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ABSTRACT

Marketing blueprint has been central importance dosinesses and a way for accomplishing collectively
organizational performance. Our research annexh ¢urrent inquiry of marketing strategy by butsieg the connection
between marketing mix overall organizational pemiance. An inference from present literature faaiiéit! a structure of a
conceptual model that explains the inclusive orgatinal performance. Product standardization adégatation, Pricing,
Promotion, and Place have an influence on salesstocner satisfaction and monetary performance omdir
The study puts forward that the effects of the etary elements of performance influenced by theketiag program of

adaptation and standardization.
KEYWORDS: Marketing Elements, Adaptation, StandardizationyRhéting Program, and Organizational Performance
INTRODUCTION

In contemporary business has seen the current Iglebamarkets as a meaningful way for companies to
internationalize their dealings as a weigh to staynpetitive. Decision making concerning the glabedi marketing
elements has intended to be vital, particularlyeexpd to impact this system has on performancesé&prently, many
authors have called engrossment to how necessamdertake the need to colligates standardizatimh alaptation to
performance (Calantone, Cavusgil, Schmidt, & SBB04; Dow, 2006; Florin & Ogbuehi, 2004; Julian &3ass, 2004;
Shoham, 2002). Regardless of this support, therelaw links between the two former and the laltes yet been arrived

at.

The literature as regards, reaction into deliberathe sort of influence (positive or negative)adfaptation and
standardization of organizational performance. Samthors accept as a fact that the correlation atandardization and
company performance is nonexistence (Samiee & RA®R). Contrastingly, others have establishedsitige connection
amidst product adaptation and organizational pevémce €.g. Calantoneet al, 2004; Calantone, Kim, Schmidt,
& Cavusgil, 2006; Lee & Griffith, 2004).For thisason, Consensus with reference to the weight cfketla@proaches on
organizational performance symbolizes the spacienliterature (Zou & Cavusgil, 2002), which thissearch quest to

achieve.

Although companies’ strategies may possibly afferformance, the findings hitherto are not definiiéncipally

those that seek to address the correlation linkiegmarketing elements and organizational perfoomd8hoham, 2002).
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More to the point, conflicting and baffling outcosneave come out from the literature, turning mamistdecision making
into the intricate method of exploit. This inconigyucries for an advancement of additional succenatl precise theories,
methods, and strategic frameworks, since markéi@ve to comprehend under which situations everyagoh becomes

more apposite and under which speculations thgs®aghes positive performance (Calantenal, 2004).

For that reason, the intent of this research apiq keep at quantitative analysis of earlier epdial study
relating to the benefaction of the marketing sgi@e of adaptation and standardization of the ntamkeslements and
organizational performance in a global settingsl; @@ recommend to marketers mode of action grodimtiethe analysis of

such strategies and their links with performance.

Other researchers have earlier attempted studiesmtarketing elements and organizational performance
(e.g. Leonidou, Katsikeas, & Samiee, 2002; Shoham, 200&odosiou & Leonidou, 2003), nevertheless they had
diametrical from ours. Leonidou, Katsikeas and ®anf{2002) recommended a research in which a mefgsiwas as
well carried out to assess the between the matketiements and organizational performance, howeeitr research
failed to identified adaptation and standardizatainthe marketing elements, and was also based owra intricate
structure which comprised other variables and adewcts. Shoham (2002) examined the levels of appesato
standardization of the marketing elements with eespo a satisfaction-based performance measuteyeoun particular
Jlooked at the export marketing mix’'s level applex of standardization and export planning impatt export
performance. That is, as against our researchxperieented the extent of the standardization/adiapt strategy, and not

as a distinctive strategy.

As a focal point, Theodosiou and Leonidou (2003)ehalso researched the associations amongst timermrte of
marketing and performance. Conversely, their @&tisla consolidative perspective of the literaturat, a meta-analysis.
What is more, they test the previous marketing el@mand their effects on performance via a morkifaceted blend of
these elements. Conclusively, our research is @nlikse earlier ones for the reason that we cariy meta-analysis that
explore the relationship between the function efdpproaches of adaptation and standardizatiameafnarketing elements

and organizational performance in foreign markets.
Theoretical Background

Developing a business into international marketpiires an accurate resolution to determine theaéittuof
countless facets that affect the organization matgonalization process. Marketing elements are the critical resolutions
to made when going international. By developingugiiomarketing elements, organizational target anegieand goals can
be met, improving performance. Hence, any prodatidintroduced on demand for the time should tsornized to suit
that country, since it is not probable that a sngpproach will be able to satisfy the requiremeingll consumers,
particularly concerning the present diversitieshaf markets (Vignali, 2001). So the company consigdnich best strategy

to adopt for the marketing elements, either admptatr standardization.
Adaptation versus Standardization

