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Abstract: The expansion of manufacturing industry all over the globe gives beautiful colors to the economic growth
of many countries in the world. Small and Medium Entrepreneurs (SME) manufacturers which covered majority
percentage of business in developed and developing countries are considered as backbone to the GDP of those
countries. This good economic inclination has generated active export activities, including our country Malaysia.
Despite all that goodness, export performance seems has an issue over cost and duration of export. This issue
normally hit developing and less developed countries. Unfortunately, Malaysia is one of them. According to the
literature, trade facilities like Information, Communication and Technology (ICT) and quality management
contribute to the time delay and cost increment of export. Therefore, this paper aims to explore the influence of ICT
and quality management on the export performance in Klang Valley, Malaysia. By using quantitative method, 200
sets of usable questionnaire are returnable, makes the response rate of this study is 50%. The data are then were
analyzed by using various analysis such descriptive, validity, reliability and correlation. The findings discuss
descriptive statistics of the data, including demographic of respondents, reliability and correlation analysis. The
results are expected to give brief view of the export performance in Malaysia in the perspective of ICT and quality
management. The policy makers should benefit these findings for a better policy to suit the dynamic of international
demand in future.
Key words: Export performance; Information; Communication and technology (ICT); Malaysia; quality
management; SME

1. Introduction
*Manufacturing

is like an engine to the modern
world. But, it did not just start yesterday. It actually
started a long time ago with big countries
manipulating this sector. Historically, Britain seems
the engine which started the Industrial Revolution
by introducing textile industry. Even though the
Netherlands, Portugal, Spain and France were
wealthier than Britain at that time, Britain quickly
overtook those countries by the Industrial
Revolution. In not much time later, Germany and the
United States took over Britain industrialization as
both countries offered variety of industries rather
than textile. This transformation is called Second
Industrial Revolution (Schmenner, 2001).
Inside those countries which were involved
actively with the industrialization, Small and
Medium Enterprise (SME) manufacturers play a very
vital role in doing the business. SMEs are recognized
globally as a machine for economic growth since 80
per cent of business activities are coming from SMEs,
while in Europe and North America, 99 per cent of
their total businesses are SMEs (Jutla et al., 2002).
The same phenomenon goes to our country,
Malaysia. A total of 548,267 enterprises are from
*
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SMEs, representing 99.2 per cent of the total
business in Malaysia. From this, SMEs are found to
contribute about 32 per cent of Gross Domestic
Product (GDP), 59 per cent of employment and 19
per cent of total exports (SMECorp, 2012) and
specifically, the highest proportion of exporters are
coming from manufacturing industry. Most countries
also agreed that exporters are more active in
production compared to non-exporters firms (Kotnik
et al., 2013).
When discussing about export activities, history
had shown that since early 1970s, export-oriented
industrialization was seen as a light for future
business growth and development in East and South
East Asia. It was proved by the steady inclination of
their GDP during that period and by 2005, the export
shares started to deviate from developing countries
to average world countries and fortunately it became
1.5 to 2 times higher (Jongwanich, 2010). Agreed
with the statement, in 2004, Akinkugbe (2009) had
found that the total of export of manufactured goods
from East Asia and the Pacific was about 80 per cent,
Europe was 57 per cent and 31 per cent from subSaharan Africa.
Realizing this matter, exporting becomes a main
strategy for manufacturing firms to survive and keep
growing in order to hit competitive advantage
globally (Navarro et al., 2010) and they currently pay
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increase in time can reduce bilateral trade volumes
in the range of 5 to 8 per cent (Djankov et al., 2006;
Hausman et al., 2005). For instance, when the
transport costs increase by 10 per cent, trade
volume decrease by 20% (Limao & Venables, 2001).
The costs for air transport decreased by 40 per cent
from 1990 to 2004 (Harrigan, 2005) and average
shipping time also declined by 30 days from 1950 to
1998 (Hummels, 2001). All of that declination is due
to the reduction in transportation costs, faster
delivery and the effectiveness of multimodal
transport (Nordas et al., 2006). The difference in
time taken for export probably due to country
characteristics such as bad environment of trade
facilitation and lack of trade infrastructure including
communications and poor regulatory environment
(Iwanow & Kirkpatrick, 2007); since Malaysia is one
of the countries which is included in the longest
period taken for exports, this study is called to zoom
into the issue through the measurement of related
dimensions as discussed by the literatures. The first
variable discussed in this study is the information,
communication and technology (ICT), which plays a
vital role in making the business process easier and
faster. The usage of ICT by firms in export activities
gives a variety of advantages including marketing
strategy
or
international
and
domestic
communication with clients and suppliers (Kotnik et
al., 2013; Lucchetti & Sterlacchini, 2004; Perego et
al., 2011; Zhou, 2014). Unfortunately, the discussion
on ICT in export remains relatively unexplored in the
literature (Kotnik et al., 2013).
The implementation of quality management is
also an important thing that relates to the trade
activities. It concerns about quality of product and
management and generally found to be significant to
the improvement of international sales and demand
(Arauz & Suzuki, 2004; Fenghueih Huarng et al.,
1999). Therefore, the manufacturers are motivated
to have this quality management especially when
they are involved in international trade (Lamprecht,
2001). However, there is lack of study done to
observe the relationship between the quality
management and export performance directly.
Therefore this study examines the relationships
of ICT and quality management with export
performance of SMEs manufacturing in Klang Valley,
Malaysia. Thus, the next sections discuss about the
related literature review, research methodology,
results, discussion and conclusion of the research.

