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Ab. 5tract 

This thesis explores the significance of ethnic ties and entrepreneurial/social networks in the 

internationalization processes of small and medium-sized enterprises. It explores whether 

such networks can be leveraged in order to enhance the business performance of individual 

firms, whilst simultaneously enhancing the international competitiveness and performance of 
the UK at an aggregate level. 

The above dimension was explored by focusing the study on UK Indian Enterprise. The 

reason for this focus was because the UK Indian community constitutes the single largest 

ethnic minority community in the UK. 

The qualitative study was devised by synthesising and integrating a number of pertinent 
literature streams, i. e. internationalization, SMEs, Asian Enterprise, Culture, and Networks. 

The study revealed that the nature and dynamics of the sample frame support the findings 

of past studies relating to Asian Enterprise and Asian Entrepreneurship. The findings 

highlight that deficiencies in formalised planning processes, financing, and professional 

management practices exist amongst the firms; and similarities can be drawn with the 

deficiencies and problems recognised to exist for family owned SMEs, and SMEs per se, 

regardless of ethnicity. A key issue facing the bulk of firms was that of 'diversification' and 
'breakout', especially for firms operating in declining industrial sectors such as Textiles. 

It emerged that the internationalization process pursued by firms was in line with the 

internationalization literature relating to 'export development models', which suggests that 

firms develop and grow their international activities in phases/stages, i. e. Pre-engagement, 

Initial and Advanced. 

With regard to 'Ethnic Pes'and 'EntrepreneuriallSocial Networks', the study's findings 

revealed that such networks do play an important role in the dynamics of UK Indian 

Enterprise. It was also identified that: Indian social networks differ in structure and dynamics 

in different national settings; the importance attached to Indian Networks over the three (3) 

internationalization phases diminishes; and the international networks of UK Indians do not 

necessarily provide them with a significant advantage for internationalization, primarily 
because of issues relating to the competency, capabilities, and the synergy potential which 

exists with their international network contacts. 

The study's findings suggest that changes in UK Indian cultural norms, which will influence 

the business practices of future generations, will be increasingly influenced by Western 



business practices and ideology, which may well influence the internationalization practices 

of UK Indian enterprises in the future as shifts in management paradigms surface. 

It also materialised that mainstream business support services were ineffective and lacking 
in both engaging and facilitating the internationalization activities of the participating firms. 

This supports the findings of past studies in this area. From a international policy 

perspective, the study reveals that although government advice and guidance services may 
be of assistance to SMEs per se (in the main firms which are already engaged in 

international activity), they do not address the needs of many firms which are at the 'pre- 
intemationalization'stage, seeking to address questions orientated around Whethei, 'where' 

and 'how'to Internationalize. In addition, this non take-up of services would appear to be 

more acute for ethnic minority enterprises. 
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1.0 The Study's Focus 

1.1 Introduction - Nature of Study 

Orhe contribution of ethnic minority firms to the economy as a whole is considerable. They 

represent a signfficant and growing part of the small business market" 
E. George, Governor of the Bank of Engtand (BOE, 1999) 

The writer argues that the long-term prosperity of the UK is dependent on improvements in 

the international performance of all UK enterprises regardless of ethnicity. Consequently, 

ethnic minority firms should be encouraged and supported in exploring avenues which 

present genuine opportunities for performance enhancement. 

The study presented and discussed by the writer focuses on highlighting the significance 

and the importance of 'ethnic ties" and 'entrepreneutiallsocial networks'as resources which 

ethnic minority firms could potentially utilise in order to facilitate the internationalization of 
the firm. It was perceived at the conception stage of the study that such ties and networks 

present the 'ethnic finn'with distinct advantages over 'otherfirms in international activity. 

The study sought to investigate the extent to which UK Indian firms had internationalized 
and the importance placed on ethnic ties and networks in the development and selection of 
their foreign market entry and development strategies (FIVIEDS). 

Indeed the reported shift in international trade from the Atlantic region to the Pacific region 
has resulted in genuine opportunities presenting themselves to UK immigrant communities 
whose ancestral roots are in these new and growing international trade zones (NatWest 
Bank, 1997). 

The outputs of the study provide: a contribution to improvements in the internationalization 
business practices of UK Indian enterprises; a contribution towards the development of 
models of internationalization, in particular identifying the important role which ethnic ties 

and entrepreneurial/social networks have; and a contribution towards support agency 
policies (public and private) along with other appropriate organisations. Indeed, the research 
methodology devised for the study was structured to ensure these outputs were attained. 

I The term 'Ethnic Ves'is defined here as meaning personal/emotional bonds or relationships of kinship and friendship shared 
amongst immigrants in the UK who emigrated fr6m the Indian sub-continent and Indians else where in the world. 
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1.2 Research Objectives 

In order to satisfy the research objectives of the study outlined below, an integrative 

framework of the internationalization of the firm - utilizing ideas and concepts derived from 

the contingency theory, resource-based perspective and strategic management literature, 

similar to that proposed by Bell and Young (1997) - was adopted as a plausible research 

framework and point of reference for the study (see Volume 1, Section 3.3 for discussion). 

The reader should note that since the thesis is submitted in fulfilment of the requirements of 

the degree of 'Doctor of Business Administration' (D BA) (Hayer, 1997; Hayer, 2001), the 

outputs of the study stress the policy implications, both business policy (various aspects but 

particularly international business policy) and public policy. 

The overall governing objective of the study was: To investigate the significance of 

ethnic ties and entrepreneuriallsocial networks in the internationalization of the firm. 

This objective was to be achieved by focusing the study on 'the internationalization of UK 

Indian enterprisesas a case example. 

In order to satisfy the governing objective, the following research sub-objectives which relate 

to market screening and selection, foreign market entry and development strategies 
(FIVIEDS), and policy issues, were also addressed by the study: 

S01. To identify the methods and techniques adopted by UK Indian firms in the country 

screeni ng and selection process in order to evaluate suitable international markets; 
S02. To identify how UK Indian firms perceive overseas markets, their attractiveness, the 

barriers (tangible and intangible), and their perceptions regarding the assistance 

required (at both sides) to improve and enhance effective and efficient entry into 

overseas markets; 
S03. To identify the foreign market entry and development strategies (FMEDS) adopted by 

UK Indian firms and the management strategies pursued; 
S04. To investigate how cross-cultural ethnic links influence the internationalization of UK 

Indian firms (outward from the UK and inward to the UK), and establish whether ethnic 

ties become less or more important as the firm grows (domestically and 
internationally) over time; 

S05. To identify the extent to which past studies have enhanced our understanding and 

research focus in the area of the internationalization of UK Indian entrepreneurs and 

their firms; 
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S06. To evaluate the usefulness of support agencies (public and private), in particular with 

regard to the level of assistance available for internationalization as perceived by UK 

Indian entrepreneurs and their firms; and finally 

S07. To provide sound recommendations based on research which will be of value to: 

* UK Indian entrepreneurs and their firms; 

* business support agencies (public and private); 

* international business academics, and others with interests in entrepreneurship 

and Indian enterprise, and internationalization per se; and 

* to make a distinctive contribution to research in the field of internationalization. 

1.3 Underlying Assumptions of the Study 

The underlying assumptions at the outset of the study were as follows: 

0 The majority of UK Indian firms are passive in nature when it comes to 
internationalization. They do not actively seek international opportunities and when 
internationalization is considered and investigated, it is a reactive action in response to 

their changing business environment, i. e. they operate in self defined vacuums as closed 
systems; 

0 The mechanism by which internationalization occurs is via relationships which exist with 
the family, the extended family and the Asian community at large, i. e. ethnic ties and 
social networks provide the conduit for international activities. This assumption implies 

that international exchange is primarily restricted to nations with which Indians have blood 

or ethnic ties; and 
0 The culture of the 'nation'with which Indian entrepreneurs and their firms engage in 

exchange internationally, or the 'parties'with which they engage in exchange 
internationally, have a significant impact on the internationalization process of UK Indian 

firms. 

1.4 Reasons For Undertaking The Study 

As stated earlier, a particular aim of the study was to contribute to the literature in the area 
Of 'the internationalization of the firm'by establishing whether or not 'ethnic ties'and 'social 

networks'- which can be regarded as Entrepreneurial Networks - influence the 
internationalization of the firm. 

The literature review undertaken by the writer, and presented in Volume 1, covered: the 
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Internationalization of the Firm (in particular Psychic Distance and Network Theory); Small 

and Medium-sized Enterprises (SMEs); Export Development Models; Ethnic Minorities; 

Asian Entrepreneurs and Asian Enterprise; Culture and Cross Cultural Management; and 
South East Asian Networks - all of which were relevant in the context of the study. It 

identified the following summarised 2 issues which enabled the writer to derive propositions 
(see Section 1.5) which contribute to both practitioner and academic audiences: 

* Internationalization 
1. The literature on internationalization is constantly evolving. There is scope for 

contribution to the development of models of internationalization, particularly in the area 
of the importance of ethnic ties and social networks to internationalization; and 

2. Certain sectors of business activity will feel a far greater need to internationalize than 
others as a result of intensifying international competition and changing world order. This 

will especially affect those firms which operate in marginal price competitive sectors 
where factor costs are of critical importance to survival. 

* Networks 

1. When attempting to reconcile networks in a Western context with networks in an Asian 

context, it is apparent that the two (2) are fundamentally different. This is explained by 
the different ideologies which have led to their creation and sustainability; 

2. It would appear that Asian networks are structured hierarchically, all networks being 

ultimately subordinate to the Asian community's 'social network; 
3. Asian social networks have established themselves as a way of life over many 

generations, and as such they are integrated into the fabric of Asian society. They are a 
cultural trait. Asians develop and exploit social networks and ethnic ties for the . 
accomplishment of a number of ends. These networks are sources of competitive 
advantage as well as competitive disadvantage. In Asian networks, there is a stronger 
emphasis placed on 'personal trust', as opposed to that of 'systems trust' which is 

prevalent in Western societies. In the Asian context, networks provide an infrastructure 
for doing business and establishing relationships. Networking is seen to come naturally 
to Asians and is an integral part of the cultural fabric of their motherland, and 
consequently will inevitably influence 'Asian'business practices both domestically and 
internationally; and 

4. Western business networks are established as a means to support the capitalistic 

society of which they are a part. Westerners view the need to develop business 

networks from a perspective which will enable them to develop and execute business. 

2 Issues have emerged following the literature review. Evidence and references are provided in the relevant sections of 
Volume 1. 
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They are regarded as a necessary means to this end and are not deep rooted in the 

cultural fabric of Western capitalistic societies. 

* Culture 
1. The way in which people behave and interact with the wider environment differs 

according to their country of origin. The literature shows that Westerners are considered 
to be more individualistic, whereas Asians are considered to be more collectivist in 

orientation. These social differences influence the business behaviour and practices of 
individuals from different nations. The literature on Asian networks suggests that 
'networks'are a cultural characteristic of Asian communities, the roots of which are 
embedded in aspects of religion, duty, community, and honour; 

2. The ideology of a child's parents (which is a manifestation of culture), and the 

community within which they grow up during their formative years of socialisation, have a 
life lasting impact on a child's behaviour. Although children may consciously choose to 

adopt, at a superficial level, certain norms of behaviour associated with their host nations 
culture, they will still maintain at their core the cultural values and ideology of their 

parents. This implies that continuity of culture within immigrant groups will exist in a host 

nation (i. e. sub-cultures will exist). However, the degree to which this is diluted over the 

generations, due to the diffusion of a host nation's national culture over generations of 
immigrant groups, is an important issue for future research; and 

3. Individuals would prefer to engage in exchange with individuals who share similar 
cultural norms, approaching those with different cultural norms with caution and 
reservation. A `dultural-gap'may exist between parties from different societies which can 
lead to misunderstandings, generating noise which surrounds the communication 
process, in both encoding and decoding of messages, between the parties concerned. 

Asian Entrepreneurs and Asian Enterprise 

1 Firms are predominantly concentrated in the small end of the spectrum of the definition 

of SMEs (i. e. micro-businesses); 
2. Entrepreneurs are predominately concentrated in declining marginal areas of business 

activity where competition is significantly based on price (for example: retail, textile, and 
food sectors); 

I Businesses predominantly serve their own ethnic enclaves; 
4. Entrepreneurs do not actively seek international opportunities; 
5. Enterprises operate as family businesses which are financially ill-equipped, lacking in 

management skills and professional knowledge, and sceptical of outsiders, i. e. they lack 

resources; 
6. Entrepreneurs are reluctant to participate in government agency business support 

Page V 



DBA in Marketing - Volume 2/2 

schemes; 

7. Firms are not integrated into the mainstream and an issue regarding 'breakoutfrom 

ethnic markets exists; 

8. The UK Asian community demonstrates a higher level of entrepreneurship than other 

communities; 
9. Ethnic minority entrepreneurs have been disadvantaged by discrimination; and 

10. Entrepreneurs maintain contact with relatives and friends on the Indian sub-continent 

and throughout the world. 

1.5 Research Propositions 

'The puipose of exploratoty research is to discover new ideas and insights; these are better 

attained via proposition formulation than hypotheses formulation. 
Selitiz et al (1976) 

It should be noted the following propositions relating to the context of this study were 
derived and justified based on the issues which materialised through the literature review 
(see Volume 1, Sections 3.7,4.6,5.7, and 6.7 for detail). It is these propositions which 
influenced this study's research design which is discussed and presented in detail in 

Section 3.0. The reader should also note that the study's findings were compared where 

possible vis-A-vis the findings relating to SMEs per se, in order to highlight ethnic enterprise 
idiosyncrasies and derive the focused conclusions and recommendations presented in this 

volume. 

1.5.1 Propositions: Internationalization 

P1.1 The management paradigm which exists within UK Indian firms is one which is 

orientated around 'strategic fit'as opposed to 'strategic intent'. This will restrict the 

pursuit of international opportunities; 
P1.2 The international growth of UK Indian firms is restricted due to lack of appropriate 

international management skills. Internal deficiencies exist which restrict 
internationalization (Crick & Chaudhry, 1995); 

P1.3 UK Indian firms will predominately be involved in export/import activities as opposed to 

other modes of international business, Le. licensing, franchising, joint ventures, FDI, 

management contracts, etc., primarily because of issues relating to risk, control and 
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background factors (Crick & Chaudhry, 1995); and 
P1.4 The support strategies adopted by support agencies are ineffective in encouraging UK 

Indian firms to internationalize. The supporting network of resources on which UK 

Indian firms may draw for advice and information regarding aspects of 
internationalization are inadequate (Marlow, 1992; Crick & Chaudhry, 1995). 

1.5.2 Propositions: Ethnic Ties and Social Networks 

P2.1 Networks are a way of life in an Indian context which can restrict the effective and 

efficient internationalization of UK Indian firms; these are a source of competitive 
disadvantage as well as competitive advantage (Ram, 1994; Hamilton, 1996); 

P2.2 Wherever Indians live and work, the social networks that they create are similar in 

structure and in mode of operation with social networks shaping the way Indians do 

business in all settings (Hamilton, 1996); 
P2.3 The importance attached to ethnic ties and social networks over the duration of 

international activities does not diminish over time (Hamilton, 1996); 

P2.4 Where business partners based in other nations are necessary, great emphasis is 

placed on similarities in culture and the exploitation of 'social networks'. This becomes 

critical to the internationalization 'go'or 'no go'decision. For UK Indians, international 

social networks and ethnic ties provide a ready means for internationalization; 
P2.5 Amongst the range of personal relations used by Indian entrepreneurs to maintain 

business trust, the family and regional ties are of particular importance. This will 
influence the personal networks of Indians in relation to network density and diversity, 
thus restricting internationalization activities; and 

P2.6 Within Indian business networks there is, it can be argued, a sense of mutual 

suspicion and an absence of sincerity which may restrict internationalization 

(Hamilton, 1996). It is uncertain as to whether trust or suspicion are the major issues. 

The literature is divided as to whether network bonds would rest on trust or suspicion. 
Within networks, the writer suggests that possibly trust and mutual orientation exists, 

with suspicion existing between competing networks. 

1.5.3 Propositions: Culture 

P3.1 The cultural factors associated with Indians are unlikely to diminish to a level which will 

significantly change UK Indian Enterprise behaviour, i. e. the degree of cultural 

contamination will be restricted (Tayeb, 1988; Child, 1982); 
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P3.2 Indian firms will exploit both systems trust and personal trust to enter international 

markets; the fact that systems trust exists in the UK does not diminish the vigour of 

personal trust in Indian business life (Hamilton, 1996); and 

P3.3 Indian entrepreneurs have to invest considerable time and resource in order to 

personalise economic relations and to undertake diffused mediating functions. This 

will restrict internationalization activities (Hamilton, 1996). 
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2.0 Organisation and Structure of Volume 2 

Both volumes of this thesis have been structured in a manner which makes each volume 

self contained. Volume I focused on the development of research issues and questions, 

and this volume, Volume 2, focuses on the investigation of these and the outputs of the 

investigation. 

Volume I presented the findings of the literature review and synthesis of the relevant 

streams of literature together with the derived research propositions for the study which are 

re-presented in Section 1.0 of this volume. Volume 2 presents: the research methodology; 

the research design; outlines the sample frame and it's demographics; the findings of the 
field work; the conclusions and recommendations; the limitations of the study; and 
suggested areas for future research. 

This volume has been structured in a manner to enable the reader to clearly understand the 

writers argument and his findings, and gain an appreciation for the overall research 

conclusions: Section 3.0 outlines the Research Methodology and Research Design of the 

study; Section 4.0 outlines the sample frames demography and characteristics; Section 5.0 

summarises the study's overall findings; Section 6.0 presents the pertinent background 
issues regarding Indian Enterprise, and serves to validate findings of past studies in order to 

ensure valid recommendations were made; Sections 7.0,8.0 and 9.0 present the findings 

of the fieldwork relating to the key dimensions of the study, i. e. Internationalization, Ethnic 

Ties, and Social Networks; Section 10.0 probes the study's findings and presents three (3) 

emergent groups of businesses (each with distinct characteristics) which enabled the writer 
to present focused conclusions and recommendations; Section 11.0 presents the study's 
conclusions and implications for academia as well as presenting the limitations of the study 

and future research directions; and the final section of the volume, Section 12.0, presents 
the writers conclusions and recommendations directed at industry, policy makers, and other 
stakeholder groups. 

A review of the contents page (page 3) provides the reader with a detailed break-down of 
the structure of the volume's twelve (12) sections. Cross referencing between sections and 
volumes is made throughout the volume so as to not only present the findings in the context 
of the study, but to also present justified conclusions and recommendations. 

Each section follows on logically from the previous section in a coherent manner and is sub- 
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divided into relevant sub-sections in order to derive meaningful perspectives from the 

study's findings. Indeed each section concludes with a sub-section which outlines the key 

issues which materialised. 

mmý 
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3.0 Research Methodology 

3.1 Introduction 

This section outlines the research approach and methodology adopted in order to address 
the research propositions presented in Section 1.0. A comprehensive discussion of the 
research process, research instrument, and methodology adopted is presented, alongside 
the approach followed to evaluate the fieldwork data/information. The reader should note 
that all research studies are managed as 'projects' and the key dimensions of project 
management (i. e. time, cost, and quality) always influence the research design and 
execution of activities. Indeed Churchill (1987) suggests the ultimate research design is one 
which is effective in addressing the research problem, and one which is constructed within 
the constraints imposed by the resources available for the study. 

A key piece of research (as outlined in Volume 1, Section 3.5.4) which influenced this 

study's focus was that undertaken by Crick and Chaudhry (1995); which focused on the 
three (3) dimensions of: 'Exporting'as a FMEDS, 'Government Assistance', and 'Asianfirms 

per se. The study was also a quantitative piece of work, which, as discussed later in this 

section, also presented the writer with methodological concerns when defining this study's 
research design and approach (see Section 3.2), primarily because of the richness of the 
data which the writer was seeking to gather in order to effectively explore decision-making 

processes. 

Since Crick and Chaudhry's study was to explore the exporting activities of Asian firms, the 

writer believes it important for the reader to recognise that numerous researchers have 

criticised and cited export enquiry as being 'ethnocentric' in nature (Cavusgil, 1982); 'self- 

centered'due to a lack of cognisance of current knowledge (Aaby and Slater, 1989); 
'suspect'on methodological grounds (Cavusgil and Nevin, 1981; Czinkota and Johnston, 
1981; Kaynak, 1985); and 'much too fragmentaiy and unprogrammatic to yield coherent 
results'(Reid, 1983). Although the writer is not suggesting Crick and Chaudhry's study 
attracts all these criticisms, it is relevant to cite criticisms of past export enquiry because 

they influenced this study's design. 

The criticisms presented above are interlinked due to many past export/internationalization 
studies being conducted within defined national borders such as the United States (Bodur, 
1986; Katsikeas, 1991). In addition, numerous studies have also adopted non-stratified 
samples, lacking focus on firm size, prior experience or industry considerations. Indeed, 
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some studies fail to isolate exporting firms from non-exporters when reporting findings. 
Conversely, other investigations have focused very narrowly on a particular industrial sector 
within a specific national boundary. Crick and Chaudhry's study is subject to a number of 
these criticisms. 

Overall, the writer argues the scope for the researcher to pýopose generalisations based on 
their findings when their studies are prone to such criticism are diminished. Indeed 

researchers have frequently reached contradictory conclusions (Miesenbock, 1988; Aaby 

and Slater, 1989). Furthermore, it can be argued that many studies are one-off 'snap-shots' 

which appear to be disinterested in (or unaware of) previous researchers contributions. This 

leads Cavusgil and Nevin (1981) to state that "a tradition of building upon previous research 
is not well established in international marketing" Consequently, the writer has endeavored 

to ensure that this particular study: a) builds upon past research; and, b) identifies new 

avenues of research. 

The writer in conducting this study has tried to avoid 'reinventing the wheel'and both 

recognises and agrees with Czinkota's (1982) statement for "more awareness of the 

international literature on the part of researchers ... which could eliminate some of the 

attempts to reinvent the wheel in different parts of the world". 

3.2 The Two Main Philosophies: Phenomenology and Positivism 

Before defining a research approach the writer initially had to 'weigh-up' the two (2) 

fundamental research philosophies in the area of the Social Sciences - 'phenomenology' 

and `positivism'(i. e. 'induction'and 'deduction) (Saunders, Lewis, and Thornhill, 2000). 

These two (2) divergent views regarding the nature of research are discussed in this 

section. 

Table 3.1 highlights the main features of these alternative paradigms. The writer suggests 

that it is important for researchers, prior to designing their research methodology, to have a 

clear appreciation of the two (2) research philosophies primarily because: 

0 It clarifies all research design perspectives; 
0 It alerts the researcher to the uses and limitations of all methodologies; and 

0 It helps the researcher to identify and even create new research designs and 

methodologies outside their own experience. 
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Researchers who are primarily influenced by the positivistic tradition utilise a highly 

structured approach; for example, a series of personal interviews which lends itself to the 

orderly collection of data which can then be easily analysed by statistical computer isoftware 

packages such as SPSS or SNAP. However, potentially important considerations as well as 

useful sources of information are ignored. Gummesson (1992) suggests non-verbal signs of 

communication such as body language, the physical environment or unexpected events 

which may occur during the interview are important influences on the response of an 
interviewee; and perhaps more importantly on how such a response can be intelpreted. It is 

the emphasis on registering such cues and how they are subsequently interpreted which 

tends to delineate between the positivistic and phenomenological schools of thought. 

The advantages of quantitative approaches are ease of comparison as data is reduced to 

numerical format and that data is amenable to statistical analysis. In addition, quantitative 
data is associated with analytical techniques with clear conventions which the researcher 

can use which enable the validity of the research findings to be easily evaluated (Hart, 

1987). 

The weaknesses of quantitative approaches are that: they tend to rely on a pre-designed 

research instrument; offer little opportunity to probe in depth; and tend to rely on the 

expressed perceptions and feelings of respondents rather than actual events (Van Maanen, 

1979; McDaniel and Gates, 1993; Hart, 1987). However, they are financially cheaper than 

qualitative approaches and are able to access a much larger sample or population. Indeed 

advocates of quantitative methodologies maintain such deficiencies are manifestations of 
inadequate survey design, deficiencies in analysis, and failings in utilizing more powerful 

statistical techniques. They simply propose that more 'rigor' is required (Cavusgil and Nevin, 

1981; Czinkota, 1982; Albaum and Peterson, 1984; Kaynak, 1984; Seringhaus, 1986; Aaby 

and Slater 1989; Katsikeas, 1991; Diamantopoulos et al, 1993). 

However, researchers who are more critical of the extensive use of quantitative postal 

questionnaires/surveys as the sole means of gathering primary data/information, reinforce 

such collection tools often contain inherent response biases which sophisticated quantitative 

analysis will find very difficult to overcome (Dymsza, 1984). Indeed Hirschmann (1986) has 

also argued that since many of the key factors in 'marketing' are orientated around beliefs, 

behaviours, perceptions and values (i. e. behavioural aspects), such dimensions can only 
truly be explored by adopting more qualitative methods such as observation and interviews. 

Conversely, Jones (1981) points out that many phenomenological approaches (holistic/ 
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inductive in nature) and associated qualitative methods can be resource-intensive, with the 

methods adopted to analyse and interpret the gathered data being often much more 

complex than the quantitative methods and the positivist paradigm. Gill and Johnson (1991) 

describe induction as the opposite of deduction (as discussed above), involving the 

development of explanations and theories about the empirical observations following the 

research study findings (Chetty, 1996; Yin, 1993; Yin, 1984/1989; Eisenhardt, 1991; 

Eisenhardt, 1989; Eisenhardt and Bourgeois, 1988; Dyer and Wilkins, 1991; Burrel and 
Morgan, 1979; Evered and Louis, 1981; Mo-ran, Frost and Pondy, 1983; Ouchi and Wilkins, 

1985; Sanday, 1979; Schein, 1988; Smircich, 1983; Van Maanen, 1979/1988). 

In comparison to quantitative methods, the reliability and validity of qualitatively-derived 
findings are often subject to more serious questioning and academic scrutiny, primarily 
because of the 'soft'nature of the data gathered, the potentially subjective influence of the 

researcher, and the lack of well formulated methods of analysis (Miles and Huberman, 1984; 

Griggs, 1987; Hart, 1989). Nevertheless, the academic community does acknowledge that 

qualitative methods do enable researchers to examine change processes over time, probe 
issues in more depth, and often provide rich and unique insights which quantitative 
techniques are unable to grasp (Chisnall, 1987; Easterby-Smith et al, 1991; Glaser and 
Strauss, 1967; Laing, 1967; Giddens, 1976; Hammersley and Atkinson, 1983). Indeed it was 
important for the writer to take note of Hart's (11987) conclusion that qualitative methods are 
particularly appropriate for any research which involves identifying and exploring complex 
behaviour and for enquiries which are exploratory in nature: dimensions which were 
important in this research study. 

Historically there has been a strong bias towards quantitative research and the positivist 
perspective. However, over recent years there has been increasing evidence that a growing 
number of management researchers now acknowledge quantitative and qualitative 
methodologies are not necessarily mutually exclusive in practice. Smith (1975) proposes 
that the collection of data from numerous sources, using a variety of different techniques/ 
methods, may assist in establishing the reliability of each set through a procedure known as 
'methodological triangulation 3Y (Denzin, 1970; Campbell and Fiske, 1959; Jick, 1979; Miller 
and Friesen, 1982). 

