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Abstract. This study examines the effects of export market research, export channel
selection, and market sensing on the export performance of furniture manufacturers in
Jepara. The research results show that market sensing, export channel choice, and export
market exploration have a significant positive influence on export performance. Linear
regression analysis also shows that 62.8% of export performance can be explained by
market sensing, export channel choice, and export market exploration. These results have
practical implications that furniture companies in Jepara must improve their market
sensing capabilities, choose effective export channels, and explore export markets to
improve export performance.
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1 Introduction

The development of science and technology has had a significant impact on various aspects of
life, including global economic growth. One sector that plays a crucial role in Indonesia's
economic growth is the furniture industry. This industry not only contributes to the domestic
economy but has also become one of the main drivers of national export performance.

Indonesia has established its position as one of the largest exporters of furniture products in the
world, with wooden furniture products being in high demand on the international market due to
their superior quality. [1]Data from the trademap shows that Indonesia is ranked as the fifth
largest supplier of wooden furniture products in the world, with positive wooden furniture
export growth of 6% in the 2017-2019 period. Furthermore, data from Eurostat reveals that
Indonesia has an average market share of wood exports in the European Union of 2.04% from
January 2017 to December 2021, which is relatively large compared to other competing
countries.

The unique characteristics of Indonesian furniture, which combines the use of high-quality
wood with innovative and environmentally friendly designs, have made it a favorite in various
global markets, including Europe, America, Asia, and Africa. The Central Statistics Agency
(BPS) reported a significant increase in the value of national wooden furniture exports, reaching
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US$ 1.99 billion in the January-December 2021 period, an increase of 32.54% compared to the
same period the previous year.

The importance of this research lies in the vital contribution of the furniture industry to the
national economy and its potential to support economic recovery after the COVID-19 pandemic.
As a labor-intensive and export-oriented sector, the furniture industry not only plays a role in
absorbing labor but also in generating foreign exchange for the country. However, the industry
also faces complex challenges, including fluctuations in export values, increasingly fierce global
competition, and changing international consumer preferences.

Jepara Regency, as one of the leading centers for producing wooden furniture in Indonesia, is a
special focus in this research. The furniture industry has become the breath of life for the people
of Jepara, with most of the population depending on this sector. However, statistical data shows
that there are fluctuations in Jepara's export volume, which is influenced by various factors,
including global competition and the impact of the COVID-19 pandemic.

This research identifies a research gap in the literature regarding factors that influence export
performance. Several studies show different results regarding the influence of market sensing
capability, export channel choice, and export market exploration on export performance. For
example, [2]Saputro found a positive influence of market sensing capability on export
performance, [3] while Sugiyarti did not find a significant influence. Likewise, there are
different findings regarding the influence of export channel choice, with finding a positive
influence, [4]while He did not find a significant effect. Similar differences in results were also
found in studies on export market exploration.

These differences in findings demonstrate the complexity of the factors influencing export
performance and emphasize the importance of further research to understand these dynamics in
the context of the Indonesian furniture industry, particularly in Jepara. A deeper understanding
of these factors will help in formulating more effective strategies to increase the competitiveness
of the Indonesian furniture industry in the global market.

The main objective of this research is to analyze the influence of market sensing capability,
export channel choice, and export market exploration on the export performance of the furniture
industry in Indonesia, with a special focus on the furniture industry center in Jepara.
Specifically, this research aims to:

e Evaluate the role of market sensing capability in improving the export performance of
the furniture industry.

e analyze the influence of export channel choice on the success of Indonesian furniture
exports.

e  Assess the impact of export market exploration on the expansion and diversification of
the Indonesian furniture export market.

e Identify strategies that can be implemented to increase the competitiveness of the
Indonesian furniture industry in the global market.

By examining these factors, it is hoped that this research can make an important contribution to
the development of an effective export strategy, as well as support the efforts of the government
and industry players in improving the performance of Indonesian furniture exports. It is hoped
that the results of this research can be a reference for policymakers in formulating policies that
support the growth of furniture exports, as well as for industry players in optimizing.



