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ABSTRACT

Purpose: This research aims to examine and analyze export
barriers effect on the marketing performance in Iranian
petrochemical of South Pars region.

Method: Literature and background were studied, then through
semi-structured interviews with 30 people including managers and
experts from the commercial and marketing department of
petrochemical companies were selected purposefully. The
interview and content analysis method were used to identify the
design components of the export barriers identification research
model, and a questionnaire was developed. Then, quantitative
approaches were used to verify the qualitative results and test the
model, and LISREL software was used to analyze the data.
Findings: Export barriers in Iranian petrochemical companies
were identified in four categories including procedural barriers,
knowledge barriers, marketing barriers and external barriers. The
conceptual model of export barriers was defined and fitted based
on the outputs of the quality department. According to the values
of parameters related to the model along with factor loadings and
path coefficients and according to the values of standard
coefficients and significant coefficients of t obtained, it can be
concluded that there is a direct relationship between the factors and
the indicators showed that this model has a good fit.

Conclusion: The results showed that export barriers had a
negative effect on the marketing performance of petrochemical
companies. External barriers with a path coefficient of -0.69,
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