








extremely high, with almost all raw materials being imported, the profit
margin being very low and the industry is often susceptible to economic
vagaries. Under such trying circumstances, the Malaysian steel industry only
looks for exporters who treat them as partners for their firms and are experts
with a proven track record. The Malaysian firms want a long-term
relationship that would be mutually beneficial. The Indian dolomite
refractory manufacturers are deemed interested only in exporting their
dolomite refractories only and not being a one-stop centre like some of the

Western firms who provide total solutions.

Finding: In general, the Focus Group members were fully in agreement with the
statement that the Indian dolomite refractory manufacturers do not have any
marketing strategies, no viable idea of the structure and limited understanding of the
unique elements of the Malaysian steel industry. They also strongly believed that
conventional marketing theories and concepts from textbooks may not offer a feasible
solution for success in Malaysia. There has to be a revamp of the marketing strategies
in order to compete and survive in the Malaysian context. Based on evidence from the

Focus Groups, Proposition 4 is supported.

5.5.3 Questionnaire Survey Responses for Proposition 4

The analyses of the survey responses, for each of the three Statements that relate to

Proposition 4, are set out in Tables 5.14-5.16.

Statement 10 (S10) — Indian dolomite refractory producers have not fully

assessed current and future potential of the Malaysian Steel industry.

As shown in Table 5.14, the responses from the members were as follows:

* A very strong majority, i.e. 93.1%, were supportive of the above statement,
with 62.5% strongly agreeing and 30.6% agreeing.
*  Only 6.9% disagreed, with none strongly disagreeing or remaining

noncommittal.
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Finding: This analysis indicates that there was strong support for S10.

Table 5.14: Statement 10 - Group Percentage Cross Tabulations

Group A GroupB | GroupC | Group D | Total

_ Count 1 5 2 2 10
Disagtee %within Group | 7,19 6.4% 6.3% 10.0% 6.9%
Count 5 23 10 6 44
Pas10 | Agree %within Group | 3579, 29.5% 31.3% 30.0% 30.6%
Strongly Count 8 50 20 12 90
agree %within Group | 57,19 64.1% 62.5% 60.0% 62.5%
Count 14 78 32 20 144
izl % within Grou 0 0 0 0 0
P | 100.0% 100.0% 100.0% 100.0% 100.0%

Source: Developed from Survey Data

Statement 11 (S11) - Indian dolomite refractory manufacturers lack commitment

and dedication towards Malaysian steel industry, despite having superior grade

dolomite refractories.

Table 5.15: Statement 11 - Group Percentage Cross Tabulations

Group A GroupB | GroupC GroupD Total

Count 0 1 0 0 ]
Strongly —
disagree é)rzvli;hm o 3% o ™ o
Count 1 0 1 ) :
Disagree FYAE
é’rmthm 7.1% 0% 3.1% 5.0% 2.1%
P4S11 p
Count 4 26 11 P P
Agree A
é’rmghm 28.6% | 333% | 344%  |30.0% | 32.6%
Strongly Count 9 51 20 13 93
PR
agree é’rmghm 643% | 654% | 62.5%  [65.0% | 64.6%
Total Count 14 78 3 20 "

Likert-scale: Strongly Disagree; Disagree; Uncertain; Agree; Strongly Agree

Source: Developed from Survey Data
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The results shown in Table 5.15 revealed that:

* Almost all the respondents stressed that the Indian dolomite refractory
manufacturers have to be more proactive and have a better market
development strategy.64.6% of them strongly agreed while 32.6% agreed,
which means a 97.2% supported this view. The Indian dolomite refractory
manufacturers lack commitment and dedication for the Malaysian steel
industry, though they have very superior products.

* A very small figure, i.e. only 2.8%, disagreed, which means this is very

insignificant. There were none who strongly disagreed or were uncertain.

Finding: This analysis strongly supports the view that the Indian dolomite refractory
manufacturers have to be proactive and have better market development strategies.

Almost all respondents supported S11.

Statement 12 (S12) - The current strategies used by the Indian dolomite refractory

manufacturers may not be applicable to the Malaysian market.

Table 5.16: Statement 12 - Group Percentage Cross Tabulations

Group A GroupB GroupC GroupD Total Total
Count
Strongly —— ! 3 0 ! >
disagree % i 7.1% 3.8% 0% 5.0% 3.5%
Group
Count 1 7 3 2 13
Disagree [ ithi
s % i 7.1% 9.0% 9.4% 10.0% 9.0%
Group
P4S12
Count 4 26 11 6 47
Agree [ ithi
= % i 28.6% 33.3% 34.4% 30.0% 32.6%
Group
Count 8 42 18 11 79
Strongly agree | o thi
S/ % i 57.1% 53.8% 56.3% 55.0% 54.9%
Group
Total Count 14 78 32 20 144
—
% vl 100.0% | 100.0% | 100.0% | 100.0% | 100.0%
Group

Source: Developed from Survey Data
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The results shown in Table 5.16 revealed the following:

* Once again, a good majority (87.5%) of the respondents agreed with the
statement that the current marketing strategies used by the Indian dolomite
refractory manufacturers may not be applicable to the Malaysian steel industry
(32.6% did agree, while 54.9% strongly agreed).

*  9.0% disagreed, while 3.5% strongly disagreed.

Finding: This analysis showed that the majority are of the view that the marketing
strategies used by the Indian may not be relevant to the Malaysian steel industry

market. A large majority of respondents supported S12.

5.5.4 Questionnaire Survey Data against Proposition 4

The comparison of mean responses and the standard deviations to Proposition 4 are

shown in Figure 5.4.

Figure 5.4: Comparisons of Mean Responses to Proposition 4

B Mean O Std. Deviation
438 446 4.48 438 4.44

Group A Group B Group C Group D Total

Source: Developed from Survey Data

Overall, the mean scores are very high (around 4.5 over 5.0). This shows that almost
all the respondents agreed with Proposition 4 (S10 — S12), with a low standard

deviation around 0.5.

Table 5.17: Focus Group Responses to the Three Statements for Proposition 4
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Proposition 4 Disagree (%) Agree (%)

Group A B C D A B C D

Statement 10 7.1 6.4 6.3 10.0 92.9 93.6 93.8 90.0
Statement 11 7.1 1.3 3.1 5.0 92.9 98.7 96.9 95.0
Statement 12 14.3 12.8 9.4 15.0 85.7 87.2 90.6 85.0

Source: Developed from Survey Data

Table 5.17 shows the groups’ responses to the three statements for Proposition 4.
More than 90% of the respondents agree with the three statements and the highest
‘agree’ percentage for statement 10 comes from Group C, for statement 11 from

Group B, and for statement 12, from Group C.

Finding: As seen from the table of the mean and standard deviations, it is very

obvious that the findings indicate acceptance of Proposition 4.

5.5.5 Testing of Proposition 4

Table 5.18 shows the relationship among the four propositions. As per the results
from Pearson Correlation analysis, Proposition 1 has a significant positive relationship

with Proposition 2 at o = 0.05 and Proposition 4 at a. = 0.01.

For P1 Vs P2 correlation is positive and significant at 0.05

For P1 Vs P4 correlation positive and significant at 0.01
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Table 5.18: Correlation Analysis between Each Proposition

Pl P2 P3 P4
Pearson Correlation 1 0.209(*) 0.005 0.230(*%*)
P1 Sig.(2-tailed) 0.012 0.951 0.006
N 144 144 144
Pearson Correlation 1 0.136 0.128
P2 Sig.(2-tailed) 0.105 0.125
N 144 144
Pearson Correlation 1 0.120
P3 Sig.(2-tailed) 0.152
N 144
Pearson Correlation 1
P4 Sig.(2-tailed)

N

Source: Developed from Survey Data

Principal Component Analysis — Results from Factor Analysis indicates four factors

that have emerged out of twelve statements from four propositions. As shown in

Table 5.19, Indian dolomite refractories have not been recognised and accepted as a

reliable alternate source by key personnel in the Malaysian Steel Industry, as derived

from S1 and S3. The conclusion from S2, S6 and S9 is that Indian manufacturers of

dolomite refractories lack market knowledge, and are not committed to the Malaysian

market. They have not spent efforts to analyse the overall market potential,

understand the cultural requirements, or develop strategic business models to meet

market demands.

Responses to Statements 4 and 5 indicated that there is a lack of export development

assistance and support from the Indian government for the development of exports

from India. Responses to Statements 8 and 11 further confirmed the lack of

commitment to the Malaysian market from the Indian dolomite refractory

manufacturers. They are not committed to form synergetic partnerships with local

firms to grow the market and are not prepared to enhance their position as a solution

provider.
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Table 5.19: Factor Analysis

Percentage of Cumulative

Factors Statement Variance Percentage

1. Lack of recognition for the Indian 1, 3,12 17.70% 17.70%
refractory firms

2. Indian firm’s lack of marketing efforts | 2,6,9 13.90% 31.60%
and commitment for developing new
export market

3. Inadequate funding and support for 4,5 11.99% 43.59%
export promotion

4. Synergic partnership for competitive 8, 11 10.96% 54.55%
advantage

Source: Developed from Survey Data

As per findings revealed in Table 5.20, this study has shown that Research
Proposition 1 has a strong positive relationship with Research Proposition 2 and 4,
thus influencing the decision for formulating an appropriate strategy for export of
dolomite refractories from India to Malaysia. The Kaiser-Meyer-Olkin (KMO) value
is above 0.5. Based on the above four factors, the predictors explained 54.55 percent

of the variance.
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Table 5.20: Principal Component Analysis - KMO and Bartlett’s Test

Factor Eigen- % of Cumu-

Factors Loadings values variance lative
explained %

Factor 1: Lack of recognition for the Indian refractory
manufacturers 1.770 17.70 17.70
S1: Malaysian steel manufacturers are not aware that India is now a

. . . . 0.769
major producer and exporter of quality dolomite refractories.
S3: Malaysian steel manufacturers are basically biased against
Indian firms and hardly want to import Indian dolomite refractories
even if they are at a competitive price and of better quality when
compared to products from other countries.
S12: The current strategies used by the Indian dolomite refractory
manufacturers may not be applicable to the Malaysian market.

