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ABSTRACT 

This study sought to examine the relationship between firm capabilities, marketing 

capabilities and internationalization of Ugandan local coffee brands. The research problem 

was that  despite the importance attached to brand internationalization, there remain low 

levels of brand internationalization for Ugandan local coffee brands. The research objectives 

were to examine the relationship between firm capabilities, and internationalization of 

Ugandan local coffee brands, to examine the relationship between marketing capabilities and 

internationalization of Ugandan local coffee brands and to examine the combined effect of 

firm capabilities and marketing on internationalization of Ugandan local coffee brands. 

The research design was based on a cross sectional study using a quantitative approach. The 

sample comprised of 24 coffee exporting brands and a simple random sampling approach was 

used to identify any ten (10) staff from each brand.  The research instrument used is a 

structured questionnaire with pre-coded answers administered to the respondents.  The 

correlation between firm capabilities and brand internationalization was positive and 

significant (r = .782**, p < .01). Additionally, marketing capabilities were found to have a 

substantial positive correlation with brand internationalization constructs (r = .854**, p < 

.01). Both firm capabilities and marketing capabilities predict 73.6 percent of the variance in 

brand internationalization (Adjusted R Square = 0.736). Based on these findings it was 

recommended that Ugandan coffee brands aiming for internationalization should invest 

strategically in developing and enhancing their core firm capabilities, there is a need for a 

dynamic approach that allows for adaptation and continuous reconfiguration of firm 

capabilities, local coffee brands should invest in continuous innovation and differentiation in 

their product offerings, emphasis should be placed on developing dynamic pricing and 

promotion strategies, and that brands should focus on leveraging emerging digital marketing 
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tools, analytics, and artificial intelligence to create personalized and data-driven marketing 

strategies.
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CHAPTER ONE  

INTRODUCTION 

1.1 Background of the Study 

Internationalization is referred to as the process of enterprises establishing brand assets in the 

international market (Whitelock & Fastoso, 2007). Brand internationalization refers to the 

process through which a company expands its operations and markets its products or services 

beyond its domestic borders, adapting its brand and business strategies to different cultural, 

legal, and economic environments. This involves adjusting branding elements such as the 

name, logo, communications, and product offerings to appeal to international markets, while 

maintaining the core values and identity of the brand (Kumar & Jain, 2021). Brand 

internationalization is crucial for companies seeking growth and diversification. In an 

increasingly globalized world, expanding into international markets allows companies to tap 

into new customer bases, and mitigate risks associated with dependence on a single market. 

Moreover, it fosters innovation and learning by exposing the company to different business 

practices and consumer preferences. The competitive advantage gained through 

internationalization can lead to increased revenues and brand equity, which is increasingly 

vital in an era characterized by rapid technological advancements and intense competition 

(DeMooji, 2019). Internationalization is an important aspect for local Ugandan coffee brands. 

This is supported by Hayes (2021) who asserts that putting internationalization of brands as a 

priority helps to design and modify products that meet customers’ needs. Caddick & Dale 

(1987), conceptualizes internationalization of brands as resources, transactions, processes and 

networks. With that, it is said that it’s possible to conclude that for brands to competitive in 

the global environment, while increasing customer satisfaction and loyalty, they need to 

develop and implement the most recent business intelligence capabilities including business 
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intelligence to understand customers better which helps businesses to make informed choices 

(Yalcin et al., 2022).  

The coffee industry is vital to Uganda, as it is the country's second leading export after gold, 

contributing significantly to its foreign exchange earnings. Over 50 developing countries, 

including 25 in Africa, rely on coffee as an export, with 17 earning 25% of their foreign 

exchange from it (Livelihoods, 2021). In the 2021/2022 financial year, Uganda exported 6.26 

million bags of coffee worth $862.28 million, up from 6.08 million bags worth $559.16 

million in the previous year, despite drought (Daily Monitor, 2023). However, the industry 

faces challenges in internationalization which are related to limited access to market 

information (Muganda, 2020), insufficient infrastructure and logistics (Bwire, Bananuka, & 

Nduwayo, 2020), quality control and standardization (Kasozi, Nakabugo, & Mutabazi, 2020), 

limited financial resources (Uganda Coffee Development Authority, 2019), limited market 

access and trade barriers (Muganda, 2020) as well as lack of branding and marketing 

capabilities (Bwire et al., 2020). Coffee producers are often underpaid, leading to poor crops, 

lack of finished products, absence of international brands, and limited market access. The 

Uganda Coffee Development Authority (2019) noted that roasted coffee earns more revenue 

than raw beans, which is currently Uganda's primary export. To address this, the authority is 

training farmers to add value to their coffee. Uganda must internationalize its local coffee 

brands to reap the benefits of internationalization. In a Chinese exhibition, Ugandan coffee 

fetched the highest price of $60 per kilogram, twice the global price quote for Arabica ($30) 

(Nucafe, 2018). The researcher aims to study firm capabilities, marketing capabilities, and 

internationalization of Ugandan local coffee brands to understand how to overcome these 

challenges and improve the industry's global position. 
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The underlying theory to be used to explain brand internationalization in this study will be 

the the Dynamic Capabilities Theory which emphasizes a firm's ability to adapt, integrate, 

and reconfigure its resources and capabilities to meet the changing market demands. The 

Teece theory, as part of the broader dynamic capabilities framework, highlights the 

importance of agility, adaptability, and continuous innovation in a firm's internationalization 

efforts. In the context of Ugandan coffee brands, dynamic capabilities can help firms to 

continuously innovate and adjust their strategies to exploit new international market 

opportunities and cope with competitive pressures. 

Internationalization of brands is a continuous process and intertwined with marketing 

capabilities as suggested by (Dinnie, 2011). Marketing capabilities comprise of product, 

promotion, price and place according to (Carr & Smeltzer, 1997). Marketing capabilities is 

defined as a firm’s ability to use the available resources to perform marketing tasks in ways 

that achieve desired marketing outcomes (Morgan, Katsikeas & Vorhies, 2012). In order to 

achieve successful brand internationalization, it is important for businesses to incorporate 

firm capabilities in their operations. Hou (2008), defines firm capabilities as a complex 

bundle of skills and knowledge that are exercised through organizational processes. However, 

Gadde & Snehota (2000) classifies firm capabilities as development and operations 

capabilities, management and leadership capabilities and transaction capabilities. Brand 

internationalization has been explored by researchers in various countries. Guercini, 

Ranfagni, and Runfola (2020) conducted a study on ecommerce internationalization for 

luxury fashion brands and found that the integration of physical and online channels is driven 

by market forces rather than company strategies. Another study by Almutairi, Mehta, Al 

Rashidi, Villa, and Anggawinata (2019) focused on Samsung's internationalization process 

and highlighted the significance of marketing mix elements, particularly product and price, in 

brand internationalization. Neto, Sousha-filho, and Ogasavara (2019) discovered that brand 
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preference, affinity towards a country, and cosmopolitanism positively influence the 

internationalization of cultural products. However, much of the research on brand 

internationalization has concentrated on firms from developed countries, thus necessitating a 

greater understanding of the internationalization process for brands from emerging markets 

like Uganda, which may face unique challenges and opportunities. Also, many studies on 

brand internationalization have concentrated on large multinational corporations such as 

those quoted above (Morgan et al., 2012; Gadde & Snehota, 2000; Guercini et al., 2020 and 

Neto et al., 2019). Further research is needed to explore the internationalization process of 

SMEs, which may have different resources, capabilities, and strategies compared to larger 

firms. This creates a need to study the relationship between firm capabilities, marketing 

capabilities and internationalization of Ugandan local coffee brands.  

1.2 Statement of the Problem 

The journey of coffee internationalization has involved several initiatives to expand the 

presence and market reach of coffee globally. These efforts include promoting specialty 

coffee, establishing quality standards and certifications, improving infrastructure and 

production techniques, and providing training programs for coffee farmers. For instance, the 

promotion of specialty coffee has led to the establishment of associations and certifications to 

ensure quality and sustainability. Government agencies and industry organizations have also 

played a role by implementing programs to support coffee farmers and enhance their value-

addition capabilities. These collective efforts have contributed to the internationalization of 

coffee, enabling producers to access new markets and establish stronger brand recognition 

(Uganda Coffee Development Authority, 2021).  

The Uganda Coffee Development Authority (2023) reports that there has been a dramatic rise 

in Uganda’s coffee export revenues – it exported 6.26m 60kg bags earning $862.28m in 2022 
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compared to $559.16m in the previous year. This was the highest figure ever achieved in any 

one year and has sharpened ambitions to raise the bar even further. However, it still falls 

short of the potential exports of local coffee brands and has spawned efforts to increase 

production to 20m bags by 2030 with projected earnings of around $2.5bn. 

Despite the importance attached to brand internationalization, there remain low levels of 

brand internationalization for Ugandan local coffee brands. This is evidenced by Uganda’s 

failure to renew its International coffee Organization (ICO) membership over a series of 

“unreasonable articles” in the new two (2) year International Coffee Agreement issued to 

ICO member states (Ministry of Finance, Planning and economic development, 2022).  

The poor handling coffee process in Uganda from planting to exportation could be the reason 

for low levels of brand internationalization of Ugandan coffee brands (Daily Monitor, 2023).  

Various researchers have conducted studies on brand internationalization for instance: 

Guercini, Ranfagni & Runfola (2020), Almutairi, Mehta, Al Rashidi, Villa & Anggawinata 

(2019), Neto, Sousha-filho & Ogasavara (2019) and ignored the support of firm capabilities 

and marketing capabilities in predicting brand internationalization of Ugandan local coffee 

brands. The low levels of brand internationalization of Ugandan local coffee brands could be 

attributed to low firm and marketing capabilities in the prediction of brand 

internationalization of Ugandan coffee brands. Hence, this study focuses on the relationship 

between firm capabilities, marketing capabilities and brand internationalization of Ugandan 

coffee brands. 