The core objective of a global strategy is runrifighe vast deviation that comes forth outside dgiiméorders
(Ghemawat, 2007a). Marketing standardization pseE®ss not the synonym of Global marketing. AltHodlge various
stages in the standardization procedure can bertakihg by businesses going international. Marnkginternationally can

be seen on various angles, the first duels on hgamzation analyses its structure, secondly acsv tihe organization
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integrates it independence due to intensive commpetfaced. Lastly, the organization of the mankgtielements of
adaptation and standardization which is the fodukis study (Lim, Acito, & Rusetski, 2006; Zou &fusgil, 2002).

Adapting and standardizing the marketing elemeantsinternational markets should be a critical sssdfactor for
business in expanding its operations to global etarkThis will be effective when a business seebpgerate a single
strategy in countries its intends or alter the aasimix for a specific market (Jain, 2007; Vro&iKitchen, 2005; Vrontis
& Papasolomou, 2005). The company’s resolutiordepaor standardize its operations is essenti@ioimection with how

it affects the organization’s essential path taress and how it will compete (Ang & Massingham)20

The discussion regarding the adaptation or staimdion of the marketing elements in diverse markets been the object

of many studies (for example, Levitt, 1983, 19860Mis & Papasolomou, 2005).

Studies on standardization date back in the 196®®n Elinder (1965) first evaluated standardizatain
promotion, followed by research on the product.this day and age standardization studies conbiall the marketing
elements, namely product, promotion, price andribigion (Ozsomer & Simonin, 2004; Vrontis & Kitahe 2005),
even though promotion and product have gotten exirsiderationd.g.Baalbaki & Malhotra, 1993; Kotler, 1986; Levitt,
1983; Papavassiliou & Stathakopoulos, 1997.

Broadly speaking, an evaluation of standardizastmategy has brought up two viewpoints, where ntargge
process and marketing programs are standardizgubatdgely. Philosophy principles and technologyustomed to
planning and implementing marketing decisions & ¢bncern of the former whiles the latter ,whicls tstudy seek to
makes reference to marketing elements. Regardfessnoe researchers that have examined the stamdtodi concept
(e.g. Jain, 1989; Ozsomer, Bodur, & Cavusgil, 1991), dsnsensual understanding has yet to be established
(Ryans, Griffith, & White, 2003). Standardizaticnwhere single marketing activities, namely pradpoomotion, price,
and distribution are applied in different countrimsregions. (Elinder, 1965; Levitt, 1983; Ozsonge!Simonin, 2004;
Viswanathan & Dickson 2007).

The key argument giving credence to the standaidizapproaches is the conception that the worlikizoming
more and more homogeneous, particularly as an macof the improvements in communication and teamol
(Jain, 1989; Levitt, 1983). In effects, as tasted aivilization are becoming similar, especialliie tsharing of consumers
preferences, needs, desires and demands (Jain,, 188%; Levitt, 1983; Vrontis & Papasolomou, 2005).
Standardized products, with standardized markgiiogirams into the international market by companiey be due to
demand commonalities, culture integration and lawvgeof hedges (Zou & Cavusgil 2002). Standardizgtimnsequently,

permits concentration on familiar sections, enjgyscale economies and more coherent promotions.

Papavassiliou and Stathakopoulos (1997) and L8B3, 1986) recommend four most important arguséont
such advantages: (a) standardization makes orgmmgato preserve a consistent image and idetiiyughout the world;
(b) it reduces uncertainty among buyers who tréregjuently; (c) it allows the company to targeff@iént markets with a
single advertising campaign; and (d) it resultssireable savings in advertising, such as brochmna&grial, media and
advertising production costs. Notwithstanding thesenomies of scale, cultural and socio-econonfierdnces among
countries appear to hold back the standardizativategly, sometimes demanding modifications to tharket,
and requiring excess expenditure to the standdioiizaecision (Kogut, 1989). In any case, altewesidecisions for

adapting or standardizing or adapting must be edeain various financial outcomes and risks. (Sari®9).
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The choice for global standardization will be agpiate to some extent, where company’s performaaoeresult in greater
impact (Samiee & Roth, 1992).