0.656

0.584

Factor 2: Indian firms lack marketing efforts and commitment 1.390 13.90 31.60
for developing new export market

S2: Malaysian steel manufacturers are not technically receptive to
using Indian dolomite refractories and are reluctant to import them.
S6: The Indian government does not collaborate closely with Indian
refractory manufacturers in devising new policies and support
measures for enhancing the international competitive positioning of
the Indian firms.

S9: Their traditional dolomite refractory suppliers resort to much
sincere marketing efforts and a synergetic partnership with
Malaysian steel manufacturers and they have a strong presence in
Malaysia.

0.687

0.586

0.524

Factor 3:Inadequate funding and support for export promotion 1.199 11.99 43.59
S4: The Indian government targeted support policies and

. . . ) 0.771
programmes for actively promoting new international market
penetration effort by the Indian refractory manufacturers are not
effective.
S5: The existing funding support and export incentive schemes
provided by the Indian government do not help the Indian refractory
industry to enter and effectively compete in the international
markets.

0.768

Factor 4:Image problem and lack of commitment 1.096 10.96 54.55
S8: Their traditional dolomite refractory suppliers have a better

: . . . . 0.770
image in the international market and are more successful in
Malaysia.

S11: Indian dolomite refractory manufacturers lack commitment
and dedication towards Malaysian steel manufacturers, despite
having superior grade dolomite refractories.

0.690

KMO and Bartlett’s Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy is 0.552
Bartlett's Test of Sphericity

Approx. Chi-Square is 82.776df = 45Sig. 0.001

Source: Developed from Survey Data
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Table 5.21 shows the relationship among the four factors. As per results, Factor 3, i.e.
inadequate funding and support for export promotion, has a significant positive
relationship with Factor 1, i.e. lack of recognition for the Indian refractory firms, and
Factor 2, i.e. Indian firm’s lack of marketing efforts and commitment for developing
new export market, at a = 0.05. For Factor 1 and Factor 3, the correlation is positive
and significant at at 0.05 levels. For Factor 2 and Factor 3, the correlation is positive

and significant at 0.01 levels.

Table 5.21: Correlation Analysis between Factors

Correlations

F1 F2 F3 F4
Pearson Correlation 1 0.110 0.182" -0.007
Fl Sig. (2-tailed) 0.191 0.029 0.929
N 144 144 144 144
Pearson Correlation 0.110 1 0.166" 0.060
F2 Sig. (2-tailed) 0.191 0.046 0.474
N 144 144 144 144
Pearson Correlation 0.182° 0.166" 1 0.054
F3 Sig. (2-tailed) 0.029 0.046 0.523
N 144 144 144 144
Pearson Correlation -0.007 0.060 0.054 1
F4 Sig. (2-tailed) 0.929 0.474 0.523
N 144 144 144 144
*. Correlation is significant at the 0.05 level (2-tailed).

Source: Developed from Survey Data

Reliability — This study found that the Cronbach’s Alpha for the four factors, F1, F2,
F3 and F4, are above 0.5. According to Muhamad (2012), the acceptable Cronbach’s
Alpha value from 0.5 to 0.7 is good, and greater than 0.7 is excellent. Since the four
factors Cronbach’s Alpha values are above 0.5, the items from the scales have

reasonable internal consistency reliability (Table 5.22).
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Table 5.22: Reliability Test

Cronbach’s
Construct and Alpha Standard
Indicators (Factor loading) Deviation
F1 0.670 2.873 0.742
S1 (0.656)
S3 (0.769)
S12 (0.584)
F2 0.599 2.982 0.773
82 (0.524)
S6 (0.586)
S9 (0.687)
F3 0.730 3.719 1.000
S4 (0.690)
S5 (0.770)
F4 0.769 3.983 0.820
S8 (0.768)
S11 (0.771)

Source: Developed from Survey Data

Validity Test — Confirmatory Factor Analysis was applied to test whether the data fit
a hypothesised measurement model. In this study, the measurement model was based
on four constructs, i.e. F1, F2, F3 and F4, and they were also checked through
confirmatory factor analysis to test the convergent and discriminant validities. The
model fit for the suggested model was adequate with Chi-square (x°) =30.1, df =30
and p<0.05 (Table 5.23).
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Table 5.23: Confirmatory Factor Analysis (CFA)

Construct and Factor tvalue p-value Cronbach’s AVE
Indicators Loading Alpha
F1 0.670 0.586
*
S1 0.656 3.944
*
S3 0.769 3.284
*
S12 0.584 2.529
F2 0.599 0.529
S2 0.504 1.131
*
S6 0.586 1.399
S9 0.687 1.000
F3 0.730 0.628
*
S4 0.690 1.457
*
S5 0.770 1.785
F4 0.769 0.644
*
S8 0.768 1.957
*
S11 0.771 1.964
* Significant at the 0.10 level. Source: Developed from Survey Data

Convergent Validity — The table below outlines the thresholds for
sufficient/significant factor loadings. In general, the smaller the sample size, the
higher the required loading. In this study, the factor loading is 0.50 owing to the
sample size of less than 150 participants (the actual sample size is 144) which means

that the convergent validity was achieved (Hair et al. 2010) as presented in Table 5.24.
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Table 5.24: Convergent Validity Test

Significant Factor Loadings based on Sample Size (n)

Sample Size (n) Sufficient Factor Loading
50 0.75
60 0.70
70 0.65
85 0.60
100 0.55
120 0.50
150 0.45
200 0.40
250 0.35

Source: Hair et al. (2010)

Discriminant Validity — refers to the extent to which factors are distinct and
uncorrelated. The rule is that variables should relate more strongly to their own factor
than to another factor. This validity is to examine the factor correlation matrix. The
correlations between factors should not exceed 0.70 (Fornell & Larker, 1981). If the
correlation is greater than 0.70, there is a shared variance. In this study, the construct
correlation matrix shown that the correlations between four factors are within 0.4 to

0.6, meaning discriminant validity was achieved (Table 5.25).

Table 5.25: Construct Correlation Matrix (Standardised)

F1 | F3 F4
Fl 1.000 0.410 0.512 0.407
F2 1.000 0.466 0.460
F3 1.000 0.454
F4 1.000

Source: Developed from Survey Data

Discriminant validity can be achieved through average variance extracted (AVE).

The research findings show that the four factors’ AVE values are within 0.529 to
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0.644. According to Chin, Yu and Yong (2013), as long as the Cronbach’s Alpha and
AVE scores are greater than 0.5, the discriminant validity is still achievable. In
addition, many researchers also accepted that an AVE value of more than 0.5 is

useable (Chen & Kao 2012; Cheng 2011; Huang et al. 2013) (Table 5.26).

Table 5.26: Discriminant Validity

Col:;t(ll’llCt Factor tvalue  p-value Cronbach’s ﬁ;;’;‘ji;ee
Indicators Loty Alpha Extracted
N D)
F1 0.670 0.586
S1 0.656 3.944 *
83 0.769 3.284 *
S12 0.584 2.529 *
F2 0.599 0.529
S2 0.524 1.131
S6 0.586 1.399 *
S9 0.687 1.000
F3 0.730 0.628
S4 0.690 1.457 *
S5 0.770 1.785 *
F4 0.769 0.644
S8 0.768 1.957 *
S11 0.771 1.964 *

Significant at 0.10 level.

Source: Developed from Survey Data

5.6 Analysis of Unplanned Data

The following pertinent views, observations and suggestions from the participants of

the Expert Panel and the Focus Group were not included as discussion items:

Alarming Raw Material Situation - Focus Group members pointed out the

impending situation with regard to raw material availability for manufacturing of
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refractory products, and the quality of the raw material itself. With advancements in
technology, the industry is slowly but surely moving towards synthetic raw materials
that are very expensive. So, on one hand, the source of refractory grade natural raw
material is diminishing, and on the other, the cost of synthetic raw materials is
exorbitant. Inevitably, the price of the raw materials and end-products are going to
rise while the market for steel continues to be somewhat sluggish. This suggests

challenging conditions in the future.

Rising Energy Costs - Some members from the Expert Panel mentioned that the
refractory industry is a high energy consuming industry. This is owing to the fact that
the raw dolomite needs to be sintered at around 2000°C for use in production of
refractories. For dolomite refractories production, energy cost alone accounts for more
than 60 percent. Since the price of oil and gas is at an all-time high in India, energy
becomes the major component of the cost structure. Even a marginal increase in oil
price will lead to a price increase that cannot be easily passed on to the customers in
the international market. The industry is dependent upon the government’s ability to
contain the price of oil or provide special financial funding or introduce some special

tariff rate for electricity for the export-oriented refractory industry.

Economic Situation - With the cooling of the China’s economy and the concomitant
ripples in the Euro zone, the predicted global economic slowdown will come sooner
than later. The effects are already being felt in India. GDP rate for the year 2012 is
expected to be not more than 6-10 percent as compared to 9-10 percent for the past
five years (RBI 2011). This could lead to a shrinkage in the domestic demand, while
the international market will naturally become very competitive owing to the
predicted ‘price war’. The near future appears to be somewhat dim for the

manufacturing sector.

Malaysia claims to have made inroads into the international market, but a study of its
export markets reveals (Kok 2011) that it is only a small player in the South East
Asian market. It has not achieved an international reputation owing to the lack of
quality products and price competitiveness. This has become a serious disadvantage

for the Malaysian steel industry with respect to achieving international status. What is
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lacking is support for research and development and productivity. The technology

used is still backward and hence, retards the growth of the industry.

