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Abstract

As the digital era accelerates, traditional perspectives have limitations in explaining the success or
failure of export performance. The purpose of this study is to analyze new factors affecting export
performance from the perspective of customer experience, which has emerged as an important factor
in securing a competitive advantage and generating organizational performance. After deriving
hypotheses based on literature review and discussion, a research model is designed in which three
factors of customer experience such as understanding customer’s objectives, customer value creation
capability, and customer journey management are the antecedents, and export performance is the
dependent variable. This model also includes organizational agility and personal contact as the
moderating variables. To verify the hypotheses, multiple regression analysis was conducted on the
collected data drawn from 198 SME exporters.

According to the analysis results, it was found that all three antecedents positively affected export
performance. In particular, the organizational agility and personal contact were confirmed to have
a moderating effect that creates better export performance by interacting with customer value creation
capability. The theoretical significance of this study is to find that effective customer experience
management can be a key factor in creating export performance. The results suggest that checking
the overall customer journey, exporters should select and intervene to intensively manage key touch
points that can have a decisive impact on the quality of customer experience. At the end of the
paper, practical implications to be considered in creating export performance through effective
customer experience management are presented.
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N 3L 204)7] 34t ], Pined} J. GilmoreZ} 4
9] A3 7dA|(experience economy)E Xﬂ
M Agow HEA. olES =
ozl ¢ o x}tﬂ_cp} T =
Renw 7IP4ES A A e 7H’H
ol £54 719 BAL B O & A4
71AE AEFso vt F8H. (Kotler,
Kartajaya and Setiawan, 2021). 227482 ¢]

A8 Aol H&shsAA v v 2
Bg QT ook e sz Faeld A
o SHKET= uZo] 4A B A%l
Jo] 242 F0h B2 vAAe) WL
vhtiz AEe) Belsh ohujet Adel Brel
ZAolct,

Ao B2 AL takem AAE 24
o o3}, 71437 (business buyers)2] 91%
o} Zuake] 86%7} 719do] A|lFsH= Aol Al
FAEL) wHFolu Fasital FHIAT
(Salesforce, 2022), o]&3F A= F 71X ¢
T AHE AARRI shue B2 s
o] F& IAAH A M= 717 F7HE
= AL At ASE vETHKotler,
Kartajaya and Setiawan, 2021). & o] 7|¢]
ol B T 2R 4 gl Halee 1
s A T 7 N{;}rﬂ o 2 59 7|3E

A B & e s 2AEe e
& o she B2} ohyl A4}
Q1 B2CREe] Feoleh 28lE vhE o}
o}, 173 E-L B2C wHEo|u B2BOM = S
asloh, BB 9HoIN TARRE Sk 7]
Ao AW o Fe vzle A o 7]

o
=
¥
P
Mo
0

l-'.i

o

E

ANCRO Y

1

dol IAFY Z2A2=E UL HAg
BAe NS Hpe dEstal, AHl=
H-8-2 10-20% H3HE W, mjE2 10~15% 5
7hebe o2 ZAMEAY, Hd o W 49
AEo] AR F ] #elg S meke AdE
EAsHA B2B A AL sfata 9l

t}(Maechler, Sahni and Oostrum, 2016),
Az e SANAE 2B P 714
ANFEH JAg Fole FH B =HA A
o] B3 A1 ¢Jt}(Lemke, Clark and Wilson,
2011; Klink, Zhang and Athaide, 2021), & 7
o] 719l Al T aleg AFHL
At gt FE719e AEFH o de]u
=] Q7] wiite] e AES AHH &
2t 2148 g3tz HA edrk. Ayt
Al FEUARAA NN =5E 5 JE 1A
Ao Hes vl I 53] 4719 o
7199 2] fRAee gFo] BE317] wiE
of] 17 Z (customer journey)’d2] e HA
AN LAARE EAACR Belshzr

g

Ad

7} et

agele BPekn UAE s)4e] mwshY
o wel slslaAel Aol vid lvEe
g% FolAm ek AR Akl 540l
ol e el Fadel A aslag
ol Aglo] Aol EASHE & ol o
oA dlelt Qe & gieh A19del o e

