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This study was prompted by the poor performance of Uganda’s oil-seed exports in international 
markets, specifically in lucrative markets like china that present a huge and insatiable demand. The 
paper sought to examine the extent to which export readiness explains export performance.  In a 
cross sectional fashion, all firms in Uganda exporting oil seeds were studied. Currently there are 19 
firms exporting oil-seeds. The findings show that, financial capability was the only significant 
predictor of export performance for Ugandan oil-seed exporters. Production capability and marketing 
capability did not have a significant relationship to export performance. The small population studied, 
the exploratory and cross-sectional nature of the study act as limitations to the study. They serve as a 
potential point of departure for future research on export readiness and export performance, both in 
Uganda and developing countries in general. The findings indicate that financial capability 
significantly determines the odds of success for SMEs exporting into the Chinese market. A firm’s 
financial muscle ranks supreme to other readiness factors.  The paper enables SME firms that export 
un-processed commodities into emerging economies such as china to gauge their export capabilities. 
The paper extends literature that covers export performance in emerging markets like china.  
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INTRODUCTION  
 
In 2001, china ascended into the World Trade 
Organization (hereafter, WTO), a gesture which is 
synonymous with China’s dedication to further opening 
up its markets to the world, especially to other WTO 
members like Uganda (Liu and revel, 2009, Chang and 
Luan, 2010). From 2003, China GDP growth surpassed 
9 percent for nine consecutive quarters consequently 
gaining increasing attention from International firms from 
all over the globe, coupled with an increasing growing 
middle class and affluent market. In fact, Cremer and  
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Ramasamy (2009) declared that “no firm can truly claim  
to be International if it does not have some form of 
Chinese connection”. Therefore, china’s ever increasing 
lucrative market presents opportunities for exports from 
other WTO member countries. A wealth of studies on 
export performance have examined determinants of 
export performance (La, Patterson and Styles, 2005; 
Jordan, Zidda and Lockshin, 2007; Maurel, 2009;) or 
factors affecting export performance (Tesfom and Lutz, 
2006; Al-hyari, Weshah and Alnsour, 2012) and other 
studies have deepened the debate on export 
performance by even developing a profiling system to 
ascertain the capabilities of firms in exploiting 
international  opportunities  (Grimes, Doole and Kitchen,  
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2007). Empirical efforts have so far ignored the 
contribution of the state of readiness of a country’s 
export firms and their performance.  The paper seeks to 
fill the gap in literature of empirical studies in export 
performance, with specific curiosity to Uganda’s Oil seed 
exports to the Chinese market because of its dominant 
position as an importer of oil seeds. China is the world’s 
largest importer of Oil Seeds (21%) and its imports of Oil 
seeds have grown in value by 29% from 2007-2011. In 
2011, China imported Oil seeds worth over half a billion 
US dollars. Oil seeds significantly contribute to Uganda’s 
export earnings and their contribution is growing pretty 
fast. In 2011 Oil seeds contributed USD 17 Million to 
Uganda’s export earnings, up from USD 12 Million in 
2010. In particular, Oil seed exports to China improved 
by 70% between 2010 and 2011, thus, an indication of 
significant potential in the Chinese market.   Earnings 
from exports are increasingly considered as key to the 
development and subsequent growth of developing 
countries (Tesfom & Lutz, 2006), thus rendering 
Uganda’s share of 2.21 percent of the over half a billion 
USD Chinese oil-seed market very insignificant. This 
study seeks to evaluate the contribution of the specific 
elements of export readiness in explaining the poor 
performance International markets. By getting precise 
answers, we hope to make provide practical solutions to 
enhance Uganda’s export performance. Thus providing 
synergy to the efforts of export promotion agencies like 
the Uganda export promotion board (UEPB).  
 
 
LITERATURE REVIEW  
 
Resource Based View (RBV): In relation to exporting, 
the Resource Based school of thought believes that 
success in international markets is greatly determined by 
the management of the internal resources and 
capabilities that a firm has at its disposal (Meso and 
Smith ,2000; Clulow, Gerstman and Barry,2003; La and 
Patterson, 2005; Maurel, 2009; Somsuk, 
Wonglimpiyarat, Laosirihongthong, 2011). The RBV 
places great emphasis on firm characteristics, 
management’s export orientation and technological 
resources of the firm.  