1.3  Purpose of the study 

This study sought to examine the relationship between firm capabilities, marketing 

capabilities and internationalization of Ugandan local coffee brands. 
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1.4 Objectives of the study 

i. To examine the relationship between firm capabilities, and internationalization of 

Ugandan local coffee brands. 

ii. To examine the relationship between marketing capabilities and internationalization 

of Ugandan local coffee brands. 

iii. To examine the combined effect of firm capabilities and marketing on 

internationalization of Ugandan local coffee brands. 

1.5  Research questions  

i. What is the relationship between firm capabilities, and internationalization of 

Ugandan local coffee brands? 

ii. What is the relationship between marketing capabilities and internationalization of 

Ugandan local coffee brands? 

iii. What is the combined effect between firm capabilities, marketing Capabilities and 

internationalization of Ugandan local coffee brands? 

1.6  Scope of the Study 

1.6.1 Geographical scope 

The study is limited to the east and central regions of Uganda.  

1.6.2  Subject/content scope 
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The study was limited to examining the relationship between firm capabilities, marketing 

capabilities and internationalization of Ugandan local coffee brands. 

1.6.3   Time Scope 

The study used primary data which was collected from respondents during the current year 

2023 between the months of April and August 2023. 

1.7 Significance of the study 

i. Coffee producers and exporters: The study can provide insights on how to develop 

and enhance firm capabilities (e.g., production, processing, quality control) and 

marketing capabilities (e.g., branding, promotion, distribution) to succeed in 

international markets. This knowledge can help them improve their market 

positioning, increase sales, and create a sustainable competitive advantage. 

ii. Government and regulatory bodies: The findings of the study can inform policy 

development and support initiatives aimed at promoting the internationalization of the 

coffee industry. This can include providing incentives, training, and infrastructure to 

facilitate the development of firm and marketing capabilities. 

iii. Industry associations and cooperatives: The study can help these organizations 

identify best practices and strategies for internationalization, which they can share 

with their members to promote industry-wide growth and development. 

iv. Investors and financial institutions: The study can help investors and financial 

institutions better understand the potential risks and returns associated with investing 

in Ugandan coffee brands, leading to more informed investment decisions. 
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v. Academia and researchers: The study can contribute to the existing literature on 

internationalization, firm capabilities, and marketing capabilities, providing new 

insights and avenues for further research. 

vi. Consumers: By supporting the internationalization of Ugandan coffee brands, the 

study can indirectly benefit consumers by increasing the availability and diversity of 

high-quality coffee products in international markets. 

1.8 Conceptual model 
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CHAPTER TWO 

LITERATURE REVIEW 

2.0  Introduction 

This chapter summarizes the existing literature on firm capabilities, marketing capabilities 

and brand internationalization of Ugandan coffee brands, theories and relationships between 

study variables. 

2.1 Theoretical Review 

The Theory of   Dynamic Capabilities theory developed by Teece (1986) formed the 

theoretical framework of this research study because it offered a clear definition of brand 

internationalization of local Ugandan coffee brands. 

The Dynamic Capabilities theory, also known as the "Teece model" or "Teece framework," 

refers to the concept of dynamic capabilities put forth by David J. Teece in his 1986 article 

"Profiting from Technological Innovation." The model was later expanded in a 1997 article 

co-authored by Teece, Gary Pisano, and Amy Shuen. The theory emphasizes a firm's ability 

to integrate, build, and reconfigure its internal and external competencies to respond to 

rapidly changing environments. The Dynamic Capabilities theory consists of three main 

components: 

Sensing opportunities and threats: Firms must be able to identify market opportunities and 

potential challenges in their industry. In the context of Ugandan coffee brands, this could 

involve monitoring consumer preferences, technological advancements, and global coffee 

trends. 
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Seizing opportunities: Once opportunities are identified, firms must have the capacity to 

exploit them effectively. This may involve developing new products or services, entering new 

markets, or adopting innovative marketing strategies. For Ugandan coffee brands, this could 

mean expanding their product offerings, targeting new market segments, or adopting 

innovative branding and promotion strategies. 

Transforming and reconfiguring resources and capabilities: Firms need to be able to 

reorganize their resources and capabilities to adapt to changing market conditions 

continually. In the case of Ugandan coffee brands, this may involve adjusting their 

production processes, investing in new technologies, or developing new partnerships to 

enhance their capabilities and stay competitive in the international market. 

The theory, as part of the broader dynamic capabilities’ framework, highlights the importance 

of agility, adaptability, and continuous innovation in a firm's internationalization efforts. By 

focusing on sensing, seizing, and transforming, Ugandan coffee brands can develop the 

necessary capabilities to compete in the global market and ensure long-term success. 

2.2 Review of the Variables 

2.2.1 Firm Capabilities 

Firm capabilities have been a central theme in the strategic management literature, with a 

focus on understanding how firms can develop and deploy their resources and competencies 

to achieve a sustainable competitive advantage. In recent years, the concept of dynamic 

capabilities has gained prominence, emphasizing a firm's ability to adapt, integrate, and 

reconfigure its resources and capabilities in response to rapidly changing business 

environments (Teece, 2018; Wilden et al., 2013). Dynamic capabilities enable firms to create 

and maintain a competitive advantage by sensing, seizing, and transforming opportunities and 
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threats (Helfat & Raubitschek, 2018). Firm capabilities can be broadly categorized into three 

main components: operations capabilities, management capabilities, and transaction 

capabilities. 

Operations capabilities: These refer to the firm's ability to efficiently produce, deliver, and 

support its products and services (Chen et al., 2014). Operations capabilities include 

production efficiency, process innovation, quality control, and supply chain management 

(Roh et al., 2014; Singh & Garg, 2018). Operations capabilities can directly impact a firm's 

cost structure, product quality, and responsiveness to market changes, thus influencing its 

competitive advantage (Prajogo & Olhager, 2012). 

Management capabilities: Management capabilities involve the skills and knowledge of a 

firm's management team in devising and implementing strategies, coordinating activities, and 

making decisions (Amit & Schoemaker, 2018; Hitt et al., 2016). Key components of 

management capabilities include strategic planning, leadership, organizational design, and 

innovation management (Zahra et al., 2006; Sirmon et al., 2011). Management capabilities 

can enhance a firm's ability to identify and exploit opportunities, adapt to changes, and drive 

performance (Carmeli & Tishler, 2004). 

Transaction capabilities: Transaction capabilities refer to the firm's ability to manage 

relationships, negotiate contracts, and coordinate transactions with external stakeholders such 

as suppliers, customers, and partners (Ménard, 2013; Williamson, 2010). This includes 

capabilities related to networking, collaboration, and communication (Gulati, 2016; Zaheer & 

Bell, 2005). Transaction capabilities can help firms access valuable resources, knowledge, 

and market opportunities, thereby contributing to their competitive advantage (Dyer & Singh, 

1998). 
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Firm capabilities encompass a wide range of competencies and skills that enable 

organizations to create and maintain a competitive advantage in the market. By understanding 

and developing their operations, management, and transaction capabilities, firms can better 

position themselves for success in a dynamic and competitive business environment. 

 

2.2.2 Marketing Capabilities 

Marketing capabilities remain a crucial determinant of a firm's performance and competitive 

advantage in today's rapidly changing business environment. Recent literature defines 

marketing capabilities as a firm's ability to deploy resources and coordinate activities to 

create, communicate, and deliver value to its customers (Cacciolatti, Lee, & Molinero, 2020; 

Homburg, Schwemmle, & Kuehnl, 2015). These capabilities significantly influence a firm's 

ability to respond to market dynamics, differentiate from competitors, and achieve 

sustainable growth (Krasnikov, Orozco, & Asare, 2016; Trainor, 2016). 

The various components of marketing capabilities can be conceptualized using the traditional 

marketing mix framework, which comprises product, price, promotion, and place (Baker & 

Saren, 2016; Grönroos & Voima, 2013). 

Product capabilities refer to a firm's ability to design, develop, and manage its products or 

services to meet the needs and preferences of its target customers. This includes product 

innovation, quality, features, and the overall value proposition offered by the firm (Kotabe, 

Jiang, & Murray, 2017; Boso, Story, & Cadogan, 2013). Firms with strong product 

capabilities can differentiate themselves from competitors by providing unique and superior 

value to their customers, ultimately leading to increased market share, customer loyalty, and 

long-term profitability (Chung, 2020; Hult, Ketchen, & Slater, 2020). 
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Price capabilities encompass a firm's ability to set and manage the pricing of its products or 

services in a manner that reflects the value offered to customers and aligns with market 

conditions. This includes understanding price sensitivity, developing pricing strategies, and 

implementing dynamic pricing models (Ben-Hur, Kinias, & Klimenko, 2019; Dutta, 

Zbaracki, & Bergen, 2019). Effective price capabilities can enable a firm to optimize its 

revenue, profit margins, and market positioning, while also ensuring that its offerings remain 

attractive and competitive in the eyes of customers (Nagle, Hogan, & Zale, 2020; Zhang, 

2018). 

Promotion capabilities involve a firm's ability to effectively communicate the value 

proposition of its products or services to its target audience. This includes advertising, public 

relations, sales promotions, and personal selling (Aaker, 2018; Weinberg & Pehlivan, 2018). 

Strong promotion capabilities can help a firm generate awareness, create interest, and 

influence customer perceptions, ultimately driving customer acquisition, retention, and 

advocacy (Keller, 2020; Schultz, Schwepker, & Good, 2012). In the digital age, promotion 

capabilities also encompass the use of online channels, social media, and content marketing 

to reach and engage with customers (Huang & Rust, 2021; Kumar & Rajan, 2018). 

