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SHOULD | STAY OR SHOULD | GO? A MANAGERIAL TOOLBOX FOR 215" CENTURY
SMEs!

ABSTRACT
The rise of new technologies reshaped the way fiaos new challenges. Consequently, companies in
small open economies, namely SMEs, are more sliSleepd environmental changes, therefore they
must develop new ways to adapt to the continucassformations that characterize the business
environment. This way, expanding to other geogrpls the optimal solution to the generation of new
business and adaptation of the existing ones.
When internationalizing, firms face the decisiorhofv to enter new markets, and sometimes managers
lack the acknowledgment of which advantages andlueks are at stake. Consequently, this paper
aims to present a systematized toolbox that willdgudecision-makers, when developing their

internationalization strategies.

Keywords: SMEs, entry modes, small open economies, manageolaox

INTRODUCTION
As Wright & Etemad (2001) argued, the overwhelmitginges introduced by the globalization (in
fields like telecommunication, transportation, teclogy) are pressing managers (re)shape their

companies’ strategies.

Internationalization is a process of continuouspsation of a firm’s operation to the international
environment. Consequently, it regards not onlygitmevth component, but also the fact that a company
may de-internationalise, in the sense that it ealuce its overseas operations, or withdraw coniplete
(Benito & Welch, 1997; Calof & Beamish, 1995; CRett999; Welch & Luostarinen, 1988). This
process is highly connected to the entry mode chaseaning, the “institutional arrangement that
makes possible the entry of a company’s produetd)rology, human skills, management, or other

resources into a foreigrountry’ (Root, 1998, p. 5).
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This phenomenon caused firms, markets, and inéssto experience some forms of overseas

operations.

Internationalization is even more relevant to smadium enterprises (SMEs). According to
EUROSTAT, SMEs account for 99,8% of the numberafipanies in the EU28, whom due to their
idiosyncrasies, are more profoundly impacted, flaggg this challenge in a different way that large
companies (Kalinic & Forza, 2012; Olejnik & Swobo@®12; Oviatt & McDougall, 1997; Ruzzier,

Hisrich, & Antoncic, 2006).

This process is also frequently present in smahogconomies (SOE), as are the cases of courikees |
Denmark, Finland, Portugal, among others, whicl sgernationalization as a way to overcome their
limited domestic markets (G. R. G. Benito, Larilarula, & Pedersen, 2002; Kylaheiko, Jantunen,

Puumalainen, Saarenketo, & Tuppura, 2011; NumnSgarenketo, Jokela, & Loane, 2014).

The current research on SMEs indicates that theychange the pace of their commitment to foreign
markets, meaning that can they decrease, increageincrease it (Dominguez & Mayrhofer, 2017).
Moreover, the way SMEs who follow a more incremkatgproach, use their experiential knowledge
differently, accordingly to their internationalizat stage, also changes the source and content of

learning (Pellegrino & McNaughton, 2017).

Consequently, the process of SMES’ internationtiima how they enter new markets, and how they

design their strategies, emerge as topics wordarehing.

This paper structures as follows: firstly it is geated the widely accepted internationalizatiooties.
The following section focuses on the internatiaragion decisions, focusing on SMEs, entry modes,
and it is introduced a managerial toolbox. Thensipresented the findings, and in the end, the

limitations and future research.

INTERNATONALIZATON THEORIES
Past studies have focused on establishing some fiv@e regarding the path that firms follow when
internationalizing. Therefore, there has been soormsensus regarding how firms tend to penetrate

foreign markets (see Table 1). However, with thee rof new information and communications



technologies (ICT), which fastened the pace of gliahtion, the “traditional models” are no longeet

only ones applied to the new managerial landsdapknfc & Forza, 2012), which results in the ride o

new theories.

Table 1 — Overview of main Internationalizationdhes

Theory

Internationalization
Theory &
Transaction Costs

Analysis

Eclectic Paradigm
and oLl
(ownership,
location,
internalization)

Model

Evolutionary Model

Basic Principles Main Proponents

Firms follow an opportunistic behavio (Buckley, 1989; Buckley &
therefore, they internationalize to overcol Casson, 1993; Williamson,

market imperfections and regulations 1985)

Firms propensity to internationalize depends ¢Bunning, 1988;  Hill,
their ownership, location and internalizationHwang, & Kim, 1990)
specific endowments. If they are competitive

enough to overcome the cost of operation in a

foreign market, firms start operating in overseas

markets

Uppsala model posits that internationalizatiol (Johanson & Vahine, 1977;
a process of small incremental steps, wk Johanson & Wiedersheim-
experiential market knowledge and the num Paul, 1975)

of resources committed, impacts the decisic

making firms increase their current busin

activities which enhance their mark

commitment (the more firms learn, higher t

commitment, and vice-versa). Consequen

firms start their internationalization proce

with intermittent exports, secondly, they exp

via agents, then they start overseas sales

agreements with local companies (e



Networks Theories

Resource-Based

View

Entrepreneurship

Theories

contracts, licensing, among others), and fina

they fully commit to foreign direct investme

(FDI).

