53

THE ADOPTION OF EXPORT AS
AN I NNOVATIVE STRATEGY
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{Abstract)

This research identifies a tvpical form of the exporting adoption process
regarding two dimensions—the Initiating force and the rationality of the export
adoption process. It was hypothesized, first, for this study that, in the export
innovation adcption situation, the adoption process would be initiated more often
by internally perceived problems or needs rather than by the passively received
information about the innovation: exporting. A second major hypothesis took the
view that the export adoption process was more rational than nonrational. Third,
using various instruments—including Hage and Alken's index-—we measured the
organizational structural characteristics »f 35 Nebraska exporting manufacturers.

The innovation-oriented and nonrational export adoption processes proved to be

* Professor Woo Young Lee is a professor of marketing at Sogang University
in Seoul, Korea. He was formerly on the faculty of Northern Michigan University.
Professor Lee received his Ph. D. degree in International Marketing at the Uni-
versity of Nebraska—Lincoln. He is active in research in the area of promotion
as well as international business.

** John ]. Brasch is a professor of business administration at the University
of Nebraska—Lincoln where is responsible for international business programs.
Dr. Brasch received his Doctorate in Business Administration from Washington
University—St. Louis. A past president of the Midwest International Trade Ass-
ociation, he is currently a member of the District Export Expansion Council (of
the U.S. Department of Commerce) and is active in actual export management
as a consultant to several Nebraska companies. Dr. Brasch has published in a
number of export related areas, specifically in trade credit and sales forecasting.



o4

the more common in this group.

Introduction

This article reports on a study of the innovation adoption process in
industrial firms and deals with the adoption of 2 marketing strategy—
that is, a decision to adopt a stratcgy of cxport. Exporting is treated
here as an innovation. Thirty-five small Nebraska exporting manufa-
cturers were approached to determine if their decision process in ad-
opting an export extension to their marketing program was: rational
or nonrational; a responsc to a problem or opportunity or a response to
outside information; and if descriptive variables—such :: age, size,
*etc,—were at all relevant. This work is different from pricr studies
both of the innovation diffusion process and of cxporting because it
brings diffuson theory to bcar on a centuries old marketing strotegy—
exporting—which is being rediscovered by many U.S. manufacturers.

Related Export Research

There has been one prior study which viewed the cxport acoption
process from the perspective of diffusion of innovation theory. That
study, done by Simmonds and Smith in Great Britain, was cssentially
exploratory, and was based on an cxamination of ninc companics that
had begun cxporting between 1960 and the time of the rescarch (ca.
1967) P Although there was no statistical analysis on which to hase
conclusions, the rescarchers suggested that the stimulus (e begin ex-
porting was likely to originate outside of the firm—i.c., as the result
of efforts by change agents. A primary purpose of our research was
to leok more closely at the initiating force for exporting.

Bilkev and Tesar have rccently developed a model of the export
developmeant process.? In that model management is cither not expo-

rting. flling unsolicited export orders. or cxploring the feosibility of

1. Kenneth Simmonds and Helen Smith, “The First Export Order: AMarketing
Innovation,” British fournal of AMarketing, Summer 1968, pp. 93-10C.

2. Warren Bilkey and George Tesar, “The Export Behavior of Smaller Wisco-
nsin Manufacturing Firms,” Journal of International Business Studies, Spring/
Summer 1977, pp. 93-98.



-

20

cxporting in stages one through three. The critical stage is stage four
when the firm begins to export (in the model, on an cxperimental
basis) bccause at this stage a company has decided implicitly or exp-
iicitiv to make a commitment to exporting. From the perspective of
+he innovation diffusion process this stage can be regarded as "adop-
tion.”

In this article the focus is on the processes lcading up to adoption,
in particular the processes that would occur in stage threz (e.g.,
exploring the feasibility) of the Bilkey Tesar model, and the initiating
force for this third stage.