more attention to expose and export their products
to the international market (Lages & Lages, 2003;
Moghaddam et al., 2011; Navarro et al., 2010; O'Cass
& Julian, 2003). All in all, export or this trade
activities not only beneficial to the countries and
firms, but it is also reducing the unemployment rate
by creating new job opportunities, improving
capacity of utilization, as well as increasing the
productivity of their people (Moghaddam et al.,
2011). This is supported by an economic theory
which claimed that “human development is enhanced
through income growth; income growth is greater
with more cross‐border trade; trade is increased
through all conscious and indirect efforts at trade
facilitation” (Akinkugbe, 2009). As evidence, in 2013,
the average wage of manufacturing workers in the
US is $77,506 annually, but workers from other
industries earned about $62,546 yearly, which is
pretty low compared to the manufacturing sectors
(Manufacturers, 2014).
1.1. Trade facilitation and its issues
In order to maintain and develop more economic
expansion through smooth export activities, trade
facilitation provided must be good. What is trade
facilitation? Trade facilitation is defined as “reducing
the transaction costs associated with the enforcement,
regulation and administration of trade policies”. Its
main discussion is on policy measures to reduce the
production costs for export in developing countries
(Iwanow & Kirkpatrick, 2009; Portugal-Perez &
Wilson, 2012).
Narrowing down, the trade facilitation is
associated with the transaction costs reduction onthe-border like cut of tariff which essentially
“involves the simplification and standardization of
custom formalities and administrative procedures
related to international trade”. In a broader view,
trade facilitation also involves with business
environment, domestic regulations, infrastructures’
quality and transparency. To conclude, the trade
facilitation can be measured through two
dimensions; “hard” and “soft”. The “hard” dimension
is about physical infrastructures (roads, rails, ports,
airports and telecommunications), while “soft”
dimension indicates environment of the business,
management of customs and other institutional
aspects (Akinkugbe, 2009; Portugal-Perez & Wilson,
2012). Therefore, it also can be said that trade
facilitation is about “logistics of moving goods
through ports or more efficiently moving
documentation associated with cross border trade”
(Iwanow & Kirkpatrick, 2009).
As mentioned by the authors above, the trade
facilitation is a logistics movement, including
physical movement by the usage of physical
infrastructure and the movement of documentation
which associates with regulations. Then, these
movements are related to time and cost. How does
trade, time and cost relate? According to Nordas,
Pinali, and Grosso (2006), time is a trade cost. A
Doing Business Survey estimates that a 10 per cent