The internal resources of a firm determine its 
operational readiness manifested in terms of Production 
capability, Marketing capability, Logistical capability and 
Financial capability (Doole, Grimes and Demack, 2006).  

According to Dominguez and Sequeria (1993), it’s 
imperative for a firm to establish the extent of its 
readiness before it can invest resources into finding 
export customers or even accepting unsolicited export 
orders. It’s against this rationale that we propose these 
hypotheses:  
- H1. Production capability positively and significantly 
affects the export performance of Ugandan oil seed 
exporters  
- H2. Marketing  capability  positively  and  significantly 

 
 
 
 
affects the export performance of Ugandan oil seed 
exporters  
- H3. Logistical capability positively and significantly 
affects the export performance of Ugandan oil seed 
exporters  
- H4. Financial capability positively and significantly 
affects the export performance of Ugandan oil seed 
exporters  
As a key stone of the Resource Based View, Maurel, 
(2009) validated the need for an Export oriented 
management while studying the French wine SME’s. To 
be able to successfully export, firms ought to focus their 
will to export. In a managerial sense, such will, can be 
manifested in the commitment of resources to the export 
function. Carl and Ulf (2010), argue that commitment to 
the export venture is the leading factor affecting export 
performance over ridding other factors and they 
operationalize commitment to the export venture in 
terms of “the competence of the personnel in 
international marketing, the number of employees 
involved in export activities and the amount of 
investment by the firm in overseas markets”. 
- H.5 Management commitment positively and 
significantly affects the export performance of Ugandan 
oil seed exporters  
- H6. The export Motivation positively and significantly 
affects the export performance of Ugandan oil seed 
exporters  
A Contingency theory: (Thomas, 1991) the theory 
recognizes that success in International markets is 
greatly affected by other factors that cannot easily be 
manipulated by the firm, such as the environment and 
industry of the firm (Jordan, Zidda, Lockshin, 2007; 
Maurel, 2009). In the case of agricultural products like 
oil-seeds, higher tariffs may be imposed compared to 
products in other industries as well attract preferential 
tariffs in certain international markets.  

Firms ought to be aware and ready to take advantage 
of the favourable trade environments in international 
markets. In assessing the business environment, firms 
ought to know of any incentives offered by or through 
their government for exporting certain products. They 
also need to be aware of mandatory standards in their 
intended international markets. Closely related to 
standards is the target countries’ social cultural 
environment. O’cass and Julian (2003) assert that 
“whereas the absence of quotas is favourable, particular 
export market may be rendered unfavorable by stringent 
quality standard requirements”. It’s against this 
background that we posit that; 
- H7. The business environment positively and 
significantly affects the export performance of Ugandan 
oil seed exporters  
 
 
METHODOLOGY AND RESEARCH APPROACH  
 
Sampling procedure, pilot testing refinement and survey 



 
 
 
 
responses: in a cross sectional fashion, the study carried 
out a census of all firms in Uganda exporting oil-seeds. 
There are currently 19 firms exporting oil-seeds in  
Uganda (Uganda export promotion board, 2012). The 
unit of inquiry comprised personnel directly involved in 
the export department / responsibility of the firm. 
Operationalization and measurement of the study 
constructs: up to this point, consensus of the definition 
and operationalization of export performance is still 
lacking (Maurel, 2009; Freeman, styles and Lawley, 
2012). However, scales capturing multiple measures are 
more preferable and thus the study placed emphasis on 
the objective and subjective measures of export 
performance (Akyol and Akehurst, 2003). Aspects 
measured include export sales growth, export 
profitability and the general satisfaction with the overall 
export performance (Lages and Montgomery, 2004). The 
responses were anchored on a 5 linkert scale ranging 
from 1=Strongly Disagree, 2=Disagree, 3=Not Sure, 
4=Agree and 5=Strongly Agree. Export readiness was 
measured using an export readiness assessment 
questionnaire developed that successively examines, 
export motivation, management commitment, business 
environment, production capability, marketing capability, 
logistical capability, financial management  (International 
Trade Center,2010). The responses were also anchored 
on a 5 linkert scale ranging from 1=Strongly Disagree, 
2=Disagree, 3=Not Sure, 4=Agree and 5=Strongly 
Agree. 
 
