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Abstract

Export deals with a wide range of environmental factors, customers and competitors that are different with the
domestic market. That’s why market research and export promotion require management plans and appropriate
procedures to their target markets and audiences. Exporter before entering a foreign market requires that by
doing the necessary research on the marketrealizethe type of information required and how to collect it from a
country other than their country and study about the cultural dimensions.

In fact, differences in the environment, cultural, legal, political, economic, financial, geographic, multinational
markets, free trade zones and economic agreements include the level of economic development and the risks and
major exporter that they should do an investigation to consider the conditions of satisfaction and thus increase
customer loyalty.

This applied research was done aims to determine the effect of culture on customer loyalty at target markets for
successful export using a descriptive method by a questionnaire that its validity and reliability was calculated. To
analyze the issue of structural equations and correlation test was used. Based on the results, this study found a
relationship between the cultural dimension, cultural beliefs and cultural values and traditions with customer
loyalty at target market.

Keywords: export, target market, between nations culture, cultural beliefs, cultural values, customer loyalty
1. Introduction

The importance and role of exports in economic growth is no secret. High economic growth because the solution
to many economic problems such as poverty, unemployment, inflation and unfavorable income distribution is
considered, as an important policy goal to governments and the importance of this indicator is to the extent that it
is now seen as a sign of power in the countries.

Achieving higher economic growth rate implies the adoption of appropriate economic policies that one of the
main sectors of the policies is trade policies and exports (Dezhpasand & Sabouri, 2008). Exports of goods and
services play an important role in the country’s economy. With the boom in trade with countries around the
world are trying to make their policies more active.

Therefore, increased competition in trade that among these countries with a clear strategy and prospects of
exporting our products have been more successful and have been able to attract loyal customers for their
products (Arend & Vasavada, 1995). How to create loyal customers in target markets in the exporting is complex
and important issue that should be examined. One of these cases is the subject of cultural differences between the
exporter and importer (Edwards, 1998).

Success in business is linked with cultural backgrounds and traditions of each nation. Basically, some nations
can not attract and retain customers. On the contrary, in some cultures, politeness, modesty, humility and a lot of
culture are institutionalized, which can lead to individual success and collective business.

When companies are expanding their markets in different countries of the world need to have strategies that
doing most out of the product promotion costs for the different stages. Awareness of cultural differences in
different countries could lead to more accurate planning. In the current international economic system of
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equations and economic relations are increasingly interacting with each other, the importance of active
companies in the areas of international trade is increasing. Every day they are trying to increase their share in
commercial markets and provide their goods and services with better quality and quantity.

In this competitive market, with products and quality service, customer retention is of particular importance. In
fact, loyal customers are to vital (Tsai, 2011). Provide more services to them is convenient (Shugan, 2005), and
are more willing to buy and pay (Seder et al., 2005). As well as positive word of mouth advertising are observed
in them (Reichheld & Sasser, 1990). After having loyal customers advertising costs and concerns of product
promotion in organizations is reduced. Companies are constantly looking for marketing strategies to create loyal
customers.

2. Literature Review
2.1 The Concept of Culture

Culture is a word that scholars of social science and anthropology researchers apply it and this term is wide
spread and so useful that it also applied to other social sciences. Culture in terms of its expertise in the debate
emerged in mid-nineteenth century in the writings of scholars and scientific use of the word culture in the late
specified by Tyler (1917) as English anthropologist (Stanley, 1997, p. 62).

One of the basic principles of behavioral science begins with the discipline of anthropology and is one of
sub-fields of anthropology, cultural anthropology, which is also closely associated with the study of
organizational behavior. Cultural anthropology is influenced by acquired behavior of humans and their culture
and dealing with culture is affected by this behavior. In fact, without a deep understanding of organizational
behavior and cultural values of society can not be properly understood (Rahimnia, 2012, p. 47).

The role that culture plays in human behavior is one of the most important concepts in the behavioral sciences.
Although this has not been fully evaluated. Culture is what people learn and determined how behave. How the
culture exists, it must be said that culture is a phenomenon that comes with attention to natural and social forces.