3 Ao & A4 Mg AT,
= nA2 9% A2 2
sho} g},

Tt sielbARe] Wl 1A Yol
S A4tel of® e WIAEA G e AT
ob] vl W F3ic), webd B il & M
A= Aoz 2 W

=
A $Egel e A F e A2
2~
T
o)

.{[‘_

F24%E F2aE A2 Jead A
=
_?_

]_
de Fasha

iy

offt rlo F1F

felms fete Aol & Banige
Z0hAE Aol slelnAelA AFE 5
t 1473Ye Fo 985S %“—L‘ff& . ol

st 9 A5 TEHJJrQ]r«]



F27199) AN TAFYe] S24T BN % A4YED WY 29aT 255

SDEEEEEE RS L
o mefalA 7 wAZAD
Aata o e £EATE
A g,

I. O|2X u{Za}t A17Hd

1. O|2X HiZ

1) 0Z4AS(customer experience)t
e

Kpafat
aABPe A9, AF e Au2sle] 4
r

A9l w1 Ao tfa 29 o
Ho|1 4 g o2 Ao Hf(Becker and
Jaakkola, 2020; Johnston and Kong, 2011). =
IR AL AT} A Atodl] FEFou AA
7} o] o]l ERtell AT s Aol AhEo]
ThHAhn Se-Hwa, 2022). oA 1A% 7]
o] AL 93t MR THAE FESte] HE
o Qe 2Rl o R FErHMcLean,
2017). Mascarenhas, Kesavan and Bernacchi
(2006)& 7Fx|AKEe] BE wAlA FFAket
aMo] HEFshe BE it 83 249}
XA 849 FEE FAA 1A H (ol
customer experience)o]2tiL A ]3I}, &
Aol 17 ko) FeAg O FHo] =&
TE AAAF] 4L EolAL O A3 1
A 4wrt Eohzlntal F7st it

Ju IAREE B e Yl &
Ak FH2 ddol7] ol Akl o)
FAEZ HA gth(Lemon and Verhoef,
2016). BE=gF AAF AL tpFgk 2]l o3 <

e PR FEseH of

o] FQ3lcl(Ahn Se-Hwa, 2022),
AR Fae nA) o) Az 5

74 Er =2y Az SAFed,
Lemke, Clark and Wilson (2011)-& B2B =&}
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Table 1. Determinants of Export Performance in the Existing Literature

Clarification Variables
International experience, Export marketing experience
Management Entrepreneurship, Risk-taking
characteristics  Export (market) orientation, International networks
demographic factors(education, field of specialization)
Firm size, Firm age, Type of busine, Product type
Internal Firm Export experience, Market orientation, Export commitment
factors  characteristics  Technological capabilities, New product development, R&D
Marketing capabilities, Customer development capabilities
Differentiation strategy, Cost leadership strategy, Market
Export segmentation
marketing . . . .
strategy Marketing mix strategy(product, price, channel, promotion)
strategic alliance
Domestic market situation, Environmental hostility
Market International market competitiveness, Economic similarity
arke
conditions Size and potential of export market, Transaction cost
Degree of internationalization, Competitive strength,
External .
Technological change
factors
Export assistance policies, Service quality of government
Export agencies
promotions Awareness and utilization of Export promotion programs

Utilization of trade transaction portal

Source: Ahn Se-Hwa (2022).
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Table 2. Comparison between Traditional and New Perspectives to Market Performance

Traditional Perspective

New Perspective

Approaches Supplier-centered
Key drivers

Market offerings Product and service
Marketing process A single transaction

Communication

Strategies and capabilities

One-way(procedural practice)