Exchange Rate Fluctuation - During the first half of 2012, the rupee lost more than
20 percent of its value. Against the US dollar, it dropped from 44 to 55 rupees and has
become one of the worst performing currencies in the Asian continent. With the
removal of capital control and the implementation of measures for market
liberalisation, it can only get worse if not better (RBI 2013). In any case, the
depreciating Rupee will be good for international business as that will lead to more
competitive advantage and create more opportunities for the exporting firms, even

though the hike in manufacturing cost is unavoidable.

5.7 Conclusion

This chapter presented and analysed the views expressed by the members of the
Expert Panel and the Focus Groups. Using SPSS, it also analysed the responses to the
Questionnaire Survey for testing of the four Research Propositions with three
statements each. These findings were also supplemented by the unplanned data
obtained from pertinent information which fall outside the scope of the research

propositions.

The data collected from expert panel and focus group were analysed against each
research proposition. All research propositions were tested directly against the results
obtained from the analysis of exploratory qualitative and descriptive quantitative data
without which the findings would not have met the validity criteria (Davies 2005).
Chapter 6 presents the conclusions and the impact of the research in relation to the

objectives of the research..
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CHAPTER 6: CONCLUSIONS AND IMPLICATIONS

6.1 Introduction

This chapter presents the findings of this research, which addresses the research
problem: ‘What is an effective strategic marketing program for the export of Indian
dolomite refractories to steel mills in Malaysia?’” A mixed methods approach was

employed in order to test the following four propositions:

Research Proposition 1 - The Malaysian Steel Manufacturers are reluctant to

use the Indian dolomite refractories.

Research Proposition 2 - The Indian government’s support policies and
programmes to assist Indian exporting dolomite refractory firms to enter and

successfully compete in the international market are ineffective.

Research Proposition 3 - The Indian dolomite refractory firms are less

competitive compared to other sources that are regularly exporting to Malaysia.

Research Proposition 4 - The marketing strategies adopted by the Indian
refractory firms for successfully entering new international markets like Malaysia

lack focus and commitment and are inappropriate.

6.1.1 Chapter Structure

The structure of the chapter is as follows:

* Section 6.1 introduces the chapter and presents the chapter structure.

* Section 6.2 presents the conclusions of each of the four Research Propositions.
They are derived from the analysis of primary data and findings of the

literature review.
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* Section 6.3 addressed the research problem and provides the overall

conclusion for this research.
* Section 6.4 presents the implications of the research.

¢ Section 6.5 presents the contributions of this research for the Indian
government’s policies and practices and for the Indian dolomite refractory

manufacturers.
e Section 6.6 discusses the limitations for this research.
* Section 6.7 addresses the areas that require further research.

e Section 6.8 sets out the conclusion to this research and thesis.

6.2 Conclusion for Research Propositions

This section presents the conclusions drawn from the analysis of the data relating to
each of the four research propositions. As discussed in Chapter 5, primary data was
collected through personal interviews with an expert panel, group discussion with
focus group members, and a questionnaire survey. Secondary data was collated from a
literature review as provided in Chapters 2 and 3. The triangulation of the research

findings ensured reliability and validity for each of the four research propositions.
6.2.1 Research Proposition 1

Findings concerning Research Proposition 1, ‘The Malaysian Steel Manufacturers are

reluctant to use the Indian dolomite refractories’, were as follows:

The literature review revealed that the Indian dolomite refractory industry, by virtue
of having high-quality products together with the necessary attributes, is well poised
to make a push for entry into the international market in a big way. These efforts are
equally supported by the policies of the Indian government through its provision of
various export support programmes and incentive schemes. The government’s long

term commitment to support the manufacturing exports has been reinforced by
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entering into free trade agreements with ASEAN member countries and a separate

bilateral trade agreement (CECA) with Malaysia within the framework of ASEAN.

The literature also revealed that the Indian dolomite refractory industry has the key

competencies and technical capabilities to enter into the international market. It is

capable of meeting any quality and quantity requirements of all the eight steel

manufacturers in Malaysia, on whom more than 100 downstream firms are dependent

for their source of billets and slabs. However, the literature was relatively silent on the

present competitive positioning of the Indian refractory industries in the Malaysian

market, as they have not enhanced their competitive offerings on the assumption that

they are not being supported by Malaysian steel mills.

From analysis of secondary and primary data, the following response patterns relevant

to Proposition 1 were identified, as shown in Table 6.1:

Table 6.1: Response Pattern for Research Proposition 1

Research Literature Expert Focus Questionnaire
Issues Review Panel Group Survey
The perception of the Malaysian
steel makers on the use of Inadequate
Indian dolomite refractories
Unawareness of such products in . . .
W uch procu Unknown Disagreed Disagreed Disagreed
the market
Not accepting the products based
on its technical evaluation to Unknown Disagreed Disagreed Disagreed
meet the service
requirements
Rejection of the Indian products on Unknown Disagreed Disagreed Disagreed

the notion it is inferior to traditional
source from the West.

Source: Developed for this Research

On the basis of the findings, the following conclusions are drawn:
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iii)

The Indian dolomite refractories are regarded as a competitive alternative
to the traditional source from the West and are well known to the steel
manufacturers in Malaysia. However, there is evidence that the Indian
firms are not disseminating enough information to the market, and not

attempting to make an aggressive push for market penetration.

The traditional suppliers from the West have been in the market since its
inception, long before the signing of the free trade agreement between
India and Malaysia. These Western firms are bigger than the Indian firms
and well established as market leaders. They are well positioned in this
competitive market because of their superior technical know-how,
expertise, problem-solving skills and, more importantly, their international
experience. These are the competencies lacking in the offerings of the
Indian firms. Just matching the technical specification of products with
their competitors is not tantamount to being on par with their global

competitors.

The mind-set and the culture of the Indian firms would need to change in
order to enter and successfully compete in the international market. They
would have to stop treating the international market as the extension of
home market. Indian firms would need to improve their financial resources

and enhance their marketing skills in order to widen their reach.

6.2.2 Research Proposition 2

This section summarises the findings that emerged from the testing of Research
Proposition 2, ‘The Indian government’s support policies and programmes to assist
Indian dolomite refractory firms with their efforts to enter the international market
and successfully compete are ineffective’. The discussion takes into account the

findings from secondary and primary data analysis.

The literature review revealed that the Indian government has the policies and

programmes in place to actively support the efforts of the Indian dolomite refractory
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firms in their efforts to enter the international market. The government provides
funding support and has introduced incentive schemes to encourage the export-
oriented firms to go international. In line with the government’s long-term
commitment and resolve to support the manufacturing exports, it has entered into free
trade agreements with ASEAN and a separate bilateral trade agreement (CECA) with
Malaysia.

The reviewed literature was relatively silent on the effectiveness and adequacy of
such Indian government’s support policies and programmes for the purpose of
effectively promoting and encouraging the Indian exporting firms. Response patterns

relevant to Proposition 2 are shown in Table 6.2.

Table 6.2: Response Pattern for Research Proposition 2

Research Literature Expert Focus Questionnaire
Issues Review Panel Group Survey
Adequa(':y. of Indian government ntleaaic
policies and support
programmes for export of
manufactured goods
Policy framework is not effective Unknown Agreed Agreed Agreed
Promptmn and support services are Unknown Azt Azt Azl
inadequate
Not prepared to collaborate with
Malaysian steel industry to i G GRS GRS
form a strategic partnership

Source: Developed for this Research

On the basis of these findings, the following conclusions are drawn:

1) Though the Indian government’s policies are meant to be supportive of the
Indian dolomite refractory firms’ initiatives to penetrate the international
market, in reality, they appear to be ineffective and thus have no bearing on
the outcome of the firms’ efforts. The current policies require complete

overhauling in line with changes in the international market.
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iii)

The Indian government is promoting Indian firms overseas through its local
embassies, various trade fairs, trade missions, market information, market
intelligence and trade agreements between governments. However, in the
absence of focused planning and effective strategies in order to achieve the
targeted outcome, these actions become more of a custom than true
concerted efforts for effective promotion. Indian firms need the
government’s funding and incentives to enter the international market. The
lack of availability of export development fund and poor incentives offered
to exporters make it difficult for the exporters to actively pursue their

efforts.

It is a myth among the Indian firms that they are not well accepted or
encouraged in the market place because their products are inferior to their
competitors from the West. In today’s liberalised market, it is survival of
the fittest. No firm can rest on its laurels, no matter how big and established
it is. Still, they have to face competition and perform effectively. So, it is
the responsibility of the Indian firms to enhance their offering, show their
true commitment and dedication for market penetration, but not the other

way around.

Although the Indian government asks for the views of Indian dolomite
refractory manufacturers from time to time on major policy decisions
including duty structure on imported dolomite refractories or the benefits to
be extended for export of dolomite refractories through various export
incentive schemes through its agencies like CAPEXIL and DGFT, the
procedure needs a complete review. At present it remains a formality and
nothing gets implemented. Thus, it brings no benefits of any substance for

the growth of the industry.
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6.2.3 Research Proposition 3

This section summarises the findings that emerged from the testing of Research
Proposition 3, ‘The Indian dolomite refractory firms are less competitive compared to
other countries sources that are regularly exporting to Malaysia’. The discussion takes

into account the findings from secondary and primary data analysis.

The literature also revealed that the Indian dolomite refractory industry have the key
competencies and technical capability required to enter the international market. Their
strategic positions havebeen enhanced by the efforts of the Indian government through
various support and policy measures, together with entering into free trade agreements
with various governments. The Indian dolomite refractory firms are not taking
advantage of the emerging new market opportunities arising from the free trade
agreement with Malaysia. It was found that the Indian firms regarded their

international competitors as more competitive. A summary of the results is provided

in Table 6.3.