These theories claim that internationalization (€osta, Soares, & de Sousa,
a process of network management because(QtL6; Johanson &
allows firms to form relationships with newMattsson, 1988; Madsen &
overseas counterparts (i.e., internation8kervais, 1997; Pinho &
expansion). It leads to an increased commitmé?riange, 2015)

in the already established networks, reinforcing

their position in the network (i.e., penetration),

and companies coordinate the different

international networks (i.e., international

integration). Consequently, it regards business

networks, social networks and collaborative

networks that are established.

This theory is based on the assumption thi (Barney, 1991; Barney,
firm’s unique attributes (tangible and intangit Wright, & Ketchen Jr.,
assets, organizational processes, capabili 2001; Wernerfelt, 1984,
knowledge, and so on), are the main drivers 1995)

its competitive advantage and consequer

sustainability. Thus, the ownership a

management of such attributes in the dome

market determine the way firms exploit ne

markets.

This approach to internationalization focuses ¢inight, 2000; McDougall
the role played by the decision-maker, & Oviatt, 1997, 2000; Reid,

internationalization is perceived as the result ©981)



a proactive, innovative and risk-seeking
behavior. Thus, it reflects the entrepreneur’s

visions, beliefs, knowledge, among other traits.

Born-Global These theories emerged in the 1990s, with (Knight & Cavusgil, 1996
Theories Therefore, it was found that there are firms t Oviatt & McDougall, 1994
defy all other internationalization models,

starting immediately overseas operations si

inception, targeting multiple countries/region

INTERNATIONALIZATION DECISIONS

Foreign market entry is a multilevel phenomenomublves the institutional arrangement of a fitmatt
allows it to introduce products, management, oeotlesources in a host country, requiring a careful
strategic planning, regarding the following aspé€ateora, Gilly, & Graham, 2013; Hollensen, 2013;

Root, 1998) (see

Figure1):

What are the goals and
objectives in the target
market?

Which target product or
market?

Should | Stay or
Should | Go?

Which control system Which entry mode to
should be designed? choose?

Figure 1 — Internationalization concerns.



There are also other variables related to the étieat approaches above presented that influerece th
foreign market entry as it is the case of the fnstinal arrangement that firms choose to adoptnwhe

starting foreign operations (Kumar & Subramania@97).

The Particular Case of SMEs

According, to EU recommendation 2003/361, SMEscarapanies have less than 250 employees, its
turnover is less or equal to 50m euros or a balaheet total less or equal to 43m euros.

These firms share some common characteristicsrdiega the geographical context where they are
inserted (Bell, Crick, & Young, 2004; Buckley, 1989

e target niche markets, or residual markets that MbiEke industry do not serve,
» face internal (capital, managerial and informatidimaitations) constraints and vulnerability
towards external changes (market, political, tetgioal, and institutional);

« are affected by the rise of new ICT and manufaaturéchniques, and consequently alternative

forms of technology transfer;

« are favored by their idiosyncratic flexibility talapt to new circumstances (lower structural

rigidity when compared to MNE);
* moreover, they benefit from the constant changeoimsumer’s preferences, as well as the

mutable competitive conditions.

Additionally, there are more vulnerable to the puwsid pull factors that may propel or deter

internationalization, as well to the firm’s and #n@repreneurial orientation (Knight 2000).

The success of SMEs under globalization dependfarge part, on the strategy formulation and
implementation (e.g. Miles and Snow 1978; Port&0)9which reflects the firm's short- and long-term

responses to the challenges and opportunities gnstte business environment (Knight, 2000).

Entry modes: main considerations

The choice of entry mode is one of the most impartatrategic decisions taken in the
internationalization process. This relevance is, doepart, to all the research and commitment it
involves. Additionally, it is also important becaugrevious research finds it as a ‘point of nongtu
because once chosen the entry mode, it is notea$yange, rearrange, or correct it, without giviisg

of long-term consequences (Pedersen, PetersennoB2002).



There are two main perspectives towards the chaficeode of market entry (Li & Qian, 2008). One
perceives this choice as a function of risk, resedommitment, and control (Anderson & Gatignon,
1986; Hill et al., 1990; Maignan & Lukas, 1997).eTbther divides the modes of entry into contracts
and equity (including joint-ventures (JV), and wiiobwned subsidiary (WOS)). In this case, the
difference between entry modes resides on the reration of the input providers (if it ex-post we

are in the presence of equity; if itag-ante it regards contracts) (Brouthers & Hennart, 208&nnart,

1988, 1989).

When deciding the entry mode, the decision-makes twaregard four main issues: resources
commitment, the level of control s(he) is willirg‘toose,’ the dissemination of risk, and the uteiety
that will be faced (Agarwal & Ramaswami, 1992; Arstm & Gatignon, 1986; Conconi, Sapir, &

Zanardi, 2015; Hill et al., 1990; Laufs & SchweB814; Maignan & Lukas, 1997) (see Figure 2).

Resources Level of
Commitment Control

Figure 2 — Entry modes considerations

When consideringesources commitmentit is verified that some entry modes requireghgloyment

of more resources than others, accordingly to araktierarchy (Kumar & Subramaniam, 1997).



Particularly strongly committed firms tend to uspigy entry modes (Root, 1998), and companies
internationally oriented tend to choose modes dfyethat involves higher levels of resources

commitment (Ripollés, Blesa, & Monferrer, 2012).

In the case of SMEs with higher asset-specificityestment (the resources employed to the

development of a single task), they prefer equityyemodes (Brouthers & Nakos, 2004).