The rescarch in this article also relates to a recent export model pu-
blished by Johanson and Vahlne,® That model attempts to cxplain how
and why a firm will increase its foreign marker commitment. The
model assumes various levels of incremental corporate commitment to
a particular markets, and to forcign markets in general. Consistent with
the Johanson-Vahlne model is a view that the adoption of cxport 1s a
decizsion to make an initial international commitment for many firms.
Repeatedly in the Johanson-Vahine work therc is reference to an
assumption that decisions to make a commitment are initiated cither by
knowledge of problems or awareness of opportunitics.® In the research
presented In this article. one of the major findings 1s the relatively
greater importance of awarcness of opportunities for innovaticn—rather

than the analysis of problems—as an initiating force in export adoption,

Related Innovation Diffusion Research
It was not until the early 1960s that marketing cmerged as an ad-
ditional innovation diffusion research discipline.” Since then the great

prepeaderance of diffusion rescarch within marketing has focused on

3. Jan Johanson and Jan-Erik Vahln2, “The Iuternationalization Process of the
Firm—A Model of Knowledge Devlopment and Increasing Foreign Market
Commitments,” Journal of International Busincss Stud:es, Spring/Summer 1977,
pp.23-32.

4, Ibid., p.27.

5. Everett M. Rogers and Floyd Shoemaker, Communication of Innovation {New
York: The Free Press, 1971), p.558.
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individual consumers, whereas organizations and enterprises as poten-
tial innovation adopters have been largely ignored. According to John
A. Czepiel, the question of how innovations are diffused in an organ-
izational or corporate situation is still unanswered.®

Existing industrial innovation diffusion studies, although they are
limited in number, share certain characteristics. First, these studies
were done mainly by economists, particularly during the 1950s and
carly 1960s. They have taken the view that the diffusion of innovat-
ions among industrial firms is the function of the economic advantage
of the innovation and the economic situation of the potential adopters.”

Noneconomic factors possibly related to innovation diffusion, theref-
ore, have failed to receive research attention. Second, economists have
been concerned almost exclusively with technological innovations which
might reduce costs, if adopted.® Innovations such as new services,
new marketing strategies, and new makert oppertunities have seldom
been researched. Third, the majority of innovation studies done in
industrial settings have focused on the corrclations between carly
adoption and selected organizational characteristics.” Finally, aithough
the typical innovation adoption process of the business organization
was present in all studies, it has rnot been explored in its onw
right.

6. John A. Czepiel, “The Diffusion of Major Technological Innovation in a
Complex Industrial Community: An Analysis of Social Processes in the Am-
erican Steel Industry” (Ph.D. dissertation, Northwestern University, 1972),
p.3.

7. See, for example, Edwin Mansfield, The Economics of Technological Change
(New York: W.W. Norton, 1968).

8. C.F. Carter and B.R. William, “The Characteristics of Technically Progressive
Firms,” Journal of Industrial Economics 7{March1959), pp.87-104; Edwin
Mansfield, “Technical Change and Rate of Innovation,” Econometrica 29(Oc-
tober1961), pp. 741-66: Jacob Schmookler, Invention and Economic Growth
(Cambridge: Harvard University Press, 1966).

9. Carter and William, “The Characteristics of Technically Progressive Firms”:
Mansfield, “The Speed of Response of Firms to New Techniques,” Quarterly
Journal of Economy 77(May 1963), pp. 290-31L.
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The Problem
The purpose of this study was to explore a typical form of the ex-
port innovation adoption process as used by business firms. The specific
questions which provided the primary focus for this study were.
{1) Would an export adoption process be initiated typically by pro-
blem perception (problem-oriented adoption process or POAP)?
Or, would it be typically initiated by awareness of the innovation
{innovation-oricnted adoption process or IOAP)?
2y Is the cxport adoption decision process rational (RAP) or
nonrational (NRAP)?
3) Arc there any discernible differences in organizational attributes
between firms using different forms of adoption process?

Export Rationale

Prior research has implicitly recognized the decision-making dichot-
omies that have been stated in the first two problems listed. That is.
a firm can decide to begin to export because it recognizes a corporate
need that can be met. Thereafter, management finds out more about
exporting from outside sources. The initiating force, however, is
internal to the firm. Companies may also be stimulated to consider ex-
porting by some activity or event that originates outside of the firm.
U.S. Department of Commerce programs are such potential stimulants,
as are the programs of District Export Expansion Councils, and local
trade clubs. Unsolicited orders also are representative of such outside
events that stimulate action on the part of a company. To date those
who have sought to encourage exporting have hoped that outside
stimulation would be effective; that is, that export decisions zre likely
to be “innovation-oriented” rather than “problem-oriented.” This
rescarch tests that assumption.