On the basis of these findings, the following conclusions are drawn:

1)  Indian dolomite refractory firms are trying to penetrate the Malaysian market
for the first time. But the traditional suppliers to this market have been there
since inception and are well established. However, that does not necessarily
mean that no other suppliers can enter this market. As long as the Indian

source is competitive, it definitely stands a chance.

i1) The Indian dolomite refractory firms are relatively newcomers to the
international market, as compared to their competitors who are the pioneers.
Moreover, they come from developed countries and are proven for their
supply, quality, consistency and service. They have the advantage of having
built a brand image, which the Indian firms do not have. The Indian dolomite
refractory firms need to change their outlook, be more competitive in their
strategies and provide more value-added programmes to the Malaysian steel

industry. In this way, they are bound to reverse the current trend.
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ii1) The focus of the Indian firms should be to meet their customers’
requirements, and not on just increasing their sales. They should learn to
focus on what they want to achieve, which can only be done through focused
marketing. There is a need for a complete review of their present culture of
doing business. This is because what appears to be effective in the home
market may not be applicable in the international market. Their present
practice of ad-hoc or one-off supply cannot be sustained in the international

market.

Table 6.3: Response Pattern for Research Proposition 3

Research Literature Expert Focus Questionnaire
Issues Review Panel Group Survey

Competitive positioning of the
Indian dolomite refractory Inadequate
industry emerging from FTA

Because of longer presence of their

competitors in ) Unknown Disagreed Disagreed Disagreed
Malaysia, the Indian firms become

less competitive

Better images of their competitors in
international market adds to their Unknown Disagreed Disagreed Disagreed

competitive advantages

Indian firms resort to sincere

market.ing and . Unknown Disagreed Disagreed Disagreed
synergic partnership with the

intermediaries

Source: Developed for this Research

6.2.4 Research Proposition 4

This section summarises the findings that emerged from the testing of Research
Proposition 4, ‘The exporting Indian refractory firms do not have the appropriate
marketing strategies for successfully entering international markets like Malaysia’.
The discussion takes into account the findings from secondary and primary data

analysis.
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The literature revealed much information on the international marketing entry
strategies that can be employed by new entrants in the international markets, and also
the importance of cultural issues in international business. The strategic management
approach to internationalisation, is based on the Resource-Based View (RBV)
discussed in section 3.2.2. RBV combines both the network and strategic perspectives
of a firm with an objective of developing the strategies that are based on resource
allocation, without taking into consideration whether the firm is global, international
or domestic. However, there are gaps in the existing body of knowledge on whether
some of the exporting Indian dolomite refractory firms have the appropriate marketing
strategies in place for entering international markets and successfully competing with

their global competitors. These gaps are shown in Table 6.4.

On the basis of the findings, the following conclusions are drawn:

i)  Despite the Indian dolomite refractory firms’ intentions to enter into
Malaysian market in a significant way, they did not commit themselves to it.
These intentions are backed by their resource-based competitive capabilities
and further supported by the Indian government policies. It appears that the
firms choose to ignore this key market. There was no commitment at all and
not even a single full-fledged representative office was opened in the region
in question. No sincere efforts have been made to assess the true size and
potential of the market and to act accordingly. As a result, the firms are still

adopting short-term ad-hoc sale decisions.
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Table 6.4: Response Pattern for Research Proposition 4

The appropriate corporate and
marketing strategies for
enhancing the global expansion | Inadequate
of the Indian refractory
industries

Research Literature = Expert Focus
Issues Review Panel Group

Questionnaire
Survey

Indian firms did a proper market
research and assessed the true
potential of the Malaysian
market

Unknown Disagreed | Disagreed | Disagreed

Indian firms are fully committed
for developing appropriate
strategies for market entry into
Malaysia

Unknown Disagreed | Disagreed | Disagreed

Indian firms are open to form a
strategic partnership with
customers and intermediaries to
offer total solution rather than
just selling.

Unknown Disagreed | Disagreed | Disagreed

Source: Developed for this Research

i)

iii)

Without assessing the full potential of the market, no focused planning could
be done in order to enter the international market, which was already
occupied by world class competitors. No matter what government support
incentives are made available, a firm will never make it into the international
market without commitment and strategies for market development. Products
or smart pricing alone are not enough to succeed and, in the case of the

Indian firms, no marketing strategy has been adopted.

In their attempts to enter the Malaysian market, the Indian dolomite
refractory firms only tried to sell as much as they could and did not have any
strategic marketing plans to stay in the long term. They did not adapt the
culture for entering into international business, as they consider it to be an
extension of the domestic market. They are not prepared to take the risks of
doing business internationally. Unless the Indian firms change their approach
to international business in order to adopt a broader perspective and
cooperate with the customers and other intermediaries as a strategic decision,

it would be hard for them to penetrate the Malaysian market.
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The above section examined the findings of the data analysis that were discussed in
Chapter 5 and derived conclusions on each of the four propositions. These were based
on the patterns that emerged from the analysis of the findings from review of the
literature, and from analysis of data collected from expert panel interviews, the focus
group meeting and the questionnaire survey. The next section provides the conclusion

on the research problem.

6.3 Conclusion on the Research Problem

This section discusses the quantitative and the qualitative findings regarding the
research problem. The literature review presented in Chapter 2 and 3 identified the
gaps and the pertinent theories associated with the parent and the immediate

disciplines of the research. The review revealed that:

1)  The Indian government is committed to substantially increase the exports of
manufactured goods from India, for which it has formulated several support
policies, programmes and incentive schemes. The dolomite refractory
manufacturers from the private sector are trying to enter the international
market but are hampered by the myth that the Malaysian steel manufacturers
are biased against them, and thereby deny them the opportunity to gain new

market entry.

i1) While the Indian government has introduced several export promotion
policies and programmes, there were doubts about the effectiveness of the

delivery systems the whole system is not geared up to meet export demands.

iii)) With the liberalisation of trade under WTO and the signing of several FTAs
with various countries including the ASEAN region, together with a separate
CECA with Malaysia, the manufacturing sector in India has faced several
challenges from both within and outside the country. The sector has had to
enhance its international competitiveness in order to gain entry into new
markets and sustain the current market share. These challenges include

securing adequate financial support, changing the mindset, adopting a global
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outlook and moving up the value chain, together with gaining a strategic

position for moving into the international market.

iv) In order to enter the international market and to compete successfully, a firm

has to make several strategic decisions, including the right selection of
market entry mode based on the proper evaluation of the customers’ demands.
The firms have to make use of all the available resources from both within
and outside the firm. In order to enhance their competitiveness, the firms
should offer total solutions to problems rather than just selling their products.
The firms should also come up with appropriate strategies to enter the

international market and sustain the business.

Furthermore, the available literature was silent on several key variables that are

required

for proper marketing strategies for the Indian dolomite refractory

manufacturers with regard to doing business in Malaysia. These gaps are related to:

i)

iii)

The extent of change required for the Indian manufacturing exporters to
realign their culture and mindset for doing business in the international

market.

The effectiveness and adequacy of the Indian government’s support policies

and programmes for export development.

The competitive positioning of the Indian firms under the FTA and separate

CECA with Malaysia.

The appropriate strategies needed for enhancing the competitive offerings
of the Indian firms to enter into the international market and compete
successfully. The literature was silent on the strategies adopted by the

Indian firms and their openness to form a partnership with intermediaries.

The research gaps also formed the basis for the development of the research questions

and the four research propositions tested by this research. The analysis of the

collected data provided additional insights that showed that:
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iii)

The Indian refractory manufacturing firms do not appear to give importance
to cultural aspects when doing international business. They should not think
that the international markets are an extension of the home market and
should stop doing things the way they do in their home market for export.
Overall, the Indian firms should change their mind-set when dealing with

different people in the international market.

The Indian government’s delivery system supporting the manufacturing
exporters has several shortcomings. A complete overhaul of the system in
line with market forces is imperative. The government can no longer operate
in isolation. In order to achieve their export growth target, more development
funds should be made available to the exporters and all red tape and
bureaucratic stumbling blocks should be removed to ensure the system’s
effectiveness. This could be done with the setting a one-stop or single agency

to handle all the pertinent issues.

Indian refractory manufacturing firms should concentrate on formulating
effective marketing strategies as they are generally unaware of the

competitive challenges emerging from the AFTA and CECA.

Appropriate strategies are essential for successfully entering the international
markets. This requires the firms to take the resource-based view and develop
broad-based cultural change, strategic planning and marketing capabilities
involving their intermediaries and network actors in a foreign market in order
to enhance their competitive position, instead of following clients on an ad-

hoc basis.