Customer-focused

Customer experience
Differentiated customer value
Customer journey
Two-way(interactions)
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2016). z=2]2] YH A(agility) S 7]o] <73k
7ol Yol 7|5 E 4143 QIAE tgT
F de FHoz AHHrKTallon and
Pinsonneault, 2011), WH3F 2 w2 v
= f]ﬂ 1‘4«] \;]_oouq% 251 Q)71 wigel, ¥

r1r
M,
rjg
o
2
o
RS

B

o
r

l

O
EI

fl

4 AdE AoltH(Tallon and Pinsonneault,
2011; Chae, Lee and Lee, 2019).

e vgge Asstn gae AgE
wo| HS3} Az}, v=Uz A5e] 3 1)
3 Al <pgle] AuAE Ba AT
o] A3k Agsge v33t & 9lon A
Aoz o e 715] Al Bl 7]ofaict
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Fig. 1. A Conceptual Model

G ARuET WYY 2Ha 261

« Extent of Personal Contacts
* Level of Agility

(Teece, Pisano and Shuen, 1997). Chae, Lee
and Lee(2019)F 24| RIHAL 87 W3l
Wsl e+ Y BEL =Y AN $3
AA HPH R 7]%’3@4% Al aLspA Rt FA|
o Akl N\ AGAT G Yshste] B

AA w7 e k= e 2SS °H

gt o T AFelME x2e 1l
Aol 71948378 At S8R 7
ottt B3t tH(Ganguly, Nilchiani
and Farr, 2009; Tallon and Pinsonneault,
2011; Kang and Lee, 2018).
AAYET NHHL T 2ARY
R ESER R PR R R
= WA ThsAo] A 2Hu %
FollA =ofgk HPal=at

I—L:_g]_ H]—‘G]:_Q. zxé

o}

©

H\i

e 2
 fo Jp

Mo N Iy i e A 2 ki oox

rlr oo
4>
e
O:_i

Ao 2
Sz AR
AEAaI o
shol ohgk el o
o ole@ =olE &

o
o o
m 2 T Ay N

fu Hl o FlO
) % @ e

a”.: Ho m{m mln
oo X

iém':ﬂrﬂﬁioﬁmlo
R

mlogL

7M1 4a(H4a): ARFEL AAAF e F
Qa0 5547 0o B
AE Z3HA 2788 Zo|ch

Understanding of Customer’s Objectives H1
H2
Customer Value Creation Capability \ Export Performance
H3
Customer Journey Management
» Firm Size
* International Business Experience

7Hd 4b(H4b): 239 FaAAL 1A7FY
o] P9l & 7}
o] BAE AA 2AEF
Rolc},

odollr] =olat Wg-Eell &5k (Fig, 1)3}
2ol ATFEF S HAA3AeH, 7Ide] 1=
(firm size)9} =A|B]=ZY 2 74 ¥(international

business experience)& EA|5} AT},

B o7e (AP 3d] LddAs
TEH e TaARTIHE e sha
9 Sol dag volH F& 9l
EAZ siglen, 2aes
AR F A7nre] eekel AR
ZAME AAEHTE 2ARE 20229 79 59
Bl 8¢9 997HA] oF 537k Aol F 211

7Bt SRt T ERE: 9.38%). SHWHS

of BHUSANT Fo FBe| e Fow Q)
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Table 1. Descriptive Statistics

Characteristics Mean S.D.

Firm Age 15.8 6.3

Firm Size (The Number of Employees) 475 37.2

Annual Sales (Million US Dollars) 13.1 2.8

Export Sales (Million US Dollars) 47 9.4

Length of Exporting Business (Years) 9.3 8.3
& FAgsictal Aed 13709 AEAE Al 2) S

3k & 198715 %@1 o A3}t

B 7] 54 AHEH, (Table 1) 9
At o] HaHow 7Y g€ 1584,
AT EELEY e 47.59, EdLe v}
13. 199 ot} HTdxwe] F£&dL n)g
4.79%F B £F AL 9.3d0|e) 3 A At
dE X5 HHHEA, 7A-24(26.8%), 7]
A2H19.6%), 38H13.9%), HdF2(11.6%),
AEAE-E(9.2%), IT-5-A1(8.4%), 213E(3.7%),
a8 71eH6.8%) 2 TAEH] Tt

