
 

  

 

Aalborg Universitet

Editorial Vol. 2 No. 2 of IJEXPORTM

Coudounaris, Dafnis N.; Paliwoda, Stanley

Published in:
International Journal of Export Marketing

Publication date:
2018

Document Version
Publisher's PDF, also known as Version of record

Link to publication from Aalborg University

Citation for published version (APA):
Coudounaris, D. N., & Paliwoda, S. (2018). Editorial Vol. 2 No. 2 of IJEXPORTM. International Journal of Export
Marketing.

General rights
Copyright and moral rights for the publications made accessible in the public portal are retained by the authors and/or other copyright owners
and it is a condition of accessing publications that users recognise and abide by the legal requirements associated with these rights.

            - Users may download and print one copy of any publication from the public portal for the purpose of private study or research.
            - You may not further distribute the material or use it for any profit-making activity or commercial gain
            - You may freely distribute the URL identifying the publication in the public portal -
Take down policy
If you believe that this document breaches copyright please contact us at vbn@aub.aau.dk providing details, and we will remove access to
the work immediately and investigate your claim.

Downloaded from vbn.aau.dk on: April 23, 2024

https://vbn.aau.dk/en/publications/63bffdc4-0f83-4b74-8343-346c2d663cc8


See discussions, stats, and author profiles for this publication at: https://www.researchgate.net/publication/327830287

Contents and Editorial in International Journal of Export Marketing, Vol. 2,

No. 2, pp. 87-89, 2018

Article  in  International Journal of Export Marketing · September 2018

CITATIONS

0
READS

396

2 authors:

Some of the authors of this publication are also working on these related projects:

Special Issue on "International Business and Export Marketing in Central Eastern European Countries" for 6th Annual Conference of AIB CEE Chapter 2019, 25-27

September at Kaunas University of Technology, Kaunas, Lithuania. View project

Nordic Journal of Tourism: Web page by Inderscience Publishers View project

Dafnis N. Coudounaris

Hanken School of Economics

207 PUBLICATIONS   1,189 CITATIONS   

SEE PROFILE

Stanley Joseph Paliwoda

University of Strathclyde

96 PUBLICATIONS   852 CITATIONS   

SEE PROFILE

All content following this page was uploaded by Dafnis N. Coudounaris on 03 December 2018.

The user has requested enhancement of the downloaded file.