Place capabilities refer to a firm's ability to manage and optimize its distribution channels to 

ensure that its products or services are accessible and available to customers when and where 

they want them. This includes selecting the appropriate channels, managing channel 

relationships, and implementing effective logistics and supply chain strategies (Palmatier & 

Crecelius, 2019; Pelsmacker, Geuens, & Bergh, 2018). Efficient place capabilities can enable 

a firm to reach its target customers, reduce costs, and enhance customer satisfaction through 

timely and reliable delivery of products or services (Gupta & Malhotra, 2020; Farris, Bendle, 

Pfeifer, & Reibstein, 2016). 
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2.2.3 Brand Internationalization 

Brand internationalization has emerged as a critical aspect of a firm's growth strategy in 

today's increasingly globalized business environment. Recent literature defines brand 

internationalization as the process through which a firm expands its operations, sales, and 

marketing efforts across international markets, aiming to establish a strong presence and 

recognition for its brand globally (Boateng, Agyemang, & Antwi-Boasiako, 2021; Berthon, 

Pitt, Plangger, & Shapiro, 2012). Successful brand internationalization can lead to increased 

market share, revenue growth, and enhanced competitiveness for the firm (Hitt, Li, & Xu, 

2016; Gao, Murray, Kotabe, & Lu, 2010). 

Several components can be identified in the process of brand internationalization: 

Geographical Presence: Geographical presence refers to the extent to which a firm has 

established its operations and sales in different countries and regions worldwide (Meyer, 

2017; Manfred, 2019). A firm with a strong geographical presence can benefit from diverse 

revenue streams, reduced dependence on a single market, and the ability to capitalize on new 

growth opportunities across different regions (Morschett, Schramm-Klein, & Zentes, 2015; 

Boateng et al., 2021). 

Foreign Market Entry Modes: The choice of foreign market entry modes is a critical aspect of 

brand internationalization, as it can influence the degree of control, risk, and resource 

commitment associated with the firm's international expansion (Wang, 2016; Rezvani, 2021). 

Entry modes include exporting, licensing, franchising, joint ventures, and wholly-owned 

subsidiaries, among others. Each mode presents specific advantages and challenges, and the 

appropriate choice depends on the firm's objectives, resources, and the characteristics of the 

target market (Brouthers & Hennart, 2007; Shamsuddoha, Ali, & Ndubisi, 2016). 
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Export Sales Ratio: Export sales ratio represents the proportion of a firm's total sales 

generated from international markets. It serves as a quantitative indicator of the firm's degree 

of internationalization and its reliance on foreign markets for revenue generation (Hilmersson 

& Jansson, 2012; Cadogan, 2012). A higher export sales ratio may signify a more extensive 

international presence and a more significant contribution of foreign markets to the firm's 

overall performance (Kahiya, 2018; Rodriguez, 2019). 

Internationalization of Production: Internationalizing production involves the strategic 

decision to locate manufacturing or assembly operations in foreign countries to access cost 

advantages, skilled labor, or resources, or to serve local markets more efficiently (Mudambi, 

2008; Ambos & Håkanson, 2014). The internationalization of production can enhance a 

firm's global competitiveness by improving cost efficiency, supply chain management, and 

responsiveness to local market conditions (Gereffi, 2019; Ferdows, 2020). 

Global Brand Recognition: Global brand recognition refers to the extent to which a firm's 

brand is known, respected, and preferred by consumers across international markets (Keller, 

2013; Heding, Knudtzen, & Bjerre, 2015). Achieving global brand recognition requires a 

consistent and differentiated brand image, effective communication strategies, and a deep 

understanding of local consumer preferences and cultural nuances (Schuiling & Kapferer, 

2017; Temporal, 2015). Strong global brand recognition can lead to increased customer 

loyalty, premium pricing, and sustained competitive advantage in international markets 

(Fetscherin & Heinrich, 2015; Godey, 2021). 

2.3 Relationship between the Variables 

2.3.1 Firm Capabilities and Brand Internationalization 
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The relationship between firm capabilities and brand internationalization is an essential 

aspect to consider in the context of global business strategy. The relationship between these 

two concepts can be seen as symbiotic, with each influencing and being influenced by the 

other. 

Firm capabilities can positively affect brand internationalization in several ways. Firstly, 

strong operational capabilities, such as efficient production, logistics, and supply chain 

management, can enable a firm to establish and maintain a competitive advantage in foreign 

markets (Cerrato & Piva, 2012; Wang, 2016). This competitive advantage can, in turn, 

facilitate the process of internationalization by reducing entry barriers and increasing the 

firm's ability to compete with local and international players. 

Secondly, management capabilities, including strategic decision-making, leadership, and 

human resource management, can enhance a firm's ability to navigate the complexities and 

uncertainties associated with international expansion (Hitt, Li, & Xu, 2016; Manfred, 2019). 

Effective management capabilities can help a firm adapt to different cultural, legal, and 

institutional environments, as well as develop and execute international strategies that align 

with its overall business objectives and resources. 

Finally, transaction capabilities, such as relationship-building, negotiation, and contract 

management, can play a crucial role in the success of a firm's internationalization efforts 

(Hilmersson & Jansson, 2012; Shamsuddoha, Ali, & Ndubisi, 2016). These capabilities can 

help a firm establish and maintain strong partnerships with foreign distributors, suppliers, and 

customers, which are essential for creating and sustaining a global brand presence. 

Conversely, successful brand internationalization can also contribute to the development and 

enhancement of a firm's capabilities. As a firm expands its operations across international 
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markets, it gains access to new resources, knowledge, and opportunities that can further 

strengthen its core capabilities (Gao, Murray, Kotabe, & Lu, 2010; Ambos & Håkanson, 

2014). For example, the internationalization of production can lead to increased efficiency 

and cost savings, while exposure to diverse consumer preferences and cultural contexts can 

foster innovation and adaptation in product development and marketing strategies. 

In summary, the relationship between firm capabilities and brand internationalization is 

intertwined, with each influencing and being influenced by the other. Firm capabilities can 

act as enablers of brand internationalization by providing a foundation for successful 

expansion and competitive advantage in global markets. Simultaneously, the process of 

internationalization can contribute to the development and enhancement of a firm's 

capabilities, driving further growth and competitiveness in an increasingly interconnected 

global business environment. 

2.3.2 Marketing Capabilities and Brand Internationalization 

The relationship between marketing capabilities and brand internationalization is crucial for 

firms aiming to establish a strong presence in international markets. The interplay between 

marketing capabilities and brand internationalization can significantly impact a firm's success 

in foreign markets. Strong marketing capabilities can positively influence brand 

internationalization in several ways: 

Product capabilities: Firms with strong product capabilities can differentiate themselves in 

international markets by offering innovative, high-quality products that cater to the diverse 

needs and preferences of global customers (Kotabe, Jiang, & Murray, 2017; Boso, Story, & 

Cadogan, 2013). This differentiation can lead to increased market share, customer loyalty, 

and long-term profitability in the global arena (Chung, 2020; Hult, Ketchen, & Slater, 2020). 
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Price capabilities: Effective pricing strategies and dynamic pricing models can help firms 

optimize revenue, profit margins, and market positioning in foreign markets (Ben-Hur, 

Kinias, & Klimenko, 2019; Dutta, Zbaracki, & Bergen, 2019). By understanding price 

sensitivity and developing appropriate pricing strategies, firms can ensure their offerings 

remain competitive and attractive to international customers (Nagle, Hogan, & Zale, 2020; 

Zhang, 2018). 

Promotion capabilities: Effective communication and promotion strategies can generate 

awareness, interest, and positive perceptions of a brand in international markets (Aaker, 

2018; Weinberg & Pehlivan, 2018). Strong promotion capabilities, including the use of 

digital channels and social media, can drive customer acquisition, retention, and advocacy 

across various regions (Huang & Rust, 2021; Kumar & Rajan, 2018). 

Place capabilities: Efficient management and optimization of distribution channels can 

ensure that a firm's products or services are accessible and available to customers in foreign 

markets (Palmatier & Crecelius, 2019; Pelsmacker, Geuens, & Bergh, 2018). By selecting 

appropriate channels, managing channel relationships, and implementing effective logistics 

strategies, firms can enhance customer satisfaction and reduce costs in their international 

operations (Gupta & Malhotra, 2020; Farris, Bendle, Pfeifer, & Reibstein, 2016). 

Conversely, successful brand internationalization can contribute to the development and 

refinement of marketing capabilities. As firms expand their operations and sales in 

international markets, they gain exposure to new consumer segments, preferences, and 

competitive landscapes, fostering innovation and adaptation in marketing strategies and 

tactics (Gao, Murray, Kotabe, & Lu, 2010; Hitt, Li, & Xu, 2016). This process can lead to a 

continuous improvement in marketing capabilities, further fueling the firm's global growth 

and competitiveness. 
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2.3.3 The combined effect of firm capabilities and marketing on brand 

internationalization 

The combined effect of firm capabilities, marketing, and brand internationalization is a 

critical aspect of a firm's growth and success in today's globalized business environment. 

Recent literature suggests that a holistic approach that considers the interplay between these 

three variables can lead to sustainable competitive advantage and long-term profitability in 

international markets (Boateng, Agyemang, & Antwi-Boasiako, 2021; Cacciolatti, Lee, & 

Molinero, 2020). 

Firm capabilities, including operations, management, and transaction capabilities, can 

influence a firm's ability to achieve successful internationalization and effective marketing in 

several ways (Helfat & Peteraf, 2003; Teece, Pisano, & Shuen, 1997). For example, effective 

operations capabilities can ensure efficient production, logistics, and supply chain 

management, which can lead to reduced costs, increased quality, and enhanced 

responsiveness to global customer needs (Cerrato & Piva, 2012; Wang, 2016). Similarly, 

effective management and transaction capabilities can enable effective strategic decision-

making, leadership, relationship-building, and contract management, which can facilitate the 

development of strong partnerships with foreign distributors, suppliers, and customers, and 

enhance the firm's overall competitiveness (Hilmersson & Jansson, 2012; Shamsuddoha, Ali, 

& Ndubisi, 2016). 