2. Literature review
2.1. Small and medium enterprise (SME) in
Malaysia
Boosting up the economic growth is a mission for
most of the countries in the world. Among many
ways executed, one of them is through the SMEs, as
almost three-quarters of the global business are
coming from SME sector (Jutla et al., 2002). In
Malaysia, SME business is registered in Registration
of Businesses Act
147
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1956 (Act 197) or Companies Act 1965.
According to SMECorp (2013), SMEs are defined by
two characteristics; annual sales turnover and
number of full-time employees of a certain business
and these criteria differ based on the sector. As for
manufacturing and manufacturing- related sector for
instance, enterprises with “sales turnover not
exceeding MYR50 million or full-time employees not
exceeding 200 workers” are considered as SMEs. On
the other hand, for other sectors including service
sector, SMEs are enterprises with “sales turnover not
exceeding MYR25 million or full-time employees not
exceeding 75 workers”. However, these criteria may
differ for other countries.
Globally, SMEs business involves in petty traders,
grocery store operators, medium-sized contract
manufacturers supplying parts and components to
multinational corporations and professional services
such as software firms or medical researchers selling
their services to overseas markets. In Malaysian
context, SMEs are operating through a variety of
environments such as urban, rural, online, physical,
domestic, regional and international. In our country,
most of SMEs (87%) are from services sector, 7% are
from manufacturing, 6% agriculture and all of them
contribute approximately 32% of GDP for our
country (SMECorp, 2013).
Again, according to the latest report from SME
Corporation Malaysia, most of SMEs are
concentrated in the area of Klang Valley where
35.7% of them are in the area of Selangor and
Federal Territory, followed by 10.3% in Johor, 8% in
Perak and 6.8%. Out of these SMEs, manufacturing
sector is seen to be manipulating the higher
proportion of large enterprises (SMECorp, 2013).

faced by Greek firms in financial crisis period (Azaria
et al., 2014).
Other than basic technologies like internet which
provide corporate e-mail, website, e-commerce and
etc. for basic communication for business-tobusiness processes, there are few types of ICT
systems that have been used in SME manufacturing
sector and logistics transportation for the purpose of
production and products’ delivery to export to the
desired destinations. In executing those processes,
stronger competition on costs and service
performance is given a great attention by the firms.
Thus, the applications of ICT are seen as a key to face
this competition (Closs et al., 1997; Spanos et al.,
2002). Therefore, according to Marchet, Perego, and
Perotti (2009), among applications available for
logistics transportation that a firm needs are;
transport management (TM) applications (Mason et
al., 2003) such as routing and scheduling, freight
payment and auditing as well as field force
automation (FFA) applications such as any mobile
technology supporting the integration between
business (Perego et al., 2011; Rodina et al., 2003).
Other than FFA, Electronic Data Interchange (EDI)
also helps the firms to integrate faster through
paperless technology from point to point of business
process (Murphy et al., 2000). On the other hand, ICT
is also important in the production process of
manufacturers. For example, most manufacturers
nowadays
use
Computer-aided
Design
(CAD)/Computer-aided Machine (CAM) in their
production. It makes the design and execution of
design easier and faster compared to other
conventional methods (Lucchetti & Sterlacchini,
2004).
In conclusion, the studies of ICT related to trade
activities normally relates to globalization and
multinational. Literatures showed that ICT is very
significant for international marketing and
globalization of firms, particularly for smaller firms.
Nevertheless, the role of ICT in firms’ exporting
activities remains relatively unexplored (Kotnik et
al., 2013).

2.2. ICT in SME
According to Devenport (2001) in Zhou (2014),
ICT is defined as “a set of technologies that includes
computing, telecommunications, multimedia and
virtual reality”. The basic line for ICT is internet,
which is the main medium to transfer information
regardless of how far the distance is. Therefore,
(OECD, 1998) in (Rosson, 2004) mentioned that the
usage of internet is a great chance for SMEs to act
globally. E- Commerce for example, provides good
opportunities to the SMEs to gain wide access to new
markets either domestic or international by doing
more research. However, in certain situation, the
implementation of IT can be burdensome, especially
when it comes to the costs. Regardless of the costs,
the number of SMEs operating with the internet is
gradually increasing, thus increasing their ability to
meet new customers (Rosson, 2004). Same goes to
exporting activities. SMEs which involve in export
activities use the internet to have larger network in
fast and cheaper environment without having to
invest in expensive physical assets abroad. This can
eliminate SMEs disadvantages of size and weaker
physical presence among other foreign markets
(Kotnik et al., 2013). It also amends main problems

