct or indirect causal relationship 

between marketing determinants and export performance.   

 The study focuses on Resource Based View (RBV) of exports. The export firms in 

manufacturing industries of textile, food group and marble industry are unit of analysis. The 

export performance scale developed by Zou, Fang, and Zhao (2003) is adapted and refined in 

accordance with several other studies. Substantively, this study empirically investigates the 

degree of relationship among product strategies, placement strategies, pricing strategies and 

promotional activates (Explanatory variables) with exports performance of the firms 

(Dependent variable). While, branding and costing strategies are considered as mediating 

variables.  The study applies the basic marketing concepts because to the best of my 

knowledge, no prior research is available in this context in Pakistan. It is preliminary 

marketing research to test export marketing theory in order to determine if it is supported by 

real world evidence in Pakistan.  Therefore, present study is an effort to fill the literature gap 

for academicians in the field of export marketing in Pakistan. At the same time, it offers 

detailed insight and recommendations to policy makers and managers to enhance marketing 

capabilities.   

For estimation, Correlation followed by Regression analysis, as a most popular and 

standard analytical approach in measuring export performance is adopted. Wherein, a commonly 

used method known as Ordinary Least Square (OLS) is applied to draw inference about 
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population regression function. Diverse set of approaches are also used, such as the t-test , 

ANOVA and log linear model to confirm the results. Using survey data of 141 export ventures 

from selected industries of Pakistan, the analytical findings reveal that there is direct significant 

relationship among marketing determinants  i.e   product, pricing and placement with export 

performance while promotional strategies are not contributor in export performance due to 

negative relation. Moreover, branding and costing strategies partially mediate marketing - export 

performance relationship with different effects. When both branding and costing mediated it 

weakens the relationship among marketing strategies and export performance as compare to direct 

relationship while when branding is mediated separately, it strengthens the relation of export 

performance with product, pricing and promotional strategies and placement becomes 

insignificant. Conversely, as compare to branding when only costing is mediated separately it 

only strengthen the value of placement. These findings justify the notion that export marketing 

strategies are considered as one of the important factor in improving export performance. Hence,  

effective marketing practices can play a vital role in export’s growth of Pakistan as national 

prosperity is created not inherited (Porter, 1985). 

 

Keywords:  Globalization, Marketing practices, Export performance, Resource Based View, 

Policy makers, Academicians.   
 

 

 

  