However, developed nations with massive differermaséd markets do exist. For these variances toobket
addressed, changes in design, packaging, pricadisbribution of goods would be obligatory. Moregveiiability,
communication costs, media habits, differencefiénrange of distribution channels, intermediarfies\ncial resources and
know-how may also cause trouble (Samiee & Roth2)9Blowever, total standardization can cause tilaréaof the
company when it comes to attending to local conssinmeeds, and might lead to its separation froendbmestic market
(Newburry & Yakova, 2006).

In such situation, the standardization altercati@ighs down, particularly when there exist spedislinctiveness
between customers, administrators and countried, taen adaptation strategy is the best option (&mphl1999).
For the intent of this study, we define product @dton as the degree to which its elements of gheduct mix
(brand, design, label, product line, and quality® adapted to the global markets so to bridle tiversities in the
environment, consumer behavior, standards of uskcampetitiveness. Thus, adaptation entails tipdicagion of definite
strategies in the different market, where compaagapts its marketing elements to each contexfAmg & Massingham,
2007; Zou, Andrus, & Norvell, 1997). It involvesetltustomization of strategies for different regjdmssed upon assorted
factors. Sands (1979) describes adaptation as pipdication of marketing programs with no common nedats.
That is, the businesses should at all examine madtidentity, language, tastes, and preferencegpdPents of adaptation
strategy are of the view that international marlats prone to external environmental issues, sschblimate changes,
language, race, occupations, topography, educatmsies, legal and political barriers and socicieotic matters
(Baalbaki & Malhotra, 1993; Jain, 1989).

Pricing adaptation pays concentration to the modifon of the international market for varied reesscsuch as
economic, political, and legal issues, price cdsfrdransportation costs, market structures, demarades, taxes,
trade barriers, pricing practices, etc. Distribntedaptation are related to the conformation offitm’s channels to the
international market, comprising the standardssdection of the distribution system, transportatioudget and network.
Lastly, promotion is associated with the conformatin the blitz é.g.idea/theme, media channels, objectives, budge}, etc

made for the new market as likened to the local(bages & Montgomery, 2004; Leonidetial, 2002).

Some understand that the main problem is not thiside to adapt or standardize marketing approadhgshow
much to adapt them (Cavusgil & Zou, 1994; Jain,919807). Cavusgil, Zou, and Naidu (1993) recommirad to the
extent of adaptation of the product and promotierappreciably assumed by the firm’'s characterisficeducts and
industry, as well as by the foreign market's chemastics. In consequence, many authors declinextreme utilization of
only one or another strategy. As a substitute, thaysider that there is a need for the concurrpptiction of both
strategies, where the level of adaptation or staliiation should count on insider and outside \de®
(Cavusgil, Zou, & Naidu, 1993; Jain, 1989; Vror&isPapasolomou, 2005). For them, multinational aigations should
be contemporary centered on the aspects thatreeglabal standardization over and above those ddsa localized
distinction (Vrontis, 2003); integrating element$ both methods, standardizing the mix that bringvaadages,
and adjusting those that satisfy the needs of dmedtic market (Vrontis & Kitchen, 2005). Next, Wwaefly review the

theory about the dependent variable of performance.

NAAS Rating: 3.10- Articles can be sent to editor @ mpactjournals.us




The Effects of the Marketing Elements on Organizational Performance I nfluenced by 35
Marketing Program of Adaptation and Standardization

Firm Performance

Organizational performance is one of the candipatmonents in organizational performance managentecdan
be described as a complicated and having manysfétat comprise of a various perspective of a cowpa division, or a
project success. Carneiro, Silva, Rocha, and He(@&85) assert that it is improbable to describdopmance success
using only one perspective and/or a single meFar. them, varying perspectives should be studiednasstimating if
success has been attained or not. This is why ssi@@n be understood through different aspecgsdegree, level, etc.),
but not a single response “yes” or “no” outcomer(eao, Silva, Rocha, & Hemais, 2005). Notwithstizng this opinion
that performance is a complicated and having mdmgnpmenon, there are numerous authors who hadetdridefine it.
Some few scholars who have tried extensively tsaeaand applied it in the field of academic and ag@ment areas.
For example, Kaplan and Norton’s (1992) Balancedr&mard conceptualizes performance by looking tht various
perspectives of opinions: financial, customer,rimi business process, and learning and growtmegaf1996) also opined
with four methods to organizational performancemfisurvival, accounting measures, multiple stakdédra’ views,
and present-value measurements; and lastly Gingi®&) also suggested that analyzing of data ssummportance,

format, and analysis techniques to measure perfurena
Marketing Strategy of Adaptation and Standardization