2. #4o] EXIH Ho| U =X

L

Famsad F19e) saAs0) o =
Ao 2 % A1Ne] WFE aaE s
A AR2A FEo NE, £30/0E
e FEHYE Fo] o] 3|EH(Sousa,
Martinez-Lopez and Coelho, 2008), t}& sl
= AgE AnRA SEAs dE A4
07 g, olgdW +29 Ao} o
AR T BTl thE AN v
2 93t (Hultman,

Katsikeas, 2001; Stoian, Rialp and Rialp,
2011), £ AFM e FEAFE 43571 ¢
3 71EESs sl () H2 3390 &=
g, () #2397 FEHSE, Gi) HS
3T FEo)YE, 2 (v) FH2 3d3 7=
g thek Avrd viEs 5 U] 71R] F8H
AEE Likert 78 AT F ARg3te] 43Tt
(1=33 23] &, 7=vl-¢ 23},

Robson  and

WA 17 5339 ofaf= 1A THlERE
o]Zo] YAHY AFAINESE =921 Y] =
3l AEE ofu|dlthH(Lemke, Clark and
Wilson, 2011), & &d7-oll4+= Chi and Sun (2013),
a8)3 Lemke, Clark and Wilson(2011)S 3
z3fod, (i) sNeIAlge] Fadol disk =24 A
vke] olsf, (i) s ]| TR Fuf 1
oflo] F&, 7L (i) =2 W] A2 F A9
24%_ = /11] 7].1] E"e‘ Likert 77(4 th:E' 3764
SHUL(1-0a A o}, 7-vhs- T,

WA e BAT AF 208 3
A7 A} 12je] ool B3ek] S8 24
o] Bk gl W ook, e mi g
2 A=} (Harmsen & Jensen, 2004), &
o FANY, S0l el ol
o] X
A4

of

7

—

T THChung, 2015). o}&8 FA] 2H
(cross functional work)o|g& ZZ]o] -‘%’4
o] #H JRE FFH3AL YFE =AHY
= 8<% 9on|s=dl, Ponsignon, Sm1th
and Smart (2021)& FA] 7+ LS o] FA
(ol AL, B, DA o)) e
St IAAFRES ALt AHE G
#=a 3d

30 AN ook OIH

A H2s Slel vh=A] ek &
Folgtal FAATE olo & Aol Ay
ATE FEEY, () 229 FAIHEL =
v, (i) ZAe] FA4, 2L (i) F4
Y & 5 A 71A FES Likert 74
T2 e Acta=A3s 2¥A] g}, 7=vl¢-

Ao

2.
g aAARdeE ZE FHd 24 1A
B8 BAHoR Aeftow 1A St
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Sources
Chi and Sun (2013),
Lemke, Clark and
Wilson (2011), Lemon
and Verhoef (2016)

B8] w&4Tl vAle

47149 FuiAolA 117
Chung (2015), Lemke
Clark and Wilson (2011)
Majid and Yasir (2017),
Saridakisa et al. (2019)

Observed Indicators
Boso et al. (2013)

Understanding importance of overseas markets

Table 3. Measures

Contributing to customer's specific objectives

Witell et al. (2020)

Applications of knowledge and experience

o] APo =z
oJn]glcl(Salesforce
A= B2Cel|A 9} nf

Fasich n2te)

Ao F

Mol QlAah= ARl

Variables
Understanding of 1,
Customer's _

Objectives 2.