2.3. ICT and export performance
The empirical study of ICT and trade activities is
so far quite limited. According to the bilateral data
from 1995 to 1999, it showed that the usage of
websites helps to explain export development in the
following years (Freund & Weinhold, 2004). In
certain extent, the data indicated that internet
eventually has developed a great opportunity for the
firms and organizations to access international
market, even from the smallest entrepreneurs in
China to the biggest manufacturing firms in the
United States (Griffith & Palmer, 1999). Therefore,
Rosson (2004) concluded that internet can be used
by most firms, especially SMEs in order to cater their
export orientations in three main roles; global
marketing tool, cost-efficient transaction medium
and tool for customer care. Hence, several research
studies revealed that the level of ICT, internet
148
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knowledge and experience within a firm had a
significant impact on export performance (Bennett,
1998; Dholakia & Kshetri, 2004; Moodley, 2002;
Morgan-Thomas & Bridgewater, 2004; Mostafa,
Wheeler & Jones, 2005; Rosson, 2004).
However,
Azaria C. Albertos et al. (2014)
mentioned that, among a large number of studies
related to the role of internet in international
marketing and business activities, only a few studies
studying the potential use of internet in export
activities, even though there has been a relative
increase of research attempts on the specific
scientific area during the past ten to fifteen years
(Azaria C. Albertos et al., 2014). Meanwhile, among
many studies that studied the impact of various
types of infrastructure on the export performance of
developing countries, ICT is found as one of the most
relevant elements that influence the export
performance and it becomes more significant in
richer countries (Portugal-Perez & Wilson, 2012).
Again, the usage of ICT showed a good impact on
export sales (Bennett, 1997), but some scholars
found that the combination of online and offline
strategies also drives the export performance
(Sinkovics & Sinkovics, 2013). Additionally, Clarke
(2005) in (Iwanow & Kirkpatrick, 2007) claimed, in a
study concerning the specific behind-the-border
factors that constrain export activities showed that
the government should improve ICT facilities in
order to enhance the export performance. This
phenomenon has been proven by Bank (2014) which
indicated that many exporting firms had improved
their electronic submission and processing of
custom documents. As a result, the process of
exporting goods is much easier and faster as the
period for export activities is shorten from 23.5 days
to 21.
8 days. It means that the improved ICT system in
trade-border could improve the period of export by
7.23%, hence helping to enhance export
performance. Therefore, it can be hypothesized that:
H1: ICT has a significant relationship with export
performance.

ISO is created in an effort to offer a set of standards
that provide a framework for quality management
throughout the processes of manufacturing and
delivering products and services for the customers
(Arauz & Suzuki, 2004). This set of quality
management is considered to be an effective tool to
provide “controls to ensure quality of production
and delivery, and reduces waste, downtime, and lab
our inefficiencies, thereby increasing productivity
(Leong et al., 2014). As for exporting companies, this
quality management implementation for instance is
a qualification for them to sell across national
boundaries into the markets. In fact, a supplier for
example, must be ISO certified in order to do
business with the European Community industries.
Therefore, domestic suppliers especially those
selling to the public or large private buyers seek ISO
certification for the purpose of marketing (Mo &
Chan, 1997).
In the early years, most of ISO 9000 was issued to
organizations in manufacturing-related sector
(Conti, 1999). Then is followed by organizations in
other sectors especially service sector (Guler et al.,
2002) and this trend are expected to continue in the
coming future (Dick et al., 2002). But in the case of
SMEs, many manufacturers found that quality
management implementation is too impersonal and
formalized, expensive and time consuming (Abdullah
et al., 2013). Jang and Lin (2008) also found that
some of them contended that it is very much
sophisticated and cost in implementing the
certificate is somehow a barrier for SMEs to register
(Padma et al., 2008).
2.5.
Quality
performance