One of the key marketing strategies to internadbrats adaptation and standardization methodsritlme argued
from the scholars of standardization studies tihat,global markets has been synchronized and steroers from various
part of world are more require and have a preferdoc similar products through low-cost positioningw prices and
high-quality offerings (Jain 1989; Ohmae 1985).

With regard to standardization perspective, orgitns proceeding to global marketing operationarketing
processes and programs have been standardized different national borders in lieu to the prodoifering, promotional
mix, and pricing strategy and distribution struesirHowever, for researchers that are in favoh@ftion of adaptation in
proceeding to the global marketing strategy toveahdancing firm performance calls for the differateéd path of marketing
strategy.

The primary principle of international marketingaségy for the model developed in this resear¢hasthe global
marketing process and program of the organizathwsild be either standardized or adapted to madegtending on the
customer requirements. There are two conceptionghich marketing strategy components such as ptodfiering,

pricing, promotional mix and channels of distrilbatimust be centered on to attained firm performance

Adaptation and standardization are the most impbrtancepts to be modernized in global marketirgg@ams
when companies seek to operate effectively withamdg to the performance of financial, sales andtocoer.
Zou and Cavusgil (1996) studies also supported effiective role of marketing strategy playing a icat role in
organizational performance in the global marketisTiecomes the foundation of this research modéthwkeeks to
examine the effectiveness of the marketing stratdgdaptation or standardization to accomplis frerformance across

national boundaries.
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Adaptation

Adaptation strategy can be viewed on the orgamizatiabilities to unrelenting seek differences amicariety of
international markets, which need the firm’'s mairigefforts tailored to meet customer requiremelnésice attaining firm
performance (e.g., Black 1986; Boddewyn, Soehl, Riwdrd 1986; Cavusgil and Zou 1994; Donnelly aryari? 1969;
Douglas and Wind 1987). Many scholars who are jppett of adaptation strategy in certain marketsdt® view the
benefits of adaptation positive impact as compawestandardization on firm performance. Becausemptete adaptation
standpoint diminishes the export barriers by layiegphasis on the obstacles to worldwide convergence
including governmental and trade barriers, counlifferences in marketing strategy, and local mansge defiance
(Lim, Acito, and Rusetski 2006; Viswanathan andkdan 2007). The most desirable degree of standdiulizis totally
dependent on organizational internal and externalirenmental factors as argued by contingency etudi
(Zou, Andrus, and Norvell 1997).

Standardization

The total standardization point of view, tends ¢saibe the marketing strategy as an approacheofivg market
conditions across national borders increasinglyilaimpreferring the standardization of marketingbgrams as the
important approach to attaining firm performancem® studies that give support to standardizative lidentified that the
quest of standardized marketing activities by fitaslhaving a positive impact on firm performanGzgomer and Simonin
2004), dependent on some moderating effects. LE@@B3) is a well-known proponent of standardaatiwho argues that
cultural diversities have reduced across countaésputable to technological advancements anddenake a globally
standardized marketing strategy the preferred gutesto attract worldwide scale of economies dretafore arrive at the
firm performance. Other advocates of standardirattomprise (e.g, Eger, 1987; Ohmae, 1985; and YREH5),
who promote various controversy as regards scaleraage, time to market, and worldwide consistesfayjompany image

connected to the standardization perspective.

The greater part of earlier researchers gives anéd@a about quite a lot of ongoing trends indrgatthat
standardization remains a vital, positive antecettefirm performance. Levitt (1983) observed is btudy that consumer
needs are becoming common and as a result makingastization of the marketing programs more pamress national

boundaries.