(UCO) 3. i
1. Innovation capability in quality or cost
Customer Value 2. Organizational flexibility
Creation Capability
(CVC) Inter-functional coordination on export business
1. Understanding customer's buying decision
process i
Customer Journey L d Verhoef
Management 2. ldentifying and managing key touch points emon and vernoe
(CIM) : . _ (2016), Klink, Zhang and
3. Proactively checking that everything is OK Athaide (2021)
4. Improvement and redesign of service processes
Extent of Personal 1. Regular visits to overseas customers Lemke, Clark and
Contacts 2. Emergency visits to overseas customers Wilson (2011),
(EPC) 3. Level of personalization Duncan et al. (2018)
1 Qui?k reply to transaction inquiries form Tallon and Pinsonneault
customers
Level of Agility ﬁ? 1}11) Gan%ulz,
(LAG) Quick response to solve customer's problems fichiani and Farr
(2009), Chae, Lee and
3. Quick response to changes in external conditions Lee (2019)
1. Export sale growth Sousa, Martinez-Lopez
EXpOI’t 2. EXpOI't intensﬂy and Coelho (2008),
Performance ] Hultman et al. (2001),
(EXP) 3. Export profit growth Stoian, Rialp and Rialp
4. Overall satisfaction with export performance (2011)
1. Firm Size(SIZ Yoon Seung-Hwa and
. (512 Ahn Se-Hwa (2022),
Control Variables :
. Sousa, Martinez-Lopez
International Business Experience(IBX) and Coelho (2008).
o 92 a2z KEeFel Ard A I A okt} 7=uj$ 1=t}
=3 = Aolth(Witell et al., 2020; Lemke
; 3) e
P
- AHAEL 719e) Felst 174
This o 3] e
2022). B2BSl F&ulAH
AR AHHEL v
i 2ol whel 7

Clark and Wilson, 2011; Klink, Zhang and
Athaide, 2021). o]o] B 7oA
Azxsjel, () 24 oA AA] %)
(i) a1z el 517ux4x44 glel & #a], (iif)
—11 g5l gk Al &1, Ze]aL (iv) AlH|
ZRA2] i B AEA S Wl A B
Likert 78 H==2 SFAact(1=43 12

=
=

)

o 1> REN
o o
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Table 4. Exploratory Factor Analysis

Factor Loadings

Indicators 1 9 3 4 5 6
EXP 2 .865 .061 139 .050 292 .090
EXP 4 .830 .050 .058 .168 .097 .028
EXP 1 .818 184 159 119 .233 .024
EXP 3 .804 .096 .008 .180 .186 .250
CVC 1 .096 .857 214 120 152 .022
CVC 2 .082 .816 274 .099 .021 145
CVC 3 .166 .756 .032 13 231 120
LAG 3 234 77 .83 .001 .087 .076
LAG 2 .097 159 T4 .046 47 .328
LAG 1 101 202 .699 195 281 315
CIM 2 A1 192 .068 .769 174 .081
CIM 1 .093 .003 184 728 116 .077
CIM 4 149 .090 .162 .697 216 .015
CIM 3 244 182 .226 .686 139 .108
Uco 3 234 77 .087 .001 745 .076
uco 2 .166 120 .081 .169 J1 15
UCo 1 154 a1 .054 .043 .665 272
EPC 2 .01 a7 .052 123 .365 749
EPC 1 247 .251 103 232 .023 .646
EPC 3 .002 .058 .335 271 .064 .607
Eigen value 8.114 3.048 2.219 1.381 1.305 1.125
Cronbach's alpha .878 .863 793 .789 737 732
Ae 2 gebd & ok 55 wde] Tz SN 4P WEe mE A% oS F
o) 7k THAEL A Yooz heF Al b S Liken 78 HEZ SYseck
1 age] g7e tgstele Aelshe 1A% (=98 234 g, 7-us 2,
HAZZ o] 93 Q4o ]D}(Lemke Clark and
Wilson, 2011), o]o]] & AF= APA+E

Zsty FEvAE et l g Ak, ()
s el Ao gk H71A B, Gi) 58
A A e e, A (i) 7RISk A
= 5 A 7P 2L Liken 74 HER 243
Arh(1=73] 224 9}, 7=u)$ 2Peh),
A9 2o NP 2H o] gRae
wEje] Sgol} 71318 Aa] 7HAFL W
g 4 e FAAY Foltk(Chae, Lee and
Lee, 2019; Tallon and Pinsonneault, 2011), ¥
ATl = g ATE Fxskd, (i) 8]
o] Azfo]oll thgk Al&e w8 A=, () a4
of A Al tigk &g 2], T8 (i)