Because adopting an export strategy is a potentially costly decision,
rationality on the part of corporations as they begin to export has bee-
n assumed. This assumption is particularly apparent in the availability
of advice from banks, consultants, the Department of Commerce, state
departments of cconomic development, and others. But, while it is
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implicitly assumed, rationality on the part of corporations as they enter
cxporting is not nccessarily intellectually accepted by those who enco-
urage the adoption of an cxport strategy. There arc too many insta-
nces of companics cntering export on almost an impulsive basis, wit-
hout taking advantage of frec and low cost assistance that could save
time and money. This research looks empirically at the question of
rationality vs. nonrationality in the cxport decision-making process.

Diffusion of Innovatien Theory Rationale

Among innovation rescarchers, it has been widely accepted until
recently that diffusion of an innovation is the result of social inte—
raction between knowers and non-knowers of the innovation.'® Ther-
efore, at a micro level, a potential adopter always receivaes the initial
information about the innovation from an external scurce and thus the
social relationship between two partics has a critical impact on the
adoption process. Social contact is the basis for awarcness and tradit-
ional thought on innovation adoption processes—i.c., that innovation is
always initiated by awarcness. In addition, innovation rescarchers also
have shared the notion that the de cision-making procss of an
innovation adoption is rational because it involves careful consideration
of alternatives and conscquences, as evidenced by the decision stage
termed “evaluation.”

These views of rationality and awareness initiation have been chal-
lenged recently by Rex Campbell.'” According to the new view, the
adoption process can be initiated either by knowledge of the innovation
that has been reccived passively, or on the other hand, by social cont-
act, resulting in the traditional awareness sequence. An innovation
adoption decision-making process can also be either rational or nonrat-
ional.

Given Campbell's view, what then would be the more common

10. Everett M. Rogers, Communication of Innovations (New York: The Free
Presz, 1962), pp. 305-7.

11. Rex R. Campbell, “A Suggested Paradigm of the Individual Adoption Proc-
ess,” Rural Sociology 31 (December 1966), pp.458-66.
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form of the export adoption process? Would it be predominantly
rational or nonrational? Would it be awareness-initiated or problem-
Initiated?

There is some rescarch evidence within the maketing discipline from
which the major hypothesis (i.e., that problem-initiation is a dominant
characteristic of an cxport adoption process) was developed. This
research evidence, which suggests that probleminitiated adoption in
industriai firms may be very important, includes: (1) formalized search
for a performance gap or problem with the aid of such tools as plann-
ing and control;'® (2) the consistency of a problem-oriented adoption

minimizing chances for getting information from an external source;'®
and {4)the fact that the export idea, which was ecmployed in this
studyv as an innovation, is not revolutionarily new, thus resulting in

limited cxposure by word of mouth,'™

Hypotheses

The following hypothescs were formulated for testing:

1. Armong export adopting firms, the POAP is more common than
the 10AP.

2. Among export adopting firms, the RAP is more common than the
NRAP.

3. There arc differences between the POAP firms and the IOAP
firms, and between the RAP firms and the NRAP firms in terms
of the size and the age of the firms, characteristics of the decision
group members, and their perception of the business environment.

The following alternative adoption processes have been hypothesized

12. Anthory Downs, Inside Bureaucracy (Boston: Little, Brown and Company,
1955), p.191.

13. James F. Engel, David D. Kollat, and Roger D. Blackwell, Consumer Beha-
zior (New York: Holt, Rinehart and Wiasten, Inc., 1973), p.216.

14. Frederick E. Webster, Jr., “Informal Communication in Industrial Markets,”
Journal of Marketing Research 7(May 1970), pp.186-9.

15. Frederick E. Webster, Jr. Marketing Communications: Modern Promotional
Strategv {New York: Ronald Press, 1971), p.115.