Regional geography, history and events, common language and literature among the people, religion, economy
and culture affect the way people’s livelihood in and in combination with each other generate a set of values and
beliefs that affect human behavior and makes communication between people easier (Hamidizadeh, 2012, p. 40).

In a very general concept, culture is the quality of life of a group of human beings who transmitted from one
generation to another. According to Edgar Schein, culture can be understood as a phenomenon around us all the
time. He believes that when a person brings a culture in organization could clearly how is emerged instead of
getting to see its development and finally brought it under its influence, manage and change (Dehghani, 2013, p.
28).

In the other field, culture is applied by anthropologists and others who have examined the man. In this means the
creation of ideas, habits, everyday objects are pointed out that emerged a complex compatibility between man
and his natural environment (Haghighi, 2009, p. 49).

Culture has different meanings in Persian literature and most notably, education, knowledge, customs collection,
science, education and arts.

2.2 Value of Management

Value of Management is a management model approach and value-oriented that emphasizes on stimulating
people to develop skills and enhance synergies and innovation with the purpose of maximizing the overall
performance of the organization. Value of management in the organizational level is based on a value-based
corporate culture that this values include the interests of stakeholders and customer satisfaction
(internal/external). Also in the operational level, use of appropriate tools and methods are concerned.

This standard introduced one of assumptions as dependency of value of management to senior management.
Senior management tries to meet the expectations of stakeholders and customers to get the best output from the
[inputs such as] assets, property, labor and material. Value management is obtained by Integration with
operational managers and senior director in the organization. This issue is possible by focusing on outputs that
are in line with overall business goals.

Organization social process: Another factor that is important in the creation and development of corporate
culture is a social process. Through this process people open their place in the organization and how to attract in
their organization, become familiar with norms and standards and learn appropriate behavior.
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Social processes in organizations is pre-service training and in-service training, or sometimes his people
gradually recognize appropriate behaviors and norms are gradually accustomed to them. In the first case is
formal and the second case is in the form of non-formal. Success of social process organization is related to the
nature of the organization’s culture and the prevailing norms in the organization (Rahimnia, 2012, p. 95).

2.3 Traditions and Rituals

Traditional are models formed in the organization as a sustainablehabit. Emphasis on the model, especially in a
public ceremony behaviors, approach to work, people and clients, encouraged to follow the slogans and symbols
associated meetings (every object, action, event, which is used to convey meaning), all expectations of the
problem statement, individuals as well as their mutual expectations of the organization.

Myth: An example of the success of the organization’s past history and outstanding work as model institutions or
managers in the past recounts, with the aim of motivating employees to follow them from that pattern.
Attachment created so that the employees and make them feel proud and to be proud member of the organization.
Researcher other components of organizational culture change and continuity in terms of visibility and splits it
into two levels.

So that, at a deeper level is less visible. Including the common values, even if they changed the band members
will remain in the organization. In fact, the values that shape the behavior of the group. At this level it is very
difficult to change culture. In this difference among military personnel in regard to financial matters, tapes or
performance determined. At another level, which is visible, culture, behavior patterns shows that people new to
learn automatically from the old staff. Culture can be changed at this level (Ibid, p. 96).

2.4 Customer

In market culture, customer is an individual that purchases goods or services that this ability and talent to select
and operate simultaneously in one of the shopping is done. In this view, the individual customer’s smart and
wise about your needs well-studied and with valuation and taking his talent to select the features and deals
(Rahimnia, 2012, p. 28).

. The customer is our reason for being employed.

. Client who pays our wages.

. The client is a person or entity that directly or indirectly goods and services to market (Mousavi, 2005, p. 55).
2.5 Customer Types

A) Customer outside a person outside the organization that receives our products or services (According to the
site supplier).

B) Internal customer: internal customer is our partner companies involved in the commodity cycle (According to
the site supplier).

2.6 Customer Satisfaction

Customer satisfaction is financing needs, expectations and demands of customers at the same time and in the
same way that he wants (According to the customer site).

What is the effect of customer satisfaction on business?

Repeat satisfied customer purchase, on everyday goods.