4) SHH=

=9 <

o N
-1> o iy

o

N

Mo > © XN of
o N
9

HoF}(Sousa,

e 7190 Rt FEAT
Rl FANZU~ ARl Be =

= o)Al ojst Ari} o olmael
| et olsiol o 0] WEe] A% 42
Folo o e ARIZIEE X

2= [e)
4G 5 e

Martinez-Lopez  and

Coelho, 2008; Rhee, 2019), Wl 2 7=

A Qe 524

& AdREIAnt F

43 AR aslos EEol
Z2AY] aH2

EAEQT}. (Table 3)& zF Wro] =44k

7 #e

TS Qs Aol
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Table 5. Correlations

FEAT vAe 9 JAHST WHAdY 2daTt 265

Variables Mean  S.D. 1 2 3 4 5 6 7 8
1. SIZ# 1.74 54 1

2. IBX? 1.85 22 -.09 1

3. UCO 5.86 .78 45 A 1

4. CVC 5.45 .87 -.02 .35 54 1

5. CJM 457 1.11 -.09 .29 .35 .38 1

6. EPC 5.36 .93 .01 34 .36™ 48 45T 1

7. LAG 5.1 1.03 .05 32 AT 49" A4 .36 1

8. EXP 4.46 1.34 15 04 427 A1 37 .38 34 1

Note: *p ¢ 0.05, **p € 0.01, **p < 0.001 (two-tailed), *log transformation

Table 6. Results of Multiple Regression Analysis

Variables Urgs(t)glf(iig(r::tzsed Sé?)g%?g:ﬁgd t p-value VIF
Control Variables
Siz2 .380 143 1.887 .062 1.024
IBX* -1.566 -.248 -2.928" .004 1.269
Independent Variables
uco .551 292 3.120™ .002 1.547
CvC .508 304 3.318"™ .001 1.491
CIM .324 254 3,061 .003 1.224
R? 379
Adjusted R? .351
F-value 13.425"**

Note: *p € 0.05, **p € 0.01, **p < .001 (two-tailed); ®log transformation

2 AFoxe HFEY MFEd=E g9l
371 ¢J3l 2" @ 9lE-A (exploratory factor
analysis)& AAIBHATE QdFEHHoRE
FAEEA (principal component analysis)&
ARgatglem, 82132 w22 (varimax)
als Aasdnh. 2R E a8
#(factor loading)o] 0.5 o]’del® fr2jg Fle
2 g, ofolall Fhe] 1 o]l ajIvk A
g3lth, B4 A3} (Table 4) ol A|AlE nle}

Zol, 671e] g]lo g BREHYoH, 7 JEE
o] golAATES Ha 607004 H) 8652
Bl BFES] B EE v d 2 HeR
1= 283 SAHET9 dFAAGS oA
st WFEY AEEE Frheh] o
Cronbach's alpha #<S ZA3J+=d, 4
732004 A} 8782 YRt 87152
0.7 3o ng HEES Y2 dAde
AU Aog B 4 U},

sk 7Hd AFel S HEE e #
< T}317] st dEEA 248 A
T}, (Table 5) oA Hi= ule} o], HukH
HEE 2He] A3BA Agrr A A
ERstTE

Ho ﬂllo >,\1
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Table 7. Analysis of the Moderating Effect

by 'Extent of Personal Contact'

Variables Model 1 Model 2 Model 3 Model 4 Model 5

Control Variables

Siz? .381 .389 408" .39 .382

IBX? -1.564"" -1.569™ -1.564" -1.546™ -1.564"*
Independent Variables

uco 566" .588™ .586™ 579" 502"

CvC 520" 499" 526" 487 .653"*

CiM .330™ .33 315" 317 294
Moderating Variable

EPC -.035 -.015 -.01 .018 -.130
Interaction Terms

UCO x EPC .067 -.261

CVC x EPC .338™ .649™*

CJM x EPC .063 -.075
R? 379 382 A18 382 AM
AR? .003 .036 .036 .059
F-value 11.098** 9.519"™* 11.083™* 9.552"** 9.289"*