2 Literature Review

2.1. Export Performance

Export performance is defined as the results a company achieves in international sales [5]. It
reflects a company's specific behavior in utilizing its resources and capabilities in an
international context at a given time. [6]Successful export performance is a critical aspect of
strategic decision-making processes for both company and public policy decision-makers. For
companies, export success indicates the extent to which both economic and non-economic
objectives are achieved in an international context at a given time, reflecting the appropriateness
of the chosen export strategies in response to the company's environment

Government policies significantly influence export performance. Countries oriented towards
export follow the principle of comparative advantage, producing more of the goods that they
can produce more efficiently and exporting them in exchange for goods they produce less
efficiently.[7] Export performance can be measured at different levels: product, business, or
company level, and can vary based on different contexts, national settings, and time horizons.

2.2. Market Sensing Capability

Market sensing capability refers to an organization's ability to detect changes in its market and
accurately anticipate the responses to its marketing actions.[8] This capability involves an
integrative process where collective knowledge, skills, and resources are applied to market-
related needs, allowing businesses to add value to their goods and services, adapt to market
conditions, exploit market opportunities, and overcome competitive threats. Market sensing
capability is crucial in developing market focus and enhancing company performance

It involves the processes of sensing (acquiring information about consumers, competitors, and
other market elements), sense-making (interpreting the collected information), and response
(utilizing the interpreted information in decision-making).[9] This systematic approach enables
companies to act proactively and strategically in their. Firms that excel in market sensing
capabilities gain competitive advantages and superior business performance

2.3. Export Channel Choice

Export channel choice is a critical strategy for exporting companies, involving decisions on the
organizational structure used to support the marketing, sales, and distribution of products in
foreign markets. [10]The choice between using independent intermediaries or relying on their
own resources for distribution is complex and has significant implications for the company's
success in international markets .

There are three main options for organizing export channels[11] market mode (using title-taking
distributors), intermediary mode (collaborating with agents or intermediaries), and hierarchical
mode (using self-managed operations). [12]The choice of export channel significantly impacts
the cost and performance of exporting organizations, as reversing these choices can be difficult
due to the high sunk costs involved

2.4. Export Market Exploration

Export market exploration involves developing new knowledge and seeking out previously
unknown markets .[11] This process helps companies move away from their existing knowledge
base to exploit untapped opportunities, create market variations, and renew the company’s



market portfolio to ensure long-term survival. Successful market exploration informs companies
about new export markets and opens new business opportunities

Effective market exploration is particularly beneficial in dynamic markets where customer
needs shift rapidly, making it difficult to predict changes. [13]Companies that engage in market
exploration proactively facilitate adaptation to changing market conditions and enhance their
chances of superior performance. [L4]However, excessive exploration can lead to pursuing
overly uncertain, risky, and costly market opportunities.

3 Methods

This study used a quantitative methodology to investigate the impact of export channel
selection, export market discovery, and market sensing abilities on the export performance of
furniture enterprises located in Jepara. The research population consisted of 333 furniture
exporting companies in Jepara Regency that had been operating for more than three years. The
sampling technique uses probability sampling with random sampling to increase representation.
Using a Likert scale-prepared questionnaire, primary data was gathered. A formula that
considered five to ten times the predicted number of parameters was used to establish the sample
size, yielding a sample of sixty companies. Multiple linear regression analysis was used to
analyze the data and examine the impact of both individual and combination variables on export
performance using SPSS software.

4 Results and Discussion
Results

Table 1. Analysis Results Multiple Linear Regression
Coefficients @

Unstandardized | Standardized
Model Coefficients Coefficients Q Sig.
Std.
B Error Beta
1 (Constant) 1,814 1,071 1,694  ,096
Market Sensing | 041 143 412 3,706 | ,000
Capabilities
Export Channel | - o571 g9 246 | 2,401| ,020
Choice
ExportMarket | og/1 119 2771 2,587 .012
Exploration

a. Dependent Variable: Export Performance

The analysis's findings and multiple linear regression demonstrate that export companies'
furniture export performance in Jepara is positively and significantly impacted by their capacity
for market sensing, selection channel exports, and export market exploration. Specifically,
variable market sensing capabilities have a coefficient regression of 0.383 with a significance
of 0.000. The variable selection channel exports a coefficient regression of 0.237 with a



significance of 0.020. Temporary, the variable export market exploration has a coefficient
regression of 0.284 with a significance of 0.012.