The level ofcontrol of international operations and decision-makingnsther fundamental issue that
a firm has to consider when internationalizing,@each entry mode implies different levels of caintr

over its operationalization (Agarwal & Ramaswan892; Anderson & Gatignon, 1986; Root, 1998).
Firms must develop control systems in order to noorfirm’s operations and performance, target

variances, and to create mechanisms to eliminatedoice them (Root, 1998).

The level of control is even more relevant in theecof SMEs, which due to their scarce resourcgs an
consequently ‘vulnerability’ towards host markesks, tend to have little control when compared with

MNEs (Laufs & Schwens, 2014).

It was found in the literature that SMEs with cohtsystems are more prone to equity entry modes
(Brouthers & Nakos, 2004). Moreover, in cases obimplete control (like the example of the dynamic
environment in high-tech industry), SMEs tend ty mn investment modes, such as JV, and contract

modes, like contracts and distribution agreemeévats(Li & Qian, 2008).

Regardingisk and uncertainty, plenty of International Business literature engibes that it propel
firms to develop a more gradualist process. Thaslgalist approach is due to the “characteristich®f
specific national market — its business climatdtucal patterns, structure of the market systend, an

most importantly characteristics of the individaaktomer” (Johanson & Valhne, 2006, p. 49).

It is not easy to separate risk from uncertaintygeouncertainty involves the risks faced in thet hos
country, such as political (formal sources of eomimental uncertainty), cultural distance (informal
sources of environmental uncertainty), languagerdity, economic, currency exchange and social

volatilities (Ji & Dimitratos, 2013; Laufs & Schwen2014; Lopez-Duarte & Vidal-Suarez, 2010).



Nonetheless, It is widely accepted that the mod®mign market entry impacts the level of a firm's
risk exposure and that the more resources comniiitdte international venture, the higher the dgk

losing resources (Hill et al., 1990; Laufs & Schwe?014).

Notwithstanding, in the context of growing tradiitgeralization, and SOE, there are pieces of exiden
that firms may opt to internationalize via expodsring a trial period. Then, depending on theizedl
profits, it can progress towards foreign directeistiment (FDI), as a trial and error process, bycied)
the associated costs, risk, and uncertainty (Caretoal., 2015) (for further readings see Di Grégor
(2005)). This rationale comes in line with thoseoveingue that the more firms learn about their marke
and gain experience and knowledge, lower are trmepped risks and uncertainty, which leads firms to

move toward modes of entry that grants them mon¢rab(Agndal & Chetty, 2007).

Following a Transaction Cost Approach point of vi@xternal uncertainty is perceived as a decisive
factor conditioning the entry mode choice. Howeteg, impact of uncertainty on the investing firm's

decision can point to (LOpez-Duarte & Vidal-Suar2@10):

e aJV approach: in a context where language bamaimmng partners (due to language diversity)
do not exist (when firms tend to favor flexibilig;d have limited resources access and intends
to share risk);

« the use of WOS: in cases when both formal and imébsources of environmental uncertainty
require a higher level of control from the firm time sense that this avoids higher transaction

costs).

Here, Brouthers & Nakos (2004) found that whenrfg@nvironmental uncertainty, SMEs tend to opt

to non-equity entry modes.

SMEs’ profiles in the era of new technologies

When analyzing the extant literature, we couldfydtiat there is a certain overlapping between born
global theories and the characteristic of SME (Beélal., 2004; Bell, McNaughton, Young, & Crick,

2003). Thus, based on the patterns of internatiatadn identified in the born global literaturegw
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extended the rationale to SME and then deriveckttyges/profiles of SME, contributing to the debate

by incorporating internationalization theories WBMES’ entry mode knowledge.

This way traditional firms are characterized by following an incrementalnmigionalization approach
evolving from serving the domestic market, towaatget markets whose psychic distance increases
and/or are less developed. This process is motivayethe pull given by the internal market, the
response to unsolicited orders, the sought for mewnues/ market share, which describes a reluctant
management position that faces the circumstaneesively and opportunistically (Bell et al., 2004,

2003).

Jansson & Sandberg (2008) found that SME in thed®a&lgion, characterized as being from traditional
industries, are prone to have low levels of FDI ttutheir lack of resources. Hence the reasoniblgy

on entry modes (i.e. contact points in a networi) exports modes.

For traditional manufacturing SMEs in the UK, théernationalization process relies on exports modes
either by agents/ distributors or wholesaler, eithegoing directly to the customer (Bell et al003;

Root, 1998). These firms face internationalizaiioa more incremental and reactive perspective, and
they accommodated the internationalization evofuts an evolutionary process, by continuously

adopting a reactive, and ad hocattitude towards exports.

With regards to German context, in 2012 was coratlch study to examine the SMES’
internationalization patterns, and in a sample=&#4, 47% represented firms that followed a tradi

internationalization approach and tended to relgxyort modes (Olejnik & Swoboda, 2012).

With regards tdorn global firms, their main features are their quick and concureapansion in the
international and domestic markets, targeting leadkets (Bell, McNaughton, & Young, 2001; Rialp,
Rialp, & Knight, 2005).

