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Examining the influence of uncertainty on marketing mix strategy

elements in emerging business to business export-markets
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6. Discussion, implications and future research

6.1. Discussion of research findings

Our objective was to identify which elements of the marketing
mix of business-to-business companies, particularly those acting
on project business markets, have to be standardized or adapted to
foreign market conditions. The degree of adaptation of the
marketing mix elements was defined as being dependent of the
construct “marketing strategy uncertainty.” Furthermore, we
looked at the influence of international entrepreneurship and
the use of networks within the whole decision context. We
examined the possibility of reducing the perception of marketing
strategy uncertainty with these two abilities. The findings show
that there exists a need for a different view on every single element
of the marketing mix strategy. The data indicate that there is a
positive relationship between the ability of a company to assess
the given market environment, and the adaptation of the pricing
strategy and the promotional elements. In contrast, there is no
evidence for the general adaptation of the elements product and

sales system. Furthermore, the results show a positive relationship
between the international entrepreneurial and networking abili-
ties of a company and the ability to reduce uncertainty about their
marketing mix strategy.
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