management

and

export

An
empirical
study
among
Taiwanese
entrepreneurs on ISO adoption showed that ISO
significantly improves quality reduces costs and
most importantly it helps to enhance international
competitiveness and sales. All of those benefits come
from several characteristics of ISO such as positive
and internationalizing attitudes, more degree of
implementing documentation through auditing,
more experience in quality controlling activities and
more open organizational culture. As ISO has
significantly
improving
international
competitiveness and raising international sales, it
thus brings to improve export-oriented performance
in developing countries (Huarng et al., 1999). All
these benefits open up firms’ eyes to register the
quality management tools.
Furthermore, the motivation for quality
management implementations is claimed as a
significant factor for business and is often for
external reason such as competitive pressure,
marketing advantages and customer expectation
(Breka, 1994; Feng et al., 2007; Ho, 1994). Since
quality management implementation like ISO
requires various documents to assure quality, it will
result in quality awareness (Huang & Tan, 1994;
Wiele & Brown, 1997), better documentation (Shih

2.4. Quality management
In recent years, the number of studies relating to
corporate performance increases rapidly. As firms
struggle to gain world-class status, the search for the
best performance measures has exaggerated. Fast
development in communication and technology has
introduced firms to the globalization era (Mokhtar et
al., 2005). As globalization became a common issue,
world-class
organizations
strive
to
reach
international markets and satisfy the needs of varied
customers. The necessity of a quality control
standard that allows the measurement of quality on
equal basis everywhere in the world becomes an
important approach (Huarng et al., 1999). After all,
in an international context, companies worldwide
have accepted with open arms ISO 9000 certification
(Mokhtar et al., 2005). In 1987, the International
Standard Organization (ISO), based in Switzerland,
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to less than 30
3 employeees) medium (30 to nott
excceeding 75 employees),, and more than thesee
nu
umber, the firm
f
is conssidered as a large firm..
Th
herefore, from
m the resultts in Fig. 6, it could bee
con
ncluded thatt the firms involved in
n this study
y
com
mprise of va
arious sizes of firms. They are 5%
%
miicro firms, 25% small firrms, 26% medium
m
firmss
and the total off 44% large fiirms.