Note: 1. *p € 0.05, ™p ¢ 0.01, **p < 0.001 (two-tailed); *log transformation

2. Unstandardized coefficients are reported.

2. 7t2 43

B A7 7S A S8l e AHE
28 AAIEE). (Table 6y ol #AAE ulo} 2+
o, 1 Ex o tjgt olsl= ®BFs} 3| HASF
7} .292(p ( ODE FEAT N F2lg AH(+)2
JEFS M= AoZ YR 7 12 Ay
Aok, 2N AE dge 278 S| HASTH
304(p < .00DE YeR} 547 F2dk A
(9] GFS F= Aoz Yehgtt. webA 7
A 2w AP 2E)a a2 e et
EZ3} 3 AAST) 2540 ( 0D)E JER F
Z37 el Fofdt HA(He] JFE T A=
vehgdet, webd 7 3 e =ik uleba
ATEYH AAE RE HYPQAEL F=A4
ol] TG FIFS vAl= Aoz FRIE
o, SHAFER T
7kl BANA AAHET I

lo
ofl > PN
(R o O I !\

ox oL ol ox

)
©
o
ofy

ol
Rl
N
RS

(multicollinearity) 9] 7} 43}
& H=2A3Hmean-centering) & AA
daa-ga-S APAA B T3k
A] (Table 7)& X Fo a7}
= HFI 9tk Model 390 AA|
o] &S Ao INIIAHAE I
Az Agete] FEAT A+ 93 A
= Ao& YETH(B=.388, p ( .01). & <l
2 AAAEZ ] A 7HA] FH8A F AL
A& FEHI FEAATte BAloARE
F2A 9] Hgto] 1T}, wEbA] 7F
FEAoZ AAHAULY,
SHH o] vigAle] 2day B A=
(Table 8)°] HoJF=aL ek, 7] M= RIH
AL AR FAH8AE F IR AE 9
2 7he] AAM 2d gyt AFEHSIOH
Model 30| AJA|E vt} o] f-AdL 229
IS A Fsgste] FEAT
of A+ TS nAE AL YT
=280, p € .01). WA 7Hd 4bx HA] FE

r?L'
=

2
=

1/ N~ R T = A < )

aciA
-

=

5o oo
B

nil

a 2
=z

o
)
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Table 8. Analysis of the Moderating Effect by 'Level of Agility'

Variables Model 1 Model 2 Model 3 Model 4 Model 5

Control Variables

Siz2 .366 377 .376 377 .335

1BX® -1.600" -1.608™ -1.752" -1.578" -1.802"
Independent Variables

uco .529™ .550™ 531 .548™ 446

CvC A78™ 463" 482" 442 549"

CiM .300™ .305™ 273 284 237
Moderating Variable

LAG .097 102 138 145 138
Interaction Terms

UCO x LAG .048 -.200

CVC x LAG .280" 4317

CIM x LAG .058 -.003
R? .382 .383 410 .386 420
AR? .027 .024 .034
F-value 11,234 9.582"** 10.719"* 9.686™ 8.545*

Note: 1. *p € 0.05, **p ¢ 0.01, **p € 0.001 (two-tailed); *log transformation

2. Unstandardized coefficients are reported.

oz A=

3. =9
- —_

B AT ASENE B8 aE el &
4ol JFS vAE Ta% dEEe i
< A old A¥= B nAHA el A
2 AR S gy o 2 Ak Aol 1A
T 1A A 2 AEH] AR A4
2 FEshed Folgts AP AT (Lemke

Clark and Wilson, 2011; Kotler, Kartajaya and
Setiawan, 2021)¢] F3o] F=EulAE g
Mo frasites 2s oujgt. ageR &
=712 s ejaro] ofn] la viEd AAS
g 5 glu% n5ze RE RS AN
A xAste] Q3loF Fth(Ahn  Se-Hwa,
2022).