 
RESULTS AND ANALYSIS 
 
A response rate of 84% was achieved from 38 
questionnaires sent out whereby 32 usable 
questionnaires were received back.  The results indicate 
that 25% of the firms relied on only one export market, 
firms that relied on two export markets were 25%, those 
that had only three export markets were 19%, those that 
had only four export markets were 25% and those with 
five and above were 19%. Although the majority of firms 
were aware of the huge potential of the Chinese market, 
only 37.5% exported to china. Among the oil-seeds, 
Sesamum was most exported, with 75% of the firms 
exporting it; this was followed by sunflower with 50% of 
the firms exporting it. Shea nuts followed with 18.7% of 
the firms exporting it. Cotton seeds, palm oil and castor 
oil were least exported, with only 6% of the firms export 
each category. Majority of the firms had in existence 
between 6-10 years (68.8%), that was followed by firms 
that had been in existence for more than 50 years (6 %), 
only 4% has been in existence between 1-5 years. The 
majority of respondents were over 35 years of age 
(46.9%) and at least had a university degree (75%). 
Most of the respondents were male (81.3%) and were at 
top (50%) and middle (50%) management levels of their 
firms. 
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Correlation and Regression analysis  
 
The research hypotheses are supported by the results of 
the study. The results in table 1 reveal that Production 
Capability is not significantly and related to export 
performance (r= .253, p >.05) therefore the finding does 
not support  
- H1: Production capability is positively and 
significantly affecting the export performance of 
Ugandan oil seed exporters .At the same time, no 
significant relationship was noted to occur between 
marketing capability and export performance (r=0.363, 
p >.05). Thus, the finding dismisses hypothesis  
- H2: Marketing capability is positively and 
significantly affecting the export performance of 
Ugandan oil seed exporters. 
The results further showed that the Logistical 
Capability is significantly and positively related to 
Export Performance (r = .476**, <.01). This supports 
Hypothesis  
- H3. Logistical capability is positively and significantly 
affecting the export performance of Ugandan oil seed 
exporters.  Further, the results indicated that the 
Financial capability is significantly and positively 
related to Export Performance (r = .621**, <.01), 
supporting Hypothesis  
- H4. Financial capability is positively and significantly 
affecting the export performance of Ugandan oil seed 
exporters. The results also show that management 
commitment is positively and significantly related to 
export performance (r = .521**, <.01). There by 
supporting hypothesis  
- H5. Management commitment positively and 
significantly affects the export performance of 
Ugandan oil seed exporters. A significant and positive 
relationship was noted between the export motivation 
and export performance (r = .483**, <.01). Thus, 
supporting Hypothesis  
- H6, The export Motivation positively and significantly 
affects the export performance of Ugandan oil seed 
exporters. Hypothesis  
- H7 was also supported (r = .373*, <.05). H7. The 
business environment positively and significantly 
affects the export performance of Ugandan oil seed 
exporters.  
The regression model in table 2 reveals that export 
motivation, management commitment, production 
capability, export business environment,  marketing 
capability and logistical capability were not significant 
predictors of export performance (sig. >.05).  

Only Financial Capability was a significant predictor 
of the Export Performance variable (sig. <.05).  
Overall, the results show   that   the combined effect 
of the   predictors   can account for a   variance of 
31.8% in   the   Export   performance. The   regression 
model   was significant at the 99% confidence  interval 
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Table I. Relationship between Variables 
 

  1 2 3 4 5 6 7 8 

Export Motivation-1 1 

Management Commitment-2 .632** 1 

Production Capability-3 0.3 .475** 1 

Export Business Environment-4 .594** .596** .417* 1 

Market Capability-5 0.183 0.264 .363* .359* 1 

Logistical Capability-6 .595** .480** .365* .457** .435* 1 

Financial Capability-7 .478** .458** .350* .396* .359* .562** 1 

Export Performance-8 .483** .521** 0.253 .373* 0.234 .476** .621** 1 
 

** Correlation is significant at the 0.01 level (2-tailed). 
* Correlation is significant at the 0.05 level (2-tailed). 

 
Table 2. Regression Model 

 