Ye
ears in Curre
ent Organiza
ation
22%

13%

Le
ess than 1 year
2 to
t 5 years
6 to
t 10 years

Fig
g. 4: Working experience
e
in current
c
Orgaanization

n, the resultss of ‘position
n in
From thee observation
organization
n’, ‘years in current job’ and ‘yearss in
current organization’ were
w
linked with
w
each oth
her.
b said that the position
n of
To summarrize, it can be
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uestionnaire. From Table 44.4, it is show
wn that moree
qu
thaan 97% of respondent firms used internet to
o
com
mmunicate with
w
custom
mers and ord
der supplies..
Sam
me goes to telephone usse, merely 100%
1
agreed
d
and strongly agreed
a
that they used telephone
t
to
o
mmunicate with
w
custom
mers and ord
der supplies..
com
Bu
ut for fax as a medium off telecommu
unication, thee
tottal of 51% of
o agreed, 222% strongly agreed thatt
theey used fax machine to commu
unicate with
h
cusstomers whille 25.5% chosse to be neuttral. Whereass
forr website, 82.5% of the tootal responde
ent firms had
d
theeir own we
ebsite in oorder to prrovide basicc
infformation ab
bout their firrm to the cu
ustomers. On
n
thee other han
nd, 22% agrreed and 32
2% strongly
y
agrreed that the
ey provided oonline transaction to easee
cusstomers while the total of 16.5% diisagreed and
d
tottally disagreed that theyy had online
e transaction
n
faccility. From th
he result, it aalso indicates that most off
firm
ms involved
d in this stuudy applied Local Areaa
Neetwork (LAN)) in their com
mputer syste
ems (92.5%)..
Th
his made it easier
e
to trannsfer information amongg
thee computers in their firm
ms. Other th
han LAN, thee
tottal of 76.5% agreed and sstrongly agre
eed that they
y
applied Electro
onic Data Intterchange (E
EDI) in theirr
usiness system, while onnly 0.5% dissagreed and
d
bu
strrongly disagreed respecctively. Other importantt
sofftware/ ma
achine for a manufa
acturer aree
Computer-aided Design/ CComputer-aid
ded Machinee
AD/ CAM). Thus,
T
from thhe results, it is
i found thatt
(CA
50.5% agreed and
a 17.5% sttrongly agreed that theirr
ms deployed CAD/ CA
AM in their production
n
firm
sysstem while the total oof 3.5% dissagreed and
d
strrongly disagrreed with thhis implemen
ntation. Next,,
as entrepreneu
urs, it was im
mportant for them to also
o
deploy Enterprrise Resourcee Planning (E
ERP) in theirr
maanagement sy
ystem. The ttotal of 73.5%
% was found
d
deploying the ERP
E system inn the firms, whereas
w
1.5%
%
obviously did not deploy the system. In terms off
uting and scheduling dellivery service
e, 90% of alll
rou
firm
ms involved applied thee system in their
t
servicee
and only as sma
all as 0.5% diisagreed with
h the system..
ast, 48.5% agrreed and
Last but not lea
29% strong
gly agreed thhat their firm
ms had high
h
h
percentage off internet-ennabled employees with
adband, whiile 2.5% dissagreed and
d
acccess to broa
strrongly disagreed with the statement re
espectively.
q
manaagement, 97%
% found thatt
Moving to quality
qu
uality mana
agement haad increased foreign
n
im
mporters’ apprroval on theirr product qua
ality. None off
theem disagreed with this, while 3% chose to bee
neutral. Other than produuct quality, 97.5% also
o
ongly agreed that quality management
m
t
agrreed and stro
inccreased fore
eign importeers’ confiden
nce in theirr
maanagement quality. More than that, a total of 98%
%
agrreed and stro
ongly agreedd that the imp
plementation
n
of quality mana
agement in ttheir firms had increased
d
n overseas. O
On the other side of coin,,
theeir reputation
87% believed that it will enhance the
e bargainingg
position with foreign buuyers, while only 1.5%
%
ought vice versa. Other tthan that, 98
8.5% agreed
d
tho
and strongly agreed thiis quality management
m
t
p
perfoormance. For the last item
m
enhance their product
ble, ‘increasee product orders
o
from
m
in this variab

No. of Full-ttime Employeees
30%

5%
25%
26%

14%

Less than 5
employees
5 - 30
employees
31 - 74
employees

Fig. 6: Years of manu
ufacturer’s esta
ablishment

4.1.3. Frequ
uency for me
easurements
This secttion states in
n detail the percentage
p
ggain
for each m
measurementts according to Five-Likkert
scale questtionnaire asssessment; strongly
s
agrree,
agree, neutrral, strongly disagree and
d disagree. Eaach
measuremen
nt of each vaariable is statted in the Taable
1. Then, the results are explained acco
ordingly.
Table 1: Sum
mmary of meaasurements of variables
v
used
d in
this study baased on literatu
ure
Variablees
Measureme
ents
Use intternet to comm
municate with
clients and customerss, use internet
to ordeer supplies, recceive SMS and
text messages for business purpose,,
havingg a website, ha
aving e-sales,
LAN (Local
(
Area Ne
etwork), EDI
(Electrronic Data Interchange), use
CAD
D/CAM technologies, use
teleph
hone to commu
unicate with
ICT
clieents and customers, use
telepho
one to order supplies, use faxx
to com
mmunicate with clients and
custtomers, ERP (E
Enterprise
Resou
urce Planning),, routing and
schedu
uling, shipmentt tracking and
traccing, per cent of
o internetenableed employees with
w access to
broadban
nd.
Increase foreign buy
yers’ approval
of the
firm product qualitty, increase
foreign buyers’ conffidence in the
firm’s management
Qualityy
m
ab
bility, increasee
managem
ment
corrporate buyers overseas,
enhancce price bargaiining position
with
h foreign buyerrs, enhance
product performance
e, and increase
o
orders
from ov
verseas.
ure results in
Overaall export ventu
the last
three yeears, expected overall exportt
venturre results for th
he next three
years,, export growth
h is constant
Exportt
througghout the yearss, satisfaction
performan
nce
with current
c
busine
ess ventures,
busin
ness ventures is successful,
satiisfaction with our
o export
activitiies, consider th
hat our export
a
activities
is a success.