Strauss and Corbin (1990) suggests that qualitative data may actually help to clarify 
quantitatively-derived findings and conclusions - again this was a key consideration for the 

3 

. 
Everything we expefience is usually a reflection of our own projections. This means that to obtain a more authentic "IterPretation of reality we have to accumulate evidence from a number of different sources. This process is called bIwWWOn'because this research tradition suggests that we should have at least three (3) independent sources of evidence before the interpretation can be considered robust. 
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writer when constructing the research design against the work of Crick and Chaudhry 

(1995). Indeed, many researchers suggest that by combining qualitative and quantitative 

methods/techniques, the inherent disadvantages of each approach can be overcome 
(Smith, 1991; Heath, 1992). By adopting an appropriate 'mix' of methods, richer 

perspectives on aspects under investigation can be derived; in addition, risk of irrelevant 

findings and inappropriate conclusions are minimised (Easterby-Smith et al, 1991; Trow, 

1957; Smith, 1975; Burrel and Morgan, 1979; Thorpe and Moscarola, 1991). 

The writer also established that many researchers are influenced by a number of 'political' 

considerations when designing a particular research study. Easterby-Smith et al (1991) label 

a number of 'political'influences, for example, the attitude of academic institutions to 

phenomenological research and the inherent prejudice of many academic journal editors. It 

is only recently that many journals in the management area have been persuaded/ 
influenced to accept articles based on non-positivistic research design. The reader should 
be aware that the writer was not influenced by such 'political' pressures. The objective was 

to deliver a sound piece of quality research. 

It is important for the reader to appreciate that when conducting a study of this nature, 

orientated around the 'intemationalization process'of the firm, there is a historical dimension 

to the firm's current position which cannot be ignored. For instance, the historical reasoning 
behind the choice of international markets (source and supply), FMEDS pursued, the 

resources deployed, etc., will all have contributed to the current internationalization issues. 

faced by the firm, and consequently, directly impact on the firm's current international 

performance and specific support needs. As a result, the writer argues that by adopting 
qualitative techniques, a greater understanding of the process is achieved which will provide 
a higher degree of opportunity to influence policy; a degree of understanding which would 

not be attained by adopting a pure logical-empiricist methodology (Rubenowitz, 1980). 

Consequently, the inductive nature of the research study's focus suggested the use of 

qualitative research techniques as the most appropriate for data gathering and theory 

building (Gill and Johnson, 1991; Luck and Rubin, 1987) - bearing in mind Crick and 
Chaudhry's study. In addition, the approach would enable the writer to explore processes 

and gain a deeper understanding of the subject area (Green et al, 1988; Chisnall, 1986; 

Strauss and Corbin, 1990). 

The literature clearly cites qualitative approaches as utilizing a number of techniques in 

order to describe, decode, and explain naturally occurring social phenomenon (Van 
Maanen, 1983). Indeed qualitative research is stated to be more concerned with the reasons 
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behind the phenomena, rather than the frequencies with which they occur or the strength of 
association between variables. 

The main advantages of qualitative approaches relate to the richness of the data acquired 

(Hart, 1987) and it's ability to lead to serendipitous findings (Miles and Huberman, 1984). 

However, these advantages have to be weighed up against the weaknesses associated 

with qualitative approaches; for example, they tend to be weak in external validity since they 

are self-generated and controlled (Hart, 1987) and such methods of analysis may not be 

well formulated (Miles and Huberman, 1984). A key disadvantage of adopting qualitative 

research methods is the associated financial cost of a study. A study will often involve a 
team of researchers over a long period of time conducting interviews, focus groups or 

various observational techniques. Coupled with this is the likelihood that data may be 

difficult and time consuming to analyse and may produce 'soft'data which lacks reliability 

and validity. 

Indeed, some researchers argue that the 'soft'data generated by qualitative methods 

cannot be quantified or subjected to statistical procedures (Gordon and Langmaid, 1988; 

Strauss and Corbin, 1990); although, as stated earlier, descriptive statistics have been 

applied to qualitative data, as was the case in this study. 

In conclusion, it can be argued that what is actually needed is a shift in the mind-set among 
management researchers in order to provide more insightful and meaningful research 
findings, a mind-set which recognises the strengths and weaknesses of both research 
traditions, and one which devises the most effective and efficient research approach to 
investigate a specific issue. Gill and Johnson (1991) suggest research methods can be 

placed on a continuum depending on the type of reasoning on which they are founded. At 
one extreme would be deductive methods and at the other extreme would be inductive 

methods. Indeed Easterby-Smith et al (1991) in their review of research philosophy suggest 
that in practice hardened advocates from both extremes do not hold consistently to one 

Position or another. However, they note that in recent years there has been a movement 
away from positivism towards phenomenology. Indeed it is more common to see 
researchers in the management field adopt a 'pragmatic view by deliberately combining 
methods drawn from both traditions'. 

A key reason influencing the writer to adopt a qualitative research methodology (outlined in 
Section 3.4) was (as stated earlier) due to methodological concerns regarding many of the 
past export related studies being overly skewed towards quantitative approaches, where 
researchers gathered data via questionnaires; analysed the data via computer based 
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statistical analysis programmes/techniques (such as SPSS); and validated their hypotheses. 

A staving attack on this approach by Kamath et al (1987) highlights the view that the 

'dominant use of a logical-empiricist methodology' has 'bedeviled' export research by 

producing conflicting results which are uconveniently rationalised as the outcome of 
differences in industries, countries, sample sizes, time periods and so on, and are the result 
of all the bias and errors involving questionnaire construction and data collection". 

Since quantitative approaches are associated with deductive, hypotheses testing research, 

and qualitative approaches with inductive, theory building research, the writer feels it 

important to justify why this study adopted a qualitative approach as the sole means of data 

collection. The primary reason (coupled with the points raised above) was because existing 

research on the international expansion of ethnic SMEs has focused very narrowly on 
FMEDS, in particular exporting (Crick and Chaudhry, 1995). The purpose of this survey was 

to explore the broader dimensions of internationalization, and explore the research 

propositions inductively identifying patterns and trends which may assist in theory building 

and policy creation, contributions which the writer believed could best be achieved via 

qualitative enquiry. 

It is against the academic research methodological debate (presented in this section) that 
the writer constructed an appropriate and effective research methodology to address the 

research propositions presented in Section 1.0. 

In light of the above issues/concerns, a number of decisions were made regarding the study 
by the writer (following discussion With both practitioner and academic colleagues) at the 

outset of this research study: 
1. In spite of the valid criticisms of previous quantitative studies, an attempt to develop the 

body of knowledge (in the areas pertinent to this study) would build on existing concepts 

and internationalization theories and incorporate the findings of previous studies; 
2. Purely qualitative techniques would be used to collect and analyse data; and 
3. The research study would form the foundations of the writer's longer-term professional 

career in international commerce, UK competitiveness, SME development, and 
collaboration with leading academic centres of excellence in related areas. In addition, 
the study provides the writer with the opportunity to conduct longitudinal studies and/or 
comparative investigations in other nations, or sectors, on completion of the study. 
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3.3 The Research Process 

Many researchers have suggested the 'research process'follows a number of sequential 

stages (see Table 3.2) commencing with the articulation of an argument and concluding 

with the findings and suggested way forward (Rummel, 1963; Selltiz et al, 1976; Howard 

and Sharp, 1983; Boyd et al, 1985; Churchill, 1987; Gill and Johnson, 1991). 

Table 3.2 The Research Process 

Stage Description 

I Formulate Problem 

2 Determine Research Design 

3 Design Data Collection Methods and Forms 

4 Design Sample and Collect Data 

5 Analyse and Interpret Data 

6 Prepare the Research Report 

Source: Churchill (1987) 

However, there is common agreement amongst researchers that the research process is far 
from sequential, in that iteration at each stage and appraisal of the research process up to a 
given point is continually undertaken to ensure a valid and value adding research study. It 

should be noted that Simon (1969) suggests there are various ways of carrying out 

research. However, there is never a single, standard, correct approach. 

Since this particular study is categorised as exploratory, the stages in the research process 
all presented the writer with learning points. Each stage provided new insights and 
challenges in order to structure and deliver a meaningful study. The reader should be aware 
that at each stage in the research process cognisance was taken of the knowledge and 
insight gathered and its implications before progression to the next stage. 

An interesting point to register is that although the writer prides himself on planning and 
managing projects through to completion, there is full recognition that: one cannot plan for 
every eventuality; plans are based on information available at a particular moment in time; 
and cOgnisance of the other key influential factors (at any given time) are important 
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dimensions in project management. Consequently, whilst some researchers suggest that a 

research study should be planned in every detail prior to execution in order to avoid 

unnecessary delays (Gill and Johnson, 1991), the writer deliberately built 'slack' into the 

project plan which catered for reflection, evaluation and iteration in order to deliver a 

meaningful study. 

As a consequence of adopting this approach, the study progressed in a series of 'cleansing 

loops'which facilitated evaluation of the process as well as the results attained at each 

stage. This process assisted in clearly defining the research objectives and tasks to be 

executed. Section 3.4 outlines the research process adopted in more detail. Figure 3.1 

outlines the broader research process adopted by the writer. 

3.4 Research Methodology - Outline of Research Process Adopted 

This section discusses the methodology adopted for the study in greater detail. Following 

the review of the relevant literature (see Volume 1) in the areas of: the Internationalization 

of the Firm (in particular Psychic Distance and Network Theory); Small and Medium-sized 

Enterprises (SMEs); Export Development Models; Ethnic Minorities; Asian Entrepreneurs 

and Asian Enterprise; Culture and Cross Cultural Management; and South East Asian 
Networks, the writer adopted a multi-phase approach for the research study. The literature 

review assisted the writer to gain cognisance of what had been written in the area of the 

research study and evaluate the current position of knowledge in the subject area. Indeed 
Gill and Johnson (1991) suggest the literature review and preliminary discussions and 
interviews assist in identifying gaps in existing knowledge and assist the researcher in the 

clarification of how the proposed study will contribute to filling them. 

The flow diagram presented as Table 3.3 outlines the phased approach followed by the 

writer. Objectives were set for each of the phases illustrated within the overall research 
process. Each of the phases are elaborated upon in the following sub-sections. 
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Figure 3.1 Broad Research Process 

Phenomenology 

RESEARCH 
PHILOSOPHY Positivism 

Inductive 

RESEARCH 
APPROACH 

Deductive 

Case Study 

RESEARCH Survey 
;Y STRATEGY 

Experimental 

F4 
Descriptive 

RESEAR Ct Exploratory 
PURPOSLE 

Explanatory 
Questionnaire 

S Focus Groups 

Quantitative 

TYPE OF 
Cognitive Maps 

DATA Qualitative 

Hypothesis 

Interviews 
Primary 

L - Etc. 
SOURCES OF Secondary, 4 DATA 

- Tertiary 

Page 33 



DBA in Marketing - Volume 2/2 

T, kble 3.3 Research Process Flow Diagram 

START 
Phase 1 

Formulation of research 
proposal and research 
study aims 

Phase 2 

Formulate research 
design 
Select sample 

Phase 3 

4 Design research 0 Design semi-structured pilot-interview guide 
instrument 0 Pilot test interview-guide with two (2) sample firms 

* Pilot test and validate 0 Assess pilot interview guide and modify design accordingly 
instrument 0 Launch and conduct remaining interviews with the sample 

* Data collection frame adopting modified interview guide 

Action 

0 Broad and focused literature review 
0 Collection of relevant information from secondary sources 
0 Informal interviews with executives involved in international 

business operations and decision-making within UK Indian 
firms 

0 Discussions with key academics experienced with researching 
Asian firms 

0 Synthesis of literature, secondary information, and informal 
key informant interviews 

Action 

0 Define sampling frame 
0 In-depth discussions with relevant agencies and organisations 

(i. e. Gatekeepers') which can assist in the recruitment of 
suitable firms for the study - secure co-operation 

0 Briefing of Gatekeepers regarding study and referral process 
0 Development and construction of sample frame database 
0 Screen, select and enroll firms for the study, i. e. sample 

selection 

Action 

Phase 41 Action 

( 

Design data analysis 0 Devise coding system for interview analysis 
procedure 0 Apply coding system to individual interviews 
Analysis of data 0 Collate interview findings 

0 Undertake full analysis of findings 
0 Evaluate achievement of research study objectives 
0 Appraise research process, design and research instrument 
0 Devise and prepare study's overall conclusions and 

recommendations 
0 Identify areas for future research 

Phase 51 Action 

END 

Communication of 0 Disseminate the study's findings, conclusions and 
study's output 

I 
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3.5 Research Design 

As stated at the outset this study should be regarded by the reader to be exploratory since 

limited research has been undertaken in the area of 'ethnic ties'and 'internationalization' per 

se, and consequently research propositions are stated as opposed to research hypotheses 

(discussed in Section 1.5 in more detail). 

in constructing the research design, the principal factors of time, cost and quality of output 

were balanced to generate a feasible and acceptable research study. The resulting research 
design was one evaluated to be the most appropriate and effective for addressing the 

research objectives presented in Section 1.0. 

Since the nature of the research questions were aimed at identifying salient aspects relating 
to the internationalization processes adopted by UK Indian firms, the types of questions 

which were to be asked were predominately going to be 'Why.. ? 'and 'How.. ? This line of 

questioning suggested that qualitative and exploratory research techniques were the most 

appropriate methods for data collection (see Section 3.2). 

Consequentiy the writer chose to pursue Tace-to-face semi-structured in-depth personal 
interviews'with key decision-makers within participating firms as the sole means of data 

collection (see Section 3.5.2.3). The objective was to conduct the interviews and extract the 

data required to test the research propositions. 

Due to the scope and nature of the study, the writer initially proposed to interview a small 
sample of firms, somewhere between thirty and fifty (30-50). However, as stated earlier, the 
number of interviews to be conducted was constrained by the factors of time and resources 
available to complete the study, balanced against the quality of the study's output; 
consequently the actual sample size which emerged was twenty one (21) firms. The sample 
size was lower than that targeted as a result of many of the firms approached being 
reluctant to participate in the study. Indeed, many researchers have experienced problems 
when seeking to draw large numbers of Asian firms to participate in qualitative in-depth 
studies. However, the sample frame which emerged was considered large enough to 
undertake a degree of descriptive quantitative analysis (Section 4.0 outlines the sample 
frame in more detail). 

During the tentative stages of defining a suitable sample frame for the study, the writer 
sought to undertake a meaningful comparison between the sample profiles of the various 
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studies4 (cited in Volume 1) relating to Asian Enterprise, SMEs, Internationalization, Culture, 

and Networks. However, it emerged that such an aspiration was untenable and unrealistic, 

and was unable to provide any meaningful base for rational comparison. 

in particular, specific sample frame/study dimensions that emerged as making meaningful 

comparisons difficult were: 

Asian Enterprise studies did not differentiate between the various 'Asian'communitieS5, 

a dimension which the literature suggests to be important from the perspective of 

undertaking meaningful 'cultura/'comparisons associated with behaviour. 

-*. - Past studies sought to address different research objectives, which naturally define 

specific sample frame profiles and demographics. 

-, *e Scholars and researchers did not provide sufficient demographic details of their sample 

frames to facilitate comparisons. 

Consequently, the idiosyncrasies and lack of data concerning sample details presented in 

the literature led the writer to focus his attention on drawing out the salient and relevant 

results of past enquiry (as presented throughout Volume 1). This was relevant in order to 
define a suitable sample frame to explore the study's research objectives. 

The reader should note that because the above deficiencies hindered meaningful 
comparisons (and the construction of a user friendly comparison table), the write sought to 

validate the results of past SIVIE, Asian Enterprise, and Internationalization enquiry, primarily 
in order to ensure the study's conclusions and recommendations were founded on accurate 
and up to date findings. Indeed, the findings sections of this volume 6 highlight the unique 
features of the sample frame and provide. a cross-reference to the results of past enquiry. In 
addition, the writer pursued this approach in order to provide a solid foundation from which 
future research enquiry can begin to address such nuances and deficiencies in the 
literature. Hopefully, this will facilitate effective comparisons to be made between studies in 
the future. 

Indeed, the writer presents the demographic details of the study's sample frame (in tabular 
form - see Table 4.1) in Section 4.0 as a reference point for future enquiry and 
comparison. 

4 
5 

Demographic issues relating to the firm, entrepreneur, and business performance data. 
This refers to Indian, Pakistani, or Bangladeshi communities. The follovving sections highlight the findings of the study: Section 6.0, Section 7.0, Section 8.0, Section 9.0, and Section 

iO. D. 
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3.5.1 Sampling Minority Populations 
I 

Prior to developing the proposed sample frame and research design, a review of past 
studies identified that many surveys have been concerned not with the population as a 
whole but rather with small groups within it. This was relevant to this study because the 

writer was proposing to survey an ethnic group in England which was a small group within 
the population as a whole. Hoinville and Jowell (1978) state that researchers could sample 
the general population and discarded those, firms/individuals which do not qualify for 
inclusion. However, since the adoption of such an approach could be argued to be 
inappropriate and inefficient (not to mention lengthy and costly), many researchers have 

adopted a different approach to sampling minority populations, an approach which the writer 
pursued in order to construct a sample frame for this study. 

Since the study focuses solely on UK Indian firms which currently operate internationally (or 

are contemplating international activity, or have been active internationally in the past) this 

presents some interesting problems from a sampling perspective. Since no directory or 

single point listing from which such firms can be extracted exists, the construction of a 

research sample for the study needs to be constructed sensitively in order to minimise any 

possibility of bias. Clearly the use of the electoral register which contains primarily names 

and addresses of electors is not an appropriate base from which to develop a sampling 
frame, since many assumptions would need to be made in order to develop an appropriate 

sample from the register for the study. Clearly identifying individuals who were currently 

managing firms operating internationally would be difficult. 

In addition, if firms were contacted via the development of a mailing list (requesting them to 

participate in the study via a mailing), other problems would materialise. For example, in 

calculating the number of firms to be approached to participate in the study there is a need 
to predict non-responses. This is primarily in order to calculate how many firms require to be 
targeted initially in order to achieve the desired number of interviews. This is no easy feat, 

and should a very low response rate be experienced, time would be lost and costs would be 
incurred to undertake this process over again, with no guarantee that an improved response 
rate would result on a subsequent mailing. Fundamentally, the writer argues that the 
development of a initial mailing list presents many challenges in itself. 

In addition, since Census statistics identify that immigrant groups are concentrated in 

particular areas of the UK and in particular districts, this will also influence the sample frame 
design and careful consideration must be given to this fact. it is also important to note that 
Census data becomes outdated from the day of publication and with the passage of time the 
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margin of error in Census data increases. However, since it still remains the best source of 
information regarding the identification of ethnic minority populations, the sample frame can 
be restricted to key Indian conurbations such as the ones pursued by the writer, namely the 

East and West Midlands (Hoinville and Jowell, 1978). 

The proposed approach to sampling for the study was based on identifying regions of the 

UK where sufficiently large proportions of the survey population, i. e. Indians, resided. The 

writer accepted the consequent bias which may arise from this. Although undesirable, this 

was believed to be an acceptable trade-off for converting what may otherwise be an 
unviable survey into a manageable and realistic one. 

In addition, within the identified regions, a focused screening criteria (see Table 3.5, 

Section 3.5.2.2) was applied to act as a filter in order to identify suitable firms for the study. 
This overcame the problem of inability to draw upon a national list of Indian firms and the 

issues discussed earlier. However, before the study commenced, it was quite clear that in 

order to implement the study and conduct the proposed interviews, there would be a need to 

gain the co-operation and confidence of the screened Indian firms so that they were willing 
to discuss and disclose in detail the firms history and international operations. The writer, 

whilst not unduly concerned with this factor, did acknowledge that gaining access to a 

suitable sample frame has been a major factor which has plagued many past 'ethnic' studies 

and prevented many studies from being conducted. Indeed the literature clearly identifies 

that SMEs per se are reluctant to participate in research. 

In order to overcome this barder, the writer approached and sought the assistance of 

credible 'Gatekeepers'(i. e. organisations and key individuals) who would act as 
intermediaries/brokers to assist the writer in developing the sample frame by referring 

qualified firms. Table 3.4 provides a generic list of plausible 'Gatekeepers'- all of whom 

were approached by the writer for assistance (Section 3.5.2.2 discusses Gatekeepers in 

more detail). 

Gatekeepers who were prepared to assist in developing the sample frame and endorse the 

study were asked to record the reasons given by firms approached who did not Wish to 

Participate in the study. Key reasons provided by representatives of the firms approached 

who did not wish to participate were: the key people are not interested; the key people could 

not spare the time; and, the firm could not see any immediate direct benefit by participating. 

Gatekeepers were personally briefed by the writer and provided With a revised (more 
targeted, user friendly) copy of the study's research methodology, outlining the study, its 
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benefits and anticipated outcomes. Gatekeepers were also provided with concise 
documentation outlining the screening criteria against which to refer firms and a faxback 

referral form addressed to the writer. Appendix I contains the documentation which was 
forwarded to all potential gatekeepers. 

Table 3.4 Gatekeepers 

Intermediaries 

* DTI/ Government offices (regional and national) 
+ Asian Business Associations 
* Councils: Economic Development Departments 
* Regional Chambers of Commerce 
* Regional Business Links 
* Regional TECs 
* Regional Export Clubs 
* Regional Universities (key academics and consultancy arms) 
* The CBI 
* Appropriate Trade Associations 
* Regional Enterprise Centres 
* Regional Members of Parliament (MPs) 
* Prominent individuals in the Indian community 
+ Regional Business Bankers 
* Regional Accountants and Solicitors dealing with Indian firms 

The compilation of a database of 'firms by regidnand 'firm specific demographics'was 

produced by the writer for the firms forwarded by 'Gatekeepers'. The listing was then 

personally screened by the writer to validate the survey population and finalise the sample 
frame for the study. Screened firms were initially sent a covering letter requesting the firms 

assistance with the study; enclosed with the letter was a document outlining the background 

and purpose of the study, together with a list of topics for discussion during the interview 
(see Appendix 2). In addition, to encourage potential firms to be forthcoming, they were 
notified that their identity would be protected and kept confidential, with any reference to 
their firm being done via the use of a fictitious name, although all other reporting would 
reflect the real situation at the time of the study. 

In addition, firms who agreed to participate in the study were encouraged to provide details 

of other firms who matched the screening criteria. Referrals via this channel only formed a 
small part of the firms who were contacted to participate. Again, all firms forwarded via this 

channel were validated accordingly by this writer prior to being approached. This approach 
was adopted purely to serve as a mechanism to increase the size of the sample frame. It 

should be noted that 'snowball sampling' , as this approach is sometimes referred to 
(Hoinville and Jowell, 1978), also enabled the writer to identify the extent and nature of 
Indian networks, illustrating the interaction and networks of entrepreneurs and ties of 
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kinship, friendship and homeland ties. However, as stated earlier, the writer scrutinized such 
referrals so as not to bias the sample frame. 

The writer argues that due to the problems outlined above in sampling minority populations, 
coupled with the nature of this research (i. e. exploratory rather than hypothesis-testing) 
there is justification in the use of this sampling method in order to derive a suitable sample 
frame (Hoinville and Jowell, 1978). The use of intermediaries (i. e. gatekeepers) is justified 

on the basis that no satisfactory national list of eligible Indian firms is available. 
Consequently, a number of credible intermediaries (see Table 3.4) were selected to assist 
in the construction of the sample frame for the study. By adopting this approach, the writer 

achieved economies in the sampling process (Hoinville and Jowell, 1978). The writer would 
like the reader to note that the sample design was based on what was feasibly practicable 

and what was theoretically tenable. 

3.5.2 The Research Process 

This section discusses the five (5) phases presented in the research process outlined in 
Table 3.3, Section 3.4. 

As briefly stated in Section 3.6.1 the construction of the sample frame was via the adoption 
of a 'gatekeeper approach'in order to identify suitable UK Indian firms to participate in the 

qualitative semi-structured interviews to be conducted during Phase 3. 

England (the Midlands - East and West) set the geographical boundaries for the study. 
England was selected primarily because the study aims to identify areas for further research 
which will require accessibility to firms by the writer. 

The study, although initially proposed to be restricted to manufacturing firms from any 
Standard Industrial Classification (SIC), actually materialized to contain five (5) non- 

manufacturing firme in the final sample of twenty one (21) firms. There-was no restriction 
on the size (in terms of employees or turnover) of the UK Indian firms that participated in the 

study, both Small and Medium-size Enterprises8 (SME's) and large firms were represented 

7 Four (4) of the five (5) firms had previously been involved in direct manufacturing. it was identified that all firms were heavily 
reliant on the manufacturing sector. a Small and Medium-sized Enterprises (SME): There are various definitions for classifying small and medium-size enterprises. The definition is generally one which relates to the number of employees, but others based on turnover also are provided. Government statistics divide businesses into three categories up to 25,25-200 and over 200. Other studies have used a 
slightly different categorisation scale with small and medium-sized enterprises having less than 500 employees. Small and 
medium-sized enterprises are then further subdivided with'micro' having up to 10 employees, 'small' being up to 100 
employees, 'medium' up to 200 employees and'large' up to 500 employees. 

I 
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in the sample. It was hoped that a spread of firms by size would enable the writer to explore 
the evolution of internationalization amongst Indian firms. Section 4.0 outlines the research 

sample frame in more detail. 

Based on the sampling approach pursued by the writer (see Section 3.5.1) sixty (60) 

enterprises were recommended by Gatekeepers as potentially eligible to participate in the 

study. The profile of these firms were' reflective of the actual sample frame which 

materialised for the study, i. e. not all firms were engaged in manufacturing; not all firms 

were internationally active; large, medium, and small sized enterprises were represented 
(Section 3.5.2.2 discusses the screening criteria in detail). 

3.5.2.1 Phase I 

Informal interviews took place with three (3) executives in UK Indian firms9 involved in 

international business operations and decision-ma king. In addition, discussions with key 

academics'O involved in ethnic minority research (predominately with experience of Asian 

Enterprise) also took place. 

The objectives of this phase (in its entirety) was to reveal determinants of international 

decisions not already identified in the literature, especially issues relevant to 'indian'firms. A 

crucial component of this phase was to probe for emergent dimensions". Executives within 
UK Indian firms were asked: to identify important issues with regards to internationalization; 

explain crucial problems which they felt required to be ad 
, 
dressed if effective 

internationalization is to be achieved; and identify and explain what solutions have been 

pursued to alleviate these problems and their effectiveness and development. 

The outputof this phase flowed naturally into Phase 3, the construction of a pilot semi- 

structured Interview Guide. 

3.5-2.2 Phase 2 

In order to satisfy the research objectives, Table 3.5 presents the screening criteria that 

were initially constructed to identify firms eligible for the study. The reader should note that 

9 UK Indian firms are those in which a half or more of the owners, partners or directors are'lndian'. 10 Academics based at De Montfort University (Leicester), University of Central England (Binningham), University of Warwick, 
and Kingston University (London). 

The idea is to enter the field with an open mind but at the same time not an empty head (Fetterman, 1989). 
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a few of the firms in the actual sample frame which materialised for the study did not satisfy 

the entire screening criteria. The actual sample frame is discussed in Section 4.0. 