The combined findings of this research provided useful perspectives and insights that
served to bridge the gap found in the existing body of knowledge. These, as set out in
Table 6.5, underlined the relevance of the research problem which concerned the

question of an effective strategic marketing program for the export of Indian dolomite

refractories to steel mills in Malaysia.’
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Table 6.5: Investigation of Research Issues

Research Issues ‘ Literature ‘ Research Gaps
The economic development policies of the Indian Al

government

Exporting of manufactured goods from India to Malaysia Adequate

The Indian refractory industry Adequate

International marketing strategies Adequate

The perception of the Malaysian steel makers Tnadequate

in the use of Indian dolomite refractories

Reflection of poor marketing

added services rather than just selling

e Unawareness of such products in the market Unknown efforts
e Not accepting the products based on its technical Unknown Reflection of poor marketing
evaluation to meet the service requirements efforts
e Rejection of the Indian products on the notion Unknown Ga
it is inferior to their traditional source from West P
Adequacy of Indian government policies and support
programmes for export of manufactures goods Inadequate
e Adequacy of export policy framework for
quacy port poticy Unknown Gap
to active promotion of exports
e International promotion and support Known Effectiveness
o . . . . o
Collaboration w1.th Malaysian Steel 1ndu§try Known ez i mchs
to form a strategic partners to offer solution
Competitive positioning of the Indian dolomite
. . Inadequate
refractory industry emerging from FTA
Less comp etm\./e begause f lf)nger presence Unknown Design capabilities, Branding
of their competitors in Malaysia
Le?s comp et'1 tive b eeause ofbe‘Fter 556 O Unknown Design capabilities, Branding
their competitors in the international market
o Indian firms do not commit to forming a synergetic
.. . g asynerg Unknown Gap
partnership with intermediaries
The appropriate corporate and marketin
© appropriate corporate d arkeuns Inadequate
strategies for entering the Malaysian Market
e Indian firms did not assess the true potential of . .
. Known Active assessment and planning
the Malaysian steel market
e Indian firms lack commitment and focus
. X ) Unknown Gap
in developing strategies for market entry
e Openness to form a strategic partnership with
customers and intermediaries to offer value Known Active assessment and planning

Source: Developed from the Research Data
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6.4 Implications for Theory

This research is largely exploratory and fits into the interpretivist paradigm. As a
result, the purpose here is to diagnose the existing situations, explore new alternatives

and support development of new ideas and thereby build new theories.

The literature review in Chapter 3 identified three theories relating to the
internationalisation of firms. As discussed in Sub-Section 2.4.2, those of relevance to

this research are the:
1) Stage theories of internationalisation
i) Networking approaches to internationalisation

ii1) The Strategic Management Approach to internationalisation

There are two models of stage theories: (1). Uppsala Internationalisation Model (U-
Model) and (2). Innovation related Internationalisation Model (I-Model). They
explain the evaluation of exporting firms by way of three generic strategic stages,
namely the ‘pre-export stage’, the ‘initial export stage’ and the ‘advanced export
stage’. Although these models describe the process of change, they do not explain the
various approaches that are adopted by these firms for attaining their growth

successfully in the international market.

Network theory has its own strength, in particular, the importance it places on the
management of international relationships. However, it does not get the deserved
importance to the strategic positioning of the firms. Unless the firms enhance their
competitive positioning in the international market in comparison with their nearest
rivals, no matter how good and what network connection that the firms may have,

they still may not be able to sustain the business with just the relationship alone.

However, the shortcomings of the above models have been addressed by the RBV of
the strategic management approach to internationalisation. The RBV focuses on the

factors such as unique, sustainable and costly to copy attributes of the organisation as
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a main driver of SCA required for entering into the international market and to
compete successfully. The ability of a firm to obtain profitable positions in the market
depends on its ability to gain and defend its competitive position with respect to the
resources that are crucial to the organisation. In other words, it combines the strategic
and network perspectives of firms which include both key internal and external
resources. External resources, like customers and intermediaries, could be added
through network relationships. Accordingly, the researcher adopts the position that

this is the most appropriate model for this research.

‘A Framework for Global Strategy’ model developed by Yip (1992) and discussed in
Sub-Section 3.2.2 and shown in Figure 3.3 highlighted the key variables for the export
of Indian manufactured dolomite refractories in the international markets like
Malaysia. This framework provided the theoretical foundations for the research. The
key variables included both internal and external factors. Influential internal factors
considered are the strategic positions and the competitive advantages and the external

factors are industry characteristics and target market forces.

The improvised model served to link the firms, globalisation drivers and other
environmental conditions as the factors for success of the firms’ operation, thereby
resulting in improved export sales and performance. Thus, the modified model should
enable the firms to secure much needed Sustainable Competitive Advantage (SCA)
over other firms that are competing for the same business in the market. However, as
emerged from the findings of this research, there are also other important critical
factors that have a bearing on the export of dolomite refractories to the international

market successfully. They are summarized as follows:

1)  The necessity for the Indian firms to realign their business culture and
develop a global mind-set as a first step to understanding and moving into

international business relationship with various intermediaries.

i1)) Understanding the importance of reputational advantage as a source of

sustainable competitive advantage of a firm entering the international market.
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iii)

v)

vi)

Vii)

Brand development is an essential step for the international market to thwart

competition and serve as a source of competitive advantage.

International market expansion requires commitment and funds. This
requires the government to allocate special funds for market development
programme because the present support is too little and cannot be availed

easily owing to red tape and excessive bureaucracy.

Appropriate marketing strategies for entering the international market clearly
include the selection of the target market, the right product, the timing of the

market entry and the choice of market entry mode.

Adapting to local culture in international business through the process called
‘glocalisation’ is the source of competitive advantage, especially for the new
aspirants to the market because it develops a network of relationship with all
the intermediaries, including the customer. Through this process, Total
Refractory Management (TRM) concept can be easily introduced and will
pave the way for a long-term business relationship instead of simply selling

on consignment basis every time.

Accordingly, ‘A Framework for Global Strategy’ developed by Yip (1992),
as shown in Figure 3.3, has been modified as shown in Figure 6.1 to reflect
all the above additional critical important factors for the successful export of
dolomite refractories from India to Malaysia. The effect of all these
components of a modified model should enable the firm to secure global

sustainable competitive advantage (SCA).
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Figure 6.1: Modified Export Strategy Framework

- Sections and Words depict the new relevant important factors leading to SCA.

Source: Developed for this Research

The full picture of the research findings within the body of knowledge is provided in
Section 6.4; that is, it presents the theoretical implications of the research. This
section highlights that the research has not only made a significant contribution to

knowledge in its immediate discipline/field as outlined in Sections 6.2 and 6.3, but
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also highlights that they have implications for the wider body of knowledge, including
the parent disciplines/fields discussed Chapters 2 and 3.

The conceptual model developed in Chapter 3 (Figure 3.3) has to be modified because
of the research findings. The modified or newly developed model is shown in Section
6.4 (Figure 6.1), with the modifications clearly marked in bold on the figure. Indeed,
development of a modified model is an excellent summary of how the research has

added to the body of knowledge.
6.5 Implications for Policy and Practice

As explained in sub-section 1.4.2, one of the main objectives of this research was to
recommend appropriate marketing strategies for adoption by the Indian refractory
firms for gaining a greater share of dolomite refractory market in Malaysia that is
currently dominated by the Westerner exporters. The other important objective was to
examine the adequacy and effectiveness of the present Indian government’s support

policies and programmes for developing the manufacturing exports from India.

To meet the stated objectives, this section offers recommendations, based on the
research findings, to the Indian firms in their efforts to enter the Malaysian market and
gain more market share. Since these recommendations are also for consideration,
review and implementation by the policy makers in the government body, this section
is divided into two sub-sections. The first examines the impact of the research
findings on the government’s support policies and programmes and the second
comprises the recommendations offered for consideration by the Indian dolomite

refractory firms.
6.5.1 Implications for Policy

The research findings, as emerged from the analysis of research propositions in
Chapter 4, pointed the necessity for the Indian authorities (DGFT, CAPAXIL and
IRMA) to critically review and evaluate the existing polices in order to improve the
effectiveness of its support programmes for the exporters of dolomite refractories,

who are either ready to export or already involved in international business. The
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policies that merit considerations for changes are listed below and are further

elaborated.
* Application procedure through single agency
* Delivery system through single agency

* Additional financial support system

Application procedure through single agency — As revealed by the research
findings, the documentation part is the major hurdle for exports from India. Be it the
custom department or central excise or banking institutions or any other government
agencies, the procedures are too cumbersome, time consuming and full of
bureaucratic red tape. At times, the exporters are required to coordinate between these
agencies. The application procedures for availing the export benefit through Duty
Draw Back (DDB) or the earlier Duty Exemption Pass Book (DEPB) schemes are too
detailed and need excessive supporting documents and constant follow-ups. All these
issues simply discourage the smaller exporters who are contemplating an export

orientation. In order to improve the current situation, it is recommended that:

1)  All the application forms related to export formalities, including availing of
benefits or loan procedures, should be made simple, easy to understand and

preferably not more than one page, if possible.

i1) The requirement for voluminous supporting documents should be reduced to

the absolute minimum or, if possible, done away with.

ii1) In order to reduce time and cost, the application forms should be made

available online.

iv) The government should establish a ‘one-stop agency’ to handle all the
procedures. Educate the exporters or aspiring exporters from time to time on

all these matters and also collect feedback for further improvement.
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Delivery system through single agency — As revealed by the research findings, the
delivery of support services and assistance for promoting exports is the collective
responsibility of the government and its ministries. The Commerce Ministry and
various other agencies, as discussed in Chapter 4, are seen to have overlapping
responsibilities and duplication of efforts, thereby leading to much confusion. The
present policy environments do not provide the needed funding support or incentives

except for duty draw back.

In order to improve the current situation, it is recommended that:

1) Government should create a ‘single window clearance’ system otherwise
known as a ‘one-stop agency’ that will have the complete responsibility to
critically review the present problems faced by the exporter and formulate
effective strategies and ensure the implementation of all export-related

support policies and programmes in order to encourage exporters.

ii) Government should establish a local presence in all the countries through the
embassies and foreign trade offices overseas to specifically look after
business prospects and fully support the efforts of Indian firms with respect

to building their business networks.

ii1)) Government should educate the exporters or aspiring exporters from time to

time on all these matters and acquire feedback for further improvement.

Additional Financial Support System — As revealed by the research findings, the
financial incentives provided to the Indian exporters are inadequate. On account of
this, they are faced with enormous difficulties in securing the required funding as they
have to rely on costly borrowings from the private institutions, which at times make
their exports unviable and uncompetitive in the international market. This scenario
justifies the requirement for additional funding support measures. In order to improve

the current situation, it is recommended that:
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i) The Indian government provide funding support and incentives to all the

exporting firms and encourage them to venture into foreign markets.

i1) The Indian government should introduce tax holidays for a fixed number of

years in order to encourage more exports.