These firms are propelled by a committed managensrd by targeting niche markets and key
customers using a structured approach. Thus, umyeil proactive and committed attitude of a firm
who seeks a first-mover advantage in order to pt@ted exploit protected knowledge and capabilities

(Kuivalainen, Saarenketo, & Puumalainen, 2012; @&HPrange, 2015; Rialp et al., 2005).
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In the case of knowledge-intensive and technologgrsive firms, they follow a rapid pace
internationalization favoring the use of networlied more flexible entry modes, such as the export
modes (agents or distributors). In some cases,dhelye towards contractual ones (namely licensing,
integration with clients’ channels, manufacturirgntracts), or even towards investment modes (JV or
joint R&D), especially in marketing activities asdles representatives (Bell et al., 2003; Crick20
Hashai & Almor, 2004; Nummela, Loane, & Bell, 206&ot, 1998). These firms were more prone to
target more markets, in a proactive, structured, @anned way, which allows them to increase their
venture capital and knowledge through their expamdietworks (Bell et al., 2003; Nummela et al.,

2006).

In the concrete case a Swedish medical-technologiempany, Schweizer (2012) explains the
internationalization process as a ‘muddling-thropgitess’, with advances and withdraws, namely due
to lack of financial resources and trust issueseHee firm entered different markets with differen
modes: local distributor (in UK, Japan, South KerAastralia, and South Africa); wholly-owned
subsidiary (in USA), pan-European distributor (fime Western Europe market); and they also

developed a knowledge network (to improve resoyrces

With regards to the German market, born globaldiemcounted for 36% of the SMEs, and they favored

export and investment modes (FDI) (Olejnik & Swoho2012).

Finally, born-again global forms are companies that due to a critical incidengrsgipitous event or
any other contingency, face the urge to internatine quickly after being established in the dorcest
market for a time frame of usually 2-5 years (Bzlbl., 2001, 2003; Chetty & Campbell-Hunt, 2003;

Olejnik & Swoboda, 2012).

This critical incident (CI) is crucial, because matly it triggers the firm to exploit networks, and
resources that the event created, but it also @samige firm’s focus, increasing its knowledge,
pressuring the company to the development of arriational strategy (Bell et al., 2003; Kalinic &
Forza, 2012). The critical incident/episode miglg & change in ownership/management (e.g.:
management buyout), acquisition (e.g.: of additioesources, networks) or client followership (et

domestic, and/or a foreigner firm that enters thenelstic market) (Bell et al., 2001).
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The international expansion pattern can be analy@edterms of epochs/gushers of rapid
internationalization (Bell et al., 2001; Chetty &@pbell-Hunt, 2003; Knight, 2001), that might be
followed by periods of de-internationalization (Ben& Welch, 1997; Olejnik & Swoboda, 2012),
where the firm retracts its activities in foreigiankets, but keep at hand a ‘sleeping strategy’ {{¢l&e
Campbell-Hunt, 2003; Welch & Welch, 2009) that dsn used when needed, with the help of the

networks developed in that markets.

It is common that before the CI firms have few Uicged orders or even a small export experience
(similar to ‘traditional firms), and that after ihey might evolve to more committed modes suciabes
subsidiaries (Nummela et al., 2006). In the cddbefirms studied by Bell et al. (2001), the séenp
involved technology-intensive firms, oil industoggmmaodities, among others, after the critical ieaid

all of them boosted their exports (both direct antlirect).

Regarding the study conducted by Crick and Speacemg UK high-tech SMEs, it was found that
83% of the firms in the sample started to use guoexmodes, while 14% used investment mode.
However, when expanding further, companies thatipusly relied in an investment mode, shifted
towards export mode, while the others, either keqpiorting, or accumulated this activity with more

committed modes, such as contracts and investmeaésnCrick & Spence, 2005).

Within the German market, born-again global repnesel7% of the SMEs, and opt for a more

investment mode of entry (FDI) (Olejnik & Swobo@812).

Therefore, these firms from innovation-driven sestihat aim at a global scope tend to use lesstdire
modes of representation and are keen to solidédi thanufacturing in the home country, whereas the

reverse happens with firms with a more regionapsd@hetty & Campbell-Hunt, 2003).

There is also the case of firms that evolve frolmragic exporting activity towards investment modes
(FDI, acquisitions, and green field). This shiftdise to a reconfiguration on their strategic foars]
strategic flexibility, which the authors do not sater that as a critical event, as it is descrilpetthe
literature (Kalinic & Forza, 2012). However, if vi@ok at a critical incident as the crucial poinath
created a relevant change within the firm inteoralization process, this might be the case thresteth

enterprises are born-again global.
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SME’s managerial toolbox for entry modes

Despite the pace of internationalization observé@éitional, born global or born-again global —amh

deciding the mode of entry into new markets, a firas to ponder every single aspect regarding their
internal and external environments. Additionalhgy should always develop contingency plans and be
open-minded enough, so that, when the occasiovearrihey can overcome any situation that was not

planned.

Firm’'s knowledge regards all those aspects inherent to the comamge knowing the industry, the
product, and the company’s value chain. It alsdushes leadership-specific characteristics, like
management orientation (Lisboa, Skarmeas, & La&f#k]; Nielsen & Nielsen, 2011), the international
knowledge (Hollender, Zapkau, & Schwens, 2017). fjpe of ownership (Agarwal & Ramaswami,
1992; C. L. Welch & Welch, 2009) and the networtts tompany establishes are also included (N.
Coviello & Munro, 1997; Manolova, Manev, & Gyoshe2010). Furthermore, firm’'s knowledge
regards national culture (Kogut & Singh, 1988; Rede et al., 2002) and the resources it has al&ilab

(Barney, 1991, 2001).