Through extant literature on the standardizatiarcess of converging markets and consumers, tasteisto be
driven by the increasing multinationalism, worlgogs, world tourism, and expanded communicatioth ansportation
systems (Belk, 1996). These issues make its pravéde businesses to standardize its marketing gases through
production, pricing, distribution, logistics, adtising, and promotional mix and also in researcll aevelopment
(Porter 1980; Shoham 1999; Yip 1995). Moreover,fN£999) posits that standardization is essentialorganizational
performance as it reduces the time of product tcketdy decreasing the time required for adaptatidocal specifications.
According to Maljers (1992), Ozsomer and Prusst®(? and Ozsomer and Simonin (2004), standardizatimtegy makes
businesses to offer quality products and distrdsutthannels in various market is to have great@agnhon company’s
performance (Taylor and Okazaki 2006), and to nmerta harmonious image locally and internationally
(Okazaki, Taylor, and Doh 2007; Shoham 1999). Téarch for standardization strategy in an orgailmimaseeking

operating in the global markets illustrates thevahce as identified above, because marketing gmgyistandardization
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strategy globally is of much significance in enhagcfirm performance. (Johansson and Yip 1994; iKats, Samiee,
and Theodosiou 2006). Owing to these benefitsdatalization approaches to international marketirmgy@mms is of value

options for many businesses (Johansson and Yip; XG84dikeas, Samiee, and Theodosiou 2006).

Hence, standardization is connected to internaltioaaketing strategy to enhance firm performanoehis regard,
the impact of standardization on firm performargénfluenced by whether a firm's marketing stratégwctive globally,
especially in the existing markets (Yip, 1991) e tpresence of the marketing strategy in only a feunbers of
international markets. Theoretical underpinninggehidentified two significant prospects connectedhternational market
participation relying on standardization approaEhstly, scale economies,opportunities exploitatamd widen global
market participation are rewards of standardizastoategy. (Grant, Jammine, and Thomas 1988; Kiwar), and Burgers
1993), thus optimizing standardization’s potentiafluence on the firm's financial and non-financiperformance.
Secondly, marketing strategy practiced in globdlizearkets has an influence on the firm’s level fomch of investment in
those specific international markets, which notabipact the firm’s potential to utilize standardina strategy effectively
towards the organization performance (ChandrafitBrifand Ryans 2002). The larger the figures ofiéa markets by a
firm, the more easily and efficient it becomes wtagplying the standardization approach to eachhefdountries as
compared to adaptation path of marketing strategnce, firms with a high degree of internationalrkaa participation
strategy have a high likelihood to be successfahamketing their product offerings when adoptingtandardized approach.
Firms with the international marketing strategy ¢ewerage their standardization approach to a nguehter extent than
competitors with few targets in foreign marketseTtulk of experimental research has scrutinizendstaization regarding
individual marketing elements (e.g., advertisingntent, brand name, distribution channel, and pgjciwith advertising

receiving the greatest coverage (Jain, 1989).

Firm Performance Influenced by Marketing Mix

Product Strategy

It is one the key benefits of a firm who seek &wéthe potential of constant and blueprint styategsatisfy and
go beyond customer preferences and value that earedmrded as customer performance (Cavusgil ang Z204).
Irrespective of the firm marketing strategy of at@ddéipn or standardization customer performance él achieved.
However, some scholars argue that a business thaugs product adaptation strategy in an intemationarket
significantly leads to sales growth performancehfdon and Arunthanes, 1995; Leonidou et al., 2088)experiential
study administered by Cavusgil and Zou, (1994) entibated that adaptation of a firm product isjost connected to sales
growth, but the financial performance of organasi such as profitability and return on investmé&avusgil and Zou,
(1994) also add that there exists a positive alatiip between product adaptation as a global riagkstrategy to total
business performance. In order for a company taregcadapt to varying international markets, tharkating elements
should bear in mind the internal and external lssrenvironment that affects a company positivelyitige in greater firm
performance (Bainey, 1991).

The impact of marketing strategy-product focus anous dimensions, including actual and augmentedyzt
factors on performance in global markets, hasyfaiitained consideration by several scholars (&gynak and Kuan,
1993; Cavusgil and Zou, 1994; McGuinness and LiitB81). Albaum et al., (1997) in their study aidentified the that

product design marketing elements found a whichleyeg composite export performance measures, fdcoseproduct
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design suing a global marketing in that it can sgrroduct adaptation as a means of differentidbomival’s products and

influence overseas customer attitudes (customéonoegnce) toward a firm’s product.