Table 3.5 Screening Criteria - Demographic Profile of Sample Frame Firms 

Criteria 

0 Indian Firm based in England - it must be possible to trace the ancestral roots of the 
entrepreneurs back to the Indian sub-continent (directly or otherwise, for example, via East 
Africa); 

0 The firm must have been established and trading for a minimum period of 10 years; 
0 The firm must currently be operating internationally and have been operating internationally 

for a minimum period of 5 years (adopting any FMEDS or a variety of); 
0 The firm must have international relationships with a minimum of 4 countries; 
0 Geographical location: The Midlands - East and West (primarily Leicester and 

Birmingham); 
0 Size of firm: a spread of SME and large firms; 
0 The firm must be willing to participate in the research study or have participated in past 

studies; 
0 The firm must be seeking to enhance its competitive position (domestically and/or 

internationally); 
0 Industry sector: Manufacturing firms only (any industry); and 
0 Key people within the firm must have a basic level of fluency in English. 

A brief explanation regarding the justification of 'Screening Criteria'follows below: 

1. Why Indians? Census data identifies Indians as representing the largest population of 

Asian ethnic minorities in the UK. 

2. Why England? England was chosen because it contains the largest population of 
Indians in the UK (98% of African Asians and 97% of Indians). 

3. Why the Midlands? The East and West Midlands are two (2) of the regions in England 

which Census data identifies as being major regions of residence of Indians in the UK, 

i. e. they are key conurbations. They were also selected because of the Midlands' 

historical manufacturing concentrations. 

4. Why SMEs and Large Firms? Indian firms from both these classifications were included 

in the sample frame in order to gain a insight into evolutionary processes which may be 

taking place. This was considered to enhance the study's findings and enable a better 

understanding of salient issues. Firms were sought that were seeking to enhance their 

competitiveness, primarily because the writer believed that only this type of firm would be 

likely to participate in the study, and the interview alone may stimulate their decision- 

making processes. The period of establishment and number of international markets 
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dealt with were defined purely in order to have established firms participate in the study, 

who may have experience of a broad range of international markets. It was believed that 

this criteria would serve to provide more insights. 

5. Why Manufacturing Firms? The literature suggests that retailing, a sector in which 
many Asian firms operate, is not a highly international sector. In addition, 
internationalization of SME retailers, a sector in which Asian firms concentrate, is less 
likely, although, it was conceded that such firms may be involved more in import and 
export activities than other FIVIEDS. 

As stated earlier (see Section 2.6.1) since no single database existed recording UK Indian 

firms, or one which could be easily interrogated to identify Indian firms which have 

international operations, credible 'Gatekeeperswere identified and briefed with regard to the 

study and requested to make referrals of suitable firms. 

Table 3.6 provides a detailed listing of Gatekeepers who actually assisted the writer by 'title', 

and the actual number of firms secured for the study with the respective Gatekeeper's 

assistance. All other gatekeepers who were approached, as listed in Table 3.4, were unable 
to assist with the process of recruiting firms for the study. 

The writer established that databases which did exist from which ethnic firms could be 

identified were overall regionally located, poorly managed and/or confidential (i. e. 

membership restricted). Generally, they were created for specific purposes as defined by 

the originating organisation, i. e. to serve the attainment of their own organisational 

objectives. Gatekeepers who held such databases were reluctant to provide the writer with 
listings, because of concerns about data protection guidelines. As a consequence, the 

majority of Gatekeepers preferred to liaise with potential firms before disclosing their details 

to the writer. This process served as a valuable endorsement mechanism which assisted in 

firms considering participation in the research study. 

In addition, an important endorsement was received for this study from the Government 

Offices for the East Midlands (GOEM) via the Director of Competitiveness for the region (Mr 

Martin Briggs). This was important because it enabled the writer to persuade Gatekeepers 

to assist in the study. Overall, endorsements eased the task to accessing firms in order to 

complete the studY. 
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Table 3.6 Gatekeeper Referrals 

Gatekeeper Firms Recruited I Comments 

* Leicestershire Asian Business Association (LABA) - (11) These organisations all referred 
* Institute of Asian Businesses (IAB - Birmingham) - (4) businesses for the study. 
* Sandwell Asian Business Association (SABA) / Sandwell Business Link 

(Birmingham) - (3) The figure in brackets represents 
* Birmingham Asian Business Association (BABA) - (2) the number of firms which were 
* Business Link North Nottinghamshire - (1) secured for the study with the 

Gatekeepers assistance. 
* Coventry Asian Business Association (CABA) In total 60 firms were contacted to * Birmingham City Council (Economic Development) participate it the study following 
* Business Link Leicestershire the screening process which * Competitiveness Unit, Department of Trade and Industry (London) evaluated the eligibility of the firm 
* First Enterprise Ltd (Nottingham) for the study. 
* Belgrave Development and Enterprise (Leicester) 
* Leicestershire Chamber of Commerce & Industry - International Trade 

Services 

0 Asian Business Consortium (Birmingham) These organisations, although 
0 Northampton Asian and Afro-Caribbean Business Association recognising the relevance of the 
0 National Organisation of Asian Business (NOAB) (Birmingham) study and it's potential findings, 
0 Business Integration (Leicester) were either reluctant to assist or 
0 Wolverhampton Asian Business Association (WABA) unable to assist with the study. 
0 Race for Opportunity (Nottingham) - Business in the Community 

0 All Chambers of Commerce within the Midlands 
0 All Business Links within the Midlands (excluding any mentioned 

above) 
0 All TEC's within the Midlands 
0 Government Offices East Mindlands (GOEM - Nottingham) 
0 Regional DTI Office (Nottingham) 
0 Leicester City Council 

" Professor David Crick (University of Central England 12) These academics, who have 
" Professor Shiv Chaudhry (University of Central England) undertaken recent research in the 
" Professor Monder Ram (De Montfort University') area of Asian Enterprise, were all 
" Dean Upkar Pardasi (University of Central England) contacted by the writer with regard 
" Professor Robert Blackburn (Kingston University) to the study. Discussions took 

' " Dr Anaradu Basu (Reading University) place concerning the study s 
" Dr Moniar Tayeb (Herriot Waft University) design and the potential firms 
" Dr Mark Johnson (University of Warwick - Centre for Research in which would be best suitable for 

the study. Ethnic Relations) 
No firms were recruited via these 
individuals. 

Their input was valuable during 
Phase I of the study. 

Snowballing No firms were recruited via this 
approach 

12 At the time when discussions took place both Professors Crick and Chaudhry were based at De Montfort University. 
13 At the time when discussions took place Professor Ram was based at the University of Central England. 
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3.5.2.3 Phase 3 

it was decided at the outset that 'formal structured interviews' define situations too tightly 

and would place limits on the quality of the study. The route of adopting a semi-structured/ 

unstructured interview approach appeared to provide the writer with the opportunity to delve 

and probe deeply into the accounts of respondents, and to follow through elements of 
interest or relevance that would not be possible within a structured interview format 

(Robson, 1993). 

An advantage of pursuing semi-structured interviews is that questioning remains consistent 
throughout the whole sample frame whilst allowing flexibility in responses, so that issues 

particularly illustrative or important to the study and/or respondent can be followed through. 

Interviewees were encouraged to talk freely regarding the specific issues and topics posed 
to all firms in the sample via the 'semi-structured interview guide'. One (1) of the key 

reasons for pursuing a interview method for data collection was that interviews are flexible 

and enable the interviewer to probe for specific answers. This allows spontaneity of 

response from an interviewee and thus providing an opportunity to gather more information 

than a response to a postal questionnaire. Indeed the writer ensured all questions were 

answered and complex issues explored in more depth, arguably more depth than allowed 
for by a postal questionnaire. 

The writer chose to adopt a 'general interview guide approach' (Patton, 1980) for 

interviewing. This involved the development of an Interview Guide 14 which outlined a set of 
issues to be explored with each interviewee. All interviews were conducted in the field, i. e. 
face-to-face on site at the interviewees premises. Sixteen (16) of the twenty one (21) 

interviews were taped. 

Section 4.0 provides background information regarding all interviewees. 

The 'pilot test'of the Interview Guide enabled the writer to gain a feel for the nature, 
frequency, and format of interviewee responses to individual questions. In addition the writer 
was able to formulate an initial coding system for open-ended question responses. This was 
accomplished by devising suitable categories (for individual questions) under which 
interviewee responses could be assigned in order to facilitate basic descriptive statistical 

14 The interview guide served as a checklist during the interview to make sure that all relevant subject areas were covered but 
still allowed freedom to explore, probe, and ask questions spontaneously as the interview was being conducted. The interview 
guide made interviewing across a number of different businesses more systematic and comprehensive by delimiting the issues 
to be discussed. 
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analysis. Analysis of the pilot interviews was important because it identified the appropriate 
changes necessary to specific questions prior to embarking on the full survey proper. The 

questions in the Interview Guide were grounded in the issues uncovered and identified 
during Phase i (see Section 3.5.2.1) which were deemed to be relevant to the 
internationalization process, as well as additional issues relating to the internationalization of 
UK Indian firms revealed through the informal interviews and discussions. 

The Pilot Interview Guide15 (see Appendix 3) was devised by the writer and piloted with two 

(2) firms from the sample frame. The interviews took place with executives in UK Indian 

firms'r' involved in international business operations and decision-making. The interview 

probed particular issues relating to the research questions and research propositions. 
Following an appraisal of the writer's experience gained from undertaking pilot interviews, 

the Interview Guide was revised primarily to: 

* Reduce the time necessary to conduct the interview; 

* Remove unnecessary questions and enhance focus on the research objectives; 

* Enhance the flow of questions and their wording; and 

* Improve the overall structure of the interview guide to be more in tune with the 
interviewee's thought process whilst being interviewed, i. e. remove disjointedness. 

The reader should note that in constructing the Pilot Interview Guide the writer did refer to 
discussions which had taken place with key academiCS17 involved in ethnic minority research 
(predominately of Asian firms) during Phase I (see Table 3.6). 

The writer pursued pilot interviews in an open ended and exploratory nature to clarify and 
refine the sequence and style of questioning, and overcome any data limitations in order to 

address the study's research propositions and research questions. 

The pilot interviews (2) were used to test the acceptability of the proposed Interview Guide. 
Consequently, pilot interviews were undertaken in a similar manner to that proposed for the 

main interviews. Based on the experience gained via the pilot interviews, the guide was 
modified to ensure a good response rate and ease the coding process of interview 

responses as stated earlier. Prior to commencing the pilot interviews, the writer had 

accepted that the orientation of questions might change from open-ended to closed, and 
vice-versa following evaluation of the pilots. Other improvements were also envisaged such 

15 The Interview Guide facilitated the investigation of how intemationalization was shaped in different UK Indian firms and how 
Indian business owners developed their organisation and style within different organisational constraints and market climates. 16 UK Indian firms are those in which a half or more of the owners, partners or directors are 'Indian'. 
17 Academics based at De Montfort University (Leicester), University of Central England, University of Warwick, Reading 
University, and Kingston Univers4. 
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as layout. 

The pilot interviews served the task of refining the data capture instrument, i. e. the Interview 
Guide, which the writer used to log and record the information extracted during the 

remaining interviews (19). The final Interview Guide contained more detailed questions on 
pertinent issues with appropriate space for recording anticipated responses and making 
notes. The Interview Guide was divided into a number of meaningful sections which flowed 
logically from one to the other. This process ensured that the same questions were asked to 

all interviewees in a standard way to ensure consistency and replication and minimising any 
potential bias. Interviewee responses were then recorded and subsequently coded in Phase 
4 (see Section 3.5.2.4) to enable analysis and interpretation. 

The revised and final Interview Guide which was used for interviewing the remaining 
nineteen (19) firms is presented as Appendix 4. The Interview Guide, which served as the 

sole research instrument, was divided into the following seven (7) sub-sections: 

1. Business Form and Structural Dynamics (15 Questions); 
2. International Market Activity (20 Questions); 
3. Ethnic Ties/Social Networks 

4. Agency Support 

5. Firm Growth and Performance 

6. Personal and Cultural Aspects 

7. The Way Forward 

(7 Questions); 

(4 Questions); 

(4 Questions); 

(13 Questions); and 
(8 Questions). 

Sections one (1), five (5), six (6) and seven (7) enabled the writer to gain insights into the 

nature of the business as a whole. They also served to validate past studies regarding Asian 

Enterprise and business characteristics per se. This is a dimension which the writer believed 

to be important from the perspective of making valid and appropriate recommendations to 

this audience following the studies findings. 

The Interview Guide contained questions which took the form of both Open Questions"' and 
Closed Questions'9. The writer believed it important to move away from the typical 

quantitative interview (which tends to use the closed format more or less exclusively) and 

is Open Questions: In contrast to the closed question, open questions are typically less directed towards specific factual or 
yes/no, predetermined types of response. Open questions seek to give the interviewee much more initiative in terms of how 
they might respond. Typically they operate to elicit responses which are more discursive, conceming the interviewee's personal 
evaluation or attitudes towards a given issue or event. The open form of question gives the interviewee more space in which to 
work in responding; more room to relate their views, ideas, values, feelings, attitudes, motives and so on. 19 C/osed Quesdons: These are designed and tend to be asked in order to get at specific facts, figures or information, where 
the interviewer tightly controls the terms of the interviewee's answer - 'closing'down the possibilities for the interviewee to 
volunteer ail sorts of information. The questions direct the interviewee towards a particular type of response. 
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adopt an approach which employed a mix of the two (2) types (see Section 3.2), but 

overwhelmingly more open-ended or non-directive forms of question (in a more 

conversational, naturalistic and qualitative form) were included. Indeed, interviewees were 

asked a range of structured, semi-structured and unstructured questions. 

A less formal type of interview was proposed by the writer for the following reasons and 

contrasts with the survey form in the following ways (Seidman, 1991): 

0 The interviewer is aiming to 'get inside'the subjective meanings and 'world'of the 

interviewee. This is a more time consuming method, capable of revealing greater depth 

ofresponse. 

0 The interview will tend to be less formal, more open, flexible and conversational, and it 

will take place in naturalistic settings. 

0 The roles of the interviewer and interviewee are defined differently; the interviewer will 

negotiate and adapt much more with the interviewee in the process of exploring the 

topics under discussion. In some cases the interviewee will 'set the agenda' much more 
than the interviewer. 

0 Rather than working to a set schedule of questions, the interviewer will tend to use a 
flexible sequence of non-directed questions to trigger or 'steee the interviewee into 

talking about broad areas or themes. The interview process will therefore be subject to 

constant modification. 
0 The information recorded during the interview will differ considerably. It will be less 

structured, less predictable. 

There is considerable debate about the most effective ways of recording interviews. 

Researchers working with less formal techniques favor a method which least intrudes into 

the interview by inhibiting the interviewee (Seidman, 1991). It should be noted that the writer 
was extremely surprised at the number of interviewees (16) who were prepared to have their 
interview taped, since many researchers have suggested that the target audience in 

question (i. e. Asian) is extremely reluctant to participate in recorded interviews. This was 
very helpful in that recordings assisted the writer to log discussion and probe issues more 
deeply without having to constantly be taking notes. Recording assisted in asking more 

open questions and allowed the interview to be a more free-flowing discussion. All recorded 
interviews were subsequently transcribed ready for Phase 4 (see Section 3.5.2.4). 
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All interviews took place at the business premises of the interviewee and lasted between two 
to three (2-3) hours. The writer was extremely surprised at the lack of interruptions which 
took place during the interviews, i. e. telephone calls, urgent business requiring the 
interviewees attention, visitors arriving, etc. Indeed, all interviewees regarded the interview 

as very important and had formally requested their staff not to disturb them during the 
interview. The writer believes that this may have been due to his personal qualities and 
presentation and the overall professionalism with which the field work was managed. 
Indeed, with regard to dress code, Bailey (1 982) notes that respondents often look for cues 
in order to assess the interviewer. One important area is the interviewers dress code. Bailey 

suggests that dress can help to legitimize the interviewers role and that (s)he should dress 

neutral and unobtrusively so as not to affect the interviewer-respondent relationship. The 

writer endeavored at all times to accomplish this end. 

3.5.2.4 Phase 4 

In order to ensure that meaningful output could be made from the study, a data collection 

and analysis protocol was devised by the writer to ensure validity and reliability of outcomes 
for the Interview Guide derived for Phase 3 (see Section 3.6.2.3). 

The reader should note that due to the volume of qualitative data that was collected, via the 

Interview Guide, restrictions regarding what is presented in this volume of the thesis has 

been made. The responses which in the main were quotations, opinions and explanations 

are selectively cited in the findings sections of this volume. The qualitative information 

presented (displayed in Boxes) has been selected to add texturalisation to the quantitative 
descriptive statistics which have emerged orientated around the research propositions and 

research questions. 

On completion of the fieldwork the writer developed a coding framework for each of the 

structured questions and derived a coding structure for the semi-structured and unstructured 

open-ended questions (see Appendix 5). In order to minimise the problems which could 
have materialized during this stage, the writer endeavored to guide the interviews in a 

manner (based on experience gained whilst conducting the pilot interviews) which minimised 

potential problems. The production and use of the coding system ensured that basic 

descriptive statistical analysis could be undertaken. 

The coding of data was based on the establishment of categories for interviewee responses 
to individual questions in the Interview Guide. For some questions it was possible to 

mmý 
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construct a coding frame in advance of the fieldwork (i. e. closed questions), where as for 

other questions (i. e. open questions) a coding frame could only be defined following the field 

work and a holistic analysis of the sample frames response to each specific question. The 

decision as to how detailed the groupings should be was made in the light of the variability 
between interviewee responses recorded and the proposed method of analysis. The writer 
had envisaged that codes for certain questions would be difficult to construct since open 

questions by their nature contain an infinite array of possible answers. Consequently, the 

writer endeavored to construct 'code categories' in the light of the study's aims. 

This particular phase of the research process was extremely critical since it would provide 
the data for analysis and interpretation, and provide a base from which recommendations 

would be drawn and formulated. Indeed, this phase was both drawn-out and time 

consuming since it had the potential, if not addressed well, to generate significant errors in 

the interpretation of the field work findings and the subsequent formulation of , 
recommendations. The reader should note that the task of devising the most appropriate 

coding structure for individual questions is heavily reliant on the researchers ability to take 

full cognicense of individual responses and identify similarities across the responses of the 

entire sample frame. It is very much an iterative and subjective process which relies heavily 

on the researcher's ability to immerse him/herself in the data in order to identify similarities 

and determine the extent of differences between responses. 

Following the editing and coding process, the data was input into Microsoft Excel, a 

statistical analysis software package, and appropriately analysed in a descriptive manner. 
Sophisticated statistical techniques were not applied primarily due to: the exploratory nature 

of this study; the size of the sample frame; the qualitative nature of the study; and the 

inclusion of a large number of open-ended and muiti-response questions. 

By gaining an understanding of the factors influencing the managerial conduct across the 

sample frame, implications about the process of internationalization and it's impact on 

management/organisational performance were derived. 

This phase provided the writer with an important insight into the international solutions 

generated by different UK Indian firms to similar problems, as well as enabling a comparison 

to be conducted with regard to the outcomes of activities via performance measures for 

success 20 
. 

Analysis of the data collected identified specific firms which had generated 

superior solutions. The findings also enabled the writer to explore whether or not the transfer 

2'3 Growth in sales turnover and profitability over the period of international operation; Market share over the period; and the 
ability to meet the expectations of the owners. 
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of these solutions to the broader SME and UK Indian business community can be 

accomplished. 

3.5.2.5 Phase 5 

The submission of this thesis is testimony to the accomplishment of Phase 5. 

3.5.3 Sources of Error 

Since every stage of the proposed research design presents an opportunity for error, i. e. 
inaccuracies can arise via: the interviewer, the questions, the editing, the coding (see 
Section 3.5.2.4), the tabulation and the analysis, the writer endeavoured throughout the 

field work and analysis stages to minimise such errors. 

3.5.4 Limitations of the Study 

At the outset of the study, the proposed research design provided a sound base from which 
the significance of ethnic ties and entrepreneurial networks to the internationalization of the 

firms could be understood. The research design was primarily designed to provide more 
insight into the potential importance placed by ethnic minority entrepreneurs on 'ethnic ties' 

in their 'internationalization decision-making process'. 

However there are limitations relating to this study which materialized during it's execution. 
Section 11.4 introduces and discusses the limitations of the study. 
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4.0 Introduction: The Actual Research Sample Frame 

As stated earlier the focus of this study was primarily on 'Internationalization'and 'Ethnic 

Networks'per se. However, in order to probe these two (2) specific areas the writer believed 

it crucial to initially gain an understanding of both the individuals whom had kindly agreed to 

be interviewed and the firms with which they were involved. Only by gaining a clear 

understanding of the interviewees and their firms can valid recommendations (see Section 

12.0) be made in the area of study. This section of Volume 2 addresses this matter. 

Section 4.1 introduces and discusses the 'interviewees'and endeavors to provide an overall 

feel for the individuals who were interviewed. For example, it ascertains from which 

countries individuals emigrated to the UK, their views about settlement in the UK, issues 

affecting decision-making, their international perspective, and their employment 

experiences. 

Section 4.2 briefly introduces the 'twenty one (21) firms'and aims to provide the reader with 

an overall profile of the sample frame. The section focuses on issues such as: the 

geographical dispersion of the firms, the nature of the firms, their primary activities and 
industry sector, and their extent of internationalization. 

The writer has structured this section in a manner that seeks to provide the reader with an 

overview and appreciation of the sample frame which is clearly important from the outset 
before proceeding further. 

4.1 The Interviewees 

The sample frame comprised of twenty one (21) individuals (all male) who were individually 

interviewed by the writer over the period September 1998 to December 1998 inclusive. All 

interviewees held a senior management post in their respective firms, i. e. either Chairman, 

Managing Director, Director, or Partner. This section provides background commentary 

about the sample frame detailed in Table 4.1. 
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The bulk of the interviewees (15) were born between 1940 and 1959. Thirteen (13) of the 

interviewees were born in India with the majority (12) of these being born in the Punjab 

region of India (some before the formation of Pakistan). The ancestral roots of all 

interviewees can be traced back to the Indian sub-continent. Although all the interviewees 

are classified as 'Indian, six (6) of the interviewees would fit the classification 'East African 

Asians'. In addition, the overwhelming majority of the interviewees (20) were 'first 

generation'UK Indians (i. e. not born in the UK). 

Interviewees stated that the effects of Western socialisation had significantly influenced both 

their own personal perspectives and those of their children with regard to whether they 

perceived India or the UK being the country they regard as 'home'. Interviewees and their 

children very much regarded the UK as their home. This finding reinforces Sekaran's (1983) 

suggestion that because culture is organic and dynamic, being both influenced and 
influencing the social environment of individuals on many levels, the cascading effect which 

a specific national culture has on business culture, organisational culture, and personal 

culture should not be regarded as unimportant. Indeed, a few interviewees stated that India 

has also changed over the years and consequently is different to their memories, and their 

ability to function effectively in India was perceived as questionable. In addition, it was 

commented that close acquaintance ties with family friends in India have diminished over 
the years, which would compound their ability to function effectively in that environment. 
This finding would suggest that both Child's (1982) and Allen's (1970) finding that Asian 

Values'as observed in India are being maintained in the UK is questionable and requires 
further exploration. This study's findings actually support Rafiq's (1988) suggestion that 

Asian culture will adapt to the socio-economic environment of the UK. 

Indeed the study's findings are at odds with the Ballards (1977) suggestion that Asians 

would not assimilate with the UK because one day they would return'home'; and supports 
the findings of Jamel and Chapman (2000), DAstos and Daghfous (1991), Cuellar et al 
(1997), Reardon et al (1997), and Oswald (1999) that ethnic minorities adapt their culture to 

interact with their host nations culture. It was identified that most (14) of the interviewees 

emigrated to the UK between 1960 and 1974, and it emerged that the majority of 
interviewees (18) had no future plans to return to their country of origin having now settled 
their family in the UK (see quotations in Box 4.1). Indeed, the study revealed that with this 

change in orientation (with regard to the country which interviewees regarded as 'home') 

Desai's (1963) and Oakley's (1970) findings that Indian family's in the UK financially support 
family members in India is now questionable. 
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J30X 4.1 - Plans to Return to Country of Origin 

002 - 'I arrived in England in 1968 from India. I go on holiday to India and my business could exist there, but my 
scope has to remain here (in the UK) because of my children, they do not like India, they am bom here, live 
here, and like it here. When they visit (India) they want to come home (to England). Unfortunately, I cannot do 
anything there (in India), well I can, but the family does not wish to, so I will stay (in England). " 

o09 - 'I came to England in 1951 from India and I have been back to India twenty times over the last forty eight 
years. However, I'm settled here (in England) and this is my country now. When I am bom again I would like to 
be bom here. " 

ol 5- 'My father arrived in England in 1967 and we followed in 1968.1 would like to return to India, but I don't 
think I can. I donY have any close links there anymore. India is so corrupt now a days, it is a different world. I 
couldn't survive. ' 

However, the bulk of interviewees (14) still remain extremely proud and patriotic about their 

Indian origins and heritage. Interviewees focused on issues such as: the values of Indian 

people; the rich culture; and the respect which they receive from other natio0s because of 

their Indian heritage. It was also identified that being of Indian ancestry meant that a 

religious dimension was also at play. This dimension reinforced interviewee comments 

regarding the importance of values and family and the shared view regarding the betterment 

of society as a whole, as opposed to betterment of the individual at the expense of society, a 

finding also commented on by Child (1982). However, a number of interviewees did 

comment that being Indian had no significant impact on their perspectives and that they 

were indifferent (see quotations in Box 4.2). 

BOX 4.2 - Patriotism 

P002 - 'I am very proud to be Indian, I have a proud heritage, it's a rich culture. We (Indians) have a lot of good 
values with regard to family and parents, Asian values are important. " 

019 - 'it means a great deal to me, I love being Indian, I think we are seen to be the most honest and respected 
people. We don't forget if someone has done us a favor. We are a very humble society. Westemers are more 
shrewd, self focused, whereas Indians are more family orientated. " 

002 - "We are bom Indian, many will say we are good people, many will say we are bad people. To me I am 
happy with what I am. Many people say that they are proud of being Indian but this is more patriotic, I am not 
proud or ashamed, I had to be bom somewhere, that is the reality. Lots of people say they are proud of being 
Indian, I believe this is a false pride, yourpride should be based on what you have done with your life, bom 
Indian does not mean I have done anything, I have not eamed anything. " 

005 - 'it doesn't really mean a lot to me to be Indian now, it isn't worth a lot. I'm not getting any benefits from 
being Indian, then on the other hand why should P I'm living over here (in England), paying taxes over here, and 
they (India) are 6,000 miles away, why should they feel any affinity towards me? " 

Most interviewees (12) were born with '/ndian'citizenship. However, at the time the 

interviews took place nineteen (19) interviewees held 'British' nationality and only two (2) 

had retained their Indian citizenship. The majority of interviewees stated that they had 

changed their nationality to overcome business and holiday travel problems (i. e. visa issues) 
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which they had experienced with their prior citizenship which hindered international mobility 
(see quotations in Box 4.3). Since numerous scholars suggest the important influence which 

a combination of foreign birth, parentage, or extensive overseas experience has on the 
decision-makers overall international orientation (Dichtl et al, 1990), one would expect to 

observe favourable attitudes towards internationalization from the sample frame (see 

Section 7.0). 