Marketing capabilities, including product, price, promotion, and place capabilities, can also 

influence a firm's ability to achieve successful internationalization and effective brand 

recognition in global markets (Homburg, Schwemmle, & Kuehnl, 2015; Weinberg & 

Pehlivan, 2018). Strong product capabilities can differentiate a firm's offerings in 

international markets by offering innovative, high-quality products that cater to the diverse 
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needs and preferences of global customers (Boso, Story, & Cadogan, 2013; Kotabe, Jiang, & 

Murray, 2017). Effective pricing strategies and promotion capabilities can generate 

awareness, interest, and positive perceptions of a brand in international markets, leading to 

increased market share, customer loyalty, and long-term profitability (Aaker, 2018; Dutta, 

Zbaracki, & Bergen, 2019; Weinberg & Pehlivan, 2018). Efficient management and 

optimization of distribution channels can ensure that a firm's products or services are 

accessible and available to customers in foreign markets, enhancing customer satisfaction and 

reducing costs in international operations (Farris, Bendle, Pfeifer, & Reibstein, 2016; 

Pelsmacker, Geuens, & Bergh, 2018). 

Finally, brand internationalization, which involves the process of expanding a brand's 

presence, operations, and recognition across international markets, can drive the development 

and enhancement of firm capabilities and marketing capabilities (Boateng, Agyemang, & 

Antwi-Boasiako, 2021; Gao, Murray, Kotabe, & Lu, 2010). As a firm expands its operations 

and sales in international markets, it gains exposure to new consumer segments, preferences, 

and competitive landscapes, fostering innovation and adaptation in marketing strategies and 

tactics. This process can lead to a continuous improvement in marketing capabilities, further 

fueling the firm's global growth and competitiveness. 

In conclusion, the combined effect of firm capabilities, marketing, and brand 

internationalization is a complex and dynamic process that can significantly influence a firm's 

success in international markets. A comprehensive approach that considers the interplay 

between these three variables can help firms develop and implement effective strategies for 

achieving sustainable competitive advantage and long-term profitability in global markets. 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.1 Introduction 

This chapter describes the methodology that was employed in conducting the study. It 

specifies the research design, the study population or the area in which the study was 

conducted, the sampling design, the sample size, data sources, data collection instrument and 

the validity and reliability of the data collection instrument.  

3.2 Research Design 

Research design refers to the overall strategy utilized to carry out research that defines a 

succinct and logical plan to tackle established research question through the collection, 

interpretation, analysis, and discussion of data (Sridhar, 2010). A research design helps 

ensure that methods match research aims, that we collect high-quality data, and that we use 

the right kind of analysis to answer questions, utilizing credible sources. This allowed the 

researcher to draw valid and trustworthy conclusions (Kumar, 2020). 

The research design was based on a cross sectional study using a quantitative approach. In a 

cross-sectional study, the investigator measures the outcome and the exposures in the study 

participants at the same time. It allowed the researcher to collect information on the situation 

at a point in time. The study was quantitative in nature because a quantitative survey allows a 

broader study involving a greater number of subjects. The design provides summaries of data 

that support generalizations about the phenomenon under the study (Scarte, 2018). A 

quantitative approach was used to enable the aggregation of opinions, views and positions of 
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the respondents so that the data could easily be summarized into descriptive statistics using 

frequency tables, or any other statistical visual aids. 

3.3 Study Population 

Creswell (2003) defined a study population is a subset of the target population from which 

the sample is selected.  Gomez (2017) indicated that a study population is important because 

it enables a researcher to generalize results found from observations of the sample to the 

target population of the study. The study covered the 25 Coffee Exporting brands registered 

under the Uganda Coffee Development Authority, 2022.  

3.4 Sample Size and Sampling Procedure 

Using the Krejcie and Morgan (1970) table for determining the Sample size of a given 

population, the sample comprised of 24 coffee exporting brands. 

A simple random sampling approach was used to identify the 24 brands which participated in 

this study. A random number method was generated using the Enterprise Statistics Program 

(ESP) table which was used to select the sample. This involved listing down the names of the 

coffee exporting brands and assigning a random number to each on the list.  

Purposive sampling was used to select the 10 top and middle managers from each firm who 

possess the needed information on brand internationalization. 

3.5 Unit of Analysis and of Inquiry 

3.5.1 Unit of Analysis 

Creswell (2913Creswell, (2003) indicated that the unit of analysis is the entity or an 

individual that frames what is being looked at in a study, or is the entity being studied as a 

whole.  The unit of analysis in this case was the selected coffee exporting brands. 
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3.5.2 Unit of inquiry 

The unit of enquiry is the unit for example individual, household, corporation, about which 

information is required in a study (Rahi, 2017). The unit of inquiry was important because it 

provides important data to the study.  Unit of Inquiry was Top and middle level managers or 

staff of coffee exporting firms. 

3.6 Data Sources 

The study used primary data sources. Mosia (2019) defined a primary data source as anything 

that gives a researcher direct and first-hand evidence on a phenomenon about the research. 

Primary sources of data were from the respondents who provided firsthand information for 

the study. 

3.7 Data Collection Instrument 

Vahidov (2012) indicated that Data-collection instruments” means tests, questionnaires, 

inventories, interview schedules or guides, rating scales, and survey plans or any other forms 

which are used to collect information on substantially identical items from respondents. A 

data collection instrument is important because it is used to collect relevant data from 

respondents.  

The research instrument used is a structured questionnaire with pre-coded answers 

administered to the respondents. A questionnaire is a research instrument consisting of a 

series of questions for the purpose of gathering information from respondents (Lietz, 2010). 

A 5-point Likert (1967) scale with respondents’ answers ranging from “Strongly Agree” to 

“Strongly Disagree” was used to collect information which was used to measure the 

responses in regard to each of the variables. 
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3.8 Validity and Reliability of the instruments 

3.8.1 Validity 

Validity is the ability to produce findings that agree with theoretical or conceptual values in 

other words, to produce accurate results and to measure what is supposed to be measured. A 

research instrument is said to be valid if it measures what it is supposed to (Almanasreh, 

Moles & Chen, 2019). In order to avoid ambiguities and some confusing, missing, 

inappropriate, redundant, inadequate or unanswerable questions, the investigator took a 

pretest questionnaire and remove such questions. All the instruments were subjected to close 

comments of the supervisor and colleagues knowledgeable in marketing practices to assess.  

In order to ensure that the research instruments collect valid data for this study, Content 

Validity was used. Content Validity is concerned with the extent to which item of the 

instrument is appropriate for measuring the attributes being measured (Yusoff, 2019). The 

drafted questionnaire was given to experts such as the supervisor and colleagues for critical 

assessment of each item. They were requested to state the relevance or non-relevance (NR) of 

each item. They were also asked to check for language and clarity of the questions. The 

Content Validity Index (CVI) was computed using standardized measures and appropriate 

adjustment was generated from the formula:  

CVI = Item related relevant /Total number of items on the instrument  

According to Almanasreh et al (2019) coefficient is acceptable if it is within the statistical 

range of 0.5 to 1. In addition, the researcher took full control of data collection and 

documentation of sources. After data compilation of draft report, the key informants were 
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given the opportunity to read copies of report and verify whether the contents reflect the 

empirical material given by them, without any misinterpretation and generalization.  

Table 1  

Content Validity Index (CVI Results) 

Expert CVI Score 

Expert 1 0.874 

Expert 2 0.741 

Expert 3 0.805 

Expert 4 0.729 

Source: primary data 

As seen in the Table 1 above, the results for CVI were above 0.5 which indicates validity of 

items in the questionnaire. 

3.8.2 Reliability 

This refers to the consistency of the instruments. According to Biasutti and Frautte (2017) it 

is the measure of the degree to which a research instrument yields consistent data after 

repeated tests. The more reliable a test is the more confidence we can have that the score 

obtained from the test are essentially the same scores that would be obtained if the test is re- 

administered. Cronbach’s Alpha is reliability coefficient that indicates how well the items in 

a set are positively correlated to one another. Cronbach alpha was computed in terms of the 

average inter correlation among the items measuring the closer Cronbach alpha is to 1 the 

higher the internal consistency reliability (Sekaran, 2003) and a value of greater than or equal 

to .70 is the acceptable minimum level.  A pilot study was also done to further confirm the 

validity as well as the reliability of the data collection instrument for the study. 
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Table 2 

Reliability Results 

Variable No of Items Cronbach Alpha 

Firm Capabilities 18 .890 

Marketing Capabilities 24 .910 

Brand Internationalization 30 .939 

Source: primary data 

The reliability results presented in Table 2 demonstrate that the questionnaire items for all 

three variables - Firm Capabilities, Marketing Capabilities, and Brand Internationalization - 

exhibit strong internal consistency. This suggests that the measurements taken using the 

questionnaire are dependable and reflect the intended constructs accurately. 