6.5.2 Recommendations for the Indian Refractory Exporting Firms

Organisations face a number of challenges, obstacles and barriers, during their efforts
to market their services and products in the global markets. The findings of the
literature review, the expert panel, the focus group and the questionnaire survey
clearly indicated that the Indian refractory firms venturing into the foreign markets
face several challenges. These include adapting to various cultures in the international
business arena, enhancing their competitiveness globally through the development of
product and corporate images, introducing a value-added proposition to the business
and creating networks so as to achieve better access to resources that are available in
the markets. It is therefore necessary for the Indian firms to overcome these
challenges in order meet the demands of the highly competitive international market.

It is recommended that they adopt the following strategies:
* Adapt to the Malaysian business culture

* Create a superior corporate image as an essential strategy in Malaysia

*  Craft a unique differentiation strategy for creating better value through Total

Refractory Management (TRM)

* Create a competitive advantage via synergy through International Joint

Venture (IJV)

* Transform themselves as a competitive strategy
The recommendations based on the findings of this research are outlined below:
Adapt to the Malaysian business culture — For the Indian firms venturing abroad

especially into new markets like Malaysia, it is essential that they first understand the

local business culture. The literature review revealed that any company that aspires to
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industry leadership must have a global outlook and perspective. When products are
introduced from one country to another, acceptance is far more likely, if there are

similarities between the two cultures.

National culture definitely has an impact on business activities. While, venturing into
foreign markets, firms should integrate into one culture to take maximum advantage
of its managerial know-how, advanced techniques and coordinated marketing and
accordingly formulate strategies to compete in the foreign markets (Thomson,
Stricklan and Gamble 2007). The Indian firms should integrate with the Malaysian

steel industry to enhance their strategic competitive advantage.

Recommendations:

1)  Apply the ‘Malaysian Glocalisation” Concept

The Indian dolomite exporters and steel mills have to make concerted efforts to
address the issue of Malaysian intercultural management to evolve a corporate
strategy that reflects their Malaysian interests. Thus, there is a need for a strategy
of ‘Malaysian globalisation’ where the aim is to find the right combination of

Indian global networking with local policy.

i1) Overcome cultural resistance in Malaysia

Through a locally-based team of professionals to discuss and debate various
issues pertaining to their operations in Malaysia and formulate recommendations
that the companies can subsequently adopt. This strategy can be used to obtain
insights into managing problems in Malaysia, like the government laws, work
ethics, religion, language, norms, etc. As the members are of a culturally diverse
group, this would help solve much of the problems in dealing with the complex

Malaysian market.

iii)) Help to build a cultural teamwork for fostering open-mindedness

By reinforcing the awareness among the Indian firms that ways of transacting

business can differ across cultures. Hence, the Indian firms would not have the
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supposition that Indian management practices were the best in the world and
should be imposed upon the Malaysians. It is a fact that it would be difficult for
outsiders, as they cannot fully gauge the cultural aspects of Malaysia as it is a
multi-racial and multi-religious country, while most of the businesses are

controlled by the Chinese.

Create a superior corporate image as an essential strategy in Malaysia — To find
acceptance in the Malaysian steel industry, the leading Indian dolomite refractory
manufacturers need to highlight their global strengths, which are not really known in
the Malaysian steel industry. For instance, Tata Steel Europe (formerly Corus Steel) is
the second largest steel producer in Europe and fifth largest in the world, yet it is still
not a recognised name in Malaysia. This shows the lack of a strong corporate image in

Malaysia.

Building a corporate brand is always a journey, not just a destination, as corporate
branding is a powerful tool that can make a vital contribution to any organisational
success. Thus, the Indian dolomite refractory exporters have to understand that a
strong corporate identity will enhance the perceived value of the Indian companies’
products and will help to differentiate these companies from the Western competitors
and creating their own ‘Corporate Brand’. The Indian firms need to identify how they
want their companies to be portrayed with respect to their brand values and then act

accordingly to make this happen.

Recommendations:

1) Craft a corporate branding strategy

It has been noted that the Indian dolomite refractory exporters are not popular
in the Malaysian steel industry. Thus, the need to build a corporate brand
strategy is the need of the hour. The Indian dolomite refractory firms need to
understand that a powerful corporate brand would serve to create confidence
in the Malaysian firm’s mind-set. As revealed by the findings of this research,

Indian firms should build their corporate brand, which will become a powerful
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tool to deliver the right message about their companies, thereby ensuring that

the brand is conveying the values of the business as effectively as possible.

i) Establish an integrated approach to brand management

The Indian dolomite refractory manufacturers should have an integrated
approach to brand management, where the brand image should be directly
linked to the key economic factors of price, market share and brand value in
the Malaysian market. They should create a strong equity that is positive, so
that the Malaysian steel mills will buy more of the Indian dolomite refractories.
This is because brands act as ‘signals’ to customers, conveying, often in a very
complex way, what is commonly known as ‘brand image’ information. Some
of the Indian dolomite refractory manufacturers having a global industrial
brand, which conveys the image of ‘superior engineering’, ‘global
performance’, ‘excellent technology’, ‘excellent value’ and ‘trustworthiness’

to the Malaysian steel industry.

ii1) Create a Competitive Brand Equity for Dolomite Refractories

The Indian dolomite refractory exporters have to understand that a strong
brand carries enormous weight in the marketplace and represents everything
about the company and its products. More important than this is the brand
equity, which is the total value of all qualities and attributes implied by the
brand name that impact the choices made by the Malaysian customers. This
translates into monetary terms as a brand’s power to convince the Malaysian
steel mills to buy Indian dolomite refractories. This should reinforce the

brand’s ability to actually shift demand from the competitors.

iv) Implement Brand Management as a Global Competitive Weapon

As brand dominance sets one company apart from another in local markets,

the Indian dolomite refractory producers have to understand that achieving a
high or the top position in the Malaysian steel industry should be their ultimate
goal, if they want to achieve success in Malaysia and any of the global markets.

Investment in building a brand must be as unequivocal as in any other valued
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corporate asset. This approach, integrated with the brand’s image with
economic measures, would be a significant edge for the Indian dolomite
refractory manufacturers that are aspiring for leadership in the Malaysian steel

industry as a global brand.

Craft a unique differentiation strategy: Create better value through the Total
Refractory Management (TRM) concept — There was evidence to suggest that the
Indian dolomite refractory producers have to understand that to improve marketing
efficiency and become more successful in the international markets, they need to think
in terms of product line, that is, engineering, technology, production and so on, as a

package solution rather than just in terms of the product itself, the dolomite refractory.

Recommendations:

1)  This approach would provide a package with a one-stop solution for
most of the steel mills, a very competitive strategy that can win the
confidence and loyalty of the Malaysian Steel Industry. This would provide a
solution, and could be termed as Total Refractory Management (TRM) for
complete plant refractory planning and management. This would entail the
Malaysian steel operators to make significant savings in refractory costs and
engineering by providing crucial operational data and management
information on costs, refractory performance and materials, which would be
the right solution for the entire Malaysian production process, making it

simpler, cost-effective, and increasing productivity and efficiency.

i1) The TRM introduces a revolutionary approach to refractory management,
providing an integrated data management system for tracking entire usage
and performance through databases; costs and performances can be updated
on a regular basis for routine reports. There will be substantial savings in
refractory costs and increased productivity will be ensured. This will result in
Malaysian steel mills focussing on their core business and leaving the

refractory planning, purchasing and other logistics to their suppliers.
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Create a Competitive Advantage via Synergy through International Joint
Venture (IJV) — The major Indian dolomite refractory exporters need to resort to
International Joint Ventures (IJV) with some of the leading Malaysian steel mills.
This would be an inter-company collaboration for the attainment of mutual goals, as

these can become strategic networks and strategic alliances between the firms.

Recommendations:

1)  The strengths of the local companies include knowledge of the domestic
market, deep understanding of the government functionary and mechanism,
the pulse of workforce, etc. The Indians can provide their superior dolomite
refractory and steel technology to assist the Malaysian joint venture partners
in producing advanced quality steel at competitive costs. This shared control
can lead to positive outcomes with higher levels of trust and mutual

forbearance.

i1) The Indian firms can also enjoy accelerated growth that may be attained
through the expansion of existing markets and entering into new markets.
They can reduce their risks by creating a balanced portfolio in Malaysia by
way of diversification. Thus, the competitiveness of the Indian dolomite
refractory exporters will become more aggressive and can compete for a

larger market share and a better position in the Malaysian steel market.

Transform themselves as a competitive strategy — The Indian dolomite refractory
exporters need to understand that whatever advantage they have is only transient as
the foreign markets are vulnerable to technological disruptions, competition, new
regulatory regimes, political changes, etc. These Indian firms will therefore have to
re-invent themselves thoroughly with this new paradigm shift. This calls for change in

their mind-set so as to align them better with the market reality.

Recommendations:

1)  The Indian refractory manufacturers need to develop the source of

competitive advantage that will attract customers, employees, and suppliers
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and is grounded in internal capabilities, i.e. the things that the companies can

do with distinction.

i1) The answer to this is not to keep adopting new theories in the hope of
finding the right answer, but for them to develop their own capabilities-
driven strategy. The firms need to understand how they have to develop
value, now and in the future, for their chosen customers by understanding
what their most important capabilities are, and how they fit together, so as to

align them with the portfolio of products and services.

ii1) The more clearly and strongly these Indian firms make such choices, the
better the chances of creating an identity that will give them the right to

succeed in the long run.