Table 2. F test

ANOVA 2
Sum of Mean
Model Squares | Df | Square F Sig.
! Sﬁgress' 131,022| 3| 43,674 34,264 | 0%
Residual | 71,378 56| 1,275
Total 202,400 59

a. Dependent Variable: Export Performance
b. Predictors: (Constant), Export Market Exploration,
Export Channel Choice, Market Sensing Capability

The computed F-value, according to the F test findings, is 34.264, which is bigger than F-the
table, demonstrating the third variable's strong and influential independence with regard to
performance export.

Table 3. Analysis Results Correlation

Model Summary °
Adjusted | Std. Error of
Model R R Square | R Square | the Estimate

1 8052 ,647 ,628 1,129
a. Predictors: (Constant), Export Market Exploration,

Export Channel Choice, Market Sensing Capability
b. Dependent Variable: Export Performance

The adjusted R square value of 0.628, or 62.8%, shows that 62.8% of the variance in
performance exports can be explained by market sensing capabilities, selection channel exports,
and export market exploration.

Discussion

findings from research This demonstrates that the performance of export company furniture in
Jepara is positively and significantly impacted by market sensing skills. With the ability to
recognize market changes and forecast responses from action marketing, the company can
develop a superior competitive advantage for the products, increase performance marketing, and
adapt to the changing environment. [15]Findings This is consistent with the study previously
stated that market sensing capabilities are a factor important in developing market orientation
and performance organization .

Next, it has been demonstrated that election channel proper export significantly and favorably
affects the furniture export business's performance in Jepara. [16]Channel decision-export is a
decisive strategy. How the company organizes and supports marketing, sales, and distribution
of the product to foreign markets.[17] Election: the right channel possible For optimizing



performance and exporting. This outcome is consistent with research done earlier by, who stated
that election channel exports are influential, positive, and significant to performance exports.

An additional study finding From export market research to performance export, this has a
favorable and notable impact. [18]Companies might gain new insights and open up new
prospects in the prior market by exploring the export market. Not yet known. Activity: This is
very important for managers exporting because the international market tends to be more
complex and dynamic .[19] They assert that the study of export markets has a substantial,
favorable, and influencing impact on export performance.

Overall, the results of the study confirm a significant influence of market sensing capabilities,
selection channel exports, and export market exploration on the performance of furniture export
companies in Jepara. Third-factor combination This indicates how important success is to the
export company, as it accounts for 62.8% of the variance in performance exports.
Notwithstanding this, other factors other than those included in the research model account for
37.2% of the variance this.

5 Conclusion

This study has demonstrated the significant positive impact of market sensing capability, export
channel choice, and export market exploration on the export performance of furniture
manufacturers in Jepara. The findings indicate that 62.8% of the variance in export performance
can be explained by these three factors. Companies that excel in market sensing capabilities are
better equipped to detect market changes, anticipate responses to marketing actions, and develop
competitive advantages, thereby enhancing their export performance. The choice of export
channels also plays a crucial role in optimizing performance, with the right channels supporting
effective marketing, sales, and distribution of products in foreign markets. Furthermore, export
market exploration enables companies to gain new insights and seize untapped opportunities in
dynamic and complex international markets. Overall, the results underscore the importance of
these strategic practices in improving the competitiveness and success of the furniture industry
in Jepara on a global scale. Future research could explore additional factors that influence export
performance to provide a more comprehensive understanding of the determinants of success in
international markets.