Buy new products by the consumer for the lowest cost advertising.

Buy a new product or service requests by customers for goods or services provided by satisfied customers.

It is very important point that should not be forgotten that satisfied customers become unconscious in a medium
free of charge for advertising, so from this channel will be added to the number of customers, organization or
institution (According to the customer site).

2.7 Identify Customer Expectations

In previous models, business suppliers, regardless of customer demand, only goods and services with a focus on
the production and supply facilities and their conditions. Ironically, many of whom were also successful, of
course, this success of which is dependent on their performance in competitive conditions due to supply
constraints and a lack of strong competitors were concerned. But, as noted in the new age, the presence of a
strong competitor in the business scene, status changes and move towards customer satisfaction is in the agenda
(Sanayei, 2007, p. 69).
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Customer satisfaction is the most important step in the process of identifying customer expectations. Identify
customer expectations is not possible except by referring to him and get his views. The other era of suspicion
and self-help customer has passed to the customer should be aware of the voices he heard. For this purpose and
to identify customer expectations, nowadays suppliers, the use of statistical techniques to customer surveys,
using different methods of postal, telephone and in-person act. In this regard, considering the factors that
customer expectations of service, product or brand forms is of utmost importance. The most important of these
factors are as follows (Zomorodian, 1994, p. 40).

2.8 Loyalty

By definition Richard Oliver and his colleagues, loyalty is continuous expression of a deep commitment to
repurchase the product/desirable service s in the future. By which to buy the same brand or set of brands
duplicate the same according to the situational factors and effective marketing efforts leads to changing behavior
(Davis-Sramek et al., 2007, p. 5; Russel- Bennet et al., 2007, p. 1254).

2.9 Various Aspects of the Relationship between Satisfaction and Loyalty

Studies on satisfaction and loyalty are divided into three categories. First category of service management has
been adapted from literature and studies on the relationship between satisfaction and loyalty in general and in the
company. According to their study background consent of loyalty that affect the profitability of the company.
Second category focused on the individual level and Preservation customer based on the customer’s intention to
buy again.

These factors have a significant deficit due to the difference between intention and behavior. Second category
argue that loyalty has been influenced by consent, even if their relationship is not logical. The third group are the
few, the relationship between satisfaction and loyalty at the individual level have focused on the actual purchase
data. Their findings suggest a weak relationship between satisfactions and buying behavior (Loyalty) (Bodet,
2008, p. 157).

Davis-sramek and others have suggested that the relationship between satisfaction and loyalty behavior is not
linear and has two critical threshold level, when satisfied with the above specified thresholds (certain threshold)
reach (the area of safety) purchasing behavior rapidly increases. When consent is reduced to the level of the
lower threshold (hydrophobic region) buying behavior quickly reduced. Between the thresholds level (reflection
area) is constant purchasing behavior. They believe that consent should be large enough to stimulate behavioral
loyalty or low enough to reduce it.

3. Research Method

Scientific research based on the purpose of the research into three basic categories, application and evaluation
are divided.

Fundamental research to develop and expand the kind of research that focused on theoretical knowledge and to
expand human knowledge and the application of theoretical knowledge does not care. Theoretical knowledge
gained from basic research to applied research to solve real-world problems are used.

Finally applied research and basic research impact assessment on solving real-world problems and their effects
puts evaluated.

Since the results of this research to inform managers and employees is of particular audit firms, therefore, the
aim of this research is applied research.

Since the data necessary to evaluate significance of comments made by members selected samples, obtained
through a questionnaire survey, therefore based on the location of research is descriptive survey. The instrument
used in this study was a questionnaire that its reliability Cronbach’s alpha was 79%, validity of the ranging
method was performed. To analyze the questions and hypotheses descriptive and inferential statistical methods
were used, including correlation and structural equations are.
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3.1 Descriptive Analysis of Data
3.1.1 Status of Respondents in Terms of Gender

Table 1. Table frequency and percentage of sample members based on gender

Percent Frequency Gender
25.06 96 Men
74.93 290 Women
100.0 386 Total

According to the data in the table can be argued that the highest frequency of 74.9% for men and the frequency
is equivalent to 25.06 percent of the women depicted in the diagram.