3.9 Measurement of the Variables 

Moissenko et al (2016) defined measures of the study as dimensions through which study 

variables were measured.  This is highlighted in the table below: 

Table 3 

Measurement of the variables 

Variable Type Indicators Authors 

Firm Capabilities Independent  Operations capabilities 

 Management capabilities 

 Transaction capabilities 

 

Chen et al., 2014 

Carmeli & Tishler, 

2004 

Gulati, 2016; Zaheer 

& Bell, 2005 
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Marketing 

Capabilities 

Independent  Product 

  price 

  promotion 

  Place 

Baker & Saren, 2016;  

Grönroos & Voima, 

2013 

Brand 

Internationalization 

Dependent  Geographical Presence 

 Foreign market entry 

modes 

 Export sales ratio 

 Internationalization of 

production 

 Global brand recognition 

Boateng et al., 2021 

Shamsuddoha, Ali, & 

Ndubisi, 2016 

Rodriguez, 2019 

Ferdows, 2020 

Godey, 2021 

 

Source: primary data 

3.10 Data Processing, Analysis and Presentation 

Manc (2003) argued that data processing is the collection and translation of a data set into 

valuable, usable information. Through this process, a researcher takes raw data and converts 

it into a more readable format, such as a graph, report or chart, either manually or through an 

automated tool. Data processing leads to increased productivity and profits, better decisions 

and accurate and reliable results.  

Quantitative data from the coded questionnaire were checked for uniformity, accuracy, 

consistency, and comprehensiveness. The data were then sorted, edited, coded, and entered 

into the statistical software system. The researcher analyzed the data using quantitative 

methods. Data were analyzed to establish the relationship between the dependent and 

independent variables. The Statistical Package for the Social Sciences (SPSS) version 20.0 

was used for data entry and analysis. Correlation analysis, specifically the Pearson's 

correlation coefficient, was employed to establish the relationship between the variables 
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under study. Multiple regression analysis was conducted to determine the degree to which the 

independent variables affected the dependent variable. 

3.11 Ethical Considerations 

a) An introductory letter from the university was prepared and made available on request to 

the prospective respondents in various coffee brands. Permission was sought from the 

relevant authorities in the coffee companies to carry out the study. 

b) Consent was sought from all participants, and they were allowed to withdraw from the 

study at any point without any preconditions. 

c) All information that was given was kept confidential by using anonymous information and 

not tracking personal information of the respondents. 

d) The information provided by participants was not shared without their will, and their 

privacy was not intruded upon as anonymity was upheld. 

e) No participant was coerced into taking part in the study, and they were free to withdraw at 

any stage, with no remuneration or form of payment being offered. 
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CHAPTER FOUR 

PRESENTATION, INTERPRETATION AND ANALYSIS OF FINDINGS 

4.0  Introduction 

This chapter contains the presentation, interpretation and analysis of the findings. It includes 

frequency distribution statistics, correlation and regression results. The inferential results are 

tested and presented as per the objectives of the study which were: 

i. To examine the relationship between firm capabilities, and internationalization of 

Ugandan local coffee brands. 

ii. To examine the relationship between marketing capabilities and internationalization 

of Ugandan local coffee brands. 

iii. To examine the combined effect of firm capabilities and marketing on 

internationalization of Ugandan local coffee brands. 

4.1 Response Rate 

Out of a targeted 240 respondents in 24 firms, the researcher got information from 200 

respondents in 20 entities, which gives a response rate of 83.3% for the respondents.  

The response rate is the percentage of those who responded to the study. According to 

Mugenda and Mugenda (2003), if the response rate is 50% or less, it shows that the data is 

inadequate for analysis, but if the response rate is 60%, it indicates that the data is good for 

analysis and if it is 70% and above, then the data is considered as very good for analysis.  

Basing on the above response rate, the data was very good for analysis hence the researcher 

proceeded to analyze the findings. 
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4.2 Background information on the respondents 

The study sought background information on the respondents. Results are in Table 4 below: 

Table 4 

Characteristics of the Respondents (N=200) 

  Freq % 

Gender Male  113 56.5 

Female 87 43.5 

Total 200 100.0 

Age  18-28 years 12 6.0 

29-35 years 60 30.0 

36-50 years 94 47.0 

Above 50 years 34 17.0 

Total 200 100.0 

Marital Status Single 76 38.0 

Married 120 60.0 

Divorced 4 2.0 

Total 200 100.0 

Number of years worked 

Less than 5 years 10 5.0 

5-9 years 81 40.5 

10-15 years 76 38.0 

More than 15 years 33 16.5 

Total 200 100.0 

Education Level  Diploma 2 1.0 

Bachelor's degree 150 75.0 

Master’s degree 28 14.0 

PhD 20 10.0 

Total 200 100.0 

Source: primary data 

The gender distribution among the respondents is fairly balanced with 113 males constituting 

56.5% and 87 females making up the remaining 43.5%. This division may be reflective of the 

gender dynamics in the Ugandan business sector and might have an influence on the 

perspectives provided within the survey. Scholars like Eagly and Carli (2007) have explored 

how gender can influence leadership styles and organizational behavior, potentially affecting 

the way in which firm capabilities are perceived and operationalized. 
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In terms of age, the bulk of respondents fall within the 36-50 years category, representing 

47%, followed by the 29-35 years category at 30%. The youngest (18-28 years) and oldest 

(Above 50 years) groups are relatively underrepresented at 6% and 17% respectively. This 

age distribution may underline the professional experience and maturity of the respondents, 

possibly affecting their insights into firm capabilities and marketing strategies. The age 

distribution, focusing mainly on the 29-50 age bracket, aligns with the research conducted by 

scholars like Wiersema and Bantel (1992), who have found that age, particularly mid-career 

age, often correlates with strategic perspectives in organizational decision-making. This age 

profile may provide insights into how local Ugandan coffee brands are adapting their 

marketing capabilities for internationalization. 

The marital status of the respondents shows a predominance of married individuals at 60%, 

with singles at 38% and a very small percentage of divorced respondents at 2%. While 

marital status might not have a direct implication on the subject of firm capabilities and 

internationalization, it could indicate a certain level of stability or personal investment in 

career development.  

Regarding the number of years worked, the table indicates a majority of respondents have 

worked between 5-9 years (40.5%) and 10-15 years (38%), with fewer respondents working 

either less than 5 years (5%) or more than 15 years (16.5%). This distribution aligns well with 

the age demographic, and together they form a profile of respondents that likely have 

substantial professional experience but are not predominantly in the late stages of their 

careers. This could imply a balanced view on the dynamics of the coffee brands' 

internationalization, echoing findings in literature that stress the value of mid-career insights 

into market trends and organizational dynamics. 
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Lastly, the educational background of the respondents is heavily skewed towards those with a 

Bachelor's degree (75%), followed by those with Master’s degrees (14%) and PhDs (10%), 

with only 2 respondents holding a Diploma (1%). This educational distribution represents a 

highly educated sample, which is likely to be aware of both theoretical frameworks and 

practical applications in business management. Research often emphasizes the importance of 

education in comprehending and applying complex business strategies, including 

internationalization, and this high educational level among respondents might indicate a 

strong theoretical grounding in their responses. 

4.3 Relationships between the Variables 

The study set out to ascertain the relationships between the global variables under study. In 

order to achieve this, the Pearson (r) correlation coefficient was computed given the interval 

nature of the data and the need to test the direction and strength of this relationship. A 

Pearson correlation is a number between -1 and 1 that indicates the extent to which two 

variables are linearly related. It can be used in a causal as well as a associative research 

hypothesis (Amin, 2005). Table 4.3 below presents the correlation analysis results: 
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Table 5 

Correlation Analysis Results (N=20) 

Variable/Construct 
1 2 3 4 5 6 7 8 9 10 

1. Firm Capabilities  1          

2. Operations Capabilities  .881** 1         

3. Management Capabilities  .664** .342** 1        

4. Transaction Capabilities  .853** .721** .317** 1       

5. Marketing Capabilities  .814** .809** .420** .700** 1      

6. Product  .593** .694** .141* .544** .826** 1     

7. Price  .707** .670** .351** .659** .788** .509** 1    

8. Promotion  .623** .530** .533** .438** .734** .433** .435** 1   

9. Place  .669** .633** .390** .570** .820** .535** .601** .541** 1  

10. Brand 

Internationalization 

 .782** .775** .346** .729** .854** .707** .709** .574** .713** 1 

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

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

Source: primary data 
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4.3.1 The relationship between firm capabilities and internationalization of Ugandan 

local coffee brands 

The first objective of the study was to examine the relationship between firm capabilities, and 

internationalization of Ugandan local coffee brands. The correlation between firm capabilities 

(including operations, management, and transaction capabilities) and brand 

internationalization (including geographical presence, foreign market entry modes, export 

sales ratio, internationalization of production, and global brand recognition) was positive and 

significant (r = .782**, p < .01).  

This indicates that the core competencies within a firm, such as managing global transactions 

and operational efficiency, are integral to the internationalization process. For instance, a 

robust transaction capability may enable smoother foreign market entry, while effective 

operations capabilities may influence international production alignment. This correlation 

signifies that the structural foundation of firm capabilities is key to facilitating successful 

internationalization within the coffee sector. 

4.3.2 The relationship between marketing capabilities and internationalization of 

Ugandan local coffee brands 

Pursuant to the second objective of the study, results in table 5 show that marketing 

capabilities, comprised of product, price, promotion, and place, were found to have a 

substantial positive correlation with brand internationalization constructs (r = .854**, p < 

.01). This relationship emphasizes that a robust marketing strategy, encompassing all aspects 

of the marketing mix, is central to expanding geographical presence, entering foreign 

markets, enhancing export sales ratios, internationalizing production, and attaining global 

brand recognition. For example, a well-designed promotion strategy may contribute to global 

brand recognition, while strategic pricing could impact the export sales ratio positively. 
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4.4 Regression Results 

In order to ascertain the combined effect of firm capabilities and marketing on 

internationalization of Ugandan local coffee brands, a multiple regression was run using 

SPSS version 26. The results are shown in Table 6. 