Acknowledgments

We would like to express our sincere gratitude to all those who contributed to the success of
this conference. Special thanks go to the organizing committee for their tireless efforts in
coordinating and ensuring the smooth running of the event. We also extend our appreciation to
the keynote speakers, panelists, and presenters for sharing their invaluable insights and
expertise. Our heartfelt thanks to our sponsors and partners, whose support made this conference
possible. Lastly, we are grateful to all the participants for their active engagement and
contributions, which enriched the discussions and made this conference a truly memorable and
productive experience. Special acknowledgment goes to the Master of Management Program at
UNISNU for their academic support and guidance, and our deep appreciation goes to our
advisors for their invaluable mentorship and encouragement throughout our academic journey.



References

(1]
(2]

(3]
[4]
(5]
(6]
[7]

(8l

[0l

[10]
[11]
[12]

[13]

[14]
[15]

[16]

[17]

[18]

[19]

Anderson, E., & Coughlan, A. T. J. J. 0. m. (1987). International market entry and
expansion via independent or integrated channels of distribution. 51(1), 71-82.
Arifin, S., Komaryatin, N. J. J. 0. M., & Research, E. (2020). Entrepreneurial
orientation, role of the government, and partnership on marketing performance of
furniture export SMEs: a study on furniture export companies in Jepara. 1(1), 24-36.
Arifin, S., Roosdhani, M. R., & Junaidi, A. J. J. S. S. (2022). Dampak Partnership
Dalam Membangun Model Kinerja Ekspor. 14(1).

Beleska-Spasova, E. J. J. 0. c. e., & issues, b. (2014). Determinants and measures of
export performance—comprehensive literature review. 1(1), 63-74.

Day, G. S. J. J. 0. b., & marketing, i. (2002). Managing the market learning process.
17(4), 240-252.

Day, G. S. J. J. 0. m. (1994). The capabilities of market-driven organizations. 58(4),
37-52.

Faroque, A. R., Torkkeli, L., Sultana, H., & Rahman, M. J. I. M. M. (2022). Network
exploration and exploitation capabilities and foreign market knowledge: The enabling
and disenabling boundary conditions for international performance. 101, 258-271.
Garcia, R., Calantone, R., & Levine, R. J. D. s. (2003). The role of knowledge in
resource allocation to exploration versus exploitation in technologically oriented
organizations. 34(2), 323-349.

He, X., Brouthers, K. D., & Filatotchev, I. J. I. M. R. (2018). Market orientation and
export performance: the moderation of channel and institutional distance. 35(2), 258-
279.

Kalinic, ., & Brouthers, K. D. J. I. B. R. (2022). Entrepreneurial orientation, export
channel selection, and export performance of SMEs. 31(1), 101901.

Li, M., He, X., & Sousa, C. M. J. I. b. r. (2017). A review of the empirical research
on export channel selection between 1979 and 2015. 26(2), 303-323.

Lindblom, A. T., Olkkonen, R. M., Mitronen, L., & Kajalo, S. J. C. M. R. (2008).
Market-sensing capability and business performance of retail entrepreneurs. 4(3).
Lisboa, A., Skarmeas, D., & Lages, C. J. I. M. R. (2013). Export market exploitation
and exploration and performance: Linear, moderated, complementary and non-linear
effects. 30(3), 211-230.

Madhok, A. J. S. m. j. (1997). Cost, value and foreign market entry mode: The
transaction and the firm. 18(1), 39-61.

March, J. G. J. O. s. (1991). Exploration and exploitation in organizational learning.
2(1), 71-87.

Mubarok, D. A. A., Hurriyati, R., & Disman, L. A. W. The Moderating Effect of
Market Sensing Capability on relationship between Entrepreneurial Marketing and
Marketing Performance.

Prasada, I. Y., Hanung, A. N., Puspajanati, R. J. J. 0. D. S. T., & Application. (2022).
DAYA SAING DAN PERAMALAN EKSPOR MEBEL KAYU INDONESIA DI
PASAR UNI EROPA. 1(2), 57-65.

Shoham, A. J. J. 0. i. m. (1998). Export performance: A conceptualization and
empirical assessment. 6(3), 59-81.

Sugiyarti, G., Ardyan, E. J. D. B., & Review, E. (2017). Market sensing capability
and product innovation advantages in emerging markets: The case of market entry
quality and marketing performance of Batik Industry in Indonesia. 27(1), 175-189.