BOX 4.3 - Citizenship 

002 - 'My nationality was Indian. I changed (to British) because I have decided this (England) is my home, this is 
where my children are. " 

006 - "My current nationality is Indian, but I've applied for British nationality. I will be British in a year or so. It is 
easier to travel on a British passport, it gets over the visa hassles. " 

009 -My nationality was Indian. I changed because in 1992,1 had my Indian passport from 1948, me and a 
Mend went to Pakistan to visit some Sikh Temples, he had a British passport. At this time I was proud to be 
Indian. But in Pakistan, he had no problems, but I did. I was so embarrassed that when I got back to the UK I 
changed my nationality because of the treatment I got. Why should I hold that passport (Indian) which is hated 
everywhere, when I can have a British one which gives me no hassle anywhere? " 

Sikh, Hindu, and Muslim religious groups were represented in the sample frame. The bulk of 
interviewees were Sikhs (10) and Hindus (9). It emerged that most interviewees (19) did not 
believe their religious beliefs and practices influenced their business practices or behaviour, 

stating that religion and business are divided. However, a few interviewees when probed by 
the writer on this issue did comment that because they believed in 'God', and were 
committed to their religion, religion does influence their business practices at a 
subconscious level (i. e. what is right, and what is wrong), and consequently will influence 

their personal ideology and shape the firm's business principles and behaviour. It emerged 
that these two (2) dimensions (i. e. business and religion) could not be easily divided since 
religion does influence behaviour as suggested by the Cultural Transfusive Triad referred to 
by Engel, Kollat and Blackwell (1973). Indeed, Child's work (1982) also supports this. (See 

quotations in Box 4.4. ) 

BOX 4.4 - Business and Religion 

POO1 - 'I am a Hindu. This (religion and business) is a difficult subject, do you mean religion as laid down by my 
parents, or as written, or my interpretation? It very much depends on the interpretation which my parents have 
given me and the enlightenment which others also convey to me. It governs my life. It does govem, my business 
behaviour and personal relationships. It helps me to live with myself. It enables me to be compassionate to my 
fellow man. I always think of this when making decisions. I refer to this (religion) with regard to clarifying what is 
right and wrong. i always think of my fellow man, solutions must always be win-win. " 

003 - 'I am a practicing Hindu. I don't think it (religion) has anything to do with that (Business Pfactices). Religion 
doesnY have very much to do with the business side, it's very much individual. It (religion) provides a moral and 
belief pattern about how I should conduct myself' 

017 - "I am a Hindu. My religion does influence my business practices, the fact that I believe in God, does 
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influence me. " 

019 - 'I am a Sikh. It may not show in my appearance physically, but deep down I am. It does influence my 
morality, which in tum influences my behaviour in business. " 

Overwhelmingly the predominant languages spoken by interviewees (other than English) 

were Punjabi and Hindi. However, the bulk of the interviewees were multi-lingual and could 
either speak, write, and/or read a number of different dialects. Indeed Dichtl et al (1984), 
Schlegelmilch (1986), and Swift (1991) suggest that the ability to converse in multiple 
languages is important in international success for SIVIE's. 

Eighteen (18) of the interviewees had been educated overseas, and eight (8) were 
graduates with a first degree. The balance were educated to secondary school level. 
Interviewees strongly believed that it was an advantage to be educated because it enabled 
them to capitalise upon opportunities as they presented themselves. Being 'educated'was 

stated to have played an important role in allowing interviewees to have achieved what they 
had to date. However, scholars are not in total agreement with the relationship between the 
decision-maker's educational achievements and export propensity (Simpson and Kujawa, 

1974; Wiedersheim-Paul et al, 1978; Reid, 1983; Keng and Jiuan, 1989; Holzmuller and 
Kasper, 1990; Ogram, 1982; Cavusgil and Naor, 1987; Axinn, 1988; Dichtl et al, 1984). 

It was identified that having personally gone through some formal education, interviewees 

were committed to the education of their children (see quotations in Box 4.5), a dimension 

which the findings of Sekaran (1983), Rafiq (1988), and Engel, Kollat and Blackwell (1973) 

suggest will influence the ideologies of future generations. Indeed Kerr, Dunlop, Harbison, 

and Myers (1976) suggest that as societies develop (the writer suggests influenced by 

education) their management styles will converge towards a style adopted in the Western 

countries. Consequently, a psychological step change in the attitudes of future generations 

with regard to their framework of management thinking can be expected (Sheldon, 1980; 

Johnson, 1987; Maignan and Lukas, 1997). 

BOX 4.5 - Importance of Education 

009 - "Education is always a benefit. Without it you cannot do any business. An illiterate person cannot do any 
business here (in England). " 

0 12 - "I have a Business Studies Degree, in a general sense it was helpful to the business, it brought in 
professionalism. If I think of the type of business I am running now, I most certainly have a different perspective 
with the Degree. " 

018 - "I have no formal qualifications. My level of education hasn't really made a big contribution to our success. 
However, if I was more educated I am sure we would have done better, for example, we (the brothers) would be 
better able to communicate with professionals, we wouldn't need to ask others, the Accountant, S gicitor, and 

ga-wi-- 
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Banker, for as much advice as we do, we would have been able tojudge things better for ourselves. " 

019 - 'I have a BSc in Mechanical Engineering (1978) which has been helpful in most of the technical aspects of 
the business. You do things differently if you are a graduate than if you are not a graduate, you are disciplined. 
You have done projects you can relate to, you can write reports, communicate, etc., this helps internally and 
externally when dealing with customers. " 

Twenty (20) of the interviewees had resided overseas and were immigrants classified as 
first generation. It was identified that this dimension did influence all interviewees to travel 

internationally, be it for business or pleasure. Indeed, the bulk of interviewees frequently 

took vacations overseas. In general, interviewees regarded international travel as beneficial 

not only from a business perspective but also from a personal development perspective. 
Travel was identified to broaden interviewees overall perspective, sensitise them to cultural 
differences, and gain intelligence. Factors which Yaprak (1985), Daniels and Goyburo 

(1976), Bilkey (11987), Axinn (11988), Angelmar and Pras (11984), Dichtl et al (1984), Gamier 

(11982), Tookey (11964), Tesar and Tarleton (1982), Cunningham and Spigel (1971), and 
Topritzhofer and Moser (1979) suggest as important when executing international business 

and generating an international orientation (Maignan and Lukas, 1997) (see quotations in 

Box 4.6). 

BOX 4.6 - An International Perspective 

001 - 'This (intemational exposure) does influence my perspective with regard to how I see international 
business. " 

010 - "I like going to foreign countfies and meeting people of different cultures and languages. I spend most of 
my money traveling. " 

011 - "Travel has broadened my perspective. It is very educational seeing how countries have developed. " 

018 -7t (international exposure) doesnt make me want to do international business. All I want to do is come 
back to England, and home. There are far too many language barders, it scares me to think about how I would 
cope with dealing with these people with different cultures and languages. Here you can talk to anybody, do 
business with anybody, you know the laws, and so on. " 

Fourteen (14) of the interviewees had had work experience outside of the family business, 

with a very high proportion of interviewees (16) having unrelated business experiences to 

their firms current line of activity. Many of the. interviewees regarded their employment 

experience as a necessary activity in order to acquire necessary business skills prior to 

launching and developing their own business venture. This activity was identified to be 

important from the interviewees' perspective in enabling them to over come many of the 

managerial deficiencies which Boswell (1973), Pardesi (1992), Carter et al (2000), and 
Wheelen and Hunger (1995) highlight as hindering SME growth and development. Indeed, 

interviewees were identified to be opportunity seeking (see quotations in Box 4.7). 
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BOX 4.7 - Past Business Experiences 

001 - 'We had a family business in Africa (Malawi in Zimbabwe) which ljoined after I left school. We had a retail 
shop, a Japanese motor trade franchise, and a detergents manufactuling business. When I arTived in England I 
stayed with my brother and cousin who lived in Blackburn, I hated it and so moved to Leicester and saw what my 
fellow colleagues were doing. Then I went into this business (Textiles manufacture), it was a pure gamble. If 
someone had asked me, Which fabrics were cotton orpolyester9', I didn't know! " 

003 - 'I have only worked (as an employee) for two years of my life. I used to be in a shipping and forwarding 
company as a manager doing customer clearances for incoming goods. I had always wanted to be in business. 
My employment was to get experience, like University, to prepare me for business. Rather than Work'I call it my 
education. " 

0 16 -I went to college and did a City & Guilds, I did an apprentiship, and worked for various Firms before I 
started up on my own in engineering. I set-up on my own because it was something I always wanted to do since 
I was eleven years old. I made a decision that at a particular age I was going to do it one way or another. So I 
just walked out of myjob and set-up. I had no leads for business, Ijust knew that if I didn't do it then, then I 
would never do it. The first four months were very tough, I didn't have any orders. " 

0 19 - "I started as an apprentice with an Aircraft Fasteners business. The business had all the challenges and 
technologies an engineer could ask for, I went through all areas of the business from workinq on the lathe to 
sales and marketing, it was a good grounding which helps this business. The company supported me all the 
time. I went to do a Degree at Trent Polytechnic on block release. I had a good future with that business and 
could have been a senior manager by now. But I decided tojoin my brothers because their business had 
potential. Even though it was a big step downwards, it was the right step in terms of building a company 
upwards. " 

4.2 The Firms 

At the conception stage of defining a demographic profile for 'ideal firms'for the study (as 

outlined in the research methodology (see Section 3.0)), the writer anticipated few problems 

in enrolling sufficient 'suitable'firms. However, the task of persuading firms to participate in 

the study was more challenging than initially anticipated and many of the hurdles 

experienced by researchers in past studies were encountered (see Section 11.4.2). With 

the exception of one (1) firm, all participants were recruited via Asian Business Associations 

located in the Midlands (i. e. Leicester and Birmingham areas - see Table 3.6). The writer 

was able to persuade and recruit twenty one (21) firms in total to participate in the study. 

Two (2) of the firms were used to pilot the initial 'Interview Guide'prior to the fieldwork 

proper with the remaining nineteen (19) firms. Table 4.1 also provides details regarding the 

sample frame of firms. 

All twenty one firms (21) were from the Midlands region. Twelve (12) were based in the East 

Midlands with the balance (9) located in the West Midlands. It is important to recognise that 

the firms which participated in the study did not all match the screening criteria originally 

devised for the study (see Section 3.5.2). After considering each firm that was willing to 

participate on its individual merits, i. e. its ability to contribute to satisfying the research 
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propositions, the writer made judged compromises with regard to a handful of firms. These 

firms made the following key changes to the demographic nature of the sample frame: 1) 

not all firms (5) were manufacturers; and 2) not all firms (5) were involved in international 

activities 

In hindsight these demographic changes emerged to be advantageous with regard to the 

study's findings and recommendations which are discussed in the following sections. 
Especially in the identification of 'emergent groups'with regard to internationalization (see 

Section 110.0) and the related recommendations. 

Eighteen (18) firms were Limited, two (2) firms were Partnerships and one (1) firm was 

registered as a Public Limited Company (PLC) but did not have it's shares available to the 

public, i. e. it was not quoted on the London Stock Exchange. 

A significant proportion of the firms (15) employed between 1-49 employees. Only four (4) 

firms employed more than 100 employees. 

Out of the five (5) firms which were not operational internationally at the time of the 

interview: one (1) had been operational internationally in the past; two (2) were in the 

process of internationalization, i. e. they had investigated markets and opportunities and had 

made a conscious decision to internationalize their activities and were in the process of 
implementing the decision. Indeed Anderson (1999), Reid (1981), and Schmidt (1996) would 

suggest that these firms were internationally active since their argument is that the process 

of 'going international'begins when SME managers begin to consider Whetherý Where'and 

'how'to operate overseas. The remaining two (2) firms were domestically orientated 
businesses which did see the scope for internationalization, although internationalization 

was not an activity they would pursue in the near future. Both of these firms had received 

unsolicited requests to supply internationally. 

The bulk of the firms (13,62%) were from the Textiles sector, with the remaining firms being 

classified by the writer as: Engineering, Automotive and Other Manufacturing (5), IT related 
(2), and Food Processing (1). This specific demographic dimension on the surface would 

support the suggestions of Wilson (1983), Wilson and Stanworth (1986), McEvoy and 
Aldrich (1986), Ward, Randall and Karisa (1986), MacMillan and McCaffery (1982), Deakins 

(1996), The Ethnic Minority Business Development Initiative (EMBI) (1991), Ram and 
Sparrow (1993), and Khan (1988) which allude to the notion that Asian enterprise is 

predominantly established in narrow ranges of industrial sectors and the further growth and 
development of Asian business necessitates diversification and 'breakout'. This finding 

Page 60 



DBA in Marketing -Volume 2/2 

questions the suggestions of Gidoornal (1998) and Basu (1995) who suggest Asian 

Enterprise per se is dynamic. Indeed Ram and Jones (1998) and Ram et al (2000) suggest 

that many of the Asian SIVIEs and self employed Asians are active in unattractive sectors. 

The majority of the firms (16) were involved directly in manufacturing activities. Four (4) of 

the five (5) non-manufactures (all in the Textiles sector) had previously been involved in 

manufacturing businesses directly, and at the time of the study were either buying product 
from family members who were manufacturing, or from the individuals to whom they had 

sold their manufacturing concerns. These firms were basically traders (intermediaries in the 

supply chain) buying and selling textile product. The fifth non-man ufactu ring firm had never 

been involved in manufacturing and was purely a trading firm. Of those firms which had 

moved out of manufacturing, it was identified that they still maintained involvement with (and 

had a strong vested interest in) local manufacturing activities. 
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4.3 Summary 

Table 4.2 provides a summary of the interviewees profile. 

Table 4.2 Summary of Interviewees Profile 

Dimension Profile 

Sample size 21 interviewees 
Interview schedule September - December 1998 (inclusive) 

Interviewee profile Senior Executive 
Ancestral Roots Indian Sub-continent 

Generation First generation (20); Second Generation (1) 
Patriotic of Indian heritage Yes (14) 

Possibility of emigration to country of origin Highly unlikely (18) 
Current Nationality British (19); Indian (2) 

Religious Group Sikh (10); Hindu (9); Muslim (2) 
Dominant language spoken Punjabi; Hindi; English 

Education Graduate (10); Secondary (11) 
International travel Frequent (business/holiday) 

Past business/employment experience Unrelated to current area of business activity (16) 
Perspective Optimistic 

Table 4.3 provides a summary of the firms profile. 

Table 4.3 Summary of Firms Profile 

Dimension Profile 

Sample size 21 firms 
Recruitment Asian Business Associations (20) 

Geographical location East Midlands (12); West Midlands (9) 

Manufacturing 16 firms 
Internationally active 16 firms 

Business form 21 Limited (18); Partnership (2); Public Ltd 
Employees 1-49 (15); 50-99 (2); 100> (4) 

Industrial Sectors Textile (13); Engineering, Automotive and other 
Manufacturing (5); IT related (2); Food (1) 

21 Although this firm was registered as a PLC, it's shares were held by family members and it was not quoted on the stock 
exchange. 
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5.0 Executive Summary of Findings and Conclusions 

This section provides a concise summary of the study's findings and conclusions presented 
throughout this volume with particular reference to the study's research objective and sub- 
objectives. 

5.1 Summafy 

With the literature review (see Volume 1) highlighting various factors hindering 'Asian 
Enterprise' research (Crick and Chaudhry, 1995; Marlow, 1992; Krcmar, 1987; Brown and 
Gay, 1986), it is not surprising that limited research has been undertaken in this area and 

consequently written about Asian Enterprise per se. The experience gained by the writer 
through undertaking this study reveals that there is a need to overcome aspects which can 
be categonsed as 'engagement barriers'. Active engagement and effort is necessary from 
both sides, i. e. the researcher and Asian enterprises, to address this issue. 

With regard to the need for support agencies to gain a better understanding of the needs of 
ethnic entrepreneurs, the urgency needed to address deficiencies is highlighted by 

economic factors which suggest that international competition is shaping the industrial 

horizons of many regions where ethnic firms have traditionally made considerable 

contributions to localalised economies. Active partnership needs to be established which will 

enable firms to benefit from research findings whilst participating in the research process 
itself. 

In the main, the underlying assumptions of the study were proven in so much that the 

evolutionary internationalization process identified suggests that as the firms establish 
themselves in their domestic markets, future growth and development requires them to 

pursue international opportunities as an extension of their holistic reactive business strategy, 
as suggested by Mitchell and Bradley (1986) who state that the typical "export behaviour of 
small firms is often, at best, unplanned, reactive and opportunistic". This finding also 
supports the suggestions of Schmidt (1996), the OECD (1997), and Eyre and Smallman 

(1998) who comment that internationalization is becoming recognised as a growth option by 

SMEs, and the earlier conclusions of Ansoff (1957), Luostarinen (1980) and Reid (1983) that 

intemationalization must be regarded as a complementary strategy for growth and survival. 

Indeed, the study revealed that the primarily driving forces for internationalization were 

external forces, such as the competitive environment, industry structural changes and 
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changing customer demands (i. e. macro and micro forces). This finding supports the views 

of Bilkey and Tesar (1977), Rabino (1980), Kaynak and Kothari (1984), Bauerschmidt et al 
(1985), Rao (1990), Green and Larsen (1987), Miesenbock (1988), Joynt (1982), Hartland- 

Thunberg and Crawford (1982), Reid (1982), Cavusgil (1984), Olson and Wiedersheim-Paul 

(1978), Snavely et al (1964), Pavord and Bogart (1975), Bilkey (1978), Wiedersheim-Paul et 

al (1978), Bannock (1987), Barker and Kaynak (1992), Tesar (1975), Reid and Mayer 

(1980), Kaynak et al (1987), Simpson and Kujawa (1974), Reid (1980), Weaver and Pak 

(1990), and Albaum et al (1989) who suggest that environmental factors generate push and 

pull dynamics which influence export activity. 

However, as to whether the mechanism by which internationalization occurs is via 
relationships which exist within the family, the extended family and the Indian/Asian 

community at large - i. e. ethnic ties and social networks, implying that international 

exchange would be primarily restricted to nations with which Indians have blood or ethnic 
ties - this assumption was supported but not completely borne out. The study revealed that 

ethnic ties and social networks do have the potential to facilitate internationalization and had 

done so for some firms, which is in agreement with the suggestions made by Johanson and 
Vahlne (1990,1992), Crick and Chaudhry (1995), Zafarullah et al (1998), Young, Bell and 
Crick (1998), Jones (1999), and Coviello and Munro (1997) who all acknowledge that 

networks per se do influence the internationalization process. However, the key issue which 

materialised through the study's findings was whether the entrepreneurs made a conscious 
decision to engage with their networks or not. Those who actively pursued their network 
contacts were able to better exploit international opportunities, a finding which would support 
the general notion that SME's can leverage significant advantages through engaging with 
their networks (Piorre and Sabel, 1984; Dick and Morgan, 1987; Mintzberg, 1973; Agiular, 
1967; Peterson and Rondstadt, 1986; Scott, 1985; Melin, 1987; Chen and Hamilton, 1996; 
Hamilton et al, 1996; Carteret al, 2000; Birley, 1985; Aldrich and Zimmer, 1986; Tjosvold 

and Weicker, 1993; Hakansson, 1989; Malecki and Veldhoen, 1993; Perry, 1996). 

With regard to the utilisation of 'family ties' as opposed to 'community ties', the 

entrepreneurs were drawn to factors relating to 'synergy'in considering the scope for 

exploiting international opportunities. This finding suggests that the internationalization 

Process is far more complex than that presented by internationalization theories and 

possibly frameworks which seek to incorporate strategic management principles, 

contingency ideologies and resource base theory principles. The entire process of 'business 

formation and evolution' deserves more attention in order to better understand and come 

closer to revealing the reality of the internationalization decision-making process, a 

conclusion shared by numerous researchers (Young et al, 1990; Nicholas, 1986; Casson, 
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1986; Chi and McGuire, 1996; Madhok, 1996; Meyer, 1996; Yeoh and Jeong, 1995; Calof 

and Beamish, 1995; Bell and Young, 1998; Woodcock et al, 1994; Kumar and 
Subramaniam, 1997; Young, Bell and Crick, 1998; Oviatt and McDougall, 1994; McDougall 

et al, 1994; Jensen, 1996; Sanchez et al, 1996; Easton and Araujo, 1996; Jones, 1999). 

From a psychic distance perspective, trade activities were not restricted to nations where the 

target nations 'national culture'was similar to a 'Indian'culture per se as defined by 

Hofstede (1980), Tayeb (1984), and Tayeb (1988). This finding is contrary to what scholars 
in agreement with the importance of 'psychic distance'to the internationalization of the firm 

would expect to have observed (Johanson and Vahlne, 1977; Johanson and Wiedersheim- 

Paul, 1975; Hornell, Vahlne and Wiederheim-Paul, 1973; Nordstrom and Vahlne, 1992; 

Johanson and Vahlne, 1992; Luostarinen, 1979; Puxty, 1979; Kogut and Singh, 1988). 

However, at a transaction and operational level, 'sub-cultureswithin the host nation with 

which engagement were sought were important and the 'cuftural distance'between the 

trading parties was identified to be important, as suggested by Sandstrom (1992), i. e. 

empathy was critical to an effective 'exchange atmosphere'. This finding supports the 

findings of Bell and Young (1998), Petersen and Pedersen (1997), Benito and Gripstud 

(1992), O'Grady and Lane (1996), Sandstrom (1992), and Andersen and Strandsov (1996) 

who report that firms in general do not enter foreign markets in accordance with 

successively increasing psychic distance as predicted by the Uppsala Model. 

The study's findings support Langhoffs (1997) suggestion that psychic distance is not 

appropriate in explaining the internationalization behaviour of firms because it leads to 

confusion rather than solving the problems related to the understanding of a firm's 

behaviour in cross-cultural contexts. Indeed, the study revealed that the concept itself 

should relate more to individual cognitive thinking (i. e. the decision-maker) than to the 

behaviour of the entire firm as suggested by researchers supporting the psychic distance 

proposition. Indeed, the writer is in agreement with Langoff's suggestion that it is more 
important to focus on the inter-cultural competency of the firm in order to gain a better 

understanding of the firm's ability to succeed in multiple international markets. Such a 

competency focus provides links to the resource-based theory perspective (Sanchez et a[, 
1996; Andersen and Kheam, 1998). 
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5.1.1 Internationalization 

Overall, interviewees were identified as adopting reactive postures to external stimuli, a 
finding which contradicts Cavusgil's (1980) assertion that the process of initial 

internationalization for firms of all sizes is a more rational outcome of strategic market 
development. Indeed, formalised planning processes were lacking in the bulk of firms, 

especially amongst the firms operating in Textiles sectors. Market forces materialised as 
dictating the reactive strategic intentions in many of the firms which could be considered to 

be, as Melin (1992) suggests, the consequence of 'strategic opportunism, a finding 

supported by Mitchell and Bradley (1986). Indeed, the study's finding supports the SME 

literature which suggests that SME managers experience major problems with regard to 

expansion decisions and strategic planning (Bosworth and Jacobs, 1989; Mendham and 
Bannock, 1982; Wheelen and Hunger, 1995; Barber et al, 1989; Storey, 1994; Berry, 1998) 

and possibly as Jones (1998) suggests, rely to some degree on the spin-off and spill-over 

effects from large business innovation. 

Although all the firms were family businesses and wished to grow, the family did not wish to 

relinquish ultimate control internally or externally through becoming a public limited company 
(PLC). The management paradigm which existed within the bulk of firms would suggest a 
'strategic fit'orientation. Again, this finding supports many of the findings of past SME 

enquiry (Berryman, 1982; MacMillan, 1975; Pardesi, 1992; Bilkey, 1978; Cavusgil and 
Nevin, 1981; Cavusgil and Kaynak, 1982; Bannock, 1987; Carteret al, 2o6o). 

For the majority of firms, their products were considered to be 'commodity' like in 

characteristics which for many of the firms reinforce the adoption of a 'strategic fit' 

perspective. Whether this orientation had restricted the pursuit of international opportunities 

was difficult to establish for all firms, although, based on the study's findings, the writer 

draws empathy with Jones (1998) statement that in comparison to larger firms SMEs are 
less able to exploit economies of scale and scope and may experience difficulty servicing 

small niche markets spread internationally. However, international opportunities were (for 

most firms) pursued with the aim of improving the competitive position and survival 

prospects of the firm, primarily in response to changes in industry structure and 

environmental forces driven in the main by shifts in factor costs, a finding shared by Bilkey 

and Tesar (1977), Rabino (1980), Kaynak and Kothari (1984), Bauerschmidt et al (1985), 

Rao (1990), Green and Larsen (1987), Miesenbock (1988), Joynt (1982), Hartland- 

Thunberg and Crawford (1982), Reid (1982), Cavusgil (1984), Olson and Wiedersheim-Paul 

(1978), Snavely et al (1964), Pavord and Bogart (1975), Bilkey (1978), Wiedersheim-Paul et 
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a[ (1978), Bannock (1987), Barker and Kaynak (1992), Tesar (1975), Reid and Mayer 

(1980), Kaynak et al (1987), Simpson and Kujawa (1974), Reid (1980), Weaver and Pak 

(1990), and Albaum et al (1989). This was more acute for textiles related firms. 

In the overwhelming majority of firms, international growth was restricted due to the lack of 
international exposure and experience of the owner-managers and/or key internal decision- 

makers in the area. Indeed, Yaprak (1985), Daniels and Goyburo (1976), Bilkey (1987), 

Axinn (1988), Angelmar and Pras (1984), Dichtl et al (1984), Garnier (1982), Tookey (1964), 

Tesar and Tarleton (1982), Cunningham and Spigel (1971), Maignan and Lukas (11997), and 
Topritzhofer and Moser (1979) suggest that such decision-maker attributes are important in 

international success. 

Much of the international experience and learning was gained 'on-the-job'with little if any 
formal international management training or understanding during the 'pre-engagement' and 
'initial'phases of the export development process (this is discussed in more detail later in 

this section). Most firms developed competencies and skills through experience and were 
reluctant to pursue support from mainstream support agencies. This finding is shared by 
Bell (1994), Watkins (1983), Carter et al (2000), and Hull (1987) who report that SME owner 
managers are less likely to seek external support and are highly sceptical of external advice. 
Indeed, the study supports the findings of Bragard et al (1985) who comment that whilst 
SME owners recognise the usefulness of professional help they are reluctant to use formal 

schemes. Indeed, Anderson's (1999) finding that for 'international business development' 
local agencies are rarely seen as relevant is also supported. 

Internally, the majority of firms lacked professionally qualified and experienced international 

personnel. However, many interviewees did not perceive these deficiencies as acute and 
believed they were all part and parcel of the risks associated with being in business. This 

finding supports the findings of Dichtl et al (1990) and Crick and Chaudhry (1995) who 

suggest SMEs generally lack an international orientation primarily because of underlying 
deficiencies in internal resources and abilities. 