Moreover, the ability of managers to decide hownternationalize relies on their capacity to react
accordingly to the nature of the environmental geafamount of resources, experience and skills
requirement, opportunities that emerge, and masaggitude) and to their different perceptionsi@a

& Beamish, 1995).

Concerning theéarget market characteristics it is taken into consideration, both formal anfibrmal
knowledge of the market (Lopez-Duarte & Vidal-Szar2010). Formal knowledge involves the
acknowledgment of market factors, production fagt@nd macro-environment aspects (legislation,
political, economic, social, technological aspectshereas the informal one pertains the cultural
distance (Chang, Kao, Kuo, & Chiu, 2012; Gnizy &8am, 2014; Laufs & Schwens, 2014; Lopez-

Duarte & Vidal-Suarez, 2010).

As to thedomestic market characteristicsthey pertain to the knowledge of the domesticzoténtial

foreign demand (Cerrato, Crosato, & Depperu, 20d%yell as to the internal market environment and
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characteristics such as export assistance andanvémtal hostility (Sousa, Martinez-L6pez, & Coelho

2008).

The motivations to internationalize and the internationalization timing are two related aspects,
which are connected to the three characteristicoitioreed above. Therefore, a firm might
internationalize proactively, if it is part of thdbusiness strategy (like born global firms, thiairts
overseas operations since inception), or they ahte operate overseas as a reaction to the diames
environment (in line with more traditional modelay response to foreign requests or even due to a
critical incident (like born-again global) (Kalin& Forza, 2012; Olejnik & Swoboda, 2012; Oviatt &

McDougall, 1994; C. L. Welch & Welch, 2009).

These company'’s traits are closely linked to theoamh of resources a firm wants to invest in the
internationalization process, with the uncertaititst is going to be faced, the risk a firm wants to
disseminate, and with the level of control a conypiarwilling to share. Consequently, the desigm of

control mechanism and an evaluation system is mbst importance within an internationalization

process.

On balance, when developing an internationalizapiam, it is essential for managers to acknowledge
what are the advantages and disadvantages, assviéle main obstacles that may arise. Therefore,

taking into consideration the resource-based viesory and the contingency perspective, as it is
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adopted by Ekeledo & Sivakumar
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we draw up “raanagerial toolbox” (see

Control System

Evaluation
System

Figure3). In this toolbox, we take into consideration thmact of extraneous variables that the firm

cannot control or predict (like serendipitous esgnthis toolbox aims to present an overall viewhef

issues that should be taken into consideratiors, fielping the decision-maker to easily assess tst m

relevant aspects that must be regarded when dgditgnmode of entry in a foreign market.
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Figure 3 — SME’s managerial toolbox

FINDINGS

This toolbox aimed to schematically represent thstnsignificant factors for SMEs when deciding
whether they should internationalize, thus contiitgito the existing knowledge by presenting aaisu
representation of a holistic toolbox of SMES' imtationalization process, especially regarding tiigye

modes and its impact on the strategic planning.
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Supporting ourselves on the literature produceatirej to the internationalization of SMEs generated
in a context of globalization and ICT, we tried ooy to trace some firms’ profiles, but we aimed a
providing them of a toolbox that may be used irrentr business practice, by managerial teams. This
toolbox is also aimed at researchers in the Intenmal Business field, once it provides an ovevadiv

of SME internationalization process, and its impamt the entry mode chosen when internationalizing.

Moreover, it tries to contribute to the extantritieire by responding to those who defend the neea f
more holistic vision of the overall internationaiion process (Bell et al., 2004, 2001; Coviello &
McAuley, 1999; Crick & Spence, 2005; Fletcher, 20Bialp et al., 2005). We also find it relevant
because it integrates views from the different tegcal different approaches such Resource-Based
View (and organizational learning); networks, Traeton Costs Approach, contingency, among others

(Hitt, et al. 2001), which provides the reader aeriasightful and holistic perspective.

With regards to its managerial contribution, thisathework” is a useful tool for practitioners and
consultants, when delineating the firms’ internadilization plan, once it draws manager’s attentmon
the different factors that must be considered wingrnationalizing. Thus, it highlights the various

peculiarities associated with SME’s and linkingrthi® the entry mode in foreign markets.

Also, we mention the topic of de-internationalizatiand re-internationalization as part of born-agai
global firms’ strategy. The motivation for such apgch was the fact that a company changes their

strategy and/or focus with the event of a critinaldent.

LIMITATIONS AND FUTURE RESEARCH

The main limitation of this toolbox is that has nat been empirically tested. Thus, the structure
presented and relations taken, do not providegstifairward conclusions, but yet recommendations, fo
those who will use it. Consequently, it is highigommended future studies use a multiple caseestudi
approach (Yin, 2009) to assess how this tool actpécific contexts (geographical, type of firmshwi
regards to the sector, internationalization pattdra length of time of international operationd ao

on).
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Moreover, there is the limitation inherent in trsewf such holistic approach — scope problem qumse
it might make us lose the focus, hence the need faise study to at least bound the context, okite S

involves many variables that cannot be all be testeeteris paribusonditions.