Table 6 

Regression Results (N=20) 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

Collinearity 

Statistics 

B Std. Error Beta   Tolerance VIF 

1 (Constant) .368 .155  2.372 .019   

Firm Capabilities .292 .066 .281 4.440 .000 .337 2.968 

Marketing Capabilities .667 .069 .615 9.699 .000 .337 2.968 

R=0.860, R Square=0.739, Adjusted R Square=0.736, Std. Error of the Estimate=.35731 

a. Dependent Variable: Brand Internationalization 

Source: primary data 

 

The data underwent tests to check for collinearity assumptions to determine if there might be 

any underlying issues. As observed in table 6, the multi-collinearity statistics revealed that 

the VIF factors for all study variables were below 5.000. Given that the accepted threshold 

for this value is 10.000, as noted by Field (2009), it was determined that collinearity did not 

pose any challenges for the study. 

The results in Table 6 show that both firm capabilities and marketing capabilities predict 73.6 

percent of the variance in brand internationalization (Adjusted R Square = 0.736). This 

implies that the remaining 26.4 percent is explained by factors other than the two independent 

variables. The results show that a unit increase in firm capabilities corresponds to 0.281 unit 

increase in BI (Beta=0.281, P<0.01). Similarly, a unit increase in marketing capability is 

associated with 0.615 unit increase in BI. (Beta=0.615, P<0.01). Additionally, the results 
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show that marketing capabilities (β=.615) is the most important predictor of brand 

internationalization though firm capabilities are also a significant predictor. 

In summary, the regression analysis in Table 6 reveals that both Firm Capabilities and 

Marketing Capabilities are significant predictors of Brand Internationalization within the 

context of Ugandan local coffee brands. The coefficients suggest that both sets of capabilities 

should be nurtured and leveraged strategically to drive successful internationalization. The 

absence of multicollinearity concerns and the strong R Square value add to the robustness of 

this model, pointing to the intricate connections between firm operations, marketing 

strategies, and global brand reach. 
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CHAPTER FIVE 

DISCUSSION, CONCLUSIONS, RECOMMENDATIONS AND LIMITATIONS 

5.0  Introduction 

In this chapter there are five sections. The first section deals with the discussions in relation 

to the research objectives. The second section focuses on conclusions while the third section 

presents recommendations followed by areas for further research and limitations encountered 

in this study.  

5.1 Discussion of Findings 

5.1.1 The relationship between firm capabilities and internationalization of Ugandan 

local coffee brands 

The first objective of the study was to examine the relationship between firm capabilities, and 

internationalization of Ugandan local coffee brands. The correlation between firm capabilities 

and brand internationalization was positive and significant.  

The findings of this study shed light on the significant relationship between firm capabilities 

and the internationalization of Ugandan local coffee brands. This relationship underscores the 

role of core competencies within a firm, such as operations, management, and transaction 

capabilities, in influencing various aspects of internationalization, including geographical 

presence, foreign market entry modes, export sales ratio, internationalization of production, 

and global brand recognition. These findings contribute to understanding the complexity of 

the internationalization process, particularly within the Ugandan coffee sector, and they align 

with existing literature on the subject. 

Firstly, the positive and significant correlation found between firm capabilities and brand 

internationalization indicates that operational efficiency and management expertise are 
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central to international success. This is supported by scholars like Cerrato & Piva (2012), 

who emphasize the importance of operational capabilities, such as production, logistics, and 

supply chain management, in establishing a competitive advantage in foreign markets. 

Similarly, the findings align with Wang (2016), who argues that such operational strengths 

can reduce entry barriers and enhance the ability to compete internationally. The emphasis on 

efficient production and supply chain management resonates with the study's findings, 

suggesting that these capabilities are indeed fundamental to internationalization within the 

coffee sector. 

Secondly, the significance of management capabilities is equally highlighted in the findings. 

Effective strategic decision-making, leadership, and human resource management can help a 

firm navigate the intricacies of global expansion. This assertion is supported by scholars like 

Hitt, Li, & Xu (2016) and Manfred (2019), who stress that these capabilities can foster 

adaptation to diverse cultural, legal, and institutional environments and aid in aligning 

international strategies with overall business objectives. This alignment between management 

capabilities and internationalization confirms the symbiotic relationship suggested in the 

findings. 

Thirdly, transaction capabilities are revealed as a crucial aspect of international success. 

These capabilities, including relationship-building, negotiation, and contract management, are 

emphasized in the works of Hilmersson & Jansson (2012) and Shamsuddoha, Ali, & Ndubisi 

(2016). The study's findings are in agreement with these scholars, reinforcing that strong 

partnerships with foreign distributors, suppliers, and customers are essential for sustaining a 

global brand presence. 

The underlying Dynamic Capabilities theory is instrumental in synthesizing these findings 

and the supporting literature. This theory posits that firms must continuously adapt and 
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reconfigure their capabilities to respond to changing environments (Teece, Pisano, & Shuen, 

1997). In the context of internationalization, Dynamic Capabilities allow a firm to leverage 

its operational, management, and transaction capabilities to enter and compete in global 

markets. The theory also suggests that internationalization itself can enhance a firm's 

capabilities, as outlined by Gao, Murray, Kotabe, & Lu (2010) and Ambos & Håkanson 

(2014), who argue that exposure to international markets can foster innovation, efficiency, 

and adaptation. 

In a more comprehensive perspective, the relationship between firm capabilities and brand 

internationalization is not merely linear but cyclical, with each element influencing and being 

influenced by the other. This study's findings and the scholarly literature both support this 

intricate relationship, highlighting the need for a dynamic and adaptable approach to 

internationalization, particularly in the context of the Ugandan coffee sector. The 

convergence of the findings with existing academic work emphasizes the robustness of the 

connection between firm capabilities and internationalization, underscoring the need for 

further exploration and practical application in global business strategy. 

5.1.2 The relationship between marketing capabilities and internationalization of 

Ugandan local coffee brands 

The findings pertaining to the second objective of the study unveil a significant relationship 

between marketing capabilities, specifically in the realms of product, price, promotion, and 

place, and the internationalization of Ugandan local coffee brands. The results in table 5 

elucidate a substantial positive correlation between these marketing constructs and brand 

internationalization aspects. This relationship highlights the centrality of a robust marketing 

strategy in global expansion endeavors, where each facet of the marketing mix plays a vital 

role in shaping the brand's international presence. 
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Starting with product capabilities, the findings resonate with the scholarly work of Kotabe, 

Jiang, & Murray (2017) and Boso, Story, & Cadogan (2013), who emphasize that the ability 

to offer innovative and high-quality products aligns with diverse global customer needs, 

leading to increased market share and profitability. Firms that excel in product capabilities 

can effectively differentiate themselves in international markets, and such differentiation 

aligns with the notion of leveraging firm-specific advantages for successful 

internationalization. 

In the context of price capabilities, the study's findings underscore that strategic pricing 

impacts the export sales ratio positively. This aligns with the observations of scholars like 

Ben-Hur, Kinias, & Klimenko (2019) and Dutta, Zbaracki, & Bergen (2019), who assert that 

dynamic pricing models can optimize revenue and market positioning. The ability to 

understand and adapt to price sensitivity in different international markets is a core capability 

that contributes to competitiveness, echoing the Dynamic Capabilities theory's emphasis on 

adaptability and continuous reconfiguration. 

As for promotion capabilities, the findings suggest that a well-designed promotion strategy 

contributes to global brand recognition. This correlates with the insights of Aaker (2018) and 

Huang & Rust (2021), who emphasize that effective communication, including digital 

channels and social media, can enhance brand awareness and customer retention in diverse 

regions. The adaptability and responsiveness inherent in robust promotion capabilities align 

with the Dynamic Capabilities theory's focus on the continuous renewal of organizational 

capabilities. 

Lastly, concerning place capabilities, the ability to efficiently manage distribution channels 

ensures product accessibility and availability in foreign markets, as emphasized by scholars 

like Palmatier & Crecelius (2019) and Gupta & Malhotra (2020). Selecting appropriate 
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channels and implementing logistics strategies are essential to reduce costs and enhance 

customer satisfaction. This aspect connects to the underlying notion of dynamic capabilities 

by demonstrating how optimization and innovation in place capabilities can foster global 

reach and competitiveness. 

The relationship between marketing capabilities and brand internationalization is not only 

vital but also multifaceted. The study's findings, when juxtaposed with the extant literature, 

provide a rich perspective on how marketing capabilities function as enablers of 

internationalization. Scholars largely concur with the findings, underscoring the 

interconnectedness between marketing functions and global growth strategies. 

Integrating the underlying Dynamic Capabilities theory into the discussion, it becomes 

apparent that the dynamic and adaptive nature of marketing capabilities is key to success in 

international markets. As firms innovate and adapt in their marketing strategies, they align 

with the theory's principles of continuous improvement and renewal, ensuring sustained 

growth and competitiveness in the complex global business environment for Ugandan coffee 

brands. 

5.1.3 The combined effect of firm capabilities and marketing on brand 

internationalization 

The findings pertaining to the third objective of the study highlight the interconnection 

between firm capabilities and marketing capabilities in predicting brand internationalization 

within Ugandan local coffee brands. Specifically, 73.6% of the variance in brand 

internationalization is accounted for by these two independent variables. The study further 

demonstrates that marketing capabilities stand as the most critical predictor, even though firm 

capabilities remain significant. These findings elucidate that strategic alignment and 



42 
 

nurturing of both firm and marketing capabilities are paramount in driving the successful 

internationalization of brands. 

The results in the context of Ugandan local coffee brands resonate with the dynamic interplay 

of firm operations, marketing strategies, and global reach. It underscores the necessity for 

both types of capabilities to be harnessed together to facilitate global brand expansion. 

Marketing capabilities, encompassing product, price, promotion, and place, are found to be 

instrumental in fostering global brand recognition and market penetration. Concurrently, firm 

capabilities including operations, management, and transaction, support the efficient 

functioning of international business processes. 