The bulk of firms were identified as purely adopting export and/or import FMEDS. This was 

predominately because of the advantages of these modes, especially their flexibility, the 

speed of entry and/or exit, and the minimisation of risk from adverse international forces 

which such modes provide the firm (see Young et al, 1989). This finding supports Buckley et 

al (1979), Dudley and Martens (1993), and Schmidt (1996) who suggest that export 

Operations constitute the first step in the process of internationalization and could be 

considered as a stage which is critical to the firm's advancement to other forms of inter- 
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national business such as licensing, joint ownership or wholly owned production (FDI) 

abroad. 

However, there was a high degree of complacency amongst the firms regarding FIVIEDS. 

The majority of firms were adamant that they would not change or expand their FMEDS to 

more committed modes such as setting-up overseas production facilities (i. e. FDI). Such a 

mode was regarded as extremely high risk and difficult to manage effectively and efficiently 

whilst also diminishing the flexibility which exporting and/or importing presented the firm. A 

lack of understanding, technical skills, organisational structure, managerial competency, etc. 

emerged as factors which compounded this perspective, especially when genuine economic 

advantages existed for the firm through the pursuit of more committed forms of FIVIEDS. 

This finding is against what Dunning (1980), Williamson (198 1), and Petersen and Pedersen 

(1997) would expect to observe. Indeed, the finding can be argued to support Mitchell and 

Bradley's (1986) suggestion that export behaviour is unplanned, reactive and opportunistic; 

McGee's (1989) conclusion that the most pervasive problems facing SMEs are internal and 

resource related when it comes to international expansion and development; and Maignan 

and Lukas' (1997) suggestion that there is a need for firms to posses a global vision and 

mindset. However, the finding does support the findings of McDougall et al (1994) who 

established that in some international new ventures (INV) firms are reluctant to internalise 

activities at a point where economic benefits from internalisation would be generated. 

The bulk of firms were unaware of what assistance was available to them from government 
funded business support organisations or what benefits the assistance could deliver for 

them. This finding supports: Crick and Chaudhry's (1995) finding that the take-up of 

internationalization business support by Asian entrepreneurs is lacking; Marlow's (1992) 

finding that ethnic entrepreneurs rarely consult the professionals; and the findings of 

Anderson (1999) and Carter et al (2000) which suggests that there is a need for a review of 

the effectiveness of the support services currently provided. 

The majority of firms (in line with SMEs per se) perceived Government funded support 

services as lacking and not genuinely of any value to them. of those firms which had utilised 

such services, most had negative views with regard to the services which they had received. 

Many interviewees believed they were better off going it alone. Indeed, interviewees 

generall y felt that a better understanding of Asian firms and their entrepreneurs' needs is 

necessary, and a more genuine, empathetic and effective delivery interface devised. In 

addition, Asian Business Associations were identified as a possible channel through which 

the Asian business community could be engaged, although some interviewees reported that 

such associations lacked the resources and competencies to be able to deliver the business 
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support necessary. They believed capacity building was a possible avenue which could be 

pursued in order to overcome such limitations. 

With regard to internationalization per se, three (3) groupings of firm emerged based on a 

three (3) phase export development process presented by Leonidou and Katsikeas (1996). 

They concluded that despite the differences among the various stage models as to the 

number, nature and content of the stages, the export development process can be divided 

into three (3) broad phases - pre-engagement phase, initial phase, and advanced phase. It 

was identified that the information/intelligence and support needs of firms in the three (3) 

different categories varied based on these evolutionary stages of internationalization. 

The study's findings with regard to the information/intelligence and support needs of the 

firms, and the sources which the firms utilised in order to satisfy their internationalization 

'infonnationfintelligence suppoft gap' , highlights the significance of Asian and other networks 
during the 'pre-engagement'and 'initia/'phases of internationalization. This supports the 

findings of Coviello and Munro (1997) and Carter et al (2000) which suggest that networks 

represent a mechanism to overcome resource deficiencies rather than being the driver of 
internationalization per se. Indeed, the study bears out the findings of Simmonds and Smith 

(1968), Laage-Heflman (1989), and Lindqvist (1988) which suggest that although industries 

as well as nations may differ with regard to the relative importance of firm and person 

relationships, the personal influence on relationships is strongest in the early establishment 

of relationships with routines and systems becoming more important later (i. e. the advanced 

phase) in the process. 

It was clearly identified that the sources and nature of information differs for firms which are 
contemplating internationalization and which operate domestically, i. e. in the pre- 
engagement phase, vis-A-vis those firms which operate internationally, i. e. in the initial or 

advanced phases of the export development process. Such firms were identified as having 
different external environment experiences which influenced decision-making perspectives 
and the management paradigms of firms at different phases of internationalization. 
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5.1.2 Ethnic Ties & Social Entrepreneurial Networks 

The study's findings that interviewees regarded Asian Networks and ties as double-edged 

swords offering both assistance and restriction is in agreement with Ram's (1994) 

conclusion, which alludes to Asian networks being a basis for 'competitive advantage'and 
'competitive disadvantage'. Indeed, Smith's (1894/1986) suggestion that mutual suspicion 

and absence of sincerity fuels such attitudes is supported by the study. 

It materialised that the 'networks'greatest leverage appeared to be in supporting business 

transactions within the Asian community both domestically and internationally. This finding 

supports propositions made by Ward and Randall (1988), Werbner (1984), Waldinger et al 
(1989), Ward (1991), and Bailey (1985) who suggest that 'social networks'are integrated in 

to the fabric of UK Asian Enterprise. However, the study did identify that Asian 
, 
Networks 

were considered to offer little advantage with regard to stimulating and executing activities 

with mainstream sectors and facilitating the pursuit of breakout strategies. Indeed, 

Redding's (1996) suggestion that with very complex relations where interpersonal trust is 

difficult to extend beyond a narrow circle, and turns into a constraint which generates self 
imposed strategic limitations and delivers competitive disadvantage, is supported by the 

study's findings. 

Many interviewees did utilise their Asian Network during the initial tentative steps to 
internationalization and during the initial stages of establishing international business. This 

finding supports Anderson's (1999) suggestion that networks are important during the pre- 

and initial- phases of the internationalization process. Indeed, this finding supports 
Johanson and Vahlne's'(1 990 and 1992) acknowledgment (in defence of their thesis) that 

networks do influence the internationalization process. However, this was predominately 
because of the networks' ability to provide readily accessible intelligence and information 

about such dealings, primarily because others in the network were also unsure about 
international growth and development and were prepared to pool ideas for mutual benefit, 

assistance, and peace of mind (i. e. reassurance). This supports the suggestions presented 
by Mintzberg (1973), Agiular (1967), Peterson and Rondstadt (1986), Scott (1985), and 
Melin (1987) who argue that networks and personal contacts are important for managers 
and the decision-making process; and the findings of Piorre and Sabel (1984) and Dick and 
Morgan (1987) who report that networks and family ties are utilised by SMEs and contribute 
to their success. Indeed, Blankenburg's (1992) suggestion that networks can provide a 
realistic avenue to international growth are also supported by the study's findings. 
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The interviews conducted would suggest that there are subtle but genuine differences in the 

nature of Asian Networks in different countries. A governing force which determines their 
dynamics would appear to be the 'host'nations: culture; degree of Westernisation; 

democracy and liberalisation of trade practices; penetration of media; education levels; and 
tolerance of sub-cultures. Many interviewees implied that due to differences in these factors 

across international borders the impact of Asian Networks in a business context varied. This 

finding questions the validity of Hamilton's (1996) assertion with regard to Chinese Networks 

which are reported to be similar in structure and in mode of operation wherever they are, 

especially since this study suggests that micro and macro factors influence the 'network' 

dynamics of immigrant groups in different national settings. Indeed the study revealed that 

the nature of business in India where Asian Networks per se are prevalent, was regarded by 

many interviewees as totally unacceptable and inappropriate from a UK Indian perspective. 

Both cultural and business orientation between UK and South Asia Indians was identified to 
be perceived as different. The only shared similarity emerged to be that Indians wherever 
they reside globally have a shared ancestral and historical heritage which provides 
immediate familiarity and assurance (genuine or otherwise), i. e. a person's roots provide an 
immediate ice-breaker providing a basis for familiarity and discussion and business 

opportunities to be explored. This finding questions the validity of Child's (1982) suggestion 
that South Asian culture per se has continuity over generations in different national settings. 
However, the study's findings support the suggestions of Sekaran (1983), Rafiq (1988), 
Engel, Kollat and Blackwell (1973), Jamel and Chapman (2000), DAstos and Daghfous 
(1991), Cuellar et a[ (1997), Reardon et al (1997), and Oswald (1999) who present the 

argument that socialisation in a different national setting will influence immigrant attitudes 
over the generations. 

The study revealed that the degree of emphasis placed on and importance of Asian 

Networks diminishes as firms establish themselves as international players. Networks were ý 

more important during the pre-engagement and initial phases than the advanced phase of 
the export development process. Most interviewees stated that following the exploration and 

set-up periods of international business, the role of the Asian Network becomes more 

situation dependent, with interviewees feeling comfortable to drop-in and out of the network 

as they feel appropriate and business needs dictate. This finding supports Anderson's 

(1999), Simmonds and Smith (1968), Laage-Heflman (1989), and Lindqvist (1988) findings 

which suggest networks are utilised 'as and when'necessary. 

Asian Networks were identified as an enabling resource which was readily accessible to 
interviewees in assisting them in identifying suitable international partners and 
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intermediaries. This finding supports arguments presented by Johanson and Mattsson 

(1988), Johanson and Sharma (1987), and Johanson and Vahlne (1990) suggesting that 

such lintemational btidges'can be important in the initial steps abroad and in the 

subsequent entry of new markets. It also supports the suggestions of Von Hippel (1985) and 

Hauschildt (1992) who suggest that networks also provide major input into innovation and 

creativity which enables decision-makers to resolve marketing problems, identify new 

prod ucts/services and exploit potential new market opportunities. Indeed, it supports lbeh 

and Young's (2001) suggestion that internationalization can be regarded as an 

entrepreneurial act. 

However, the overriding force (governing whether business transactions were executed) 

was identified to be significantly influenced by whether or not the parties felt comfortable 

with one another and clearly understood each others motives and background. This 

materialised to be over and above any 'ethnic tieswhich may have brought parties together. 

This finding assisted in clarifying why interviewees, who had initially begun to trade with 

other Asians internationally or other nationalities who shared similar values and customs (for 

example, Chinese in South East Asia), reviewed the 'relationships advantage'to source 

and/or sell on a more solid business footing once they had gained a better understanding of 

the other party's markets dynamics. This review of the relationship ensured that they were 

not being taken commercial advantage of whilst also being extremely sensitive to the initial 

Asian partner's feelings in order to avoid destructive conflicts (Habib, 1987; Blodgett, 1992; 

Demirbag and Mirza, 2000; Koot, 1988; Hyder and Ghauri, 1993; Reynolds, 1984). Indeed, 

as mentioned earlier Simmonds and Smith (1968), Laage-Heflman (1989), and Lindqvist 

(1988) do suggest that routines and systems become more important as firms become 

international players. The study's findings support this suggestion. Overall, social Networks 

materialised as being critical during the early stages of internationalization. They were 
identified as providing important intelligence for the entrepreneur prior to him/her gaining 

sufficient information personally or directly via transactions to change their mode of practice. 

As Wong (1996), Piorre and Sabel (1984), and Dick and Morgan (1987) would expect, many 
interviewees proved to have a greater affiliation and sustained stronger ties (and valued 
these ties more) with individuals who were part of their extended family, and/or individuals 

who shared similar ancestral regional roots. This was identified as influencing the family and 

Personal networks of interviewees in relation to their network's density and diversity. 

Interviewees were also strongly influenced by their religious communities which in turn 

influenced their social networks. Generally, interviewees were more comfortable dealing with 
individuals who shared similar values as themselves, values which led to immediate 
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affiliation. Indeed, many interviewees sought initial international relationships based on this. 

Consequently, this screening factor restricted the internationalization activities of 

interviewees, initially to countries and regions where they (or their social ties) had 

connections. This was perceived by interviewees as minimising their firms exposure to risk. 
This finding supports Johanson and Vahlne's (1992) finding that interplay between actors in 

a foreign market and a local firm has resulted in many new firms entering foreign markets 

almost blindly, citing 'social'exchange processes as being key factors to the 

internationalization process. This is true even where industry structural changes had 

spushed'firms to seek international customers and/or suppliers the network offered 

assistance in validating and securing potential partners. 

The degree to which Asian Networks were absent of 'mutual suspicion'and 'sincerity'was 

difficult to gage. It was identified that most interviewees felt the degree to which they could 

rely upon the network one hundred percent (100%) was calculated at both subconscious 

and conscious levels governed by the individuals with whom they were involved. This was 

especially prominent amongst the textiles related firms where the industry's structural forces 

were generating higher degrees of competition amongst Asian firms. This led to a 
heightened focus on 'trust'as a dimension of the relationship, which Silin (1972), Wong 

(1988), Sit and Wong (1989), Ryan (1961), and Barton (1983) argue is a central issue and 

crucial factor in upholding a complex network of trading relations. 

The degree of importance which all interviewees attached to 'trust'was extremely high with 
transactions being conducted when an acceptable level of trust had been established. 
However, a few interviewees did comment that trust per se was a rare commodity and 
Western work aftitudes and Capitalistic cultural traits were eroding the historical 'trust bonds' 

which existed in the Asian community, these bonds being the basis on which interviewees 
themselves had established their firms. 

This change was identified as giving rise to a higher degree of suspicion and absence of 
sincerity in current business transactions and supports the notion that within established 
networks trust and mutual orientation exists, whilst competition between entrepreneurial 
networks exists when firms are competing for the same customers and/or suppliers. This 

Supports Smith's (1894/1986) suggestion that mutual suspicion and absence of sincerity are 
characteristics of network relationships, with trust being neither absolute nor unconditionally 
given. Consequently, trustworthiness can be considered as essentially tentative and 
transient, with personal trust requiring continual renewal. 

With regard to internationalization, the above changes in network dynamics would influence 
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the degree to which Asian Networks can genuinely provide international opportunities, 

especially over the generations as socialisation in a 'host' nation influences an individual's 

trnind-set'(Jamel and Chapman, 2000; DAstos and Daghfous, 1991; Cuellar et al, 1997; 

Reardon et al, 1997; Oswald, 1999). This is compounded further by the cultural traits of 

Indians in different nations and their actual competencies and capabilities in providing 

genuine international opportunities to one another which can be realised, i. e. synergy. 
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5A. 3 Culture 

The majority of interviewees believed UK Indian culture (social and business) is changing 

and will change rapidly over the next generations. Significant shifts in ethnic minority cultural 

practices cannot be restricted due to factors regarding socialisation in a host nation, i. e. 

natural osmosis will occur where a new cultural equilibrium is realised. Indeed, most 
interviewees believed that UK culture will/has also changed to become more multi-cultural 

and tolerant (in some geographical regions more rapidly than others). This finding is in 

agreement with the views of Jame) and Chapman (2000), DAstos and Daghfous (199 1), 

Cuellar et al (1997), Reardon et al (1997), and Oswald (1999). 

The nature and business practices of second and third generation UK Indians was reported 
by most interviewees to be more Western in orientation and nature. However, elders, i. e. the 

first generation (note: the bulk of interviewees (20) were first generation) did value and 
behave in accordance with traditional Indian practices and endeavored to pass on these 

values and customs to their children, values and customs which interviewees had personally 
been taught during their childhood socialisation in a different host nation, for example, India 

(see Table 4.1). 

Most interviewees preferred working in an environment such as the UK where 'systems 
trust'is prevalent. Interviewees believed this to provide them with the ability to have a basis 
for legal recourse should business dealings not go according to plan. However, interviewees 
did not diminish the value of 'personal trust'or the emphasis which they placed on it. Many 

interviewee stated that their success was based to a great extent on the personal trust 

others had in them and they had in others. Indeed interviewees reported that this was the 

nature of the environment in which they were raised as children, i. e. 'my word is my bond'. 

All interviewees considered trust per se as a paramount and essential factor in their ability to 

pursue and realize international opportunities. Interviewees regarded mutual orientation and 
trust as fundamental for transactions to take place with other parties regardless of ethnicity. 
This finding supports the suggestions of Buckley and Casson (1988) and Demirbag and 
Mirza (2000) who emphasize a need to focus on personal trust rather than system trust in 

international strategy development, and in particular in the implementation of FMEDS. 
However, most interviewees stated that trust was becoming a rare quality in today's 
business environment, and indeed amongst Indians themselves, especially with regard to 

the second and third generations attitudes which they believed to be driven by Western 

influences. It is important to note that Interviewees did not condone Western influences or 
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values, more that they felt a sense of loss of solid and good Indian values and practices was 

taking place. 

The bulk of interviewees were involved in numerous social and business activities, clubs, 

and gatherings in order to personalise many of their business transactions (both Indian and 

Mainstream segments). It was identified that this served a number of purposes amongst 

which was the ability to develop a long-term relationship, enhance the trust dimension, and 

amicably resolve any conflicts which had arisen before they gained enough momentum to 

strain the relationship to a unrecoverable position. 
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5.2 Summary of Findings and Conclusions: Research Objectives 

Table 5.1 summarises the findings and conclusions of the study with regard to the research 

objectives (governing and sub-objectives) established at the outset (see Section 1.0). 

Table 5.1 Summary of Conclusions: Research Objectives 

overall Governing Objective: Conclusion 

To investigate the extent and The study identified that with regard to internationalization 
characteristics of internationalization by per se three (3) distinct groups of firms emerged. 
UK Indian firms and the processes by Similarities with the three (3) broad phases of the 'export 
which UK Indian entrepreneurs and their development process'presented by Leonidou and 
firms intemationalize, in particular the Katsikeas (1996) and the three (3) groups were identified, 
significance and importance of 'ethnic i. e. pre-engagement, initial, and advanced phases. 
ties'and'entrepreneuriaMsocial networks' 
during and after the internationalization The findings suggest that the process of 
decision-making, process., internationalization follows an incrementally staged 

process (Johannson and Vahlne, 1976) with the path to 
international activity commencing with exporting and 
having the potential to progress to more committed forms 
of international activity such as FDL Progression from 
one stage to another is natural as the firm gets to grips 
with particular international markets, their dynamics, and 
feels more comfortable as uncertainty and risk 
diminishes. 

The responsibility for international activity was found to be 
retained by a few key individuals within the organisation in 
senior management posts, individuals who had 
developed their international knowledge and skills via 
their 'hands-on'experiences. It was identified that rather 
than pursuing a programmed form of teaming, a slow 
process of dealing with problems and achieving an 
'adaptive'understanding of 'the way to do things'in an 
international context had emerged within these firms. 

The study identified that 'ethnic ties' and 'social networks' 
do influence the internationalization of UK Indian firms. 
However, their importance diminishes as the firm 
becomes an established international player. 

Research Sub-objectives (7): Conclusions 

Sol. 
To identify the methods and techniques The study identified that all firms targeted, or were 
adopted by UK Indian firms in the country contemplating targeting, Europe as their key international 
screening and selection process in order export market. Sub-cultures rather than national cultures 
to evaluate suitable intemational markets. were regarded as important from a market screening and 

selection perspective. 
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The study revealed that in addition to the dimensions of 
the international party's ability to pay/supply, and a mutual 
orientation geared towards fostering long-term 
relationships, the firms also sought cultural compatibility 
between the 'actors, i. e. empathy was identified to be a 
critical dimension of a suitable environment/atmosphere 
for exchange. It should be noted that the skills and 
competencies of the international partners were 
prerequisites. 

S02. 
To identify how UK Indian firms perceive Trust per se was identified to be a critical dimension of 
overseas markets, their attractiveness, doing business. Interviewees were reluctant to export to, 
the baniers (tangible and intangible), and or import from, countries with which they had personally 
theirperceptions regarding the had their trust betrayed, and where the legal 
assistance required (at both sides) to infrastructure available to them to rectify the situation 
improve and enhance effective and identified to be inadequate and lacking. India was 

, 
efficiept entry into overseas markets. identified as such a market. 

The networks emerged as a resource which offered the 
potential to assist in the internationalization decision- 
making process, by providing the entrepreneur with 
valuable information in assessing acceptability, feasibility 
and vulnerability dimensions associated with the 
international decision-making process. 

S03. 
To identify the foreign market entry and The bulk of firms purely adopted export and/or import 
development strategies (FMEDS) FMEDS. This was predominately because of the 
adopted by UK Indian firms and the advantages of these modes, especially the flexibility, the 
management strategies pursued. speed of entry and/or exit, and the minimisation of risk 

from international forces which they offer the firm. 

The majority of firms would not consider changing or 
expanding their FIVIEDS to more committed modes such 
as setting-up overseas production facilities (i. e. FDI). This 
was seen to be extremely high risk and difficult to 
manage effectively and efficiently by'the family', it would 
also restrict the flexibility which exporting and/or importing 
offered the firm. 

There was a high degree of complacency amongst the 
firms. The bulk of firms were extremely reluctant to 
change their FIVIEDS and ruled out adopting other 
FIVIEDS in order to develop international activities. A lack 
of understanding, technical skills, managerial 
competency, etc. may well compound this perspective, 
when genuine advantages may exist for the firm by 
pursuing more committed forms of FIVIEDS. 

S04. 
To investigate how cross-cultural ethnic The study clearly identified that international networks do, 
links influence the internationalization of or have the potential to, assist in international growth. 
UK Indian firms (outward from the UK However, it emerged that their importance diminishes as 
and inward to the UK), and establish the firm becomes an established international player. 
whether ethnic ties become less or more 
important as the firm grows (domestically It was identified that it was not sufficient to have a 
and internationally) over time. international network to become internationally active. 

Capabilities, competencies, synergy, and business 
acumen were more important. Interviewees consciously 
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screen network contacts (domestically and internationally) 
against these dimensions prior to engagement in 
business transactions. This can be regarded as part of 
their risk evaluation process. 

Networks were identified to be more important during pre- 
engagement and initial phases when there is a need for 
information and operational guidance and expertise. It 
was also identified that as the firm learns through 
experience, 'hands-on'experience, it develops its own 
cognitive knowledge and the nature of interaction and 
resource dependence on the network diminishes. 

S05. 
To identify the extent to which past The literature review identified that the area of 
studies have enhanced our 'internationalization'and 'UK Asian Enterprise' is ill 
understanding and research focus in the researched with understanding being vague and lacking. 
area of the intemationalization of UK There is clearly scope for improvement in understanding. 
Indian entrepreneurs, and their firms. 

S06. 
To evaluate Me usefulness of support 
agencies (public and private), in 
particular with regard to the level of 
assistance available for 
intemationalization as perceived by UK 
Indian entrepreneurs and their firms. 

SOT 
To provide sound recommendations 
based on research which will be of value 
to., 

4 UK Indian entrepreneurs and their 
firms; 

+ business support agencies (public 
and private); 
international business academics, 
and others with interests in 
entrepreneurship and Indian 
enterprise, and internationalization 
per se, and to make a distinctive 
contribution to research in the field 
ofinternationalization., 

The majority of firms perceived Government support 
services as lacking and not genuinely of any value to 
them. It emerged that interviewees believed that a better 
understanding of Indian firms and their entrepreneurs 
needs was necessary and a more genuine, empathetic 
and effective delivery interface devised, not only in an 
international dimension, but also a domestic one. 

The study revealed that the bulk of firms were unaware of 
what internationalization assistance was available to them 
from business support organisations (Government or 
otherwise), or what benefits the assistance could deliver 
for them. 

Based on the study findings, the writer has been able to 
outline and present recommendations targeted at: UK 
Indian entrepreneurs and their firms, business support 
agencies (public and private), international business 
academics, and others with interests in UK 
entrepreneurship and Indian enterprise, and 
internationalization per se. 

In addition, the study has enabled the writer to make a 
distinctive contribution to research in the field of 
internationalization. 
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6.0 Background of Firms - An Insight into UK Indian Enterprise 

6.1 Introduction 

This section contains a report of the findings relating to some general business dynamics of 
the sample frame. This section is primarily aimed at highlighting any idiosyncrasies which 
, UK indianfirms demonstrate vis-A-vis SMEs in general and validating the findings of past 
Asian Enterprise research studies. Overall, an appreciation of the findings contained in this 

section provides an important reference point from which constructive recommendations to 

firms and the various stakeholders can be made. This section is constructed in a manner 
which provides the reader with a 'snap-shot'of Indian Enterprise dynamics which require 

appreciation before overlaying the complexities of international trade as presented in 

Sections 7.0 and 8.0, and the dynamics of networks presented in Section 9.9. The section 
is justified on the basis that it constitutes an important building block of up-to-date 
intelligence which enriches the understanding of the internationalization processes of UK 

Indian enterprises. 

The section reports on: the business orientation of the firms and the nature of decision- 

making within the firms; how the firms were conceived and evolved-, the nature of business 

finance, both for start-up and expansion; the nature of the firms' customer base and target 

markets; the extent of formalised business planning processes and the nature of market 

research undertaken; the competitive forces which govern the firms' industrial sectors; the 
importance attached by interviewees to their firm being located amongst 'clusters'of Asian 
firms; the linguistic nature of communication both internally within the firm and externally 
with other parties; the nature of human resource recruitment; how business performance is 

monitored, and interviewee attitudes towards growth and future opportunities; the extent to 

which interviewees aspire to attain a PLC status; what interviewees believe to be the driving 

force behind their business; and the significance of succession planning to the firms' 

sustainability and growth. 

6.2 Family Orientation and the Indian Entrepreneur 

In all twenty one (21) firms there was a strong influence of 'Family' throughout the firm's 

establishment and evolution (Fletcher, 2000). This finding supports the findings of Piorre 

and Sabel (1984) and Dick and Morgan (1987) who report that networks and family ties are 

utilised by SMEs and contribute to their success. 
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Indeed, all firms employed family members with the bulk of firms (14) employing both 

immediate22 and extended 23 family members. This finding reinforces the findings of Bailey 

(1985) who suggests the mobilisation of family, ethnic, and social ties is often regarded as a 
'fundamental aspect'of these firms, with owners and employees often accepting a set of 

obligations that are characteristic of a family enterprise; and Lewis and Rout (1998), who 

suggest Asian firms are often saturated in the ideology of the `family'in a much broader 

sense than the Western notion of the nuclear family, suggesting that 'family'in an Asian 

context blurs somewhat with notions of 'community'. 

It was also identified that most of the firms (11) were established solely by the individual 

interviewed (see quotations in Box 6.1). Of the remaining firms six (6) were established in 

association with family members, and four (4) were established in association with non- 
family members who were subsequently bought out by the Family. 

BOX 6.1 -A Family Business 

002 - 'in my whole life I have only worked for six months for someone else, as a steel foreman in London. This 
really upset me and made me cry because I was unable to understand English and they (other White 
employees) swore at me and made fun of me. This is when I insisted on my sisters husband to let me work for 
them. I had to get out, I didn't want any wages from them, and I received none, I had the determination to start 
on my own. I gained experience via his family's business. I then moved to Leicester and first started in 
manufacturing and got to know a lot of the other local manufacturers who asked me to sell their products for 
them, which I did from my garage. Hard work, willing to live on less and demand helped the business grow. " 

M- "There wasnY an idea to set-up a business. My brother made things for his own use and others wanted 
them. The business developed from there and everyone in the family assisted. I was working for another 
company and if my brother needed things to be made / an-anged for the tools to be made to help him. We were 
sitting in the garage cutting them by hand and that was how we started. " 

Without exception 'Shares'in the firms were all held solely by their respective family 

members. No shares were held by non-family members, with the majority of firms (16) 

retaining shares within the immediate family. Nineteen (19) firms were described as 'family' 
businesses by the interviewees with decision-making being predominantly retained by the 
family in seventeen (17) firms (see quotations in Box 6.2). 