(Table 9)= AF7HAe] =& wgow
FErAE o] WEto|A A 2 X = (customer
journey map)& 2H/dgk Zloltt. FEnHAE ol

= aAgze 3 Al A SAR
Tl A 4 2=, wolok 9, g
k=

uﬂﬁ%(ﬁl“) Ak 71, 3

al okx Ao WA 9 517,11@;@0]
EAET. 22l FolE s deaAl, &

7 Aulash AT ol o mAH ol
2Azd) BAE HEL &
BR2gNA s dA AsE
BHel aagolt) ose -Hsﬂv
A @ B AP FA
PR
o= Vg Be APE] WA 3
i Gl G2, Tl el
of Ackzlel WA, 2elm FulF @
R LA PR N
70 %

oo 3 YO v it
o l‘

rlO o‘_or, l'lllo o Flr
2

of
Y

2
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g

48 18 o ol WA &

a7 ofgih. webd 7lele
Hol g@zm AL WA 5 ol 9
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Table 9. Customer Journey Map in the Export Marketing Process

Phase [ Phase II: Phase lII:
Pre—Purchase Purchase Post-Purchase
s ¥s| z |68 2 |8l o | » €= o
S = | oo ) Qaocs| 3 S > o3 ) S = )
go | <€ | 8 Svo|l a | &8 =3 3 a3 =
Q~ > = |F90g| § 5a @ > D o Q
e |& ©®| g @ o o
S S,
o
825
2L
c<D g g L] ° [ ] ° ° °
°3 =3
=~ =)
«
% o<o
< a [
@) o s &
o = o
,@. g CBD ° ° ° . °
2 L
Q
w
—
o 552
=]
o >33
Q @ 3
23 o< 3 ° ° . . ° ° °
=] = =
3 @
@ =
&
3 2
= =)
@ o O
3 Q3 ° . . .
@ n L
>
Q.
& ° ° ° ° °
Note: < represents customer touch points with opportunities to create unique customer experiences.
Felsfjof dth(Kotler, Kartajaya and Setiawan, AR 22 oy WIHAdT 22 £
2021). AFAT wAL WA RAARA =27 FReA Be 5 sk, wAR=RY
A B FEE TFH R wdtely] ulzd #dM e, TEFE7IHT 2ol BE Hi=
AA A 22 FZehe Zo] npeEEsit )7} oketAY diA o2 WA #(bargaining
(Lemke et al,, 2011; Duncan et al,, 2018), power)o] °F3t FFALA A nHAFEA
@ 9o AZRHA AAdED WA Helwdo] At 1A customer
o] zHaWrt uAAY ] LA F A} owned touch points)o] A7AE 4 JtHLemon

%% ol 28l Ao YeRt of
= ARAGEEADG el A e
3} gdo] e}, WA A B ol ols)o}
gfe], sfslatlo] Alel Folol
A4

Fol FUT A £EA F27149 2

o
T
=
=
#

_A_4

O{N'
m°1‘

and Verhoef, 2016). o]# A3 M= FZ7]
do X F oI NHAL AW T JF
A AY A = U Evk. A7
A T ATAR] 27199 Gl
sh7] wiZell(ell: A 2 HE) JIHdSS

A e o
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(Ahn Se-Hwa, 2022). °o]& E3| AH+T
o] A& B3 ZAVIAE A& IHI-’ %l
EAE A2 Hite] 75 Z2 A~
7t8l Holo} gttt 53] FEulAIE oA JJ-‘%
AEo] 71de] A dHdS 799 A
A7} 23k o]& HPo g &r]|eiH 1Y
ol thgt w&H A7t £ AR F

o}‘u

1m
o_u‘,

o oﬁ

9% AT U 2ATT 260

B3 AFAEY AP AHE wlFAI AT ok
3t} (Ponsignon et al,, 2021).

A, 7149 & %”%ﬂr st ANA=Z
=g ZHgste] 1AFEE Aeafob gt
el M| Hx HEAAHE ANH S,
Ack 2 Alekold 2ejw ks Beld ol

VA AL EeAE el 2AE 4
Sl wE TAYHE olashn AEH A

EpE
Sl a4 AAEE AEea A
3t 5 FEls)ok ghh(Kotler, Kartajaya and
Setiawan, 2021; Lemon and Verhoef(2016).
o3t WASS wAME theA ekt 5
917] wjiZol o]ol that ool ¥ o)1
BEFPon FyHoor nARRE st
# o

xg%, ol-g— Cki 17110 FEAlo] xlsﬂ 3= A
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