3.1.2 Status of Respondents in Terms of Education

Table 2. Table frequency and percentage of sample members based on education

Accumulative percent Percent Frequency Education
7.90 7.90 31 Associate degree
49.06 41.14 159 BA
94.54 45.50 175 MA
100.0 5.46 21 Phd
100.0 386 Total

3.1.3 Status of Respondents by Age

Table 3. Table descriptive statistics of the sample based on age

Maximum Minimum Standard deviance Average Variable
52 25 6.43 38.51 Age
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Figure 1. Status of respondents in terms of age
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The scatter plot above shows that the majority of respondents in the age category 35-45 years respectively.
3.2 Check the Normality of Data

Before testing the hypothesis normality of the data must be monitored to determine whether parametric test can
be used or not?

To check the normality of the variables we use the Kolmogorov.

Table 4. Check the normality of research data

Significant level Kolomogrov-Smironv Variable
0.878 0.590 Loyalty
0.838 0.619 Cultural beliefs
0.662 0.729 Cultural values
0.733 0.687 Cultural traditions

Given that the level of significance for all study variables is greater than 0.05, non-parametric tests we used to
test these variables.

3.3 Research Model Using Structural Equation Lisrel

The model was estimated using LISREL software is as follows:

W 1
0. e e Beliefs \ W2
0 _ &0
. _o.so Culture o-71 Loyalty V' 3
9.2 Values
0 ==
/ N i
2 -52 Tradition —
V5
WB
Chi-Scuare=eod.la, df=2Ze, P—wvalu==0.00005, BMSER=0.014

Figure 2. Original research model coefficients in standard mode

Structural equation modeling research in the diagram above shows the standard coefficients. All variables covert
and overt turn this model into two categories. Observed variables (rectangles) or viewed directly by the
investigator to be measured, while the latent variables (oval) or there is not to be measured directly, but based on
inferred relationships or correlations between variables are measured.
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Figure 3. Structural equation modeling in significance mode (t-value)

Figure 3 Structural equation modeling study in a state of significant coefficients (t-value) shows. In fact, all the
equations of the model (load factor) and structural equation using the statistic t test. According to this model, the
path coefficients and again in standard mode at 95% is significant. If the value is outside the range of -1.96 to
+1.96 model in significance, shows that all factor loadings are significant in 95% confidence level. T calculated
values for each factor loadings of each marker with its own structure or latent variable is above 1.96. Therefore,
alignment can be validated questionnaire to measure concepts revealed at this stage.

3.4 Interpreted of Model

Table 5. Interpretation of structural equation modeling

Allowed limit Main estimate Name of indicator
Lower than 3 2.46 Chi-square on freedom degree
More than 0.9 0.98 Good fitted (GFI)
Lower than 0.09 0.014 Root mean square error of estimate
More than 0.9 0.98 Modified fitness
More than 0.9 0.93 Normed fitness
More than 0.9 0.97 Non-normed fitness
More than 0.9 0.98 Increased fitness

In general, working with LISREL program, each of the indices obtained for model alone because there is no
certainty fitness model. In some sources, the degree of freedom for the chi-square value is acceptable under 3, is
calculated 2.46 value in the model of this research. GFI measure represents a measure of the relative amount of
variance and covariance is that the model is explained.

This criterion varies between zero and one that is increasingly closer to the number, the greater goodness of fit
with the observed data. To check if a particular model compared with other models may, in terms of explaining
the observed data set of how good acting softened fitness index (NFI), Not soft index fitness (NNFI), Increasing
Fitness Index (IFI) and the Comparative Fit Index (CFI) is used.

The values top of 0.9 of this index suggests suitable fitting design model compared with other models is possible.
Finally, to see how the model will combine fitness and savings, of the square root of the variance estimation
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error of approximation RMSEA powerful indicator is used. Stock RMSEA, the root mean square is approximate.
In this study, the research model (0.014), respectively.

As the fitness characteristics in the Table above shows, the data of this study was to investigate the factor
structure and theoretical foundation is a good fit and this shows in line with questions of theoretical structures.