22 The term 'immediate family' refers to the family unit, i. e. Husband, Wife and Children. 
23 The term 'extended family' refers to the immediate family plus blood relatives, for example, grand parents, uncles, aunties, 
brothers, sisters, cousins, nephews, nieces, etc. 
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EJOX 6.2 - Decision-Making and Control 

pool -'This is a family business, my father started it and his sons and daughters went into it, we have helped to 
grow it. It is our lively hood and I will continue to work for the family business indefinitely. Decision are made by 
the family management and do not go against the family's objectives and long-tenn sustainability. Operational 
running decisions are made by myself. Overall strategic decisions and investment decisions are family based 
and managed by my father and the individuals who have financial stakes. Consultation within the family is 
always made. 

We (the Family) may decide to promote staff to senior level based on technical competence in production and 
technology, but with regard to finance and control we will maintain these, after all we took the risk for the future 
of our family. " 

011 - "We came over in 1958, me at ten years of age, my mother, and two of my younger sisters, and within 
three months we were all in the business my father had set-up. We were packing and re-packing stockings and 
socks. I was standing on the market stalls from the age of eleven up to the age of nineteen when I went to 
University. Then we bought our first shop in Hansworth (1961). The business expanded from there. It was all 
family controlled. " 

M -"At the end of the day it (the business) is a family business, it is a matter of building up a business for the 
family's benefit. The last business just seemed to be working for the bank. We were getting orders in andjust 
paying their bills. This business is clearly focused around the family's interests. " 

In only four (4) of these firms was decision-making retained solely by one (1) individual, i. e. 

the interviewee. However, a small number of the firms (4) were working to restrict the 

family's involvement in decision-making in favour of a collective 'management team' 

decision-making approach. Indeed, a few firms (4) were very proud of having achieved this, 

already preferring a management team approach to the alternative 'bfinkered24' family 

approach (see quotations in Box 6.3). This finding highlights a possible growing shift in the 

entrepreneurial styles as suggested by Effinger (1982) from the 'independent' to the 

I organisational' member amongst Indian enterprises. 

BOX 6.3 -A Management Team Approach 

013- "This is no longer a family business, it was initially. We know have a team of outsiders who run the 
business, although the ownership of the business is still family. " 

OU - "Although this is a family business, we don't look at it as one. We have a professional management team 
here. There are no restrictions placed on people who are not family members, the best person for the job gets it. 
People are promoted on merit and performance, very much as a PLC, not because of family ties. " 

6.3 Business Start-up and Evolution 

Eight (8) firms were identified to be new start-ups in their current line of activity. The 

remaining thirteen (13) firms had evolved from previous business ventures. Reasons for 

start-up ranged from: having the drive and desire to succeed and be independent; being in 

24 A term used by interviewees. 
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the right place at the right time, i. e. timing and luck; through to, constantly seeking 

opportunities (see quotations in Box 6.4). 

BOX 6.4 - Business Start-up and Evolution 

010 - "I started because a few things came together, in business you need some luck a Mend of mine who was 
working at Courtaulds who knew I wanted to start my own business, asked me to start by making Sweat Bands, 
about twenty years ago, Sweat Bands were starting to become very popular. At the same time I also heard that 
the Council for Small Industry in Rural Areas were prepared to help anybody who was thinking about starting a 
business in rural areas with a view to creating employment in rural areas. They gave me a loan of E10,000 not in 
cash but in securing machinery. They also found me -this location at a reasonable rent. These factors which 
came together helped me set-up making Sweat Bands. I employed a mechanic and two machinists and each 
year because of our technical knowledge, which was our main strength, the business evolved as we kept 
innovating each year with different products and kept ploughing back profits and kept diversifying, buying 
different machines. Luck favoured me a lot, about eighty percent. We started from wrist bands and diversified 
into Head Bands and Racket Grips, and then customers asked for product to be printed with Football Teams 
names on, so we began producing millions of wrist bands, head bands and racket grips with football team 
colours and names. Then we were asked to print products with pop groups on, so we did millions of these. Then 
with the help of a few customers we started exporting the products to Germany. Right from the very start a few 
jigsaw pieces fitted together and we started exporting from the very beginning. Our very first parcel went to Bali 
(Indonesia), since then we have exported our products practically all over the world. Over the twenty years we 
have grown and grown and now we have one hundred and thirty people employed and we export to about 
twenty five countries. We produce about forty different items, we started with two employees occupying 2,500 
sq. ft. now we occupy 2ZOOO sq. ft. we have just grown and grown. " 

0 11 - "My father died in 1984 so we moved out of retail (textiles) into wholesaling because retailing was getting 
very competitive. Comer Shops were selling the same things. In the stockings and tights business Petrol 
Stations were beginning to stock them, Supermarkets were beginning to sell everything. We were feeling the 
competition so we moved away from retailing. High Street rates were also getting very, very high at that time. I 
gave up my Dentistry in 1987 andjoined the wholesaling business, and my brother and / set this operation up. It 
expanded because we changed our range of products from ladies, gents and childrens wear to specialise on 
childrens wear. There wasnt as much competition in this area at that time in 1988.1988-1992 the business 
expanded exponentially it doubled turnover every year, phenomenal growth. 1993 it started to slow down 
because of otherAsian businesses, which are very good at copying, mimicking, Asians will always do this. They 
entered the wholesale market and ruined the business, which they are very good at doing. In 1993 we closed 
that business down, voluntary liquidation. We settled everyone and came out of it cleanly. I took a break for a 
year to decide what to do. I did some Dentishy, my brother opened up some retail boutiques. I then set-up on my 
own in trading, which is where I am now. " 

016 - 'We started up as engineers, machining and tool-making, from this we moved into this current business 
producing our own end-products. I started in engineering in 1983, but the objective was always to have some 
form of end product and not rely on subcontracted work from others. The tool-room side was a base to work 
from. Once we had that, we had the capability to make our own tools for our own products and it evolved from 
there. We went into Sun Beds first and found that demand was seasonal. It was very busy from February to July 
then itjust died a death, because people wanted a tan before they went away on Holiday. By this time I was 
working very close with Philips, so through discussions we developed a concept in heating, which is 98% 
efficient from the moment you switch on. By adding this onto the business, it became a viable business all year 
round. This took care of the winter months. We did have a relationship with a particular Sun Bed firm during the 
engineefing years and it was this that triggered us off. However we were going to develop Push Chairs, the 
designs we had then still haven't been developed over the last eighteen years. Then all of a sudden one of the 
companies we were dealing with accidentally began to use us for developing their new products, more like a 
design-house, this company ran into trouble and we thought it was something we could do and we developed 
this business from there. I get a buzz from designing a product, promoting it and seeing it used out in the market, 
so whatever we were going to produce had to satisfy this critelia. We have always been creative, some of the 
ideas we have come up with and developed three years later other firms begin to introduce. " 

The majority of firms (16) chose their area of activity because of excess demand in the 

market place at the time of entry (see quotations in Box 6.5). This was predominately the 

case for firms which entered the textiles sector. The remaining five (5) firms chose their 

sectors based on past experience and technical skills and knowledge (see quotations in 
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Box 6.6). 

BOX 6.5 - The Seed of Opportunity, Excess Market Demand 

002 - "We were supplying a London manufacturer doing CMT (cutting and sowing) for them. Our machines were 
on Hire Purchase. We just stitched and supplied. The demand was there. There was also a quota at this time on 
all the Far East countty suppliers. There was nothing unique, there was demand. Britain was not willing to import 
but it was willing to produce here. " 

018- 'When we started-up we had no competencies, non-whatsoever. Our wives were working forsomeone in a 
textile factory. They knew a bit about it, how to stitch. garments together. At the time we started the business the 
garments were very simple, i. e. sweatshirts, that was all we had to make. Then as time has gone by we moved 
into more complicated garments. There was a shortage of clothing at that time and demand was there. Anyone 
who started up had customers who were prepared to buy. We just had to make samples and go to the 
wholesalers and sell. If they liked the price and your gear they would buy it. " 

019 - "The business just happened, the demand was there and we directed our own resources to make the 
products needed. The product was unique. It was the product that was needed, we didn't market the business. " 

BOX 6.6 - Experience Never Hurts 

005 - "We knew how to make things and how to process them from a drawing. When we started there was a lot 
of work around that we felt we could do, nothing specific at that time, all engineering work. We had experience in 
engineering through our past employer. Technically we knew what we were doing. I worked for a firm for ele ven 
years from an apprentice and they put me through college and gave me an apprentiship and on the job training. 
Through this job I gained commercial experience as well as workshop experience on the machines. My brother 
followed a similar route. " 

006 - 'When I started up I was just fighting for survival. I was twenty two years old and on the dole. I came to the 
UK in 1977.1 was a student and then started a job with a similar electroplater Two years after ljoined I lost my 
job due to deep recession in the Midlands. I tried hard to rind other work but due to lack of education I didn't get 
anywhere. I was very worded about what would happen in the future if I stayed on the dole so I thought about 
starting my own business in the same area I worked. It was a big gamble. I had a old Unit which was very cheep. 
The lease was fixed for three years so I knew the commitmenL The difficulty was that the business was not 
doing so well when I started, if I hadnY signed that lease I could have left it, but because I had the commitment 
to pay I was locked in and I was forced to make it work. I wouldnt be hear if it was not for that lease, Ijust 
couldn't walk away. " 

010 - "I had worked with Courtaulds for ten years before I started this business, I'd also worked at IC1, and a 
research association based in Nottingham immediately after my formal education at Manchester University. So I 
had a pretty good appreciation of the knitting industry in the UK. In all thesejobs I was involved in technical 
services and product development on the knitting side, and myjob made me visit many knitters in the UK. 
Hence, I thought based on this knowledge that at some point, typically Indian I suppose, I wanted to paddle my 
own canoe and become independent and I set-up this business. " 

The bulk (18) of the firms had undertaken no formal market research into the potential of 

their chosen area of business activity and were heavily reliant on their past experiences. 
Experiential learning was highlighted as significant in the growth and development of the 

firms both domestically and internationally. 

The study findings support Curran and Blackburn's (1993) suggestion that the motivational 
factor of 'independencewas significant amongst the interviewees in stimulating 

entrepreneurial activity. However, it also emerged that the findings of Ward, Randall and 
Krcmar (1986), Shapero and Sokol (1982), Ward (1986), Bannock (1981), Waldinger, Ward 
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and Aldrich (1985), McEvoy and Aldrich (1986), Mifter (1986), Jo. nes et al (1994), Wilson 

and Stanworth (1986), and Deakins (1996), which suggest that a history of disadvantage 

and discrimination has led many Asian entrepreneurs to seek independence in marginal 

areas of economic activity, were also substantiated by the study. Many researchers suggest 
that the industrial sectors within which these firms are active highlights the need to 

encourage Asian firms to diversify their activities in order to remain viable (MacMillan and 
McCaffery, 1982; Deakins, 1996; The Ethnic Minority Business Development Initiative 

(EMBI), 1991; Ram and Sparrow, 1993; Khan, 1988; Ram and Hillin, 1994; Curran and 
Blackburn, 1993; Blackburn, 1994; Deakins Hussain and Ram, 1994; Ram and Barrett, 

2000; Wilson, 1983) 

6.3.1 Financing the Business 

The overwhelming majority of interviewees (19) had sourced start-up capital for their 

businesses through their family and personal savings. Three (3) of these firms had also 

borrowed additional funds from their Asian friends. Three (3) firms had also secured bank 

loans to assist in start-up, and one (1) firm was able to secure a government grant to 

establish the business in a rural area. These findings support Carteret al's (2000) findings 

with regard to SMEs per se. Indeed, the findings support past studies (Ram and Sparrow, 

1993; Wilson and Stanworth, 1986; Ward, 1987) which suggest that the financing of start-up 

Asian enterprises is an issue, with many Asians relying on their family and community 

networks for finance. In the case of the sample frame, this may well have been compounded 

by the cost of institutional finance having been too high for the industrial sectors which the 

firms entered, a factor suggested by Ward (1987) and Ram and Jones (1998). 

All firms had financed the expansion and business development of their business via re- 

ploughing their profits, with seventeen (17) firms supporting this with Bank finance in the 

form of loans. Only two (2) firms had secured expansion finance through Finance Houses. 

This supports the findings of Curran and Blackburn (1993), and Deakins, Hussain and Ram 

(1992 and 1994) who identify that SMEs owned by ethnic minority entrepreneurs are no 
different from White-owned SMEs (see Carter et al, 2000) in being heavily dependent on the 

Banks for external finance. Indeed, Curran and Blackburn (1993) and Blackburn (1994) 

confirmed that for business development ethnic minority firms are dependent on Bank 

finance and that it is crucial to the firm's success. 

However, generally there appeared to be a reluctance to borrow money from financial 

institutions. Reasons ranged from: unsatisfactory past experiences With lenders when they 
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needed finance (i. e. empathy and understanding) specifically at start-up, to issues regarding 
loss of control, risk, transparency of the relationship, and trust. Overall, interviewees had an 
adverse impression of financial lenders and preferred to grow their business via organic 
methods where possible. Interviewees also stated that, as owner-managers of 'established' 
firms, the financial institutions were now prepared to lend them money primarily because 

they had a financial history. It was also identified that some firms, again predominantly from 
the textiles sector, were reluctant to invest new funds for growth and development of the 
firm given: the current business climate; their present business performance; and 
diminishing industry opportunities (see quotations in Box 6.7). Indeed, Deakins (1996) 
draws attention, especially for firms in theses circumstances, to the importance of 
establishing a good business relationship with the Bank Manager to facilitate the firm's 

growth and development needs and assist with the funding of breakout strategies. 

BOX 6.7 - Financing 

002 - 'I started in business with low capital, personal savings and a small overdraft facility from the Midland 
Bank. The Bank is willing to lend me money for expansion, but I am not taking it because I am not confident that 
it will be immediately beneficial to me because of the danger ahead (for this industry) that I see. " 

003 - 'I had to make my own arTangements to set-up. I sold the house, it was a big lisk. Now, we finance 
through the cash flow of the business and personal finance. We have Wed to get extemal finance but we have 
never been successful. I have got fed up with it and stopped thinking about it, we tfy to do it ourselves. I don't 
rely on any finances from outside. " 

007 - 'I started with fifty pounds of personal savings, I borrowed E4,500 from Mends and relatives and the 
additional. C6,500 I required eventually came from Barclays bank after some difficulties. You see, in September 
1977 an opportunity rose, I knocked on every banks door, high street and Indian, the Punjab National Bank, you 
name it I went to everyone and they wouldn't lend me the money. It was only with an Agents endorsement I got 
it. I have been with that Bank Manager for twenty years now. The Banks reasons for not lending to me were, 
lack of personal funds, lack of security, etc. " 

019 - "We used savings. I have always believed in not borrowing money. Its only in the last two years, and when 
we started ourportfolio of buildings, that we have leamt it does pay to use otherpeoples funds property. You 
can make it work to your advantage. " 

Indeed, fourteen (14) firms were identified as planning to make, or were currently in the 

process of making, significant investments in the business over the next three (3) years. In 

line with interviewee expectations of increasing employee numbers, investments were 
identified to be primarily focused in production related areas, for example, technology driven 

to reduce unit cost and increase production capacity whilst simultaneously improving quality 
levels, productivity, and consistency. Reasons for investment were primarily orientated 

around sustaining competitiveness, securing long-term business viability, and keeping pace 

with industry structural changes. A few firms were seeking to invest and capitalise upon 
industry opportunities which had presented themselves whilst others were seeking to 

diversify and invest in new business areas (see quotations in Box 6.8). However, with 
'formalisedplanning'per se identified as a weakness for many of the firms and the findings 

Page 86 



DBA in Marketing - Volume 2/2 

of Scase and Goffee (1980) and Boswell (1973) identifying that limitations of management 

skills, specifically in the area of forward financial planning being acute in SMEs, the returns 

on any financial investment by these firms is questionable. Indeed Berryman (1982) 
highlights poor financial management as one of the six (6) main causes of SME failure. 

BOX 6.8 - Financial Investment 

006 - "Investment in new technology for production speed is planned. We are at the stage where we are 
competing with the very big boys who are established. We have to compete with their technology. ' 

013- 'We are not planning any investments, the way its going (the industry), I'll have to wait and see. We had a 
different vision a year ago, but because of the cuiTent crisis wejust have to watch our steps. We were looking to 
expand into dying and finishing and the manufacturing of garments notjust fabrics. " 

018- 'We are not planning to invest in this business, but we are planning to increase ourpropetty holdings. This 
business will stay the same, the profits will be ploughed into other channels, mainly properties. " 

019- 'We have been investing over the past two years. We have invested in otherproduct lines, whether we 
keep it under this core business or start something else only time will fell. These are different business. activities 
to what we are doing now, we are diversifying. " 

When interviewees were asked to comment on what financial institutions could do to 

facilitate the growth and survival of Indian firms per se, they provided some interesting 

comments as outlined in Box 6.9. In general, interviewees felt that financial institutions 

should: gain a better understanding of Asian Enterprise; improve the communication 
interface; have genuine empathy with business conditions; increase the degree of flexibility 

in their lending criteria; and better target Asian entrepreneurs. Indeed, certain banks have 

recently begun to recognise a need to adjust their marketing strategy to cater for 

dimensions of ethnicity and change their practices to win ethnic customers (NatWest Bank, 

1997). It was also suggested that Asian entrepreneurs meet financial institutions half-way by 

preparing, for example, better business plans and viable financial propositions on the 

understanding that financial institutions are also commercial enterprises. It became apparent 

to the writer that this area is in need of more focused research in order to better understand 

Asian firms, their financial needs, and the effective management of their finances. 
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BOX 6.9 - What Can the Financial Institutions Do? 

001. - 'The Banks need to get their ringer out, they should look at ethnic businesses more closely. They (the 
Banks) are all the same, if you don't need their help your their best customer, but when you need their help they 
don't want to know. They need to be more flexible and understand the problems we face. I am very wary of 
them, I don't want to borrow unless I have to. The rules are too tight, Le. business plans, etc. ' 

002 - 'if you have a good proposal every bank will lend you money, but if not, forget it. They (the Banks) need to 
better target the Asian community. But the Asian's should try to understand that they have to persuade the 
banks to lend the money. " 

ON - "I think there is a lot of lip-service, when it comes to real help it is very fight. Asian businesses need to be 
better understood. Their needs are different because when an Asian starts business they will not go to the 
banks, they will go to Mends, whereas an indigenous guy wouldn't. " 

008 - 'in the past, Banks used to trust Asians, but now because of the bankruptcies they are beginning to 
distrust us. We had a lot of hassle with Natwest for needless things, it could have been because two of the 
largest double glazing companies in Leicestershire which went bust banked with them. We are now with 
Barclays. The manager understands Indian firms and customs. We feel comfortable. " 

0 19 - "You have to be very good with your Bank Manager. Without my bank manager on my side I don't think I 
would have been going as long as I have in business. He has confidence in me. He is only intereited in your 
position improving and your balance sheet being healthy. He (the Bank Manager) runs a business also. " 

6.4 Target Markets - Customers and Consumers 

It is important to recognise that all firms (21) were decoupled from the 'Consumee by 

intermediaries in the supply chain, i. e. they were involved in 13213 25 relationships. Most firms 

(12) targeted mainstream intermediaries (i. e. non-Asian) as opposed to Asian intermediaries 

with their products and services. Reasons ranged from: minimising financial risk; the 

physical nature of the product and it's market/consumer appeal; the adoption of a business 

perspective which does not differentiate between 'Asian'and 'non-Asian'customers; and 

customers who may be 'Asian'in origin but who actively adopt Western management 

practices so as to be considered as mainstream customers (see quotations in Box 6.10). 

This finding illustrates that there is not only recognition by the firms of the need to increase 

interaction with mainstream customers but also quantitative evidence of such a shift. This 

finding supports the suggestions of researchers who have sought to encourage ethnic firms 

to seek new markets and customers and reduce their over-reliance on ethnic markets and 

customers for their future survival and growth (MacMillan and McCaffery, 1982; Deakins, 

1996; The Ethnic Minority Business Development Initiative (EMBI), 1991; Ram and Sparrow, 

1993; Khan, 1988; Ram and Hillin, 1994; Curran and Blackburn, 1993; Blackburn, 1994; 

Deakins, Hussain and Ram, 1994; Wilson, 1983). 

25 Business to Business relationships. 
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BOX 6.10 - Target Markets 

009- 'Our key customers are the Multiples, they account for 85-95% of ourproduction. The remaining capacity 
supplies wholesalers, market traders, shop keepers, 80% of these are Asian. Actually, we are trying to reduce 
our wholesalers and market trader business, we only have 10-15% /eft now, they used to account for 100% of 
our business, we are doing this because it minimises our exposure to financial risk. " 

0 12 - 'A small proportion of the goods we buy in, which account for ten percent of our turnover, are for ethnic 
communities, notiust Asian, for example, dresses that are more ffilly than what the majority of the UK people 
would buy. We don't target the Asian community specifically, and I am not actively seeking to serve that part of 
the market" 

014 - 'We sell to anybody. At the end of this yearseventy percent of our turnover will be generated by exports to 
Europe and Ireland. This is predominantly non-Asian. Cash & Carries, Wholesalers, Group Stores, Importers, we 
will sell to anyone. We focus on developing export markets. " 

018 - "100% turnover is from the stores, Etans, New Look, etc., within these stores they have different sections, 
for example, within Etans we are dealing with nine different buyers, for example, Childrenswear, Jerseywear, 
Jersey Dresses, etc., so really it is like having fourteen different customers. New Look is run by a young Punjabi, 
but the business is very, very much western in style and management, so we don't have any Asian customers 
really. " 

Indeed three (3) of these firms dealt purely with mainstream customers. Only one (1) firm 

believed that the majority of its output would be appealing purely to customers and 

consumers who were 'Asianper se. This was entirely due to the product on which the 

interviewee had decided to focus the firm's capabilities (see quotations in Box 6.11). 

BOX 6.11 - Focusing on the Asian Market 

017 - "We do all types of embroidery. We produce work for wholesalers, fabric suppliers, furnishings suppliers, 
multiples and independent stores. 

As a business we are constantly looking for new applications for our skills and capabilities in the embroidety 
trade. The opportunities are endless, the scope for exploiting embroidery is vast However, the embroidety 
supply market is very competitive, there are a lot of people doing it. 

Fifty percent of our embroidery designs are purely targeted at the Asian market This represents sixty percent of 
my turnover and I would like to grow this. This is our the niche market. It is easier for me to sell to this market. " 

Overall, without exception, each firm (21) marketed 'mainstream' products to be consumed 
by mainstream consumers and/or had capabilities which could be re-directed to satisfy 
'mainstream'consumer demands. 

Of the firms which had Asian 'customerS26' (15) ten (10) firms had Asian customers 

accounting for over forty percent (40%) of their customer base, with Asian customers 

accounting for over sixty percent (60%) of the customer base in eight (8) of the firms. These 

percentages represent a high degree of dependency on Asian customers/intermediaries for 

2r' Note. No firm had 100% Asian 'customersfintermediaries'. 
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these particular firms. This was especially noticeable in the textile related sector which was 
identified as a sector highly dominated by Asian firms (see quotations in Box 6.12). Again 

this highlights the need to encourage ethnic firms to seek new markets and customers and 

reduce their over-reliance on ethnic markets and customers for their future survival and 

growth wherever possible. 

BOX 6.12 - It's an Asian Thing 

002 - 'Of our customers, seventy percent are Asian and thirty percent are White. My domestic suppliers are 
mainly Asian. It is not my choice, there just aren't many others (non-Asian) left (in the industry). I also sell a lot of 
imported garments, but they predominantly also come from Asian suppliers, they account for seventy percent of 
international supplies. Predominantly my suppliers are Asian. " 

6.5 Business Planning 

A significant portion of the firms (16) adopted reactive postures to market changes which 

influenced the firms' financial planning and affected the firms' ability to develop robust future 

plans (see quotations in Box 6.13). This finding supports the findings of Scase and Goffee 

(1980), Boswell (1973), Bosworth and Jacobs (1989), Mendham and Bannock (1982), 

Wheelen and Hunger (1995), Barber et al (1989), Berry (1998), and Storey (1994) who 

suggest that SMEs per se suffer from inadequate planning. 

Although passive and subconscious objectives existed which governed the running of the 

firm, overwhelmingly these objectives were oriented around safeguarding the 'family's'well 

being today and over the years to come (Fletcher, 2000). In general, the firms were: 
deficient of a clear visionary direction and long-term explicit corporate objectives; unable to 

evaluate external influences; and unable to professionally manage the contraction or growth 

and development of the firm. Operational 'crisis management' practices were apparent, 

noticeably in firms operating in textile related sectors. This finding supports the findings of 

SME and Internationalization researchers who suggest that many of the factors which hinder 

SME growth and development are internal (Schollhammer and Kuriloff, 1979; Pardesi, 1992; 

Ettinger, 1982; Crick and Chaudhry, 1995; Bamberger, 1982; Johannisson, 1984; Reid, 

1983; Cavusgil, 1984; Axinn, 1988; Aaby and Slater, 1989; Broom and Longenecker, 1979; 

Miesenbock, 1988; Carter and Jones-Evans, 2000; Barrow, 1993; Berryman, 1982). 

However, some firms (5) did see the benefits of long-term planning and had instigated 

formal planning processes which were stated to benefit the firm. Indeed, numerous scholars 

and practitioners suggest that future SME growth and development require active policy 
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maker support in business planning and management related areas (Birch, 1979; Bannock, 

1981; Curran and Stanworth, 1986; Storey and Johnson, 1987; Bannock and Peacock, 

1989; Stanworth and Gray, 1991; Carteret al, 2000). 