https://www.researchgate.net/publication/327830287_Contents_and_Editorial_in_International_Journal_of_Export_Marketing_Vol_2_No_2_pp_87-89_2018?enrichId=rgreq-10da9c16f87095e2a060bbb01bc2d9cd-XXX&enrichSource=Y292ZXJQYWdlOzMyNzgzMDI4NztBUzo2OTk1OTc2NzY2MTc3MzBAMTU0MzgwODQ5MjYzNQ%3D%3D&el=1_x_2&_esc=publicationCoverPdf
https://www.researchgate.net/publication/327830287_Contents_and_Editorial_in_International_Journal_of_Export_Marketing_Vol_2_No_2_pp_87-89_2018?enrichId=rgreq-10da9c16f87095e2a060bbb01bc2d9cd-XXX&enrichSource=Y292ZXJQYWdlOzMyNzgzMDI4NztBUzo2OTk1OTc2NzY2MTc3MzBAMTU0MzgwODQ5MjYzNQ%3D%3D&el=1_x_3&_esc=publicationCoverPdf
https://www.researchgate.net/project/Special-Issue-on-International-Business-and-Export-Marketing-in-Central-Eastern-European-Countries-for-6th-Annual-Conference-of-AIB-CEE-Chapter-2019-25-27-September-at-Kaunas-University-of-Technolog?enrichId=rgreq-10da9c16f87095e2a060bbb01bc2d9cd-XXX&enrichSource=Y292ZXJQYWdlOzMyNzgzMDI4NztBUzo2OTk1OTc2NzY2MTc3MzBAMTU0MzgwODQ5MjYzNQ%3D%3D&el=1_x_9&_esc=publicationCoverPdf
https://www.researchgate.net/project/Nordic-Journal-of-Tourism-Web-page-by-Inderscience-Publishers?enrichId=rgreq-10da9c16f87095e2a060bbb01bc2d9cd-XXX&enrichSource=Y292ZXJQYWdlOzMyNzgzMDI4NztBUzo2OTk1OTc2NzY2MTc3MzBAMTU0MzgwODQ5MjYzNQ%3D%3D&el=1_x_9&_esc=publicationCoverPdf
https://www.researchgate.net/?enrichId=rgreq-10da9c16f87095e2a060bbb01bc2d9cd-XXX&enrichSource=Y292ZXJQYWdlOzMyNzgzMDI4NztBUzo2OTk1OTc2NzY2MTc3MzBAMTU0MzgwODQ5MjYzNQ%3D%3D&el=1_x_1&_esc=publicationCoverPdf
https://www.researchgate.net/profile/Dafnis-Coudounaris?enrichId=rgreq-10da9c16f87095e2a060bbb01bc2d9cd-XXX&enrichSource=Y292ZXJQYWdlOzMyNzgzMDI4NztBUzo2OTk1OTc2NzY2MTc3MzBAMTU0MzgwODQ5MjYzNQ%3D%3D&el=1_x_4&_esc=publicationCoverPdf
https://www.researchgate.net/profile/Dafnis-Coudounaris?enrichId=rgreq-10da9c16f87095e2a060bbb01bc2d9cd-XXX&enrichSource=Y292ZXJQYWdlOzMyNzgzMDI4NztBUzo2OTk1OTc2NzY2MTc3MzBAMTU0MzgwODQ5MjYzNQ%3D%3D&el=1_x_5&_esc=publicationCoverPdf
https://www.researchgate.net/institution/Hanken-School-of-Economics?enrichId=rgreq-10da9c16f87095e2a060bbb01bc2d9cd-XXX&enrichSource=Y292ZXJQYWdlOzMyNzgzMDI4NztBUzo2OTk1OTc2NzY2MTc3MzBAMTU0MzgwODQ5MjYzNQ%3D%3D&el=1_x_6&_esc=publicationCoverPdf
https://www.researchgate.net/profile/Dafnis-Coudounaris?enrichId=rgreq-10da9c16f87095e2a060bbb01bc2d9cd-XXX&enrichSource=Y292ZXJQYWdlOzMyNzgzMDI4NztBUzo2OTk1OTc2NzY2MTc3MzBAMTU0MzgwODQ5MjYzNQ%3D%3D&el=1_x_7&_esc=publicationCoverPdf
https://www.researchgate.net/profile/Stanley-Paliwoda?enrichId=rgreq-10da9c16f87095e2a060bbb01bc2d9cd-XXX&enrichSource=Y292ZXJQYWdlOzMyNzgzMDI4NztBUzo2OTk1OTc2NzY2MTc3MzBAMTU0MzgwODQ5MjYzNQ%3D%3D&el=1_x_4&_esc=publicationCoverPdf
https://www.researchgate.net/profile/Stanley-Paliwoda?enrichId=rgreq-10da9c16f87095e2a060bbb01bc2d9cd-XXX&enrichSource=Y292ZXJQYWdlOzMyNzgzMDI4NztBUzo2OTk1OTc2NzY2MTc3MzBAMTU0MzgwODQ5MjYzNQ%3D%3D&el=1_x_5&_esc=publicationCoverPdf
https://www.researchgate.net/institution/University-of-Strathclyde?enrichId=rgreq-10da9c16f87095e2a060bbb01bc2d9cd-XXX&enrichSource=Y292ZXJQYWdlOzMyNzgzMDI4NztBUzo2OTk1OTc2NzY2MTc3MzBAMTU0MzgwODQ5MjYzNQ%3D%3D&el=1_x_6&_esc=publicationCoverPdf
https://www.researchgate.net/profile/Stanley-Paliwoda?enrichId=rgreq-10da9c16f87095e2a060bbb01bc2d9cd-XXX&enrichSource=Y292ZXJQYWdlOzMyNzgzMDI4NztBUzo2OTk1OTc2NzY2MTc3MzBAMTU0MzgwODQ5MjYzNQ%3D%3D&el=1_x_7&_esc=publicationCoverPdf
https://www.researchgate.net/profile/Dafnis-Coudounaris?enrichId=rgreq-10da9c16f87095e2a060bbb01bc2d9cd-XXX&enrichSource=Y292ZXJQYWdlOzMyNzgzMDI4NztBUzo2OTk1OTc2NzY2MTc3MzBAMTU0MzgwODQ5MjYzNQ%3D%3D&el=1_x_10&_esc=publicationCoverPdf


   

 

   

   
 

   

   

 

   

   Int. J. Export Marketing, Vol. 2, No. 2, 2018    
 

    
 
 

   

   
 

   

   

 

   

       
 

Contents 

87 Editorial 
Dafnis N. Coudounaris and Stanley Joseph Paliwoda 

90 Who pays more in the international market? An examination of terms of 
trade of the countries of Latin America and the Caribbean 
Philemon Oyewole 

104 Factors influencing the export of Hungarian SMEs 
Andrea Éltető and Beáta Udvari 

125 Analysing the role of psychic distance on the export behaviour of Chilean 
service exporters 
Md. Noor Un Nabi and Isabel E. Torres Zapata 

141 The impact of African manager’s values on exporting: influential 
managerial characteristics and export performance 
Howard Jean-Denis 



   

  

   

   
 

   

   

 

   

   Int. J. Export Marketing, Vol. 2, No. 2, 2018 87    
 

   Copyright © 2018 Inderscience Enterprises Ltd. 
 
