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Abstract :

To highlight the impact of the marketing mix on export marketing
opportunities for a sample of leading countries in international trade in the
period 2007-2017. The fixed effects model showed that future developments in
goods exports of these countries are positively related to both production and
distribution capacity. Despite rising prices, with an illogical negative impact of
online promotion. And Algeria knows the weakness and negativity of the
marketing mix indicators compared to these countries, so it is necessary to pay
more attention to international marketing to improve the performance of exports
of domestic goods.

Key words: Marketing mix; Export marketing; International Marketing;
Marketing opportunities; Panel data.
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Fedroni Residual Cointegration Test

Series: LEXM LPRD LPRC LPLC LFRM

Date: 02/08/M19 Time: 20:01

Sample: 2007 2017

Included ocbservations: 88

Cross-sections included: 8

Mull Hypothesis: Mo cointegration

Trend assumption: Mo deterministic trend

Use d.f. corrected Dickey-Fuller residual variances

Automatic lag length selection based on SI1C with a max lag of O
Mewey-West automatic bandwidth selection and Bartlett kernel

Alternative hypothesis: common AR coefs. (within-dimension)

Weighted
Statistic Prob. Statistic Prob.
FPanel w-Statistic -0.665142 07470 -2.150865 0.9843
Fanel rho-Statistic 1.310164 0.9049 1.246292 0.8937
Panel PP-Statistic -6.412028 0.0000 -12.39357 0.0000
Panel ADF-Statistic -4 1FGET56 0.0000 -6.115515 0.0000

Alternative hypothesis: individual AR coefs. (between-dimension)

Statistic Prob.
Group rho-Statistic 2472055 0.99323
Group PP-Statistic -15.64450 0.0000
Group ADF-Statistic -6.814624 0.0000
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Dependent Variable: LEXM

Method: Panel Least Squares

Date: 02/08M19 Time: 20011

Sample: 2007 2017

Periods included: 11

Cross-sections included: 8

Total panel (balanced) observations: 88

.SCRc1 =7,267117

Variable Coefficient Std. Error t-Statistic Prob.

LPRD 0.110345 0.045938 2402041 0.0185

LPRC 07417286 0.132456 5.599781 0.0000

LPLC 0773123 0.057291 13.49450 0.0000

LPRM 0.937592 0.107263 8.741033 0.0000

c 3419603 1.566387 2183115 0.0319

R-squared 0.828555 Mean dependentwvar 27.28478

Adjusted R-squared 0.820293 3S.D. dependentwvar 0.698006

S.E. of regression 02958398 Akaike info criterion 0.457536

Sum squared resid 7267117 Schwarz criterion 0.598294

Log likelinood -15.13160 Hannan-Cuinn criter. 0514244

F-statistic 100.2801 Dwrbin-Watson stat 0.102578
Prob(F-statistic) 0.000000
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Sum squared resid SCR Netherlands ,0001814
SCR Brazil ,0018061 SCR South Korea 0,008373
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g

SCR Japan ,0001879 SCR; 0,052604
i=1
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Dependent Wariable: LEXM

Method: Panel Least Squares

Date: 02/08M19 Time: 20:40

Sample: 2007 2017

Periods included: 11

Cross-sections included: 8

Total panel (balanced) observations: 88

Variable Coeflicient Std. Error t-Statistic Prob.
LPRD 0.273617 0.069377 3.943909 0.0002
LPRC 0.660215 0.086178 7.661037 0.0000
LPLC 0.676940 0078162 8.660725 0.0000
LPRM -0.221298 0.069038 -3.2054486 0.0020

c 5.667511 1.446652 3917673 0.0002

Effects Specification

Cross-section fixed (dummy variables)

R-squared 0.993884 Mean dependentwvar 27.29478
Adjusted R-squared 0.992899 S0 dependentvar 0.6980086
S.E. ofregression 0.058404 Akaike info criterion -2 716725
Sum squared resid 0.259242 Schwarz criterion -2 378907
Log likelihood 131.5359 Hannan-Quinn criter. -2.580827
F-statistic 1122.764 Durbin-Watson stat 1.076565
Prob(F-statistic) 0.000000
Cross-section Fied Effects
COUNTRIES | Effect I
| hl 0. 795568
=2 =2 0. F3210132
= = 0.545798
4 4 0. 159272
5 5 0.5540328
=] =] 0240711
i rd 0.089281
=2 =] -0.192219
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Equation: Untitled
Test cross-section random effects

Test Summary Chi-3q. Statistic  Chi-3q.df  Prob.

Cross-section randam 23874294 4 0.0001
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12
Series: Standardized Residuals
10 _ Sample 2007 2017
Obsenations 88
8 -
Mean 5.95e-18
6 [] Median 0.002078
Maximum 0.161458
Minimum -0.171559
4 Std. Dev.  0.054587
Skewness  -0.197449
2 Kurtosis 3.855118
OHWHH_HWH “H‘ﬂ Jarque-Bera  3.252957
-0.15 -0.10 -0.05 0.00 0.05 010 015 Probability  0.196621
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