60

to exist:

(1) Problem-oriented adoption process (POAP) An adoption process
in which the initiating force is one or a combination of interrelated
problems such as: mature product, increased competition within the
domestic market. decreasing sales or profit, definite desire for market
expansic. based on a long-term corporate expansion plan, or other
comparable problems or needs as perceived by one or morc of the
decisionmalkers.

(2) Innovation-oriented adoption process(I0AP) An adoption process
in which the initiating force is cither precisc knowledge of the existe-
nce of a market opportunity in a foreign market for the brand or
product, or gaining technical knowledge of exporting. ‘The information
on the existence of the market opportunity or export technique may
be passively received from other firms,governmental agencies, banks,
middlemen, or potential buyers in foreign countries.

(3) Rational adoption process (RAP). An adoption process in which
the decisionmakers use a wider variety of more authoritative sources
of information; both utilize and value planning and deliberation; keep
more complete records; and give specific and economically sound jus-
tifications for taking action.

(4) Nownrational adoption process (NRAP). An adoption process for
which the decision-makers use less authoritative and less varied sources
of information; keep less complete records: neither use nor value much
planning or deliberation; and do not or cannot give economically sound
justifications for actions taken.

Defintion of Terms

The following definitions were given to the key terms:

Exporting. Exporting is the process of marketing to foreign countries
other than Canada. Export distribution can be made (1) through an
export representative (such as a combination export management firm)
or other types of agents to which the firm in question delegates foreign
sales responsibility, (2) by dealing directly with customers in a foreign
country, or (3) by sclling through a merchant middleman who buys
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for his own account and ecxports at least a part of his purchases. For
this study, only alternatives (1) and (2) were considered as export
sales, since under alternative (3) clearly defined management responsib-
ility for exports is sometimes not crcated.

Adoption of exporting. Adoption of cxporting is an organized
decision to make use of export sales as an integral part of the marke-
ting strategy. Exporting is considered to be adopted when a manufa-
cturer both attitudinally and behavior ally commits itseif to export sal-
es. A mechanical response to an order from a foreign buyer, therefore,
may not constitute an adoption of cxporting unless the firm demonstr-
ates the evidence of attitudinal and behavioral commitment to it.

Adoption process. The cxport adoption process ia a discernible and
organized decision process which includes a series of subdecisions made
toward the assignment of the responsibility for the export operation.

PROCEDURE

This study was based on the data collected from 35 Nebraska-based
manufacturing exporters. Researchers of cxport decision groups have
often been plagued with certain operational difficulties. First, it was
difficult to locate the decision participants. Second, even if the decision
participants were identified, it was not easy to determine the extent
to which cach participant contributed to the overall decision outcome.
In the present study the president of each company was asked to
identify the actual decision participants rather than arbitrarily taking
top level executives as the decision participants. The second difficulty,
however, remained unsolved. Two criteria were cstablished for the
presidents to help them select respondents within the firm @ (1) the
respondent had participated in the export adoption decision; and (2)
the respondent was a high-level officer when the cxport adoption
decision was made by the firm. The largest number of decision-makers
in a firm was five. In 23 firms, or 66 percent, the export decision
was made by onc cxecutive member, indicating the overall small size
of the sample firms. On the average, the sample firms had 1.4 cxport
decision-makers.
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A questionnaire to be filled out by the presidents was mailed to
cach of the firms that had, by phone conversation, indicated their
~ willingness to cooperate. We included questions concerning the firm's
demographic status; questions designed to identify the initiating force
in the adoption process: questions developed to determine the level of
rationality; and a question asking the identity of the decision group
members.  Later, a questionnaire was mailed to cach export decision
participant identified by the president. It contained questions cesigned
to measwe the characteristics of : (1) the decision group members,
(2) organizational structure, and (3; the organizational environment.
Information on the choice of the export adoption process by indivi-
dual firms was obtained by asking the respondent to select, from two
generz! decision processes, the onc which most nearly represented
that of his firm when it initially madz the export adoption decision.
The following descriptions were offered:

1. We heard of the existence of a potential foreign market, cr we
lcarned of how-to-export techniques or of export opportunities.
Later, further information about a particular markets for our
product was collected. Along the way, export responsibility
became assigned, or it was recognized that exporting was a
collective responsibility.