 

   

   
 

   

   

 

   

       
 

Editorial 
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Welcome to the second issue of Volume 2 of the International Journal of Export 
Marketing (IJEXPORTM). We would like to inform academics that the third issue and a 
special issue based on the Inaugural Nordic International Business and Export Marketing 
Conference of 2018 are both in the process of being published in IJEXPORTM this year. 
This issue includes four papers in the field of export marketing and international 
business. The four papers are summarised in the following paragraphs. The first paper 
examines the terms of trade of the developing countries of Latin America and the 
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Caribbean (LAC) and analyses these in relation to their tariffs and relative volume of 
trade in the international market. The second paper identifies the export promoting 
factors and barriers that Hungarian SMEs face, and analyses how these factors have 
possibly changed compared to those before the crisis. 

The third paper which is based on a survey in Chile, demonstrates the export 
behaviour of firms as a nonlinear dynamic behaviour, which shows both ‘continuity’ and 
‘discontinuity’ in their export engagements, depending on their market diversification. 
This behaviour is also moderated by psychic distance. Finally, the fourth paper 
investigates the possible impact of managers’ individual values on the export 
performance of the firm (Sousa et al., 2010). This study conceptualises how the unique 
set of values of top managers within the African context influences their choices and 
subsequent firm outcomes. It also explores how the variation in CEO values, 
demographic characteristics, and psychic distance influence firm export performance. 

The first paper by Oyewole investigates the terms of trade of the developing countries 
of LAC and analyses them in relation to tariffs and relative volume of trade in the 
international market. Another study by Geldres-Weiss et al. (2016) called on 
policymakers to support the international competitiveness of firms in the country “by 
promoting knowledge about new and unknown markets” (p.5080). The findings of the 
current study show that among the countries of LAC, Antigua and Barbuda pay the most, 
while Venezuela pays the least in the international market. A negative and significant 
correlation exists between net barter terms of trade and volume of trade as a percentage 
of GDP but not with tariffs. 

Elteto and Udvari identify the export promoting factors and barriers that a sample of 
148 Hungarian SMEs face, and analyse how these factors have possibly changed in 
comparison with those before the crisis of 2008. This study focuses on the export 
promoting factors versus the export barriers that Hungarian SMEs face. At same time, the 
study compares its findings with a plethora of recent studies based on the  
Central European countries. The current authors have conducted a survey regarding the 
opinions of managers of firms on internal and external factors influencing export. Their 
findings reveal the importance of managerial behaviour and capabilities, while the 
financial constraints seem to have been decreased in comparison to previous years. One 
of the conclusions of this study is that the development of human resources and education 
are significant factors in improving the export performance of SMEs in Hungary. 

In the third study, Nabi and Zapata analyse the role of psychic distance on the export 
behaviour of Chilean service exporters. Psychic distance is examined in different 
contexts, namely on export behaviour (Coudounaris, 1984) and the internationalisation of 
retailers (Szylit and Botelho, 2017). The findings of this research suggest the building of 
appropriate international market competitiveness and growth-focused policies for the 
Chilean service sector. Such policies should be targeted on building a conductive local 
ecosystem supporting the reduction of early mortality in young firms in the process of 
internationalisation, thus reducing the rate of discontinuing exporting by mature firms, 
and therefore extending the longevity of mature firms in the international market. Such 
policies should be devised on short, medium and long-term perspectives, all of which can 
be equally important. 

Finally, Jean-Denis investigates the impact of African managers’ values on influential 
managerial characteristics and export performance. The findings of his paper reveal that 
top managers who originate from the upper social classes and are still part of this group 
naturally conserve resources for their own group. It is arguable that upper-class offspring 
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will also be reluctant to proactively engage in firm behaviour which would imply a shift 
of resources to their relative disadvantage (Kemayou, 2011). Specifically, the intended 
theoretical contribution is clarification of the mechanism which explains managerial 
choice influencing export performance of the firm. 
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