Regarding future research directions, we found thatcurrent literature has not yet paid enough
attention to the case of born-again global firmaufis & Schwens, 2014). Consequently, we stress the
need to the employment of a systematic literatavéew/meta-analysis regarding the SMEs’ profiles

traced.

Furthermore, future studies regarding the topieahternationalization and de-internationalizataoa

needed (Welch & Welch, 2009).

Finally, there is the need to develop some assedsmmeasurements of the success of the
internationalization, namely using both objectivedqgtitative (sales volume, foreign sales ration,
number of markets entered, among others), andaugyualitative (manager/ entrepreneur/ decision-

maker’'s assessment of performance) indicatorsyel&from the use of this tool.

References

Agarwal, S., & Ramaswami, S. N. (1992). Choiceaseign market entry mode: Impact of ownership,
location and internalization factotdournal of International Business Studig8(1), 1-27.

Agndal, H., & Chetty, S. (2007). The impact of t&aships on changes in internationalisation stjiate
of SMEs.European Journal of Marketing1(11/12), 1449-1474.

Anderson, E., & Gatignon, H. (1986). Modes of fgreientry: A transaction cost analysis and
propositionsJournal of International Business Studi&g, 1-26.

Barney, J. (1991). Firm Resources and Sustainedp€iitine AdvantageJournal of Management
17(1), 99-120.

Barney, J. (2001). Is the resource-based “viewseful perspective for strategic management res@arch
Yes.Academy of Management Reviewanagement Re@ly, 41-56.

Barney, J., Wright, M., & Ketchen Jr., D. J. (2001)e resource-based view of the firm: Ten yeaes af

1991.Journal of Managemen27, 625-641.

19



Bell, J., Crick, D., & Young, S. (2004). Small Firimternationalization and Business Strategy: An
Exploratory Study of “Knowledge-Intensive” and “Titional” Manufacturing Firms in the UK.
International Small Business JournaP(1), 23-56.

Bell, J., McNaughton, R., & Young, S. (2001). “Beagain global” firms.Journal of International
Management7(3), 173-189.

Bell, J., McNaughton, R., Young, S., & Crick, DO@3). Towards an Integrative Model of Small Firm
InternationalisationJournal of International Entrepreneurship(4), 339-362.

Benito, G. R. G., Larimo, J., Narula, R., & Pedersk (2002). Multinational Enterprises from Small
Economies: Internationalization Patterns of Largem@anies from Denmark, Finland, and
Norway. International Studies of Management & Organizati®®(1), 57—-78.

Benito, G., & Welch, L. (1997). De-internationalism. Management International Revie®7(2
(special issue)), 7-25.

Brouthers, K. D., & Hennart, J.-F. (2007). Boundarof the Firm: Insights From International Entry
Mode Researcllournal of Managemen83(3), 395-425.

Brouthers, K. D., & Nakos, G. (2004). SME entry raathoice and performance: A transaction cost
perspectiveEntrepreneurship: Theory and Practi@3(3), 229-247.

Buckley, P. J. (1989). Foreign Direct Investment Mgdium Sized Enterprises: The Theoretical
BackgroundSmall Business Economjds 89—-100.

Buckley, P. J., & Casson, M. (1993). A theory dkeimational operations. In P. J. Buckley & P. N.
Ghauri (Eds.),The Internationalization of the Firm: A Readgp. 45-50). London: Academic
Press.

Calof, J. L., & Beamish, P. W. (1995). Adaptingftoeign markets: Explaining internationalization.
International Business Revied(2), 115-131.

Cateora, P. R, Gilly, M. C., & Graham, J. L. (2D18ternational Marketing(16th ed.). New York:
McGraw-Hill.

Cerrato, D., Crosato, L., & Depperu, D. (2015). Hetypes of SME internationalization: A
configurational approacimternational Business Revie25(1), Advance online publication.

Chang, Y. C., Kao, M. S., Kuo, A., & Chiu, C. FO@2). How cultural distance influences entry mode

20



choice: The contingent role of host country’s goagrce qualityJournal of Business Research
65(8), 1160-1170.

Chetty, S. (1999). Dimensions of international@atof manufacturing firms in the apparel industry.
European Journal of Marketin@3(1/2), 121-42.

Chetty, S., & Campbell-Hunt, C. (2003). Paths tennationalisation among smatb mediumsized
firms: A global versus regional approa&uropean Journal of Marketin@7(5/6), 796—820.

Conconi, P., Sapir, A., & Zanardi, M. (2015). Timernationalization Process of Firms: from Exports
to FDI. Journal of International Economic89, 16—-30.

Costa, E., Soares, A. L., & de Sousa, J. P. (20i@prmation, knowledge and collaboration
management in the internationalisation of SMEs:y8teamatic literature reviewnternational
Journal of Information Managemer6(4), 557-569.

Coviello, N. E., & McAuley, A. (1999). Internatiohsation and the smaller firm: A review of
contemporary empirical researdilR: Management International Revig89, 223-256.

Coviello, N., & Munro, H. (1997). Network relatidnips and the internationalisation process of small
software firmslnternational Business Revie(4), 361—386.

Crick, D. (2009). The internationalisation of bogtobal and international new venture SMEs.
International Marketing Reviev26(4/5), 453—476.