2. For some reason (such as increased competition in the existing
market; maturity of product; excess production capacity; long-
term corporate expansion plan; surplus capital, or, changc in
management), wc perceived needs for the development of new
markets. Later, while w¢ were examining the aiternative

solutions, we determincd that developing a forcign market w

0
2]

a viable one. Then, somcone was given thc responsibility for
devcloping the international opportunity, or it was recognized
that exporting was a collccrive responsibility.

By using the four dimensions of rationality suggested by Dean,

16. Alfred Dean, Herbert A. Aurback, and C. Paul Marsh, "Some Factors Rel-
ated to Rationality in Decision Making Among Farm Operators,” Rural
Sociology 23 (1958), pp. 121-35.
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Aurback, and Marsh,'® the authors developed a rationality measure-
ment index. The index was originally composed of nine questions, of
which five were opco-ended and fcur were multiple forced-choice
type. This questionnaire was protested, using five exporting manufac-
turcs representing various industries. Following the pretesting, responsc
catcgorics were developed for the cnen-cnded questions. Each of the
nine questons reflected one or more of four rationality dimensions.

wonzlity weights were assigned to each response by a panel of
judges that consisted of such exporting specialists as an internationai
canker, @ forcign freight forwarder, & state industrial export consul-

tant. and = local universitv rescarch staif member.

INPLICATIONS OF FINDINGS
In general. the two major hypotheses regarding the importance of

the PO znd NRAP were supstantiated by this study, whereas mos:
roraizarional characteristics investigated were found o be

unrclated with the forms of export adoption process. This mayv be an
indication that the choice of a particular form of adoption process is
specific tc the factors other than the characteristics of a firm. For
instance, it mav be specific to the innovations to be adopted. We
kave summazrized our fincdings and their lmplications in the following

discussior.

Hypothesis 1
Az export adopting fivins, the POAP s wmwore common than the

I0AP. Twentv-four firms identified their adoption process as bein

U3

innovation-ovznted, and there were 11 firms whose adoption process
was ‘ouns o be probiem-oriented.  The value of chisquare computed
was 4. 83. This was significant zt .the 007 level. Contrary to the
rescarch Tipotacsis, I0OAP was a significantly more common form of
exporting acoption process than POAP among Nebraska manufacturers.
This mayv have been due to the availability of various change agents
(government agencies, banks, and other export agencies), since formal

interfirm communication was apparently rarc in the sample. On the
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informal level there may have been some interfirm communication
about exporting, but such information would likely have had source
credibility problems. On a local basis it would almost always have
had to come from an cxecutive in a diffcrent industry,‘ and because
most local exporters have not been highly successful, informal talks
about exporting would probably not be motivational. Change agents
have been active in Nebraska and their work scems to have resulted
in a high incidence of the innovation—oriented adoption process. '

EXHIBIT 1
Relative Popularity Between IOAP and POAP
[OAP POAP Xz df prob.
No. of firms 24 11 4. 83 1 007

The high proportion of IOAP firms is cncouraging to those who
seek to gain new intercs® in exporting through the use of programs
that provide awareness about international marketing opportunities
and operating procedures to noncxporting manufacturers. Although
certainly not all companies that become aware of export are responsive
to the new information, it does have a tangible impact on the majority
of new exporters in being the adoption initiating force.

But whercas new information about cxporting was the initiating
force for an export commitment in 24 out of 35 firms in the sample, a
substantial minority of exporting firms initially considered export for
reasons that were apparently independent of outside influence. The
various export promotion agencies cannot hope to have much influence
in firms which make decisions in a similar fashion in the future.

Hypothesis 2
Among export adopting firms, the RAP is more comnon than the
NRAP. The four judges were asked to rate the adoption process of
each sample companvy on a seven-point scale; one being extremely
nonrational and seven being extremely rational. Their judgment was
made on the basis of nine pieces of evidence shown on the rationality
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index (the actions taken or the subdecisions made toward the exporting
adoption). The four judges' scores were averaged for a company
rationality score. An export adoption process which was rated higher
than four was considered to be rational and an adoption process that
reccived a score lower than four was considered to be nonrational. No
company received a rationalithy score of exactly four. Through this
process, the adoption processes for 24 firms were determined to be
nonrational, whereas there were 11 firms whose adoption processes
were found to be rational.