In summary, the study by Albaum et al., (1997)nidyproduct, design and style to have a noteworthsitipe
impact on firm performance. While other studiesesgshed on the relationship between product qualitg firm
performance in global markets in which the relaldp is found to be positively associated (e.gp$ta and Sarathy,
1997). The provision of high-quality product to tamers has been assumed to boost the value assbeidh customer
performance. Studies conducted eelier disclose dbg&ervations as regards quality of product alorgy lthes of the
marketing strategy that are significant. First, guesitive influence of product quality on salesfpanance was stressed
more in studies conducted in Europe. Second, thgrieal data demonstrated a strong connection ketvpeoduct quality
and customer performance (Terpstra and Sarathy])198e linkage between product quality and custopseformance
can offset the reservations that foreign custortferd of as regards product marketing strategyquerdnce and diminish
their threat perceptions relating to the purchakesuzh goods, hence having an consequence on aatédinancial
performance (Terpstra and Sarathy, 1997). ThusHarelement of product adaptation is chiefly esakwhen a firm enters

a new overseas market or targets the geographdiatgnt markets.

Leonidou et al. (2002) speculate that a chanceutpnant sales performance can be realized by seniog
customer segments and marketing, administrative,adiner exporting expenditure can be shared amewegral products
which are termed as product adaptation (Beamidhvlumro, 1986). But, the export product marketing for companies
is more often than not of a narrower range as coeap@ that which is provided domestically, duetdinancial difficulties
and operational difficulties associated with globarketing activities (Albaum et al., 1997). Thetaanalysis results of
the study by Leonidou et al. (2002) disclosed aewotthy positive association amid product offerangd general firm
performance in export markets. The link that exaste®ng product adaptation and firm performancaternational markets
is the most extensively researched issues in thsept literature, and most of the past studiesewiewed examined this
relationship. Product adaptation in terms of thgrele to which the firm’'s actual and augmented pcodilements are
adapted for international markets is able to accodate differences of new environmental forces,ediffit consumer

behavior, use purpose patterns, and competitivatgins of such international markets.

However, three benefits can be derived from prodadeption strategy. First, it critically mirrors a
customer-oriented posture because the firm engagiegational marketing steadily assesses consanegbuyer behavior
and host market characteristics that develop then'di total performance (Douglas and Wind, 1987).
Second, product adaptation strategy can bring alsger financial performance, such as profitapilias a quality
product—market match can result in greater custaagsfaction therefore enhancing customer perfoomawhich is one
the key outcomes in our research model, which apresgtly allows for greater pricing freedom for tliem.
Third, pressures related to meeting a great lefvptexise market requirements on internationallleften require creative
and innovative marketing strategy, which may leadektra products for a firm’s internal and extermahrkets
(Czinkota and Ronkainen, 1998; McGuinness andel.itt981). Thus, product adaptation was establishdthve had a
positive relationship with organizational performan to sales performance in the study administered
(Czinkota and Ronkainen, 1998).

A firm's product offering and strategy are a makp to organizations survival in the marketplace.

Therefore, product strategy is the path in whickifesses compete in the market in order to impitsveerformance.
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(e.g., Aaker 1999; Day and Wensley 1988). Accordimgamiee (1980), product strategy is the singbstnmportant
component of marketing strategy, product and iandgd as a blueprint for marketing resources dilmtaoward realizing
the objectives of the firm, which is sales, finah@nd customer performance (Rosa and Spanjol 2008hes and Morgan
2007; Yarbrough et al. 2011). To maintain regulkarfgrmance, firms on a periodic basis regulater timgirketing program
to conform to changes in the international markeéth the aim of enduring responsiveness to thearaging marketplace
(Ye et al. 2007). Thus far, product adaptation isuétable strategy toward market responsivenes# affers the

development of new products that meet the changiegls of the marketplace.
Product Life Cycle

Standardization strategy in the global market exist have a possible alternative when customeregueally
familiar with the product given and show reasonasiyilar demand levels that are important to enbaficancial
performance. This happens when the product lifdeceé the product at its different stages aimedstandardization
(Rau and Preble, 1987). The extant literature endégree of product homogeneity of product in theous stages of
product life cycle (PLC) between internal and exé&rmarkets causes standardization strategy towegdnizational
financial performance (e.g., Ozsomer and SimoniPd20However, the challenge to standardize is wireducts may well
be at various stages of life cycle across markbésefore the adaptation strategy is a better ngticaccommodate export

market conditions because of variations in custshmoduct knowledge, perception, utilization, alenand patterns.