4. Research Findings
* There is a significant relationship between cultural dimensions and loyalty.

Based on the cultural dimensions with loyalty that people have a coefficient of 0.71 t 3.56 is value. T value for
this parameter (as a rule reject the null hypothesis error for values outside the range of five percent in the region
of -1.96 to +1.96. Each parameter model), greater than 96/1 is obtained. Therefore, it can be concluded that
hypothesis is accepted with 95% confidence, in other words, a statistically significant relationship between
cultural dimensions and loyalty.

* There is a relationship between cultural beliefs and loyalty.

Based on the relationship between cultural beliefs with loyalty that people have a coefficient of 0.42 t 4.95 is
value. T value for this parameter (as a rule reject the null hypothesis error for values outside the range of five
percent in the region of -1.96 to +1.96. Each parameter model), greater than 96/1 is obtained. Therefore, it can be
concluded that hypothesis is accepted with 95% confidence, in other words, a statistically significant relationship
between cultural beliefs and loyalty is.

* There is a relationship between cultural values and loyalty.

Based on the relationship between cultural values and loyalty that people have a coefficient of 0.35 t 4.50 is
value. T value for this parameter (as a rule reject the null hypothesis error for values outside the range of five
percent in the region of -1.96 to +1.96. Each parameter model), greater than 1.96 is obtained. Therefore, it can be
concluded that hypothesis is accepted with 95% confidence, in other words, the relationship between cultural
values and loyalty is statistically significant.

* There is a relationship between tradition and cultural traditions and loyalty.

Based on traditions and cultural practices that loyalty has a coefficient of 0.36 t 4.53 is value. T value for this
parameter (as a rule reject the null hypothesis error for values outside the range of five percent in the region of
-1.96 to +1.96. Each parameter model), greater than 1.96 is obtained. Therefore, it can be concluded that
hypothesis is accepted with 95% confidence, in other words, between tradition and cultural traditions and loyalty
relationship is statistically significant.

5. Conclusions and Recommendations

Export and marketing concept defines a specific organizational culture, a set of shared beliefs and values that
consider the importance of putting the customer in strategy and operations of bypasses. Marketing is the most
important step in export. Knowledge of foreign markets and ways to influence it, knowing the power cores,
understanding competitors in the target country is the most important part that requires research and strategic
intelligence gathering.

Exports as a commercial phenomenon, a conceptual framework, a business process, an adjustment process of
supply and demand, creating physical desirability, time and place, the focus and the Equality and distribution,
product definition is a process of transfer of ownership. From the perspective of economists is a social process
that export goods and services from the producer to the consumer as guides that causes balance between supply
and demand and provides social goals.

As you can see above definition refers to aspects of distribution and sales promotion. Exports can be defined
from the the customer’s perspective. If it is considered that the export of the final result, the work of trade. This
definition makes clear that the emphasis should be on what is, and it makes economic sense for a company in a
profession or trade. As long as a company can continue to meet customer satisfaction.

Attention to the cultural dimension correctly in addition to sales distribution and promotion include design and
optimal pricing and thus satisfy customer and market demand caused exports to provide resources and this issue
will follow the next steps in checking and attract talent market. Export deals with a wide range of environmental
factors, customers and competitors that the domestic market are different. That’s why market research and export
promotion require management plans and appropriate procedures to their target markets and audiences.

An exporter before entering the foreign market, requires that doing the necessary research on the market and
realize type of information required and how to collect it from the a country other than their country and cultural,
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the differences in the environment, cultural differences, legal, political, economic, financial, geographic,
multinational markets, free trade zones and economic agreements, the level of economic development and
involve risks and major exporter to the information they need that they should do an investigation, to consider
the conditions of satisfaction and thus increase customer loyalty.

According to a study and recommended that the importance of this issue;

- Pay attention to the values and beliefs of the community in the provision of goods.

- Policies adopted by customers in products can be observed.

- The mystical and immaterial aspects of products can be observed.

- Pay attention to the type of products in the consumer society.

- Use the value patterns with the appearance and packaging.
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