Crick, D., & Spence, M. (2005). The internationatisn of “high performing” UK high-tech SMEs: a
study of planned and unplanned stratedi@ernational Business Reviet(2), 167-185.

Di Gregorio, D. (2005). Re-thinking country risksights from entrepreneurship thednternational
Business Review4(2), 209-226.

Dominguez, N., & Mayrhofer, U. (2017). Internatitimation stages of traditional SMEs: Increasing,
decreasing and re-increasing commitment to foreigmkets.International Business Review
http://doi.org/10.1016/].ibusrev.2017.03.010

Dunning, J. H. (1988). The eclectic paradigm otinational production: a restatement and some
possible extentiondournal of International Business Studig#§(1), 1-31.

Ekeledo, I., & Sivakumar, K. (1998). Foreign mark&atry mode choice of service firms: a contingency

perspectiveJournal of the Academy of Marketing Scierkf€4), 264—-292.

21



Fletcher, R. (2001). A holistic approach to inteim@alization. International Business Review
10(2001), 25-49.

Gnizy, l., & Shoham, A. (2014). Explicating the Rese Internationalization Processes of Firms.
Journal of Global Marketing27(4), 262—283.

Hashai, N., & Almor, T. (2004). Gradually interratalizing “born global” firms: An oxymoron?
International Business Revieth3(4), 465-483.

Hennart, J.-F. (1988). A transaction costs thedregquity joint venturesStrategic Management
Journal, 9(4), 361-374.

Hennart, J.-F. (1989). Can the “New Forms of Inwvesit” Substitute for the “Old Forms?” A
Transaction Costs Perspectideurnal of International Business Studigg(2), 211-234.

Hill, C. W. L., Hwang, P., & Kim, C. W. (1990). Aeclectic theory of the choice of international gntr
mode.Strategic Management Journdll(2), 117-128.

Hitt, M., Ireland, R. D., Camp, S. M., & Sexton, . (2001). Strategic entrepreneurship:
entrepreneurial strategies for wealth creatitnategic Management Journ22(6-7), 479-491.

Hollender, L., Zapkau, F. B., & Schwens, C. (20BME foreign market entry mode choice and foreign
venture performance: The moderating effect of ma@onal experience and product adaptation.
International Business Revief26(2), 250-263.

Hollensen, S. (2013%lobal Marketing Strategy(6th ed.). Pearson.

Jansson, H., & Sandberg, S. (2008). Internatioattin of small and medium sized enterprises in the
Baltic Sea Regionlournal of International Managemerit4(1), 65-77.

Ji, J., & Dimitratos, P. (2013). An empirical intigation into international entry mode decision-mngk
effectivenessinternational Business Revie@2(6), 994—-1007.

Johanson, J., & Mattsson, L.-G. (1988). Internatii@ation in industrial systems — a network apphoac
In P. J. Buckley & P. N. Ghauri (EdsThe Internationalization of the Firm: A Readgp. 303—
321). London: Academic Press.

Johanson, J., & Vahlne, J.-E. (1977). The Inteomatization Process of the Firm—A Model of
Knowledge Development and Increasing Foreign Ma@a@hmitmentsJournal of International

Business Studie8(1), 23-32.

22



Johanson, J., & Valhne, J. E. (2006). The Inteonafisation Process of the Firm: a Model of
Knowledge Development and Increasing Foreign Ma@iahmitments. In P. J. Buckley & P. N.
Ghauri (Eds.),The Internationalization of the Firni2nd ed., pp. 43-54). London: Thomson
Learning.

Johanson, J., & Wiedersheim-Paul, F. (1975). Thermationalisation of the Firm - Four Swedish
CasesJournal of Management Studjd(3), 305-323.

Kalinic, I., & Forza, C. (2012). Rapid internatidzation of traditional SMEs: Between gradualist
models and born globalsiternational Business Revie@1(4), 694—707.

Knight, G. A. (2000). Entrepreneurship and Markgtsirategy: The SME Under Globalizatidournal
of International Marketing8(2), 12—-32.

Knight, G. A. (2001). Entrepreneurship and strategye international SMElournal of International
Management7(3), 155-171.

Knight, G. A., & Cavusgil, S. T. (1996). The borrolgal firm: A challenge to traditional
internationalization theory. In S. T. Cavusgil & K. Madsen (Eds.)Export internationalizing
research: enrichment and challengésp. 11-26). New York: JAI Press.

Kogut, B., & Singh, H. (1988). The Effect of NatadrCulture on the Choice of Entry Modurnal of
International Business Studie)(3), 411-432.

Kuivalainen, O., Saarenketo, S., & Puumalainern(2Q12). Start-up patterns of internationalizatian:
framework and its application in the context of wiedge-intensive SMEsEuropean
Management JournaB0(4), 372—-385.

Kumar, V., & Subramaniam, V. (1997). A Contingerfysamework for the Mode of Entry Decision.
Journal of World Busines82(1), 53-72.

Kylaheiko, K., Jantunen, A., Puumalainen, K., Saketo, S., & Tuppura, A. (2011). Innovation and
internationalization as growth strategies: The oblchnological capabilities and appropriability.
International Business Revie20(5), 508-520.

Laufs, K., & Schwens, C. (2014). Foreign marketrymhode choice of small and medium-sized
enterprises: A systematic review and future reseagendalnternational Business Revie23(6),

1109-1126.