Firstly, iin terms of ICT, there were 13 iteems
presented this variable in th
he construccted
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overseas’, 39.5% agreed, 58.5% strongly agreed and
only 0.5% did not agree with this item.
In the case of dependent variable, there were
seven items listed in measuring the export
performance. Firstly, 57.5% agreed and 24%
strongly agreed that since the past three years, their
export sales increased year by year. Secondly, 67.5%
agreed and 10.5% strongly agreed that since the past
three years, their export profits increase year by
year. Thirdly, 39% agreed and 5% strongly agreed
that their export growth was constant throughout
the years since three years ago, while 3.5%
disagreed and 52.5% were neutral with this
statement. Next, the total of 85.5% satisfied with
their current business ventures, while only 2.5%
disagreed. In the other hand, the sum of 53%
believed that each of their business ventures was
successful and 43.5% were in the neutral state.
Overall, 62% agreed and 12.5% strongly agreed that
they are satisfied with their export activities and
22.5% chose to only be neutral. Lastly, 65.5% agreed
and 7% strongly agreed and 25% were neutral with
the last item; ‘overall, all export activities is a
success’. Among all those items representing the
dependent variable, none strongly disagreed, and
less that 4% disagreed with each of the item.
In terms of the usage of ICT in their firms, a
majority of firms successfully applied and used ICT
applications and software in their business and
management systems in order to make their
activities run smoothly. Meanwhile, almost all
respondents believed that the implementation of
quality management brought so much positive
vibrant to their firms and products especially in
attracting foreign customers.

Since the values of standard deviation for these
variables were less than 0.6, it thus indicates the
dispersion for this study is less than 0.6.
Table 2: Mean and standard deviation
Standard
Variables
Mean
Deviation
ICT
4.2585
0.39571
Quality
4.4208
0.43983
management
Export
3.8029
0.54733
performance

4.3. Reliability analysis
The reliability test was done in order to obtain
the value of Cronbach’s Alpha for each variable
involved in this study, as indicated by Table 4.6. The
value of Cronbach’s Alpha for the dependent
variable, export performance is 0.864. Meanwhile,
the independent variables; ICT and quality
management obtained 0.788 and 0.877 respectively.
Therefore, all variables are reliable for the study.
Table 3: Cronbach’s Alpha values
Cronbach's
Variables
No. of Items
Alpha
ICT
0.788
13
Quality management
0.877
6
Export performance
0.864
7

4.4. Correlation analysis: hypothesis Testing
4.4.1. ICT and export performance
Pearson correlation analysis was done in order to
observe accurately the correlation or relationship
between independent and dependent variable. The
first correlation analysis was done on the
relationship of ICT and export performance. The
results obtained are as in Table 4. According to the
results, Pearson product-moment coefficient, r =
0.172 and p =0.008. With p = 0.008, it means that
there is only 0.8% chance that this relationship does
not truly exist. Since r = 0.172, it is concluded that
ICT has a small positive correlation with export
performance.

4.2. Descriptive analysis
From the results of descriptive statistics in Table
2, quality management had the highest mean value
(4.4208), followed by ICT (4.2585), physical
infrastructures (4.0280). All these three variables
are laid in the range of high value, whereas, export
performance (3.8029) and regulatory factors
(3.5750) are considered moderate.
For the case of standard deviation, generally, the
standard deviation explained how far the individual
responded to a question deviate from the mean.

ICT

Performance

Table 4: Pearson correlation of ICT and export performance
ICT
Pearson Correlation
1
Sig. (1- tailed)
N
200
Pearson Correlation
0.172**
Sig. (1- tailed)
0.008
N
200
** Correlation is significant at the 0.01 level (1-tailed).