The literature aligns with the findings of the study, supporting the significance of the 

combined effect of firm capabilities, marketing, and brand internationalization in the 

globalization of a firm. Scholars like Boateng, Agyemang, & Antwi-Boasiako (2021) and 

Cacciolatti, Lee, & Molinero (2020) emphasize a holistic approach in understanding this 

relationship. Works by authors such as Homburg, Schwemmle, & Kuehnl (2015) also stress 

the importance of marketing capabilities in achieving internationalization. 

It is worth noting that while the consensus revolves around the interplay between these 

variables, differing opinions and nuances may exist in the interpretation of these 

relationships. Some scholars might focus on specific aspects of capabilities and their impact 

on internationalization, leading to varied viewpoints. 

The study's findings can also be contextualized within the underlying Dynamic Capabilities 

theory. This theory emphasizes the firm's ability to integrate, build, and reconfigure internal 

and external competencies to address rapidly changing environments (Teece, Pisano, & 

Shuen, 1997). The significant role of firm and marketing capabilities in predicting brand 

internationalization aligns with this theoretical framework. The ability to adapt and evolve 
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marketing and firm capabilities to meet global market demands reflects the essence of 

dynamic capabilities. It reiterates the necessity for Ugandan local coffee brands to be 

adaptable, innovative, and strategic in harnessing their capabilities to thrive in the 

international arena. 

In summary, the discussion elucidates a complex and nuanced relationship between firm 

capabilities, marketing capabilities, and brand internationalization within the context of 

Ugandan local coffee brands. The findings add to the body of knowledge in understanding 

these interconnected variables, with an affirmation from the literature and theoretical 

grounding in the Dynamic Capabilities theory. The richness of this understanding lays the 

groundwork for future exploration and practical application in strategizing the international 

growth of Ugandan coffee brands. 

5.2 Conclusion 

The relationship between firm capabilities and internationalization of Ugandan local coffee 

brands, as evidenced by the study's findings, is both intricate and significant. The positive 

correlation between firm capabilities, including operations, management, and transaction 

capabilities, and brand internationalization aspects such as geographical presence, foreign 

market entry modes, and global brand recognition, accentuates the symbiotic connection 

between these constructs. The alignment of the firm's core competencies with 

internationalization strategies not only facilitates smoother entry into foreign markets but also 

potentially influences international production alignment and overall success. This 

relationship underscores the centrality of firm capabilities as vital enablers of 

internationalization, revealing the nuanced and multifaceted nature of global business 

expansion within the Ugandan coffee sector. 
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The relationship between marketing capabilities, including product, price, promotion, and 

place, and the internationalization of Ugandan local coffee brands is both profound and 

substantiated. The findings of the study establish a substantial positive correlation, 

elucidating that robust marketing strategies are pivotal to attaining global presence and 

competitiveness. The synergy between marketing capabilities and internationalization 

processes, further supported by the Dynamic Capabilities theory, showcases the symbiotic 

and adaptive nature of this relationship. Success in international markets for Ugandan coffee 

brands is not merely a function of expansion but a strategic orchestration of marketing 

capabilities that align with global dynamics, consumer preferences, and competitive 

landscapes. 

The intricate relationship between firm capabilities, marketing capabilities, and brand 

internationalization within Ugandan local coffee brands is multifaceted, as evidenced by the 

study's findings. By explaining 73.6% of the variance in brand internationalization, both firm 

and marketing capabilities emerged as vital drivers of global brand reach. Their convergence 

echoes the dynamic interplay that fosters internationalization, supported by the alignment 

with the Dynamic Capabilities theory and extant literature. The emphasis on marketing 

capabilities as the most potent predictor accentuates the vital role of cohesive marketing 

strategies in augmenting international success, while concurrently underscoring the necessity 

of robust firm capabilities. This intricate understanding not only contributes to the academic 

discourse but also informs actionable strategies for Ugandan local coffee brands aspiring for 

international prominence. 

5.3 Recommendations 

Ugandan coffee brands aiming for internationalization should invest strategically in 

developing and enhancing their core firm capabilities. Emphasizing the strengthening of 
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operational efficiency, including supply chain management and production logistics, and 

fostering robust transaction capabilities, such as negotiation skills and relationship-building, 

can provide a solid foundation for global expansion. Engaging in continuous training, 

technological innovation, and collaboration with global partners can create a competitive 

advantage. 

Simultaneously, there is a need for a dynamic approach that allows for adaptation and 

continuous reconfiguration of firm capabilities in response to the ever-changing global 

market landscape. Utilizing the principles of the Dynamic Capabilities theory, Ugandan 

coffee brands should create mechanisms for ongoing assessment and adaptation of their 

management and transaction capabilities. This implies the cultivation of a flexible strategic 

outlook that can respond to varying international market demands, cultural nuances, and 

regulatory environments. 

Ugandan local coffee brands should invest in continuous innovation and differentiation in 

their product offerings, aligned with global market needs. Leveraging insights from market 

research and customer feedback, brands must strive for a unique value proposition that caters 

to diverse international customer preferences. Collaborating with local suppliers to ensure 

quality and sustainability, and tailoring products to regional tastes and cultural nuances, could 

further solidify the brand's international positioning. 

Emphasis should be placed on developing dynamic pricing and promotion strategies that 

resonate with different international markets. Pricing strategies must be informed by an in-

depth understanding of price sensitivities, competitive pricing, and economic conditions in 

target markets. Simultaneously, the utilization of digital channels and localized promotion 

strategies should be leveraged to create brand awareness and engagement. Collaborating with 

local influencers, adopting region-specific advertising, and engaging in social media 
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marketing tailored to local cultures and languages can enhance the brand's global recognition 

and acceptance. 

In view of the prominent role of marketing capabilities as a predictor of brand 

internationalization, it is imperative to explore and invest in innovative marketing 

technologies and platforms. Ugandan local coffee brands should focus on leveraging 

emerging digital marketing tools, analytics, and artificial intelligence to create personalized 

and data-driven marketing strategies. This extends beyond traditional marketing mix 

elements to embrace the dynamism of today's globalized market landscape. By harnessing the 

power of technological advancements in marketing, Ugandan coffee brands can create a more 

targeted, efficient, and responsive approach to internationalization, aligning with the shifting 

needs and preferences of global customers. This recommendation augments the overarching 

strategy of international growth and can serve as a key differentiator in the competitive global 

market. 

5.4 Limitations 

The time frame between the distribution of the questionnaires and the collection posed a big 

limitation to the study. There was a hindrance with the distribution and collection of 

questionnaires as a few participants were sometimes willing to participate in the study until 

they were motivated by explaining reason behind the study.  

Some aspects of the questionnaire were left unanswered which made it difficult to get 

adequate information and this affected the response rate, though it remained within 

acceptable limits. 

5.5 Areas for further study 
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 Further research could investigate the specific mechanisms through which marketing 

capabilities influence brand internationalization within different industry contexts, 

exploring whether the relationship observed in Ugandan coffee brands is consistent across 

diverse sectors or uniquely shaped by the characteristics of the coffee industry. 

 An inquiry into the unexplained 26.4% variance in brand internationalization, as revealed 

by the study, could lead to the identification of novel variables or external factors that 

influence internationalization, offering new insights and potentially enriching the 

understanding of internationalization processes. 

 A comparative analysis between Ugandan local coffee brands and international 

counterparts could shed light on how regional or cultural influences might impact the 

effectiveness of firm and marketing capabilities in driving brand internationalization, 

providing nuanced insights into how local dynamics interplay with global strategies. 
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APPENDICES 

APPENDIX I: QUESTIONNAIRE 

MAKERERE UNIVERSITY BUSINESS SCHOOL 

Dear respondent, 

I am Ntende Julius, a student at Makerere University. Am conducting research and my study 

is to examine FIRM CAPABILITIES, MARKETING CAPABILITIES AND 

INTERNATIONALIZATION OF LOCAL UGANDAN COFFEE BRANDS.  

You are requested to participate in this study and the information you give will be used 

strictly for academic purposes and will never be used against you. The information obtained 

from you will be kept highly confidential.  

SECTION A: Demographic Information 

Please tick the appropriate option 

1) Age   of 18-28 years  29-35years     36-50 years            above 50 years 

2) Sex   Male   Female 

3) Marital status  Married   Single   Widowed   Divorced 

4) Highest level of Education 

Diploma              Bachelor’s degree                Masters  PhD  

5) How long have you worked in the company? 

     <5years  5-9 years   10-15  years   above 15 years 

Response Guide: 

In this sections B, C, & D below, there are question items inform of statements. As a 

respondent, you are supposed to show your level of agreement with the statement by ticking 

appropriately in one of five columns labeled. 
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Section 2: Firm Capabilities 

(SD - strongly disagree, D - disagree, NS - not sure, A - agree, SA - strongly agree)  

 A Operations Capabilities SD  D  NS  A  SA  

1 Our organization efficiently manages its production processes to 

ensure timely delivery of products or services. 

 1 2 3  4  5  

2 We consistently strive to improve our operational efficiency through 

process innovation and optimization. 

 1 2 3  4  5  

3 Quality control is a top priority for our organization, and we have 

established robust measures to ensure the highest product/service 

quality. 

 1 2 3  4  5  

4 Our supply chain management practices enable us to effectively 

coordinate and manage the flow of materials and resources. 

 1 2 3  4  5  

5 We proactively monitor market changes and adjust our operations to 

respond quickly to evolving customer demands. 

 1 2 3  4  5  

6 Our organization continually invests in technology and 

infrastructure to enhance our operational capabilities and maintain a 

competitive edge. 

 1 2 3  4  5  

B Management Capabilities  SD  D  NS  A  SA  

1 Our management team effectively formulates and implements 

strategies aligned with our organization's goals and objectives. 