6.6 Research Limitations

A number of limitations associated with this research were identified in Section 1.9 of

Chapter 1. This section discusses the limitations that became apparent during the

course of this research:

iii)

The research being mainly exploratory and qualitative in nature, had to rely

heavily on the interpretation of the findings.

While the use of judgemental and quota sampling permitted the sub-groups
of the target population related to industry to participate in the survey, the

size of different groups used in the survey could have resulted in survey bias.

The sensitive and confidential nature of some of the questions included in the
survey questionnaire may have precluded or constrained some of the

participants from expressing their views candidly.

Insufficient representation of government representatives in both the expert
panel and focus group may not have provided a good representation of the

views sought which could have affected the research findings.

200



6.7 Further Research

This research is largely exploratory and preliminary in nature. This provides
opportunities for further research on the marketing areas related to the Indian
dolomite refractory manufacturers in order to formulate better marketing strategies in
Malaysia. A few suggested research issues that can be explored further are given

below.

First, quantitative research using larger sample sizes and premised on a positivist or
deductive methodology could be conducted. Benefiting from the use of a larger
sample, the research findings of such studies could provide statistical validity to
underline the results and the conclusions drawn in this exploratory study. As
discussed, it is acknowledged that the use of a small sample size, such as that used in

this study, compromises the reliability of the findings.

Secondly, this study determines the right or most appropriate marketing strategies for
the Indian dolomite refractory exporters in Malaysia. Presented in Section 5.4, this
model shows some of the critical strategies for the successful market entry of the
Indian firms into Malaysia. The conduct of a descriptive research study could examine
the relevance of the model to verify or refute it. The outputs of this further research
could also provide useful benchmarks for the Indian firms or similar companies in the

Malaysian market.

6.8 Conclusion

This chapter presented the conclusions drawn on each of the four propositions and the
research problem. It then discussed the new theory development and offered
recommendations for policy and practice. First, the implications for policy
formulation and implementation by the government authorities those are responsible
for growth of exports from India. Second, the implications of the findings to senior
management of the Indian exporting firms for practice. It then covered the limitations
that became apparent during the conduct of this research and provided suggestions for
further research on issues related to development of strategies for the Indian firms for

venturing into international market.
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DISCUSSION GUIDE
FOCUS GROUP

EXPORTING DOLOMITE REFRACTORIES FROM INDIA TO MALAYSIA
—MARKETING STRATEGIES FOR SUCCESS

(A) INTRODUCTION:

* Introduction of the researcher and roles.

* Personal introduction of participants, their background and business.

* Aim and format of the focus group.

* Conventions (confidentiality, speak one at a time, everybody’s views, open
debate, recordings and report of proceeding).

(B) DISCUSSION TOPICS / ISSUES:

)] The Malaysian Steel Manufacturers are reluctant to use the Indian dolomite
refractories.

(1) Malaysian Steel producers are not aware that India is now a major
producer and exporter of quality dolomite refractory.

(2) Malaysian Steel mills are not technically receptive to use Indian
dolomite refractory and hence their reluctance to import Indian
dolomite refractory.

3) Malaysian Steel manufacturers are basically biased against Indian firms
and hence they hardly want to import to Indian dolomite refractory
even if it is competitive and superior to products from other countries.

(I) ~ The Indian government’s targeted support policies and programmes to assist
Indian exporting firms to enter and successfully compete in international
market are ineffective.
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(11T

v)

©

4

)

(6)

The Indian government targeted support policies and programmes for
actively promoting new international market penetration effort by the
Indian firms are not effective.

The existing funding support and export incentive schemes provided by
the Indian government do not help the Indian refractory industries to
enter and effectively compete in the international market.

The Indian government does not collaborate closely with Indian
refractory firms in devising new policies and support measures for
enhancing the international competitive positioning of the Indian firms
are not effective.

The Indian dolomite refractory firms are less competitive compared to other
countries sources that are regularly exporting to Malaysia.

(7

®)

©)

Their traditional dolomite refractory suppliers are well established in
the Malaysian market as they have longer presence and hence their
advantage over any new-comers likes the India dolomite refractory
manufacturers.

Their traditional dolomite refractory suppliers have better image in the
international market and hence they perform better and are more
successful in Malaysia.

Their traditional dolomite refractory suppliers resort to much sincere
marketing efforts and a synergic partnership with Malaysian steel mills
hence they have a strong presence in Malaysia.

The marketing strategies adopted by the Indian refractory firms for
successfully entering new international markets like Malaysia lacks focus and
commitment thus are inappropriate.

(10) Indian dolomite refractory producers have not fully assessed the true
potential of the Malaysian Steel industry to have a better focus.

(11)  Indian dolomite refractory producers lack commitment and dedication
towards Malaysian Steel mills despite having superior grade dolomite
refractories.

(12)  The current strategies used by the Indian dolomite refractory
manufacturers may not be applicable to the Malaysian market.

SUMMING UP
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INFORMATION SHEET
FOCUS GROUP

EXPORTING DOLOMITE REFRACTORIES FROM INDIA TO MALAYSIA
—MARKETING STRATEGIES FOR SUCCESS

My name is PK Santhakumar and I am conducting a research as part of my Doctor of
Business Administration (DBA) degree at Southern Cross University, Australia. My
thesis is investigating the appropriate marketing strategies for the export of dolomite
refractories from India to Malaysia for application in the Steel Mills.

I am inviting selected informed individuals to participate in the Focus Group meeting
as part of this study and would welcome and appreciate your participation. I believe
your participation will contribute useful and valuable information for the research.

Overview of the Research:

The Indian industry is being gradually liberalized under the impact of the General
Agreements on Trade and Tariff and other Free Trade agreements including
Comprehensive Economic Cooperation Agreement (CECA) with Malaysia. Though,
the Indian refractory industry has been steadily growing over the years due to
continuous increase in steel production in India, it is certain that the firms will face
intense competition in the domestic market from both the local and foreign suppliers
in future. So, it is timely for the Indian firms, with their superior quality products and
competitiveness, to strategize by seeking new avenues for growth, sustainability and
survival

My research aims to determine the competitive positioning of the Indian refractory
firms in the face of globalisation and to identify the appropriate strategies for
successful entry into new international markets such as Malaysia.

The findings of this research will lead to identify the appropriate marketing strategies
for the Indian firms to be better prepared for successfully entering this market and

compete in the face of stiff global competition.

Procedures of the Focus Group Meeting:
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The Focus Group meeting will take approximately 90 minutes and will be held at a
date, time and place to be determined later.

The forum will provide an opportunity for all eight participants to share their views,
opinions and issues facing Indian firms as they venture into international market.
Participation is on a voluntary basis and no financial remuneration or incentive will be
offered for taking part. Refreshments and light snacks will be served, however, travel
expenses or any other costs associated for participation will not be reimbursed.

Responsibilities of the Researcher:

As the facilitator and moderator for the focus group meeting, I will ensure that the
discussion remains focused and I will clarify and summarize key points where
required and appropriate.

To ensure confidentiality, apart from utilizing your name and contact details for the
invitation for participation, your name and other identifying information will not be
attached in the data collected.

As a participant, you will be required to sign a consent form. The consent form
outlines your permission to utilise the information collected in the focus group
meeting as part of this study, without identifying you or your organisation. All signed
consent forms will be held in safe storage for a period of seven years before being
destroyed.

The research findings may be submitted for publication. All data collected will be
presented as overall data and participating organisations will only be referred to as
cases with numbers. The results of the research will be made available as part of the
Final Thesis through the Southern Cross University library.

Responsibilities of the Participants:

Your responsibility in participating in this research involves your time, opinions, ideas
and views about the research topic. There is no risk associated to participants in this
research. You will be free to leave and withdraw consent without any explanation at
any time.

Research Results:

The research findings may be submitted for publication. All data collected will be
presented as overall data. The results of the research will be made available as part of
the Final Thesis at the Southern Cross University library.

As a participant, you are entitled to the feedback and the summary results of the
research. If you wish to receive the summary results, please provide your e-mail

address or mailing address (confidential) as indicated in the consent form.

Enquiries:
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The form is yours to keep for future reference. Please feel free to contact us should
you require any additional information or have any queries:

Researcher

Candidate

PK Santhakumar

C/o City University College of Science and Technology
Phone: +6012-200 6575

Email: santha2020@gmail.com

Supervisor

Dr. Andy Woo

City University College of Science and Technology
Tel: +6012 2082698

Email: aclwoo@gmail.com

This research has been approved by the Human Research Ethics Committee at
Southern Cross University. The approval number is ECN-10-035. If you have
concerns about the ethical aspects of this research or the researcher, please write to the
following:

The Ethics Complaints Officer
Southern Cross University

PO Box 157

Lismore NSW 2480

Email: ethics.lismore@scu.edu.au

All information is confidential and will be handled as soon as possible.
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CONSENT FORM - FOCUS GROUP

AS PART OF A DOCTOR OF BUSINESS ADMINISTRATION (DBA)

RESEARCH THESIS

Title of research project: Exporting Dolomite Refractories from India to

Malaysia:
Marketing Strategies for Success
Name of researcher : PK Santhakumar
Name of Supervisor : Dr Andy Woo
Supervisor

City University College of Science and Technology

Tel: +6012 208 2698
E-Mail: aclwoo@gmai.com

Tick () the box that applies, sign and date and give to the researcher

* ] agree to take part in this Southern Cross University research
project

* T understand the information that has been provided to me by the
Researcher in relation to my participation

* ] agree to be interviewed by the researcher
* ] agree to make myself available for further interview if required
* ] understand that my participation is voluntary

* T understand that I can choose not to participate in part or all of
this
research at any time, without negative consequence to me

* ] understand that any information that may identify me, will be
de-identified at the time of analysis of any data.

* T understand that all information gathered in this research is
confidential.
It will be kept securely and confidentially for 7 years at the
University.