EXHIBIT 2
Relative Popularity Between RAP and NRAP
RAP NRAP N* df prob.
No. of firms 11 24 1. 83 1 . 007

The value of chi-square computed was 4.83. This was significant
at the . 007 level. It was concluded that NRAP was significantly more
common than RAP among Nebraska manufacturers.

Because the proportion of innovation-oriented adoption process to
problem-oriented adoption process firms was the same as the proportion
of nonrational adoption process fisms to rational adoption procees firms,
a test was run to sec if there was a high level of correlation between
the two mecasures. To the contrary, no significant relationship was
found.

In order for a decision process to be perfectly rational there must
be the existence of a clearly defined goal and the selection of one or
a set of alternatives that promise to meet the goal in the most
cficient manner as determined by some form of thoughtful analysis.
To the extent that most new exporters followed a nonrational decision
process, in varving degrees they did not consult with expert authori-
ties; they did not collect much information in either a quantitative or
qualitative sense; and they had only vague justifications for getting
themselves involved in exporting. This is unsetting information. If
the export entry process is more frequently nonrational among firms
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that qualify as exporters, one would think that it is even higher
among those who have tried and later withdrawn ecither because of
outright failure, or because it turned out to be a different type of
experience than had been hoped.

Johanson and Vahlne state that “establishment and performance of a
certain kind of operation or activity ... require both general knowledge
and [with respect to a specific country] market-specific knowledge.”!”
When making an export decision and having minimal levels of
krowledge of export opportunities, procedures, and alternztives, many
companies arc apparently not taking advantage of free and low cost
information available from the many export assistance ageacies. There
mayv be scveral reasons to cxplain why some firms may move ahead
without much rational analyvsis. For instance, sample tirms in this
study were small. To the extent that the cxport decision was made
primarily by an entreprencurial tvpe of president (the decizion was in
fact made by only the presideat in 23 firms), therc ma:r aot have
been extensive time available before a decision had to be made. There
may have been a naive attraction to the romance of forcign business
that resisted careful analysis. Therc may also have been natve accept-
ance of export agency assertions that, “the market is out there.” On
the other hand, rescarch conducted by Simpson found that manage-
ment may simply have a belief that cxporting is a gcod thing to do,
regardless of the particular contribution that it mayv make to the
firm.'* Any one of these rcasons could be sufficient in itself to explain
why the majority of firms in their rescarch adopted oxporting as an
activity under what has been termed a nonrational decision process.

Hypothesis 3

There are differences between the POAP firms and the [0AP firins,
and between the RAP firmis and the NRAP firms in terins of the Size

17. Johanson and Vahlne, "The Interaationalization Process of the Firm,” p.23.

18. C.L. Simpson, “The Export Decision: An Interview Study of the Decision
Process in Tennessee Manufacturing Firms” (Ph. D. disseriation, Georgia
State University, Atlanta, Georgia, 1973).
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amd the age of the firms, characteristics of the decision group members,
and their berception of the busimess envirowment. Results indicated that
there was a significant difference in age between innovation-oriented
adoption process firms and problem-oriented adoption process frms.
Companies that had adopted cxporting through the innovation-oriented
adoption process were decidedly younger. The two groups were very
much homogeneous in terms of the size of the companies, the charac-
teristics of the decision group members, and the perceived characteristics
of the eavironment. Differences between rational adoption process
firms and nonrational adoption process firms were found in the
perception of the overall business cnvironment. The overall business
environment is a construct that was developed from general attitude
scales on two environmental questions: the domestic business cnviron-

ment and the foreign market environment.