 1 2 3  4  5  

2 Leadership within our organization fosters a culture of innovation, 

adaptability, and continuous improvement. 

 1 2 3  4  5  

3 We have a structured organizational design that facilitates efficient 

communication, coordination, and decision-making processes. 

 1 2 3  4  5  

4 Our management team encourages and supports employee creativity 

and initiative to drive innovation and organizational success. 

 1 2 3  4  5  

5 We actively engage in knowledge management practices to capture, 

share, and utilize internal and external expertise. 

 1 2 3  4  5  

6 Our organization embraces a culture of learning and development, 

providing opportunities for employees to enhance their skills and 

capabilities. 

 1 2 3  4  5  

C Transaction Capabilities  SD  D  NS  A  SA  

1 We have well-established relationships with our suppliers, 

customers, and partners, based on trust and mutual cooperation. 

 1 2 3  4  5  

2 Our organization possesses effective negotiation skills, allowing us 

to secure favorable terms and conditions in business transactions. 

 1 2 3  4  5  

3 We have established strong networking capabilities that enable us to 

identify and seize potential collaboration opportunities. 

 1 2 3  4  5  

4 Our organization excels in managing contracts, ensuring clarity, 

fairness, and compliance in all business dealings. 

 1 2 3  4  5  

5 We employ efficient communication practices that enable effective 

information exchange and collaboration with external stakeholders. 

 1 2 3  4  5  

6 We consistently evaluate and improve our transaction processes to 

enhance efficiency, transparency, and customer satisfaction. 

 1 2 3  4  5  
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Section 3: Marketing Capabilities  

(SD - strongly disagree, D - disagree, NS - not sure, A - agree, SA - strongly agree)  

 A Product  SD  D  NS  A  SA  

1 Our organization has a strong ability to develop innovative and high-

quality products or services that meet customer needs and preferences. 

 1 2 3  4  5  

2 We continuously invest in research and development to enhance our 

product offerings and stay ahead of market trends. 

 1 2 3  4  5  

3 Our organization effectively manages the entire product lifecycle, from 

design and development to launch and post-launch support. 

 1 2 3  4  5  

4 We gather customer feedback and incorporate it into product 

improvements, ensuring our offerings remain relevant and competitive. 

 1 2 3  4  5  

5 Our organization is known for its ability to differentiate its products 

from competitors through unique features, design, or functionality. 

1 2 3 4 5 

6 We have a systematic approach to testing and ensuring the quality and 

reliability of our products before they reach the market. 

 1 2 3  4  5  

B Price  SD  D  NS  A  SA  

1 Our organization understands the pricing dynamics of our target market 

and adjusts our pricing strategies accordingly. 

 1 2 3  4  5  

2 We employ pricing strategies that effectively communicate the value of 

our products or services to customers. 

 1 2 3  4  5  

3 Our organization uses dynamic pricing models that allow us to adapt 

pricing based on market conditions and customer demand. 

 1 2 3  4  5  

4 We regularly analyze and benchmark our pricing against competitors to 

ensure our offerings are competitively priced. 

 1 2 3  4  5  

5 We offer pricing options or bundles that provide flexibility and cater to 

different customer segments or preferences. 

 1 2 3  4  5  

6 Our organization effectively manages price promotions and discounts to 

maximize customer engagement and drive sales. 

 1 2 3  4  5  

C Promotion  SD  D  NS  A  SA  

1 Our organization has a comprehensive and integrated marketing 

communications strategy that effectively reaches our target audience. 

 1 2 3  4  5  
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2 We utilize various marketing channels, including digital platforms and 

traditional media, to effectively promote our products or services. 

 1 2 3  4  5  

3 We have a clear brand messaging strategy that resonates with our target 

customers and effectively communicates our value proposition. 

 1 2 3  4  5  

4 Our organization actively engages in public relations activities to build 

and maintain a positive brand image and reputation. 

 1 2 3  4  5  

5 We leverage data and analytics to optimize our marketing campaigns 

and personalize our communication with customers. 

 1 2 3  4  5  

6 Our organization effectively uses social media and online platforms to 

engage with customers, build brand awareness, and drive customer 

loyalty. 

 1 2 3  4  5  

D Place SD  D  NS  A  SA  

1 Our organization has a well-defined and efficient distribution network 

that ensures our products or services are available to customers when 

and where they need them. 

 1 2 3  4  5  

2 We actively manage our channel relationships to ensure effective 

collaboration and mutually beneficial partnerships. 

 1 2 3  4  5  

3 Our organization strategically selects distribution channels that align 

with our target market and customer preferences. 

 1 2 3  4  5  

4 We employ logistics and supply chain management practices to ensure 

smooth and timely delivery of products or services. 

 1 2 3  4  5  

5 We continually evaluate and optimize our distribution channels to 

enhance efficiency, reduce costs, and improve customer satisfaction. 

 1 2 3  4  5  

6 Our organization effectively manages inventory and stock levels to meet 

customer demand while minimizing excess or shortages. 

 1 2 3  4  5  

  

 Section 4: Brand Internationalization  

(SD - strongly disagree, D - disagree, NS - not sure, A - agree, SA - strongly agree)  

 A Geographical Presence SD  D  NS  A  SA  

1 Our organization has expanded its operations and sales in multiple 

countries and regions across the globe. 

 1 2 3  4  5  
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2 We have established a strong and widespread geographical presence, 

reaching diverse customer segments in various international markets. 

 1 2 3  4  5  

3 Our organization actively seeks opportunities to enter new geographical 

markets and expand our customer base globally. 

 1 2 3  4  5  

4 We have strategically identified and targeted specific countries and 

regions for geographical expansion based on market potential and 

business opportunities. 

 1 2 3  4  5  

5 Our organization has established a network of local distributors, 

partners, or subsidiaries in different geographical markets to facilitate 

market penetration and customer reach. 

 1 2 3  4  5  

6 We have successfully adapted our products or services to cater to the 

unique needs and preferences of customers in different geographical 

markets. 

 1 2 3  4  5  

B Foreign market entry modes SD  D  NS  A  SA  

1 Our organization has utilized various foreign market entry modes, such 

as exporting, licensing, franchising, joint ventures, or wholly-owned 

subsidiaries, to enter international markets. 

 1 2 3  4  5  

2 We carefully evaluate and select the most appropriate foreign market 

entry mode based on factors such as market characteristics, risk, control, 

and resource requirements. 

 1 2 3  4  5  

3 Our organization has formed strategic partnerships or alliances with 

local companies in foreign markets to leverage their market knowledge 

and expertise. 

 1 2 3  4  5  

4 We have successfully navigated the complexities of foreign market 

entry and established a strong presence in international markets using 

our chosen entry modes. 

 1 2 3  4  5  

5 Our organization continuously assesses and explores new foreign 

market entry opportunities to expand our global footprint and diversify 

our revenue streams. 

 1 2 3  4  5  

6 We adapt our foreign market entry strategies based on the specific 

market conditions and dynamics of each target market to maximize our 

chances of success. 

 1 2 3  4  5  

C Export Sales Ratio SD  D  NS  A  SA  

1 Our organization generates a significant portion of its total sales revenue 

from international markets through export activities. 

 1 2 3  4  5  

2 We closely monitor and track our export sales ratio as a key 

performance indicator of our brand internationalization efforts. 

 1 2 3  4  5  
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3 International markets play a crucial role in our revenue generation and 

overall business growth. 

 1 2 3  4  5  

4 We consistently strive to increase our export sales ratio by expanding 

our market reach and capturing new customers in international markets. 

 1 2 3  4  5  

5 Our export sales ratio demonstrates the success of our brand 

internationalization strategy and the acceptance of our products or 

services in global markets. 

 1 2 3  4  5  

6 We continuously invest in marketing and promotional activities to drive 

export sales and increase our market share in international markets. 

 1 2 3  4  5  

D Internationalization of Production SD  D  NS  A  SA  

1 Our organization has strategically established manufacturing or 

assembly operations in foreign countries to serve local markets more 

efficiently and access cost advantages. 

 1 2 3  4  5  

2 We leverage the internationalization of production to enhance our global 

competitiveness through improved cost efficiency, supply chain 

management, and responsiveness to local market conditions. 

 1 2 3  4  5  

3 Our organization actively seeks opportunities to optimize our production 

processes by leveraging the strengths and resources of different 

countries. 

 1 2 3  4  5  

4 We have successfully integrated our international production facilities 

into our overall supply chain to ensure seamless coordination and timely 

delivery of products or services. 

 1 2 3  4  5  

5 The internationalization of production has allowed us to tap into skilled 

labor, resources, or technological advancements available in foreign 

markets. 

 1 2 3  4  5  

6 We continuously evaluate and optimize our international production 

strategy to align with market demands, cost structures, and business 

objectives. 

 1 2 3  4  5  

E Global Brand Recognition SD  D  NS  A  SA  

1 Our brand has achieved significant recognition and awareness among 

customers in international markets. 

 1 2 3  4  5  

2 Our organization invests in building a strong global brand image that is 

trusted, respected, and preferred by customers across different countries 

and cultures. 

 1 2 3  4  5  

3 We actively engage in global brand-building activities, including 

advertising, sponsorship, or endorsement partnerships, to enhance our 

global brand recognition. 

 1 2 3  4  5  
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4 Our global brand recognition contributes to increased customer loyalty, 

premium pricing, and competitive advantage in international markets. 

 1 2 3  4  5  

5 We continually monitor and measure our global brand recognition 

through customer surveys, brand tracking studies, or market share 

analysis. 

 1 2 3  4  5  

6 Our organization consistently strives to improve and maintain our global 

brand reputation by delivering high-quality products or services and 

upholding our brand promises. 

 1 2 3  4  5  

    

Thank you and for any clarifications you can contact me on my phone number: 

_______________ or email: ____________________ 

 

 

 

 