To determine the variance shared of both
variables, coefficient of determination was
calculated, following Equation (1).

Performance
0.172**
0.008
200
1
1
200

Percentage of variance = (r x r) x 100
(1)
Percentage of variance = (0.172 x 0.172) x 100 =
2.958%. As r is the value of Pearson productmoment coefficient taken from Table 4, the
153

Radzi et al/ Journal of Scientific Research and Development, 2 (14) 2015, Pages: 146‐157

percentage of variance shared in this correlation is
2.958%. This indicated that ICT helps to explain
approximately 3% of variance in respondents’ score
on the export performance.
Thus, hypothesis 1, H1 is fully supported when
the results above shows that ICT has a positive
significant relationship with export performance,
since r = 0.172 and p =0.008.

4.4.2. Quality
Performance

Management

and

Export

Next, the correlation of quality management and
performance was calculated. The results are shown
in Table 5.

Table 5: Pearson correlation of quality management and export performance
Quality Mgmt.
Performance
Quality Mgmt.
Pearson Correlation
1
0.186**
Sig. (1- tailed)
0.004
N
200
200
Performance
Pearson Correlation
0.186**
1
Sig. (1- tailed)
0.004
N
200
200
** Correlation is significant at the 0.01 level (1-tailed)

From the table, it is found that r = 0.186 and p =
0.004. From p = 0.004, it could be said that only 0.4%
chance that this relationship does not truly exist.
Then, with r = 0.186, again, it indicates that quality
management has a small positive correlation with
export performance.
In order to calculate the variance shared of both
variables, coefficient of determination was calculated
by following the Equation (1).
Percentage of variance = (0.186 x 0.186) x 100 =
3.460%. From the calculation above, with r = 0.186,
the percentage of variance shared in this correlation
is 3.460%. This indicates that quality management
helps to explain approximately 3% of variance in
respondents’ score on the export performance.
All in all, hypothesis 2, H2 is fully supported when
the results above said that quality management has a
positive significant relationship with export
performance, since r = 0.186 and p = 0.004.

small positive significant impact on firm
performance. Even though the value is small, the
relationship is supported by the literature. For
example, Fenghueih Huarng et al. (1999) supported
that the implementation of ISO as quality
management control has significantly enhancing
international
competitiveness
and
raising
international sales, thus improving export-oriented
performance in developing countries. Additionally,
international motivation like quality management
implementation is one of the important factors to
improve sales and international performance as well
as leading to better export performance. This is
because the implementation leads to higher
customer satisfaction, sales improvement especially
in international markets as they are normally
looking up for international standard (Mo & Chan,
1997).
Both relationships found above are small might
because the environment of Malaysia is still hiking in
using ICT and quality management in their business.
This is because both ICT and quality management
need quite a big capital investment. SMEs in Malaysia
however might have constraint in the capital.

5. Discussion
The main objective of this study is to investigate
the relationships of ICT and quality management
with export performance. In order to achieve this
main objective, correlation analysis was done for
each desired relationship.
This study found that ICT has a small positive
significant with export performance. The result is
quite small may be because of the country difference,
as supported by Portugal- Perez and Wilson (2012),
who mentioned that ICT is found as one of the most
relevant elements that influence the export
performance and it becomes more significant in
richer countries. Plus, Sinkovics and Sinkovics
(2013) argued that the combination of online and
offline strategies also drive the export performance.
But, in today’s world, many exporting firms has
improved their electronic submission
and
processing of custom documents in order to shorten
the process time thus improving firm performance
(T. W. Bank, 2014b).
In the other hand, the relationship of quality
management and export performance also has a

6. Conclusion
The research questions and hypotheses of this
study were all answered through correlation
analysis. Thus, the objectives of this study are fully
achieved. These outcomes are new important
findings in Malaysian logistics since our country
lacks this kind of logistics studies. The Malaysian
government for example, can benefit these findings
to consider providing more financial assistance to
SMEs in Malaysia to implement ICT and quality
management in their business thus can compete
with dynamic international market.
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