CONCLLUSIONS

Nearly one-third (31 percent) of the firms under investigation were
problem-oriented in adopting an export strategy. It was intercsting to
note that the ratio of problem-oriented firms was very close to that of
an innovation diffusion study by Reynolds.' In his study, the problem-
oricnted zcoption process was used by 30percent of his sample. It also
matches closely the 3:6 ratio found in the Simmonds and Smith
export study.?® The results of these three studies support Campbell's
paradigm (sce Note 11) in that for about one-third of respondents the
traditional assumption of awarencss at the starting point of the adoption
rrocess IS an  incompelte  conceptualization.  Not all  experting is
dependent on change agents. On the other hand, there is now
convincing evidence that change agents arc critical in about two-thirds
of export adoption decisions.

The present study results also strongly supported Campbeli's sug-
gostion regarding the importance of the nonrational adoption process.

19. Fred D. Reynolds, “Problem Orientation: An Emerging Dimension of Adop-
tion Research,” Rural Sociology 36 (June 1971}, pp. 215-218.
20. Simmonds and Smith, “The First Export Order.”
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Nearly 70 percent of the firms responding used the nonrational adoption:
process in making an export decision. Although nonrational aspects of
the organizational decision process have often been observed, the
dominance of the nonrational adoption process as found in the present
study was quite contradictory to the belief shared by many that
industrial decision making is cssentially rational. But the magnitude of
these findings is possibly affccted by the small size of an average
Ncbraska firm. A typical Ncbraska exporter is fairly small and is
basically a family operation. For a firm of this type, concepts like an
information system, planning, and controlling, which are facilltators of
rational decisicn making, might be inconceivable luxuries. Further,
the cconomic advantage of expo;t:ing is difficult to calculate for an
export adopting firm. Perhaps this difficulty also helps to explain why
this study found a predominance of nonrational adoption beiavior.

The size and the age of the firms, characteristics of decision groups,
and environmental attributes were investigated to see if thesc variables
differentiated the IOAP firms from the POAP firms and the RAP
firms from the NRAP firms in the adoption of export. The company
age was found to be a good indicator of choice between the IOAP
and the POAP, whereas it was not so for the choice between the
RAP and the NRAP. It was found that the IOAP firms were signi-
ficantly younger than the POAP firms. It seemed that at an carlicr
stage of the company life cycle, business firms tend to be active in
new social interactions and in information secking. The level of
overall business uncertainty or risk, as perceived by the management,
must be high during this stage, whereas the company is often
handicapped by a limited internal supply of the large amount of in-
formation with which the management may reduce the uncertainty or
risk.

Perceived export risk, which might otherwise bz a major negative
consideration, may just be part of a general risk condition which the
new firm has learned to live with. This may be why younger firms
are not only more innovative in general, but also why their export
adoption processes are more often initiated by externally received
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information about exporting rather than by internally perceived
problems.

The firms investigated perccived that the level of competition at the
time of cxporting adoption was relatively high, but their perception of
change agents and the overall environment was relatively favorable.
In the related literature, there has been less agreement among studies
regarding these environmental variables. In the present study the
RAP firms perceived their overall environment differently from their
NRAP counterparts.

LIMITATIONS

This study had several limitations. Primary among these is that it
was limited in geographic scope to one state, Nebraska. The Nebraska
manufafturers from which the sample was drawn are nearly all under
850 million in sales with the vast majority having sales no greater
than $5 mullion. It is not possible to generalize the export-related
findings o other geographic arcas.

The ability to generalize the findings of this study is also iimited to
the extent that this study considered only one innovation: exporting.
But exporting is unusual as an innovation in that the idea is not
totally forcign to the average businessman. It is also unusual because
the idea of exporting is an intangible idea rather than an object.
Unlike an industrial product, it may be difficult to determine the exact
impact of export adoption, and a personalized and specialized informa-
tion source such as an industrial salesman is not available in export
adoption. The firms, therefore, that are considering export adoption
often have to take the burden of collecting and personalizing the
information. While this study obtained a high rate of response, the
absolute number of exporters studicd was only 35 since therc were
not many qualified sample firms that met the criteria set for this
study. For any specified difference between means and any significance
level, the tvpe 11 error is a function of sample size. In other words,
the smaller the sample, the greater the possibility of accepting a null
hypothesis when it is, in fact, false.