23



Li, L., & Qian, G. (2008). Partnership or self-ezice entry modes: Large and small technology-based
enterprises’ strategies in overseas markietstnal of International Entrepreneurshi@(4), 188—
208.

Lisboa, A., Skarmeas, D., & Lages, C. (2011). Egrgaeurial orientation, exploitative and explorativ
capabilities, and performance outcomes in exporkets: A resource-based approalctuustrial
Marketing Managemed(Q(8), 1274-1284.

Lopez-Duarte, C., & Vidal-Suarez, M. M. (2010). &xtal uncertainty and entry mode choice: Cultural
distance, political risk and language diversityernational Business Revietd(6), 575-588.

Madsen, T. K., & Servais, P. (1997). The internadization of Born Globals: An evolutionary process
International Business Revig®(6), 561-583.

Maignan, I., & Lukas, B. A. (1997). Entry mode d®cons: the role of managers’ mental modédsirnal
of Global Marketing10(4), 7-22.

Manolova, T. S., Manev, |. M., & Gyoshev, B. S. 12). In good company: The role of personal and
inter-firm networks for new-venture internationaliion in a transition economyournal of World
Business45(3), 257-265.

McDougall, P. P., & Oviatt, B. M. (1997). Internatial entrepreneurship literature in the 1990s and
directions for future research. In D. L. Sexton &R. Smilor (Eds.)Entrepreneurship 200(pp.
291-320). Chicago: Upstart Publishing.

McDougall, P. P., & Oviatt, B. M. (2000). Internatial entrepreneurship: the intersection of two
research path&icademy of Management Journ@(5), 902—906.

Nielsen, B. B., & Nielsen, S. (2011). The role op tmanagement team international orientation in
international strategic decision-making: The choideforeign entry modeJournal of World
Business46(2), 185-193.

Nummela, N., Loane, S., & Bell, J. (2006). Chang&ME internationalisation: an Irish perspective.
Journal of Small Business and Enterprise Developm&M), 562-583.

Nummela, N., Saarenketo, S., Jokela, P., & Loand2@L4). Strategic Decision-Making of a Born
Global: A Comparative Study From Three Small Ope&oriomies Management International

Review54(4), 527-550.

24



Olejnik, E., & Swoboda, B. (2012). SMEs’ internatadisation patterns: descriptives, dynamics and
determinantsinternational Marketing Reviev29(5), 466—495.

Oviatt, B. M., & McDougall, P. P. (1994). Towardraeory of International New Venturekurnal of
International Business Studie®y(1), 45—64.

Oviatt, B. M., & McDougall, P. P. (1997). Challemsgi®r internationalisation process theory: the case
of international new ventureBlanagement International Revie87(2), 85-99.

Pedersen, T., Petersen, B., & Benito, G. R. G.Zp@0hange of foreign operation method: Impetus and
switching costslnternational Business Revietvi(3), 325-345.

Pellegrino, J. M., & McNaughton, R. B. (2017). Bagdearning by experience: The use of alternative
learning processes by incrementally and rapidigrivdtionalizing SMEdnternational Business
Review26(4), 614-627.

Pinho, J. C., & Prange, C. (2015). The effect afiaonetworks and dynamic internationalization
capabilities on international performandeurnal of World Busines§1(3), forthcoming.

Reid, S. D. (1981). The decision-maker and expottyeand expansionJournal of International
Business Studie$2(2), 101-112.

Rialp, A., Rialp, J., & Knight, G. A. (2005). Thé@nomenon of early internationalizing firms: what d
we know after a decade (1993—-2003) of scientifipiry? International Business Reviet(2),
147-166.

Ripollés, M., Blesa, A., & Monferrer, D. (2012). d¢tars enhancing the choice of higher resource
commitment entry modes in international new verguhaternational Business Revie®1(4),
648-666.

Root, F. R. (1998Entry strategies for international markgRevised an). San Francisco: Jossey-Bass.

Ruzzier, M., Hisrich, R. D., & Antoncic, B. (20063ME internationalization research: past, present,
and future Journal of Small Business and Enterprise Developmi&), 476—497.

Schweizer, R. (2012). The internationalization psscof SMEs: A muddling-through procedsurnal
of Business Researdb(6), 745—751.

Sousa, C. M. P., Martinez-Lopez, F. J., & Coelhd2B08). The determinants of export performance:

A review of the research in the literature betwd®®8 and 2005International Journal of

25



Management Reviews((4), 343-374.

Welch, C. L., & Welch, L. S. (2009). Re-internatidisation: Exploration and conceptualisation.
International Business Reviet8(6), 567-577.

Welch, L. S., & Luostarinen, R. (1988). Internaftisation: evolution of a conce@ournal of General
Managementl4(2), 34-55.

Wernerfelt, B. (1984). A Resource-based View ofFiven. Strategic Management Journ&l(2), 171—
180.

Wernerfelt, B. (1995). The resource-based viewhef firm: ten years afteStrategic Management
Journal 16, 171-174.

Williamson, O. E. (1985)The economic institutions of capitalishew York: The Free Press.

Wright, R. W., & Etemad, H. (2001). SMEs and thebgll economy.Journal of International
Management7(3), 151-154.

Yin, R. K. (2009).Case Study Reasear@th ed.). California: Sage Publications.

26


https://www.researchgate.net/publication/320628977