Product Homogeneityis regarded as an essential occurrence of theetiragkprogram toward sales performance
(Heil and Helsen 2001; Unger 1983). It can, consatjy, put forward that when there are minor pradiisparities in the
market whereby some products are offered by cotapetind homogeneity is high, in that case staizitidn is measured
as a stronger performance option because usefpltaas may be cumbersome to be improved by firkesording to
Rangan and Bowman (1992), product homogeneity doe fpased when largely marketed. Therefore, stdimidion
strategy may give vital cost-saving advantagesamédn outcome boost firm performance. It can calecthat firms that
operates with product homogeneity can achieve greasults of sales when applied standardizati@iesly to the global

markets.
Pricing Strategy

The impact of pricing strategy on export perform@anbas been authenticated in earlier researchers.
Louter et al., (1991) experiential outcomes protiesl relationship between pricing methods and comgmarformance,
showing a strong affirmative connection betweemipg strategy and general export performance. rigyistrategy may
differ from market to market due to varying reasamnected to the PESTEL model such as politicabnhemic,
social, technological, environmental and legal éstcTherefore, it is these forces that have efleetsricing constituents of
marketing program by control effects on marketidigtribution, and transportation costs; marketcttmes and demand;
tariffs, taxes, and other financial trade barriefslifferent countries affect the pricing strateglye competitors’ pricing

practices; and costs and margins of distributictesys all have significant effects on the pricitrgtegy.

Thus far, has made it possible for firms to conside adopt price differentials in order to surviged stay
competitive, hence attaining company performandéénmarket place. It can be suggested that uttiess is a removal of
taxes and tariffs through bilateral agreementsdstatization of pricing strategy will be difficulb tadhere into the global

markets. Christensen et al., (1987) studies alentiiid six critical decisions related to pricimgpact on firm’'s export
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performance. These decisions are: pricing methoding strategy, sales terms, credit policy, cucsestrategy, and price
adaptation. In addition to the same study, pricmgthod was restrained to the marketing pricingesgsg in which the firm
exercises its power in setting up the prices ifedé#t international markets dependent on marketaaiel and competitive
practices. The approach to adopt these practidesaiscordance with price adaptation to ensureoresigeness to changes
in overseas market circumstances, competitiveraggbs other environmental forces, addictive to thesgective of export
performance (Christensen et al., 1987). Howeves, algument is valid to the extent that pricing tetgg success is

measured in agreement of export balance of sateprafit level, and customer satisfaction.
Promotional Mix Strategy

Many researchers have laid emphasis on the signidfie of promotional mix to export markets as agbhegs
instrument for attaining performance. Financialesaand customer performance, are gained througimgdional mix
experience in the opportunities and problems emglun particular export markets, boosting commuiica personalizing
relationships, and building a relationship withtonsers overseas, and offering appropriate respandénstant backing to
the international venture’s needs (Tookey, 1964 rtigham and Spigel, 1971; Kaynak and Kothari, 1984

According to Styles and Ambler, (1994) query thdatienship between promotional strategy and export
performance of organizations. The study revealsth@romotional related variables, namely, adsat, sales promaotion,
personal selling, trade fairs, personal visits, anomotion adaptation, on export performance. Mgjoof the related

variables of promotion were identified to be pasily connected to organizational performance.

Review of literature proves that the utilizationtadde fairs to encourage exports has been in@edgn several
studies (e.g., Bello and Barksdale, 1986; Rossa@hS®eringhaus, 1995; Seringhaus and Rosson, 1998kdvier, some
experiential research (e.g., Karafakioglu, 198¢/leSt and Ambler, 1994) connected trade fairs tooetxperformance.
Most of the research demonstrates the effectsadétfair participation on the export proportiorsafes and other measures
of export performance. Notably, advertising was rist widely researched variable of the promotionixi, grounded on
the notion that with sound advertising proceduties,firm can disseminate information, constantiyirel, and convince
foreign buyers purchase the products and, forrdason, generate more sales. Cateora and Grat@®9) (in their studies

authenticate the positive relationship between egades and other performance.
Distribution Strategy