BOX 6.13 - Business Planning 

00i - "Many Asian finns don't have business objectives and business plans. Maybe its Asian nature. We just 
jump into the deep end and learn how to swim, this is the Indian culture. If you look at the majority of Asian 
manufacturing firms in Leicester, this is what they did. We get into this business and we'll try to make the best of 
it. We are not like 'George, we take every year as it comes. We are not that ambitious, we do not want to be a 
PLC, we will strive to do the best we can, but we doril really have a goal. The business was set-up to provide 
the family with a good standard of living. It is very important to me to be independent, I would not work for 
someone else. We have never sat down and thought what we will do over the next five years, but we have sat 
down and said what equipment and machines we need. We entered this industry because the people we knew 
in Aftica were successful in this trade and we tried to emulate their success or better in the UK. " 

005 - 'So far our business planning is on the hop, we adopt a crisis management approaches to our business. 
This seems to work for us because we are driven by the customer. We have to swap and change as the 
customers require. We mould ourselves around them. We don 7 plan, if we do its daily, and it changes daily. The 
key objective is to be better off next year than this year. We haven't been achieving this so far, the last two years 
have been stagnant, a lot more hassle for less work. " 

008 - "Nobody can plan everything, no matter how hard you try, something comes and messes it up foryou. You 
do plan, but there are limits to the degree you can be meticulous on yourplanning. I think if you really plan wel/ it 
all gets messed up, a lot of people cannot cope with that and think that the whole world is against them. You just 
need a rough idea of where you want to be. All the expansion we have had has never really been planned. " 

0 12 - 'We do now plan, but you need to keep things in perspective, I was talking to a chap from Business Link 
this morning who came in, one of the things I realised was that I cannot spend too much time with him because 
you can spend a lot of time planning but not doing, and doing is important, you have to pay for the overhead 
expenses, it cannot be done purely on the planning side, you have to buy and sell product. You have to trade. 
So I want to keep planning in perspective. At the moment in terms of business plans, we have done a one year 
business plan. It is not a full fledged one, i. e. fifty pages. We have looked at the financial side of it, i. e. cash flow 
projections, profit and loss and balance sheet for the twelve month period. I'm not planning to close the business 
after one year so I do plan longer-term for a successful business, but in terms of actually spending time planning 
budgets over an extensive period of time and preparing three or rive year plans, I'm not spending any time 
planning budgets at this time, but I am mentally thinking about it. When I feel more secure about ourposition I 
will sit down and try to plan for three years. " 

6.6 Competition and Market Research 

All firms believed that they operated in highly competitive markets, with fifteen (15) firms 

reporting that they were facing competition from both domestic and international 

competitors. Saturated markets, excess supply, low industry entry barriers, low customer 

switching-costs (resulting in high customer bargaining power), standardised products, and 

constantly changing global industry dynamics (from both a supply and demand perspective 

causing changes in buyer behaviour characteristics) materialised as critical determining 

factors in many firms (especially those in the textiles sector) not only being caught in the 

middle - trying to be 'all things to all men'(Porter, 1985) - but also forcing them to adopt 

reactive business strategies (see quotations in Box 6.14). 

This finding reinforces the critical need for firms to address business planning per se as 
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discussed earlier in Section 6.5. Indeed, from an internationalization perspective Bilkey and 
Tesar (1977), Rabino (1980), Kaynak and Kothari (1984), Bauerschmidt et a[ (1985), Rao 
(1990), Green and Larsen (1987), Miesenbock (1988), Joynt (1982), Hartland-Thunberg and 
Crawford (1982), Reid (1982), Cavusgil (1984), Olson and Wiedersheim-Paul (1978), 
Snavely et al (1964), Pavord and Bogart (1975), Bilkey (1978), Wiedersheim-Paul et al 
(1978), Bannock (1987), Barker and Kaynak (1992), Tesar (1975), Reid and Mayer (1980), 
Kaynak et al (1987), Simpson and Kujawa (1974), Reid (1980), Weaver and Pak (1990), 

and Albaum et al (1989) suggest that environmental factors (of which competition is one) 
generate significant push and pull forces which influence the internationalization decision- 

making process, and that such factors need to be incorporated into an effective business 

planning framework by firms seeking international opportunities. 

BOX 6.14 - Competition 

001 - "This is a competitive industry because there are a lot of knitters around and the product is standani. The 
industry is worldwide therefore you have to compete with the imports. We don't have a monopoly, there is more 
supply than demand. This is why we focus on quality and delivery. There is always someone who will supply 
cheaper Therefore, we have to consider this when taking orders on. Our domestic competitors tend to be 
smaller sized fifms, mainly other Indians, I know most of them personally, we drink together. Our international 
competitors are importers from the Far East, Hong Kong, Taiwan, Indonesia, India, and Pakistan, the last two for 
basic labdcs such as cotton. " 

002 - 'This is a very competitive industry, we have many domestic competitors, in the UK it is our own Asian 
people. Internationally our competitors are not the Europeans, it is the Far East, India, China, Hong Kong, and 
Taiwan. Key competitor, there are many, all along our competitors are our own people (Asians). Competition at 
the retail end is with the buying power of the large retail stores, they buy internationally, large quantities, for 
example, socks are purchased in Sri Lanka at El. In the UK the make up cost is; C1.50 before profit margins are 
added. How can we compete? Competition is at many levels. It is out of our control. " 

011 - 'Competitive? Yes, very much so. In the past there was always a market for anything, you could sell 
literally anything, but now the competition is taidy aggressive, there are very few secrets, everybody knows 
where everything is being made, at what price, even the customer can argue with you because he knows the 
cost of every component that is incorporated into a garment. There is a higher level of awareness within the 
industry and transparency in trading. We have a lot of competition and people are trying to make inroads. This is 
why we get into bed with a customer, once we do this we handcuff ourselves, go into vertical integration, we get 
under his skin so nobody else can, even if he is standing naked nobody can get between us. " 

From a productiservice perspective, the bulk of firms (17) categorized their 'product offering' 

as being standard vis-A-vis the competition. However, a number of firms (3) had actively 
decided to focus resources to develop 'Brandsand 'Switching Costs'through the 

development of differentiation, primarily through focusing on the development of the 

augmented product. The key objective of these firms was to retain their existing customers 

and develop new customers through market penetration and market development strategies 
(Ansoff, 1957) (see quotations in Box 6.15). 
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BOX 6.15 - Product Standardisation V's Customisation 

004 - 'The Food Industry has always been very competitive. The greater the opportunities for selling it (food) the 
more people will enter. Margins are always underpressure. The important thing is making the housewife and 
user well informed about your brand, they then get confidence and will insist on it because of the quality. Prices 
must be reasonable, I believe branding is the only way forward. We focus on this (the Corporate Brand name) 
strength now. " 

012 -'There are too many traders in our sector of the market, it is too competitive, for example, my fathers top 
ten customers ten years ago are probably my main competitors now. Consequently, this means there are more 
importers and wholesalers now. The market is shrinking. All demographic figure show that the population of 
children is declining and there are more traders entering the market (childrens clothing) all the time. 
Predominantly from the Asian community because of familiarity, they see other successful Asians in the 
business and they think lets have a go. Some may well be successful, but from an Industry perspective as a 
whole itjust means that there are too many traders, and when you get too many traders you get too much price 
cutting, it comes down to price competition. 

The childrenswear trade is very difficult at the moment, there isjust too much competition in the market, margins 
have gone down considerably over several years. We are positioned in the low to medium price bracket of the 
market and there isjust a hell of a lot of competition in that area. We are still trying to figure out ways to earn a 
better margin and that's why we have set up the new venture which is trying to do more contract clothing for 
anything, mens, kids, ladies, whatever, for example, Airline clothing, promotion wear, store groups who place 
regular orders for merchandise. " 

Surprisingly, only two (2) firms actually undertook any formal competitor monitoring activity. 
As far as overall market research was concerned, eighteen (18) firms categorized their 

research as passive with the bulk of information being gathered informally via customers, 
the trade, and attending exhibitions. A few firms (4) did utilise personal contacts and 

networks to solicit opinions and information again on an informal basis, a finding which is in 

agreement with regard to SMEs per se (Carter et al, 2000). It was not surprising (as stated 

earlier) that due to market research deficiencies that planning activities were identified to be 

lacking in many of the firms. Consequently, the focus on 'price'and 'cost-cutting'measures 

become increasingly apparent for firms in saturated markets with little thought given to 

product development and new business opportunity identification. Indeed Berryman (1982) 

cites these characteristics as being significant in the failure of SMEs. 

The firms which did undertake competitor monitoring activities were able to make informed 

'positioning decisions'in their sphere of activity, focusing on the development of 

differentiation and switching-costs. For these firms, competitor intelligence was identified to 

constitute a valuable input in business planning processes (see quotations in Box 6.16). 
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BOX 6.16 - Competitor Monitoring 

011 - 'We don't know our domestic competitors, but do know the international ones, the Cotton Mills. We do go 
to exhibitions and international trade fairs together with our customers and stand on their stand. Competitors do 
approach them with product, credit terms, and we do our best to match them. Our research is purely of this Jbm7 
The customer at the end of the day wants the lowest price with the least hassle. We do not worry about any 
competition coming into our established customers. A relationship is established which is based purely on trust, 
for example, if they are approached by another seller selling at a lower price we will endeavor to match that. 
Ours are transparent relationships. " 

016 - "There are too many competitors to know them-by name. We are the market leaders in 'veftical'tanning 
machines not 'Iye down, the Germans lead that market. We do monitor our competitors only when we are 
putting together tenders or when we are competing for the same order. Other than that we just look at our own 
marketing strategy. Ten years ago we used to have twenty six competitors in Birmingham alone, now there are 
only two left, so we don't worry about them too much, as long as we get our act together and come out with new 
products annually. Competition never frightens us, its only when they disrupt the price structure does it become 
worrying because it confuses the customer. The customer then requires to be educated as to the realities of the 
situation with regard to the benefits, for example, the differences between a Mini and a Rolls Royce, they are 
both cars at the end of the day, it all depends on what you want. We monitor them (the competition) at trade 
exhibitions. I was at a Trade Association meeting yesterday of fifteen of the UK market leaders so, I have a good 
feel for what they are doing. " 

018 -"This (textiles) is a very competitive indusfty. There are fewer customers now and eveiyone wants them. 
Pricing is very difficult because companies are after the same business. We know many of our competitors. We 
don't monitor them, we dont go to many exhibitions. We know who deals with which stores (the multiples) and in 
which areas (product categories). What the stores do is if they are sourcing a garment they will fax a handful of 
suppliers and ask us all to give a price for the garment, So we know who is doing what. Most competitors are of 
comparable size to us. " 

019 -'We know ourmain competitors, some of them personally, but we don't really monitor them, you only see 
their products on new cars, it is then that you realise why you lost (the order). You get an insight into their (the 
competitions) development and product range, we monitor them passively, you do also get some ideas about 
what they are up to from your suppliers and customers. When you are quoting (for a contract) you also know 
who is being considered as well, it is here where you are able to gage the degree of development necessary and 
evaluate whether they are capable of doing it also. My colleagues do go to trade and motor shows to see what's 
around, my eldest brother who is the Managing Director goes to the NEC regularly, to any trade exhibition which 
is related to our 'capabilities'" 

6.7 Business Location - 'Asian Business ClusterS27' 

The bulk of firms (18) were located in areas where there was a high proportion of Asian 
firms (i. e. 'Clusters). However, most firms (17) reported that being located in an 'Asian 
Clustet'was not important to their current business activities. Indeed, the overwhelming 
majority of firms (20) reported that it was unimportant to the firm's future success to be 
located in an 'Asian Clustee, and from a supply chain perspective they could geographically 
be located anywhere in the UK. Indeed, one (1) interviewee believed it to be an advantage 

not being located in an Asian Cluster because it divorced his business from the 'cost-cutting 

Asian mentality'. 

Those interviewees who believed being located in an Asian business cluster was important 

27 Note: The term 'cluster(s)'is used here to refer to density and concentration of Asian firms in a localised area. 
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for their firm, did so because it provided them with access to: their customers and/or 

suppliers who were predominantly Asian firms; and/or the 7abour skills' they required for 

their business to function. In addition, indirect benefits, such as competitor intelligence, 

could be derived from being part of an Asian Cluster (see quotations in Box 6.17). This 

finding supports Redding's (1996) suggestion that Asian Networks or localised clusters of 
'similar'firms drive efficiencies, primarily because firms are competing for the same scarce 

resources - be it people, suppliers, or customers. 

BOX 6.17 - Asian Business Clusters 

004 - "At the moment it is important because we service the Indian independent (retailer) and at least eighty rive 
percent of the independents are of Asian origin, although some have moved out to a English area, but that would 
mean that the indigenous population that they are serving like Asian foods. This (Asian Independents) is our 
main business at this moment" 

006 - 'I think it is very important being located in an Asian area. We have a vety good location, this is a prime 
position because of accessibility. Above all this is very close to the residential area where our (Indian) 
community lives, because eighty percent of the shop floor workers are Asians. They work longer hours because 
they live nearby, I believe this has a part in our success. The majority of my workers can walk to work, it only 
takes ten minutes. " 

008 -Tocation is not really impoftant to us directly, but indirectly from a customer point of view our location is 
perfect. This is a heavily populated Asian shopping location, at least once a week viftually every Asian in 
Leicestershire will visits this area for shopping, etc, and it makes it easier for them to pop in and see us and our 
showroom. It wofks. " 

009 - 'This business was based here when there were very few Asians in Leicester Other Asian firms 
established themselves here later. Its not really important to us now. This location is more for manufacturers who 
deal with continental Europe. It was important (in the past) with regard to our wholesale business because this 
was and still is the wholesale district, but with regard to the current business we do with multiples it (location) 
makes no difference. " 

012- "Our location is not important to us, but because of the trade we are in (textiles), being surrounded by 
Asian firms, its going to happen, for example, one of our businesses is based in the middle of the wholesale 
district of Birmingham, and they are all Indian and Pakistanis around there. It is more important to us to be in the 
wholesale district than to be in a Asian area, because customers travel to these areas. " 

018 -'Our location isn't important to a great extent, location with regard to frequent public transport access for 
workers is more JmportanL However, it (the location) does help with regard to getting our workers. To be honest, 
the Asian workers are the best, they will work, they are reliable and committed. The others (non-Asian 
employees) have put their personal lives a lot higher than working. The Asians tend to be more committed and 
our location helps in recruiting them. " 

6.8 Communication - Internal and External 

Most interviewees stated that other than English the four (4) most important languages for 

'extemai'communication were respectively Hindi, Punjabi, German, and French. German 

and French languages were stated because many of the firms dealt with European 

customers and/or suppliers who were able to speak these languages and preferred to 

communicate in these languages given the choice. This supports the findings of Dichtl et al 

(1984), Schlegelmilch (1986), and Swift (1991) who highlight the importance of language 
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skills in the international success for SMEs. However, seven (7) firms were adamant that 

externally other than English no additional language was necessary for communication. This 

finding supports Daniels and Goyburo's (1976) suggestion that English is the most essential 
international language. 

Key 'intemal'language needs were respectively Punjabi, Hindi, and Gujarati. Six (6) firms 

were adamant that internally other than English no additional language was necessary for 

communication. This linguistic capability can be argued to be necessary according to the 

findings of researchers which highlight that Asian entrepreneurs utilise their community 

networks to recruit staff for their firms (Ward and Randall, 1988; Werbner, 1984; Waldinger 

et al, 1989; Ward, 1991; Bailey, 1985; Werbner, 1990). 

This finding would suggest that in general the 'management'of UK Indian firryls need to be 

able to communicate in a number of different dialects/languages, not only to ensure the 

basic functioning of the business internally but also in order to maximise international 

opportunities. 

6.9 Recruitment and Staffing 

The predominant channel used for employee recruitment by the bulk of firms (16) was the 

'Asian Community Network'. Indeed, it was identified as the most favoured method of 

recruitment amongst the majority of firms (13) by a significant margin. This finding supports 

the findings of Werbner (1990) and Wilson and Stanworth (1986). Indeed, the finding 

highlights the extent to which strong community bonds exist within the Indian Community 

and the desire to safeguard cultural harmony in a work setting in order to effectively execute 

work. However, a few interviewees from the textiles sector did suggest that the quality and 

professionalism of their employees recruited via the network would not take the business 

forward over the long-term. The firms operating in other industrial sectors were identified as 

adopting a more professional approach to recruitment and were not relying on Asian 

networks for the recruitment of their employees (see quotations in Box 6.18. ). This is a 

practice which Sekaran (1983), Rafiq (1988), Engel, Kollat and Blackwell (1973), Jamel and 

Chapman (2000), DAstos and Daghfous (1991), Cuellar et al (1997), Reardon et al (1997), 

and Oswald (1999) would expect to observe becoming more widespread as future Asian 

generations enter family businesses since they will have developed Western management 

ideologies. 

It should be noted that interviewees frequently suggested that 'Asian Workers'have a more 
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dedicated work ethic than 'Westem Workers'and this was important for their firm. For 

example, Interviewee 019 commented that "If you need anyone to graft and work you can 

generally be guaranteed it will be an Asian. If it wasn't for the Indians working for us I can 
definitely say that there would have been times that we would not have made deliveries and 
broken promises to our customers. Its the culture, they do look after you when you need 
them. The other cultures do also, but to a point, they regard their social life as important". 

This finding highlights that the cultural values of Asians per se are not entirely being eroded 
by Western Capitalistic attitudes and Hofstede's (1994) suggestion that in order to manage 

effectivel Y28 one has to know the 'things'to be done and one has to know the 'people'who 

have to do them (1994) is valid, i. e. understanding their culture is imperative and a 
fundamental requirement in effective management. 

BOX 6.18 - Recruitment and Staffing 

004 - "Initially, Ijust recruited friends via my social network. Ijust trained them and hoped. This is a difficult 
process and continues to be. Recruiting the right staff isn't very easy. It needs a lot of interviewing technique 
which I do not have. Ijust used to use my 'gut feeling, which isn't the way to do it, but now we hire a 
professional recruitment consultancy. " 

016 - 'Initially, recruitment was by word of mouth, people I already knew from my previous business. It is very 
difficult to recruit the right people. The best way is to head hunt people you know who are doing a goodjob, and 
refenals. Most of the people we are taking on now are through Agencies, because we don't get the right 
response from the press advertisements. " 

019 - "Recruitment is through the Job Centre and advertisements in National and Local papers. We target areas 
where the skills I need are available, for example, skilled too/ markers are based in the Midlands. We use the 
right media to advertise in. Advertising is our favoured method. Referrals is a very good channel also, but 
advertisements is prefen-ed because by referrals you may miss the opportunity to identify someone who has a 
little more to offer and can enhance your business. Ninety percent of our current employees have been recruited 
via advertisements. " 

A significant proportion of firms (13) were anticipating their number of employees to rise 

over the next three (3) years. The predominant area of employment was identified to be 

'production'. However, six (6) firms did not believe employee numbers would rise over the 

next three (3) years. 

Over the past three (3) years there was an equal number of firms (5/5) which had 

experienced an increase and decrease in employee numbers with only five (5) firms having 

kept employee numbers static over the same period. Overall, there were mixed views 

regarding employee number growth/decline. It can be argued interviewee views on this 

matter would be based on how they perceive the future for their firm and industry (see 

Section 6.10). 

28 Management can be defined as getting things done through (other) people (Koontz and Weihrich, 1988). 
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6.10 The Future 

Most interviewees (12) were optimistic regarding what the future had to hold for their firm, 

although it was identified that this view was more a 'state of mind'. Indeed, this finding 

supports the findings of Mendham and Bannock (1982), Schollhammer and Kuriloff (1979), 
Bamberger (11982), Johannisson (11984), Carter et al (2000), and MacMillan (11975) who 
suggest that the decision-maker's attributes, caliber, experience, expertise and motivation 
are especially important in (and the most significant influence on) SME development and 
success. 

The optimistic and pessimistic perspective of interviewees was generally governed by their: 

past experience; managerial professionalism; industry changes; exchange rate fluctuations; 

sales performance; ability to plan the way forward; internationalization; technical irifluences; 

and changes in competition intensity. 

Overall, it was identified that is was the business sector in which firms operated which had 

the most noticeable influence on the entrepreneurs perspective, i. e. products and markets. 
Firms operating in the textiles sector were identified as being the most uncertain as to what 
the future had to hold for them and were extremely anxious for help (see quotations in Box 

6.19). Indeed, the suggestion made by Birch (1979), Bannock (1981), Curran and Stanworth 

(1986), Storey and Johnson (1987), Bannock and Peacock (1989), and Stanworth and Gray 

(1991) recommending active policy maker support to assist SME growth and development 

was identified as necessary for firms in declining industrial sectors. 

BOX 6.19 - The Future 

002 - 'I'm pessimistic about the future for this business. To look forward is very difficult, I believe it is going to be 
tough in my trade (textiles). " 

007 - "I am pessimistic about this area of activity (textiles), but optimistic in the way that no matter what happens 
I have to do something. The Asian community has one good thing, when they hit a Mck wall theyll go through, 
around, over, any way they can find, they'll even build a tunnel if they have to. " 

010 - "I am not optimistic, we are suffering. At the moment business is going through a difficult time because of 
the strong pound. In the past our exports kept growing, in December 1996 our exports were at their peek, and 
they have plummeted from January 1997 as Sterling got stronger and stronger. Customers were having to pay 
more for the same goods so their orders began to fall. Virtually throughout the whole of 1997 and 1998 
compared to 1996 production Figures our expoits fell from sixty percent of sales to less than ten percent. We 
have had to cut back an awful lot on employees as turnover and profitability is down. We hope that in a few 
months time that when the pound devalues we will return to a better export position again. " 

M- 'I am not optimistic. My views and mood changes everyday, sometimes 1just want to shut everything 
down, other times you feel on top of the wodd. The things I've had to deal with over the last two weeks, Ijust feel 
like committing suicide, that's how bad it is. The things which are giving me problems were fine before, Ijust 
cannot figure it out. Things are just not running smoothly. " 
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6.11 Business Form: Limited Vs Public Limited Company 

It was identified that most firms (13) had no ambition to become public limited enterprises, 

i. e. achieve a PLC status, although five (5) firms had seriously investigated and considered 

the possibility. The strong mind-set of the interviewees orientated around safe-guarding 

family interests and retaining control and independence were key influential factors in not 

wishing to pursue a PLC status. The findings of Lewis and Rout (1998) and Curran and 

Blackburn (1993) support this notion. It materialised that for many of the interviewees/firms, 

to actually achieve a PLC status was more associated with (as Maslow (1954) suggests) the 

attainment of personal 'self-actualisation' needs which would represent the pinicle of their 

business achievement, attracting recognition from their peers and the mainstream. 

However, it was identified that becoming a PLC was not a position which interviewees 

genuinely wished to attain. Interviewees feared their business would be transformed and 

their personal weaknesses highlighted, primarily in the area of the necessary managerial 

professionalism which is required to manage a PLC. This factor alone influenced many 

interviewees who had seriously considered pursuing a PLC status to remain independent. 

In addition, interviewees felt that by becoming a PLC many of the cultural traits which they 

had instilled in the firm would be negated and that this would transform the personal identity 

(culture) of the firm. Indeed, interviewees argued that the success of the firm since start-up 

was because of such traits (see quotations in Box 6.20). However, it also emerged that the 

findings presented by Ward, Randall and Krcmar (1986), Shapero and Sokol (1982), Ward 

(1986), Bannock (1981), Waldinger, Ward and Aldrich (1985), McEvoy and Aldrich (1986), 

Wilson and Stanworth (1986), Mitter (1986), Jones et al (1994), and Deakins (1996) 

reporting that disadvantage and discrimination were prominent factors in the rise of ethnic 

enterprise also had a influence on the reluctance to genuinely pursue a PLC status. 
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BOX 6.20 - PLC? 

003 - 'We have not considering this (becoming a PLC) at present. Possibly in the future because I have an 
ambition to be a PLC more than anything else. / don't know anything about being a PLC, it is an ultimate. " 

004 - "We might become a PLC. There are no plans at this moment. We havejust changed our accountant from 
an Asian accountant to Ernest and Young, these are the kind of people who prepare you for four years to 
become a PLC. The opportunity is there. I intend to run it (the business) like a PLC now. We are called a PLC 
and this is the first step to becoming a floated PLC. " 

009 - 'We would not become a PLC. We have had letters forpurchase and the buying of shares. This is a family 
company and will always stay as one whilst I am alive. When I go, my children will decide. " 

010 - 'We would not become a PLC, we're not big enough, on the other hand I never set this business up to get 
bigger and bigger, it gives me personal satisfaction, its my baby, I started it from scratch, its a way of passing life 
the way I wish and make a livelihood. I don't want to go public. " 

011 - 'its a problem of ego (to become a PLC), what does it really mean? Our people (Asians) are not really 
geared up for it, they lack the professionalism. A lot of PLCs are now going back and privatising themselves by 
buying their shares back because of the hassles with the share ptice not reflecting their true performanco. Its 
horses for courses. We're happy as we are at present, we have control at the end of the day. " 

012- '1 don't see myself floating the company fight yet, that's afar way away yet, its not totally out of my mind. I 
enjoy having control over the company. If I bring in outside equity holders then I have to relinquish on that 
control. I'm not sure I want to do that at the moment. " 

019 - 'When we were discussing possibilities with X (Investors in Industry) this (becoming a PLC) was 
considered. The areas of concern was that we lack middle management. Unless we address this issue I don't 
believe a PLC will come from this business. " 

6.12 Performance Measurement and Growth Opportunities 

All firms monitored their performance against historical achievements in 'Sales'and 'Prorits' 

and in the main adopted a very inward looking 'closed-system'approach to performance 

evaluation and consequently business planning (see Section 6.5). Only six (6) firms 

compared their performance against competitors and only one (1) firm undertook some form 

of basic benchmarking with firms in unrelated areas of activity. The larger firms had more 
formal and sophisticated performance measurement systems to facilitate decision-making 

(see quotations in Box 6.21). 

It is important to recognise that the reasons behind business formation (i. e. fundamentally 

family prosperity, independence, control, achievement, etc. ) strongly influenced the degree 

of satisfaction and acceptance of achievement in performance terms. It was identified the 

driving forces of the firms are very different to that of a PLC, i. e. the maximisation of the 

wealth of 'external' shareholders. The sample frame was more focused on maximising the 

'Family's wealth'linked very closely to family employment and independence as implied by 

Lewis and Rout (1998), Schollharnmer and Kuriloff (1979), Fletcher (2000), and Curran and 
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Blackburn (1993). 

The firms were identified as the fundamental source of the family's livelihood and income 

enabling the lifestyle which interviewees enjoyed to be sustained and enhanced. 
Consequently, interviewees were identified as actively restricting their firms from growing 
beyond a certain size, a size which would require delegating decision-making and control 

and introducing professional management both in their domestic and international activities, 

a finding which Effinger (1982) associates with a 'independent' entrepreneurial style. 