* ] am aware that I can contact the supervisor or researcher at any
time with any queries

[

Yes

Yes |:|
Yes |:|
Yes |:|
Yes[ ]

Yes |:|

Yes[ ]

Yes[ ]
Yes |:|

[

No

No [ ]
No [ ]
No []
No[]

N0|:|

No [ ]

No [ ]
N0|:|
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* T understand that the ethical aspects of this research have been
approved by the SCU Human Research Ethics Committee Yes[ ] Nol[]

Participant’s Name

Signature

Date

If you wish to receive the summary results of the research, please provide your
email address or mail address (confidential) below :

Email :

Mailing Address :

225



APPENDIX -D

X
L
x Southern Cross
UNIVERSITY
A new way to think
INFORMATION SHEET
QUESTIONNAIRE

EXPORTING DOLOMITE REFRACTORIES FROM INDIA TO MALAYSIA
—MARKETING STRATEGIES FOR SUCCESS

My name is PK Santhakumar and I am conducting research as part of my Doctor of
Business Administration (DBA) degree at Southern Cross University, Australia. My
thesis is investigating the appropriate marketing strategies for the export of dolomite
refractories from India to Malaysia for application in the Steel Mills.

I am inviting selected informed individuals to participate in the Focus Group meeting
as part of this study and would welcome and appreciate your participation. I believe
your participation will contribute useful and valuable information for the research.

Overview of the Research:

The Indian industry is being gradually liberalised under the impact of the General
Agreements on Trade and Tariff and other Free Trade agreements including CECA
with Malaysia. Though, the Indian refractory industry has been steadily growing over
the years due to continuous increase in steel production in India, it is certain that the
firms will face intense competition in the domestic market from both the local and
foreign suppliers in future. So, it is timely for the Indian firms, with their superior
quality products and competitiveness, to strategise by seeking new avenues for growth,
sustainability and survival.

My research aims to determine the competitive positioning of the Indian refractory
firms in the face of globalisation and to identify the appropriate strategies for
successful entry into new international markets such as Malaysia.

The findings of this research will lead to identify the appropriate marketing strategies
for the Indian firms to be better prepared for successfully entering this market and
compete in the face of stiff global competition.
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Procedures of the Questionnaire Survey:

The questionnaire comprises 12 questions which have been cast as statements. Each
statement relates to an issue which is pertinent to the research. In order to measure
your responses, a five-point Likert scale is used. There are five boxes ranging from
‘Strongly Disagree’ to ‘Strongly Agree’ for each statement. Please tick the
appropriate box for your answer.

Based on an earlier pre-testing of the questionnaire, it is estimated that you would
require no more than 15 minutes in total to complete all the questions. After you have
completed the questionnaire, please return the questionnaire to us in the enclosed self-
addressed and stamped envelope or by returned e-mail.

Participation is purely voluntary and no financial remuneration or incentive will be
offered for taking part in this research. There are no travel expenses, nor are there any
costs associated with participation in this research apart from your time.

Responsibilities of the Researcher:

It is our duty to make sure that any information given by you is protected. To ensure
confidentiality, apart from utilising your name and contact details for the invitation for
participation, your name and other identifying information will not be attached in the
data collected.

The returned questionnaire is an implied consent that you have given your permission
to utilise the information collected in the survey as part of this study, without
identifying you or your organisation. All returned questionnaire will be held in safe
storage for a period of seven years before being destroyed.

Responsibilities of the Participants:

Your responsibility in participating in this research involves your time, opinions, ideas
and views about the research topic. If there is anything that might unduly affect your
response to the statements in the questionnaire, you can decline to answer. There is no
risk associated to you in this research. You are free to withdraw and to discontinue
participation at any time without explanation. However, we would appreciate you
letting us know your decision.

Research Results
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The research findings may be submitted for publication. All data collected will be
presented as overall data. The results of the research will be made available as part of
the Final Thesis at the Southern Cross University library.

As a participant, you are entitled to the feedback and the summary results of the
research. If you wish to receive the summary results, please provide your e-mail
address or mailing address (confidential) as indicated in the front page of the survey
questionnaire.

Enquiries:

The form is yours to keep for future reference. Please feel free to contact us should
you require any additional information or have any queries:

Researcher

Candidate

PK Santhakumar

C/o City University College of Science and Technology
Phone: +6012-200 6575

Email: santha2020@gmail.com

Supervisor

Dr. Andy Woo

City University College of Science and Technology
Tel: +6012 2082698

Email: aclwoo@gmail.com

This research has been approved by the Human Research Ethics Committee at
Southern Cross University. The approval number is ECN-10-035. If you have
concerns about the ethical aspects of this research or the researcher, please write to
the following:

The Ethics Complaints Officer
Southern Cross University

PO Box 157

Lismore NSW 2480

Email: ethics.lismore@scu.edu.au

All information is confidential and will be handled as soon as possible.
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THE SURVEY QUESTIONNAIRE

EXPORTING DOLOMITE REFRACTORIES FROM INDIA TO MALAYSIA
—MARKETING STRATEGIES FOR SUCCESS

Instructions: Please read carefully and complete the appropriate sections. Upon
completing the survey, please return the survey sealed in the self-addressed and
stamped envelope provided.

(A)  Your Organization

Please Tick (V) only One Box:

Government / Regulatory Body

Consulting Firm

Contracting Firm

(B)  Your Position in Your Organization:

(C)  If you wish to have the summary results of this research, please provide your
e-mail address or mailing address (confidential) as indicated below :-

E-mail :

Mailing
Address :
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Instructions: Please rate how strongly you agree or disagree with each of the
following statements by placing a tick (V) in the appropriate box.

RESEARCH PROPOSITION 1:
The Malaysian Steel Manufacturers are reluctant to use Indian dolomite refractories.
STATEMENT 1

Malaysian Steel producers are not aware that India is now a major producer and
exporter of quality dolomite refractory.

Strongly ‘ ‘ Strongly
Disagree Disagree Uncertain Agree Agree
1 2 3 4 5
STATEMENT 2

Malaysian Steel mills are not technically receptive to use Indian dolomite refractory
and hence their reluctance to import Indian dolomite refractory.

Strongly _ _ Strongly
Disagree Disagree Uncertain Agree Agree
1 2 3 4 S
STATEMENT 3

Malaysian Steel manufacturers are basically biased against Indian firms and hence
they hardly want to import to Indian dolomite refractory even if it is competitive and
superior to products from other countries.

Strongly ‘ ‘ Strongly
Disagree Disagree Uncertain Agree Agree
1 2 3 4 5
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RESEARCH PROPOSITION 2: 4

The Indian government’s targeted support policies and programmes to assist Indian
exporting firms to enter and successfully compete in international market are
ineffective.

STATEMENT 4
The Indian government targeted support policies and programmes for actively

promoting new international market penetration effort by the Indian firms are not
effective.

Strongly . . Strongly
Disagree Disagree Uncertain Agree Agree
1 2 3 4 5
STATEMENT 5

The existing funding support and export incentive schemes provided by the Indian
government do not help the Indian refractory industries to enter and effectively
compete in the international market.

Strongly _ _ Strongly
Disagree Disagree Uncertain Agree Agree
1 2 3 4 S
STATEMENT 6

The Indian government does not collaborate closely with Indian refractory firms in
devising new policies and support measures for enhancing the international
competitive positioning of the Indian firms are not effective.

Strongly ) ) Strongly
Disagree Disagree Uncertain Agree Agree
1 2 3 4 5
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RESEARCH PROPOSITION 3:

The Indian dolomite refractory firms are less competitive compared to other countries
sources that are currently exporting to Malaysia.

STATEMENT 7

Their traditional dolomite refractory suppliers are well established in the Malaysian
market as they have longer presence and hence their advantage over any new-comers
likes the India dolomite refractory manufacturers.

Strongly ‘ ‘ Strongly
Disagree Disagree Uncertain Agree Agree
1 2 3 4 5
STATEMENT 8

Their traditional dolomite refractory suppliers have better image in the international
market and hence they perform better and are more successful in Malaysia.

Strongly ) ) Strongly
Disagree Disagree Uncertain Agree Agree
1 2 3 4 5
STATEMENT 9

Their traditional dolomite refractory suppliers resort to much sincere marketing
efforts and a synergic partnership with Malaysian steel mills hence they have a strong
presence in Malaysia.

Strongly ) ) Strongly
Disagree Disagree Uncertain Agree Agree
1 2 3 4 5
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RESEARCH PROPOSITION 4:

The Indian dolomite refractory firms are less competitive compared to other countries
sources that are currently exporting to Malaysia.

STATEMENT 10

The marketing strategies adopted by the Indian refractory firms for successfully

entering new international markets like Malaysia lacks focus and commitment thus
are ineffective.

Strongly ‘ ‘ Strongly
Disagree Disagree Uncertain Agree Agree
1 2 3 4 5
STATEMENT 11

Indian dolomite refractory producers lack commitment and dedication towards
Malaysian Steel mills despite having superior grade dolomite refractories.

Strongly . ' Strongly
Disagree Disagree Uncertain Agree Agree
1 2 3 4 5
STATEMENT 12

The current strategies used by the Indian dolomite refractory manufacturers may not
be applicable to the Malaysian market.

Strongly ‘ ‘ Strongly
Disagree Disagree Uncertain Agree Agree
1 2 3 4 5
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APPENDIX-F

SURVEY QUESTIONNAIRE RESPONSES (RAW DATA)
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SURVEY QUESTIONNAIRE RESPONSES (RAW DATA)
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SURVEY QUESTIONNAIRE RESPONSES (RAW DATA)
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SURVEY QUESTIONNAIRE RESPONSES (RAW DATA)
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Group D: Support Agencies

Source: From Survey Questionnaire
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