The distribution is one of the key tools used unilerimplementation of a firm marketing strategynais it serves
for the provision and availability of products tarious export markets. It is these structures &Telthat, make sure that
products manufactured in one country cross boridéorsanother international market and in the preceales performance
is attained. The findings of the quantitative aselyoutcome done by Louter et al., (1991) diretied this engrossment is
authentic to the extent that distribution stratpgsgitively impacts firm performance especially be £xport proportion of
sales and profit level. The study adds that theaason between export channel intermediary typd averall export
performance is significantly linked. With the dibtrtion strategy, the adaptation or standardizagipproach does not have
much effect of it on total firm performance, howgvs slightly in support of adaptation stratedsg.function is making sure
that the availability of products is targeted intgionally. This study model considers the suitgbif a specific medium of
distribution is not dormant, but relies chiefly tre conditions of the global market, i.e. suchtesconomic situation,

the structure of distribution, and competitive pices.
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Distribution strategy carries a vital responsibilit dealing with delivery time that impacts thepert performance
of the firm. The effectiveness and efficiency ie tielivery time of the products exported constituteey to total company
performance in overseas markets, as it affectditimes operations in conditions of competitivenem®d success in the
market (Piercy et al., 1997). The outcome of treeaech by Keegan, (1995) demonstrates a positiveeotion between
distribution channel and sales performance. In temdi significant findings on delivery time, whide an outcome of
distribution structures put in place by a firm wexlso adhered to be related to sales, the expopopion of sales,
and certain composite performance measures. Mayestare in support of distribution, adaptatiowand achieving and
improving firm performance, which calls for the émmation of the exporting firm's channel design d$tribution in
export markets. The occurrence of such adjustmengéssential for response to the variations inrmss environments,
i.e. economic situation, legislation, and physaxaditions. Finally, the differences in distributistructures in agreement of
the number of intermediaries like types of outleted channel functions (Keegan, 1995). Therefdre, necessity for
distribution, adaptation was represented in thessssent of the results, where a meaningful, pesitimnection with

performance was found, besides its effects on aitalso financial performance especially expoofiplevel.
Intense Competition

The magnitude of competition in international maskenportantly has an impact on a firm’s global nedirig
operations toward customer performance. Cavusgl.gf1993) posit that intense competition leadgreater adaptation
that is principal to meeting diverse customer regfuents, in consequence expanding customer penficeniaa external
markets by international companies. In additiorhr@maniam and Hewett (2004) demonstrate that iateosipetition is an
essential catalyst of an effective marketing deaisapproaches to adapt or standardize productdolralgmarkets in

reaching customer satisfaction.

The drive to standardize marketing strategiesfigénced through changes in the world and the chiénale that
firms can leverage off market similarities to thenstardized one or more aspects of their marketingrams to satisfy
customer requirements (Yip, 2003). Especially, whreerrival business standardizes its marketing agbroa the
international market for greater efficiency and lovemsts to achieve a competitive advantage positiorcustomer
performance, other businesses are expected tothepame strategy. Hence, the greater the comgetitiensity and the
desire to be more customers centric, the greatelotdal managers are under pressure to adjust timyk@ograms to the

internal market environment (Yip, 1989).
CONCLUSIONS

The correlation between the marketing elements aimdpany performance has been opined and examined by
many scholars in which marketers need to reflectustomer-focused information when creating a ntargestrategy.
This research, assembles on these assertions oiputaiimg the marketing elements through custorneused
information with an overall aim to enhance the campperformance. Contemporary marketing programe bhanjugates
research on the marketing elements standardizatim the overall organizational performance esphician sales,
customer satisfaction and profitability performasc€his paper operationalizes the adaptation aamtlatdization effects
of the marketing elements on firm performance.sltevidence that few operationalized the above aglatgement
variables and its correlation with the firm perf@mee. Consequently, resource-based view firms todu

pricing, promotion and distribution standardizatishould directly impact firm's capabilities. Baseuh previous
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knowledge and literature opined by many scholdrese findings demonstrate that all variables ofmeralize in the

research would have an influenced on the overajhmizational performance. Further studies shouldsicler other

additional factors that amount to the organizatioperformance indicators and empirically test thewnvariables

introduced.
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