  Unstandardized Coefficients 
Standardized 
Coefficients 

t Sig. Model B Std. Error Beta 

  (Constant) 0.683 0.65 1.051 0.304 
  Export Motivation 0.055 0.161 0.078 0.34 0.737 
  Management Commitment 0.23 0.181 0.276 1.271 0.216 
  Production Capability 0.062 0.145 0.077 0.429 0.671 
  Export Business Environment 0.012 0.137 0.018 0.087 0.932 
  Market Capability 0.014 0.133 0.018 0.103 0.919 
  Logistical Capability 0.057 0.135 0.09 0.42 0.678 
  Financial Capability 0.297 0.126 0.448 2.36 0.027 
  Dependent Variable: Export performance 
  R 0.687 
  R Square 0.472 
  Adjusted R Square 0.318 
  F Statistic 3.065 
  Sig. 0.019 
Source: Primary Data 

 
 
DISCUSSION 
 
Although only a small proportion (37.5%) of firm’s export 
oil-seeds to China,  the majority of the firms were aware 
of the huge potential of the Chinese market thus 
attesting to the assertions by (Zeng & Williamson, 2003), 
that “China is a market whose potential defies 
imagination”. Such acknowledgement coupled with 
sufficient readiness is likely to see more firms prioritizing 
china as an export market. 

It was initially hypothesized that production capability 
was positively and significantly affecting export 
performance. However, the results revealed no 
significant relation between production capability and 
export performance. Although contrary to the findings of 
Tesfom and Lutz (2006) who also studied developing 
country SMEs, it’s not shocking since their study focused 
on manufacturers. Most of the firms studied in this paper 
exported un-processed oil-seeds. Production capability 
hardly affects their performance due the context 
specificity of the geographical scope. Developing 
countries like Uganda are expected to lead in oil-seed 

production (OECD-FAO, 2011). This implies that, the 
exporters actually have the ability to produce sufficient 
volumes for export markets like china. This is consistent 
with Kalyango (2010) who asserts that “Uganda has a 
comparative advantage of developing oil-seeds like 
sesame as a strategic export enterprise”. 

The results also revealed no significant relationship 
between marketing capability and export performance 
thus dismissing the second hypothesis. Although 
divergent from most studies (Tesfom and Lutz, 2006; 
Toften, and Olsen, 2003), according to the International 
Trade Center (ITC), sub-Saharan Africa’s exports are 
predominantly commodities with little or no value 
addition, consequently requiring limited marketing effort.  
Management commitment had appositive and significant 
effect on export performance. This substantiates the 
works of Solberg and Olsson (2010) who assert that 
“export performance increases with export commitment 
from management”. There was a positive and significant 
relationship between the export motivation and export 
performance. This is in line with Beleska-Spasova and 
Glaister   (2011)   who   assert    that   internal   proactive  



 
 
 
 
motives are the most significant export initiation factors. 
Logistics capability and export performance related 
positively and significantly, and this was in agreement 
with the findings of Ting, Guijun and Bojun (2010), they 
assert that skills of international trade logistics were 
necessary at higher stages of exporting. A significant 
and positive relationship was noted between business 
environment (especially mandatory standards in the 
export market) and export performance. This 
substantiates the works of Tesfom and Lutz (2006), who 
assert that quality standards are very important when 
entering international markets. this implies that adequate 
knowledge of the target markets quality standards will 
increase the odds of success in the target market.  

Only Financial Capability was a significant predictor of 
the firms’ Export Performance. This is consistent with the 
findings of Tesfom and Lutz (2006), Al-Hyari, Al-Weshah 
and Alnsour (2012), when classifying export marketing 
problems of SME manufacturers from developing 
countries. Financial capability for such firms is mainly 
related to timely working capital. 
 
 
CONCLUSION 
 
The research set out the address the poor performance 
in export markets, with a specific context to the 
Chinese market for oilseeds. In a market where 
potential defies imagination (Zeng & Williamson, 2003), 
countries like Uganda ought to exhaustively exploit this 
opportunity.  The findings explicitly indicate that 
financial capability as a function of export readiness 
was the only significant predictor of export performance 
among the oil-seed exporters. Favourable sources (low 
cost) financing to oil-seed exporters is likely to 
significantly improve Uganda’s performance in lucrative 
international markets.  
 
 
RECOMMENDATION 
 
The small population studied the exploratory and cross-
sectional nature of the study act as limitations to the 
study. They serve as a potential point of departure for 
future research on export readiness and export 
performance, both in Uganda and developing countries 
in general 
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