BOX 6.21 - Performance and Growth 

002 - "it (the business) has done well and we have made money out of it. I did not desire to be very big, I wanted 
to remain Independent. I measure performance simply by the fact 'do I have money in my pocket'. I am happy 
with performance. " 

004 - 'We use computer systems to measure transactions and productivity. Every morning I receive 
performance measures with regard to what we did yesterday.. stocks, gross profit, it is all I need. I roughly know 
what the overheads are. We monitor performance historically and against competitors. We tend to get letters 
saying, 'you are a very profitable company, can we buy youTetc. I think we do wel), I'm not getting bad signals. 
We strive to improve year on year. We are targeting to be a El OOM turnover company in two years time from 
jC7OM currently. I think when you come to a new country you have the urge to do something that you can prove 
something to yourself, not anyone else, for betterment, not necessarily economic betterment. This is why I left 
British Rail. " 

006 - We keep an eye on the good named companies and their turnover and see how we compare year on 
year. So we can plan. We also check against our historical performance. This sets the base for next years 
targets. Our sales over the last sixteen years have gone up and up. During the first three years, business 
doubled and trebled every year. In 1996 we were ElM in turnover, in 1997 we were E1.2M, and this year we 
have done EIAM. We have been growing at approximately twenty percent per annum. We are currently at a 
turnoveroM. 5M. " 

008 - "We focus on profitability which has always been growing. What I have always said is that we should look 
at other double glazing companies and look at their accounts if they are Limited. At present the only measure of 
how well we are doing is the Bank Managers statement, the Accountant statement, and our suppliers comments, 
REA, who say we are one of the best perfonning companies they have. Our turnover is El. 8M. " 

009 - 'One has to work on profit always but bearing in mind the circumstance. Its very difficult to set annual Profit 
targets. So long as your head is above the water that's it. We don't worry about other companies. Wejust do our 
business and look at year on yearperformance. " 

010 - "We don't believe a lot in tumover, we believe more in profitability. There is a saying that Yumover is 
vanity, but profitability is sanity' * We compare against historical performance but not against other firms. Our 
tumover is currently EIM, eighteen months ago it was E2.14M. We have been heavily hit by the value of 
sterling. " 

019- 'Every year we are a success, we meet our targets, which is always to meet last years target, we always 
exceed that We look at turnover and profits margins. Turnover is the biggest factor. Buying is also a important 
measure. We do look at the performance of large Multi-National Firms who have large turnovers but very poor 
margins, / am happy with this business because we make better margins. Our turnover is; C2.5M at present, and 
last year it was E2.1M. " 

The majority of interviewees (14) were identified as intending to grow their business (7 

moderately, and 7 substantially) over the next three (3) years; whilst five (5) firms would be 

pleased if they could maintain their existing business; and two (2) firms were taking action to 

consolidate and down-size their activities and operations. Again, firms in the Textiles sector 
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were unlikely to see significant growth (see quotations in Box 6.22). 

As stated earlier in Section 6.10, issues surrounding 'growth' are very much governed by 

the 'mind-set' of the interviewee which is influenced by the many factors suggested in 

Section 6.10 (see Maignan and Lukas, 1997). 

BOX 6.22 - Anticipated Growth 

001 - "We intend to sit tight, because the economic forecast is not too good. Because we don't have very high 
borrowings we are reasonably comfortable. If recession comes we are wel/ placed. We are not going to grow 
over the next three years, we will tide it out" 

005 - "A lot depends on our international activities. We don't plan, the key objective is to be better off next year 
than this year, we haven't been achieving this so far. The last two years have been stagnant, a lot more hassle 
for less work. I think we are facing a slight decline. " 

009 - 'We do not want to expand anymore than this. The more you expand the more trouble you get into. this 
size of business is fine. This years turnover is; C8M. At the most we will grow to EIOM but no larger than thaL' 

010 - 'The future is going to be tough, we will hy to get it back to ourprevious leveL At the moment business is 
going through a difficult time because of the strong pound We have had to cut back an awful lot on employees 
as turnover and profitability is down. We hope that in a few months time that when the pound devalues we will 
return to a better export position again. We cannot manufacture in the UK its too expensive, its a matter of 
survival. " 

011 - 'Diversification will take place, we seek to wind this business up, there is no good will here. With regard to 
customers, South Asia is also going through a recession which is partly the reason why we have decided to 
diversify, our customers are having a tough time with regard to payments. If you can foresee something and 
don't act then you are a tool, so this is why we have decided to get out. This is how we came out of the retail 
business, the wholesale business, and this is again how we are coming out of this business as well. The warning 
signs are there and you have to take heed. We will not pull out completely but we will reduce the business. " 

016 - 'Growth is expected to be quite considerable, thirty to forty percent growth year on year over the next four 
years. We lost a fair chunk at the start of the year by deciding to drop the mail order business (UM). We should 
have had a E5M turnover this year if we had kept it. We will recoup this next year and then grow exponentially 
with the new products we will be introducing. " 

6.13 The Driving Force Behind the Business 

There were mixed feelings as to what was actually the driving force behind 'making the 

business work'and 'successful'to date. From interviewee responses it was identified that, in 

order of frequency, being close to the customer, their own personal qualities, the family, the 

products, and the employees, were important aspects which had got the business to where 
it is today (see quotations in Box 6.23). Indeed, the study's findings suggest strong links to 

MacMillan's (1975) suggested five (5) reasons for the survival and growth of SMEs per se. 
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BOX 6.23 - What Makes the Business Work? 

002 - "Trust, keeping up with the times, keeping up-to-date with customers, suppliers, the market, etc. " 

004 - "Unity within the family, cleady understanding their (family members) duties and delivering. " 

005 - 'Really hard work, taking care of the employees with regard to their facilities and pay, and not asking 
employees to do something I wouldnt do... respecting them. " 

009 - 'When I started business an elderly White friend said to me, he was a shoe manufacturer 'Mr Singh if you 
want to succeed in business never forget you must sell quality at the fight price and you must be humble and 
loving to your customers. They will say so many things, but you must not forget you have to sell to them if you 
are to succeed in life'. Since that time I have never produced anything which was not of top quality. Men I used 
to buy from others I would only buy the top quality stuff and sell it as keen as possible. With love you can 
conquer all and succeed all. When you loose your temper, not only do you loose business, but you loose 
yourself also. ' 

016 - "The commitment to succeed, / am the major ddving force behind this business. ' 

017 - "Service, ideas, keeping customers happy, hard work, and reliability. " 

019 -'People, my employees, without them I have nothing, if I don't trust them to deliver then I donY have a 
business. " 

6.14 Succession - The Next Generation 

It was identified that the bulk of firms (15) were concerned about issues relating to 

succession planning with most firms (11) having a high degree of concern in this area. It 

was identified that the fundamental basis of the firm 'to provide for the Family'was 

becoming strained. Western values and the socialisation of interviewees' children were 

stated by interviewees to have led to the second generation wishing to accomplish different 

goals and pursue different ideologies to those of their parents (Sekaran, 1983; Rafiq, 1988; 

Engel, Kollat and Blackwell, 1973; Jamel and Chapman, 2000; D'Astos and Daghfous, 

1991; Cuellar et al, 1997; Reardon et al, 1997; Oswald, 1999; Maignan and Lukas, 1997). 

Interviewees alluded to the point that the culture and dynamics of their firm are expected to 

change towards a more Western Capitalistic ideology, should their children enter the 

business or continue with it. This finding supports the suggestion made by Kerr, Dunlop, 

Harbison, and, Myers (1976) that as societies develop their management styles will converge 

towards a style adopted in the Western countries. The interviewees' key concern was 

identified to be oriented around whether it would be for the betterment of the firm and family. 

They were concerned as to how integration and change would be managed (see quotations 

in Box 6.24). 

SecUon 9.0 explores cultural shift in more detail. Suffice it to state here that the study 
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identified that cultural changes in UK born Indians have led to succession issues within 

many UK Indian firms. 

BOX 6.24 - Succession Planning 

002 - "Succession is an issue, our way of doing things is now out dated. Change is so fast. My children would 
have to take over a completely new business. My children are trying but they are unable to put in as much effort 
as I did. I'm worried in some things but on the other hand there are other opportunities out there. We are looking 
into other area, for example a car dealership with a car manufacturer, we are seeking to diversify. ' 

004 - "The success of this business is based on the hard work of five brothers and now the next generation 
coming in andjoining the business. We have not forced any member of the family to join. If they want to become 
Doctors they can. The first thing I said to my son was that you are welcome tojoin the firm but don't say to me 
five years on, 7 would have been a brilliant Lawyer dad, but you made me a Grocer". " 

005 - "Succession was not a major issue in the past, but it is becoming to be one now. Only recently my son 
came into the business but my brother is more sceptical. It is always a fisk because the traditions on which the 
business has been established may not be shared by the next generation. We are training him in the business. 
We'll suck it and see. If they don't want to come in what can we do? " 

018 - "if something was to happen to my brother, I would not be able to run the business, I don't know how he 
feels, We have key people insurance policies, I will try for a year and if it doesn't work I would sell the business. I 
cant see my children taking over this business as it is. My son who hasjustjoined the business, didn't want to 
go to University, he wanted to work with me. As long as I'm with the business he is with me. If something goes 
wrong with me I don't know what will happen next" 

019 - 'Succession planning is a difficult part of running a business, anybody who walks into this company fir'st 
looks at the key personnel, if you take the key personnel away, the core goes and there is no business left. So 
we do have an issue. We play our cards veiy close to our chest this is part of Asian culture, this doesn't 
safeguard against long-term problems. We need to learn how to delegate, we are now addressing this issue. 

I don't want my children to come into this business straight away, I want them to learn in other industries and 
businesses, so when they come in they have to make the business better than I can do. To do that I cannot 
teach them, they have to learn this outside. I can only teach them what I know. They have to educate 
themselves and work for a few years in industry. " 

6.15 Summary 

As stated at the outset of this section, the writer believes it important for the reader to grasp 

an understanding of the basic dynamics of UK Indian Enterprise as presented through the 

sample frame in order to better appreciate the study's recommendations. The primary aim of 

probing Indian enterprise dynamics, as presented throughout this section, was to validate 

past study findings which focused on 'Asian Enterpfise'per se and 'SMEs'in order to ensure 

that this study's recommendations are based on up-to-date findings, and safeguard against 

any possible erroneous recommendations being presented by the writer. The section 

provides a sound base of intelligence on UK Indian Enterprise before proceeding on to the 

following sections which introduce 'International'and Wetwork'dimensions. 

Overall, the findings of past studies in the area of Asian Enterprise were validated as still 

relevant. In addition, the study revealed that the findings of researchers who have made 
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contributions to the 'SME'literature are broadly applicable to Asian Enterprise per se. 

Three (3) of the key dimensions requiring management and policy attention which have 

materialised in this section are: 

+ Business Planning per se (which incorporates the following two (2) dimensions) 

+ Breakout / Diversification and 

* Succession Planning 

Table 6.1 provides a summary of the findings presented in this section on 'Background of 
Firms - An Insight into UK Indian Enterprise. The findings are consistent with the findings of 

past research studies of 'Asian Enterprise'as opposed to 'Indian'firms per se since past 

studies have predominantly not differentiated between different Asian communities, i. e. 
Indian, Pakistani, and Bangladeshi. 
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Table 6.1 Summary of Findings - Background of Firms and Pertinent Issues 

Dimension Findings 

Family influence Extremely high 
Family employment Yes (21) 

Shareholding Family members (immediate/extended) 

Decision making Family (17); Management Team (4); ultimately the 
shareholders, i. e. the family 

Business drivers/Stimuli to entrepreneurial Excess market demand (16); Expertise (5) 
activity 

Source of start-up finance Family/savings (19); Supplementary bank loans (3); 
Asian friends (3) 

Financing pastifuture growth Retained profits; organic; supplementary loans 
Perception of financial institutions Poor; Require to be more focused and empathetic 

Influences impacting investment decisions Industry attractiveness; growth; profitability; 
competitiveness 

Investment areas targeted Produefivity gains (primarily in production) 

Position of firm in supply chain Intermediaries 
Nature of product Standard vis-A-vis competitors (17) 
Customer profile Asian; Mainstream 
Consumer profile Mainstream (20) 

Business planning Reactive (16); Proactive (5) 
Nature of competition High - domestic and international in nature (15) 

Market research Informal; Passive (18) 
Generic strategy pursued Cost Leadership 

Business strategy pursued Market Penetration; Market Development; 
Diversification 

Physical business location Amongst Asian firms (18) 
Future importance of current location Low (17) 
Languages - internal communications Punjabi; Hindi; Gujarati; English 
Languages - external communications 

2 Hindi; Punjabi; German and French 9; English 
Recruitment/staffing strategy Asian Community Network 

Most pessimistic industrial sector Textiles 
Performance indicators adopted Profits; Sales (based on historical performance) 

Future growth objectives Maintain (5); Moderate growth (7); Substantial growth 
(7) 

Driving forces behind the business Product; Personal qualities; Being close to the 
customer; Family 

Importance of succession planning High (15) - identified as a major issue of concern 
I 

29 For intemationally active firms. 
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7.0 The Process of Internationalization 

7.1 Introduction 

This section reports on the overall process of internationalization undertaken by the sample 
frame. It presents the study's findings relating to: why international opportunities were 
pursued; the basis on which firms screen international markets; the degree to which 
psychic/cultural distance influences target market selection; the key forces which influenced 
the internationalization 'golno go'decision; specific factors experienced by firms which 
influence international growth and expansion; and the importance of Asian Networks in the 
internationalization decision-making process. 

The findings contained in this section provided the writer with an important analytical 
contribution to the intelligence base regarding the 'process'of internationalization, which 
had/was taking place amongst the sample frame. This intelligence was drawn upon in order 
to present constructive recommendations to the firms and the various stakeholders. 

7.2 Reasons for Internationalization - Objectives 

The majority of firms (8) became internationally active over the period 1990 and 1994 with a 
smaller peak of internationalization (5) emerging between 1975 and 1979. 

The bulk of firms (11) sought international opportunities to satisfy growth and expansion 
objectives whereas other firms (8) sought to improve profit margins. This findings support 
Schmidt (1996), the OECD (1997), and Eyre and Smallman (1998) suggestion that 
internationalization is becoming recognised as a growth option by SMEs. Indeed Ansoff 

(1957), Luostarinen (1980) and Reid (1983) conclude that internationalization must be 

regarded as a complementary strategy for growth and survival. 

However, it was identified that structural changes in the firms' respective industries and 
broader macro environmental factors were significant stimuli to internationalization. Indeed, 
this finding supports Bilkey and Tesar (1977), Rabino (1980), Kaynak and Kothari (1984), 

Bauerschmidt et al (1985), Rao (1990), Green and Larsen (1987), Miesenbock (1988), Joynt 

(1982), Hartland-Thunberg and Crawford (1982), Reid (1982), Cavusgil (1984), Olson and 
Wiedersheim-Paul (1978), Snavely et al (1964), Pavord and Bogart (1975), Bilkey (1978), 

Wiedersheim-Paul et al (1978), Bannock (1987), Barker and Kaynak (1992), Tesar (1975), 

Reid and Mayer (1980), Kaynak et al (1987), Simpson and Kujawa (1974), Reid (1980), 
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Weaver and Pak (1990), and Albaum et al (1989) who suggest that many SMEs pursue 
international opportunities in order to improve their competitive position and survival 

prospects in response to changes in industry structure and environmental forces. 

Without exception, all firms which had decided to enter international markets (19) had an 

optimistic perspective. Internationalization was: a necessity for some firms for survival 

reasons; an ego trip for others; an opportunity for new business development for some; and 

a natural planned progression for proactive firms to satisfy defined growth and development 

objectives. Interviewees were unanimous in stating that 'product, i. e. the 'right'product, is 

critical for international success (see quotations in Box 7.1). 

BOX 7.1 - Reasons for Becoming International 

002 - (Year 1988) 'We internationalized when the Beffin wall came down. This is when the real big boom came. 
This is when we totally concentrated on the European market The objective was to trade. Because of East 
Germany, whatever we were making was going like a Hot Cake. It was an opportunity to develop the business. 
We thought that Russia would open up more and we felt that there would be more demand for ourproducts and 
we would have a good channel to enter the market. But it didn't happen. Now we realise that that was all a 
dream. " 

010 - (Year: 1978) 'My objective was to spread our goods all over the wodd. Ego. Initially I was very thrilled and 
excited. I can remember that once we went on holiday to Greece and we went into a sports shop and our wrist 
bands were hanging there. It was a fantastic feeling. " 

016 - (Year: 1992) 'Our objective was to balance company sales and not be so affected by UK recessionary 
influences. I was optimistic, if others can do it, I cant see why we couldn't. But it was a learning curve that took us 
a while, we had no one to hold our hand, we leamt the hard way, we made a lot of mistakes, but some of these 
mistakes are helping us now, mistakes such as, doing exhibitions we shouldn't have done, and taking on people 
we shouldn't have taken on. " 

0 19 - (Year: 1992) 'The objective was to keep the existing business and grow. The industry was going this way 
(international), we had little choice. At around the time when the Japanese were introducing Pan European 
activities, because Nissan was 60% of our business, the threat was there that we may loose this business, the 
important decision at this time was that we took at other customers so that we could reduce the risk to the 
business. It was at this time we spread our wings and actively went looking for other European customers. We 
have achieved this and we now don't have all our eggs in one basket" 

Ten (10) firms were anticipating that international activities would make a considerable 

contribution to the firm's future growth. This supports the suggestion of many researchers 
(Hunt et al, 1967; Bilkey 1978; Cavusgil and Nevin 1981; Ogram, 1982; Czinkota and 
Johnston, 1983; Piercy, 1983; Cavusgil, 1984; Dichtl et al, 1984; Axinn, 1988; Withey, 1980, 

Brasch, 1981; Tesar and Tarleton, 1982; Edmunds and Khuory, 1986; Weaver and Pak, 

1990; Perkeft, 1963; Simmonds and Smith, 1968; Bilkey and Tesar, 1977; Lee and Brasch, 

1978; Cavusgil et al, 1979; Gronhaug and Lorentzen, 1983; Sullivan and Bauerschmidt, 

1989) that active exporters perceive internationalization as important to the firm's growth 

and profitability. 
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A combination of 'push'and 'puil'factors were identified as influencing internationalization 

decisions - factors such as the exchange rate fluctuations and European Union changes. 
Amongst those interviewees who were less optimistic about international activities, there 

was a feeling that they were becoming increasingly restricted to the domestic market where 

competition was intensifying. These firms were unable to identify a way forward for their 
business because factor costs were making them less competitive vis-A-vis their 

international competitors (see quotations in Box 7.2). This finding highlights the need for 

support agencies to facilitate changes in management attitudes and provide assistance 

orientated around generating management paradigm shifts to seek new opportunities and 

enhance competitiveness. This suggestion supports the conclusions of Birch (1979), 

Bannock (1981), Curran and Stanworth (1986), Storey and Johnson (1987), Bannock and 
Peacock (1989), Carter et al (2000), and Stanworth and Gray (1991) who recommend active 

policy maker support to assist SME growth and development. 

BOX 7.2 - International Activities 

002 - 'As the pound has got stronger we have been forced to focus on the domestic market. It depends very 
much on currency issues and peoples views of the UK, they now see us as being very expensive, they may 
never comeback, the market may go. " 

007 - "Changes in international trade will impact my business quite a lot. Directly it is cheaper for me to import 
from the Far EasL Indirectly, because the people I am selling goods to are selling to European countries they 
are not getting orders because of the strength of the pound. They are suffering so I will suffer. " 

010 - "The contribution that International activities make to this business all depends on the exchange rate. We 
are now supplying to the UK market only. Intemationally it is very competitive. Because of the value of Steding, 
we have lost international customers to competitors from cheaper labour cost countries, for example, Portugal, 
Spain, Italy. It will be very difficult to get them back unless the pound devalues. " 

015 - "International activities will become a majorpart with regard to making decisions but information and 
market research is needed. Currently international activities account for ten to fifteen percent, the target is to 
grow this. We need to be more aggressive both on the supply and sourcing sides of the business. " 

7.3 International Market Screening Criteria 

Most firms (17) stated that their key international market screening criteria was governed by 

the other party's ability to pay/deliver and the development of a long-term mutually 

orientated relationship. Generally, these factors were fundamental considerations for all 
interviewees when considering international business per se. Indeed, this finding supports 
Bannock's (1987) findings which highlight finance and payment delays as major problems 
facing UK exporters. 

Interviewees considered the holistic situation and relationship's atmosphere in order to 
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undertake a mental 'cost-benefit'analysis on which the internationalization decision would 
be based. It is interesting to note that only one (1) firm drew attention to the need for written 

contracts and agreements to safeguard relationships. The majority of interviewees focused 

on the intangible 'management, 'people'and 'relationships' side of doing international 

business. These findings support the findings of other researchers concerning the factors 

affecting the internationalization 'golno go'decision (Bilkey, 1978; Cavusgil and Nevin, 1981; 

Tookey, 1964; Cooper and Klienschmidt, 1985, Alexandrides, 1971; Cavusgil, 1976; 

McGuinness and Stevenson, 1982; Brasch, 1981, Johnston and Czinkota 1982; Reid, 1983; 

Cavusgil and Naor, 1987; Yaprak, 1985; Rabino, 1980; Ogram, 1982; Johanson and 
Mattson, 1984; Lee and Brasch, 1978; Tesar, 1975). Indeed, trust and belief in the other 

party were factors which proved to be of critical importance to relationships and their 

longevity (see quotations in Box 7.3). 

BOX 7.3 - Key Internationalization Screening Criteria 

002 - 'in trade, making any decision, it doesn't have to be international, it is your cool understanding, you have to 
have the confidence that the otherparty will deliver. You have to look beýond the person and see the potential of 
the market that they are in, can they sell the product? Only when this is true is it good for you, otherwise you are 
in difficulties. You need to look at the full situation. " 

004 - 'The atmosphere has got to be congenial and acceptable to both. This refiects whether or not you can 
make a deal. But our business is not one deal we seek a partnership for the long-term. " 

009 - "We will supply any countty so long as our customers will pay us. We have to make sure they are going to 
be good customers, we take references about their standing and the people running the business. " 

011 -At the end of the day all products are viftually the same, it is the quality of service that people comeback 
for. Customer loyalty is built up for a number of reasons over a number of years - familiarity. - environment, faces, 
they know you are accessible, your services, your responsiveness to hick-ups, if an apologies necessary they 
know they will get it. It is a trusting relationship and a partnership. Mutual otientation is essential. " 

018- We seek to gain confidence in the customer and their trustworthiness. You can never tell really. We would 
need to be comfortable with them, we would need to know about their background, we wouldn't deal with 
cowboys or dodgy customers, we would deliver small quantities until we felt comfortable with the relationship. 
Then we would supply on a more regular basis in larger quantities. I will not sell to any Tom, Dick or Harry. It is 
based on referrals and knowing who / am going to be dealing with. They have to manage things at their end. This 
is important because it is very difficult righting a legal battle with companies overseas for money owed. " 

7.3.1 The Importance of 'Psychic/Cultural Distance' in Market Screening 

As highlighted in Section 6.4, most firms (12) dealt with mainstream 'customers' and, with 

the exception of only one (1) firm, the balance (20) supplied products targeted at 

mainstream 'consumers', i. e. products' appeal was universal. 

From an 'export/supp/y'perspective, the study revealed that of the firms which were 
internationally active (16) the bulk targeted Europe which accounted for the greatest 
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proportion of their international sales revenue. This was regardless of the firm's industry 

sector. Indeed, of the firms which were not internationally active (5), all stated they would 
seek to supply European countries. Interviewees believed Europe represented the best 
international market for the firm's products and services (see Table 7.1). This finding is 

contrary to what scholars in agreement with the importance of 'psychic distance'to the 
internationalization of the firm would expect to have observed (Johanson and Vahlne, 1977; 
Johanson and Wiedersheim-Paul, 1975; Hornell, Vahlne and Wiederheim-Paul, 1973; 
Nordstrom and Vahlne, 1992; Johanson and Whine, 1992; Luostarinen, 1979; Puxty, 1979; 
Kogut and Singh, 1988). Indeed, based on the ethnicity of the interviewees, one would have 
expected to observe firms predominantly targeting nations where the national culture was 
similar to a 'Indianculture per se as defined by Hofstede (1980) and Tayeb (1984 and 
1988). 

From an Ymportlsourcing' perspective, differences in international 'supply' markets did 

emerge primarily, because of industry sector differences: firms operating in the Textiles 

sector (13) predominantly sourced materials from South East Asia. For these firms, sourcing 

emerged to be based on product, quality, and price factors. The firm operating in the Food 

Processing sector was driven to source product globally where sourcing was driven by 

availability of product. The internationally active IT related firm endeavored to source within 
the European Community (EC) primarily due to competencies in production and 

manufacturing technology being located in this region. Finally, the Engineering, Automotive 

and Other Manufacturing firms (5) predominantly sourced within the UK and EC. 

These findings highlight that, although the firms can be classified as 'UK Indian'firms, they 

do not primarily adopt Market Screening criteria orientated around selecting international 

markets (export and/or import) which are considered to be psychically similar to 'theie ethnic 

origins, i. e. India. Rather, it emerged that a considerably larger proportion of the 

international markets, especially markets which the firms supply via exports, are 'psychically' 

closer to the UK than India - and arguably with European Union (EU) integration are 

generally much closer psychically to the 'UK'than 'India'at a national culture level. 

However, as stated in Section 6.4, it was identified that a number of firms (predominantly 

within the Textiles sector) did have international 'customers' per se who shared similar (if not 

identical) cultural norms to the interviewee. This suggests that from a psychic distance 

perspective interviewees chose to engage in international business transactions with 

specific 'sub-cultureswithin selected international markets (Section 9.0 discusses Social 

and Ethnic Ties and their influence on international business development and growth in 

more detail). 
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International Markets'O 

'Export' Markets 'Import' Markets 

Textiles (13 Firms): Textiles (13 Finns): 
* UK * China (4) 
* Eire * Hong Kong (2) 
* EC (7) * Taiwan (5) 
* Holland (6) * Korea (5) 
* Germany (7) * Singapore 
* Austria * Indonesia (3) 
* Belgium (6) + India (5) 
* Finland (2) 4 Pakistan (2) 
* Spain * Philippians 
* Italy * Brazil 
* Denmark * Mexico 
* France (6) + Africa 
* Scandinavia (3) * Thailand (2) 
* Russia * Portugal 
* Canada + Bangladesh 
* Sweden (3) * France 
* Saudi Arabia * Denmark 
* Global * Rumania 
* US * Italy 
* Egypt * Sweden 

* Japan 
* Estonia + Tanzania 
* Malta * Zimbabwe 
* Dusseldorf * Zambia 
* Hamburg 

Food Processing (I Firm): Food Processing (I Firm): 
UK and EC * Global 

* India 
* Australia 
* Turkey 
+ US 
* Canada 

IT Related (2 FirmS31): 
IT Related (2 Firms): 

* UK * UK 
* Global * EC 
* EC 
* South America 
* Israel 
* India 
* Middle East 
* South Africa 
* Germany 
* France 
* Norway 
* Belgium 
* Holland 

30 Figure in brackets indicates the number of interviewees which stated the country by name. 31 Only one (1) firm operated internationally, markets shown relate to this firm. 
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Engineering, Automotive 
and other Manuf. (5 Firms): 
* EC (2) 
* Global 
* Germany 
* Jersey 
* Ireland 
* Isle of Man 
* France (2) 
* Sweden 
* Austria 
* Norway 
* Finland 
* Argentina 
* Australia 
* South Africa 

Engineering, Automotive 
and other Manuf. (5 Firms): 

UK 
EC 

Whilst the internationalization literature suggests that firms are likely to enter markets with 
'/ow'psychic distance, especially during their initial international market development 

activities (Barkema et al, 1996; Morosini et al, 1998), on the surface this was not apparent 
for any of the firms from an export perspective when considering the sample frame as 
'Indians'. However, when probing the dimension of 'international partners'in more detail, it 

became apparent that for some firms 'cultural similarities'were important. 

Indeed, the study's findings support Sandstrom's (1992) suggestion that at a transaction 

and operational level 'sub-cultures'within a host nation with which firms engage is important, 

and the 'cultural distance' between the trading parties is a significant influence on the 
development of a successful relationship, i. e. empathy is critical to nurturing an effective 
'exchange atmosphere'. 

This finding supports the findings of Bell and Young (1998), Petersen and Pedersen (1997), 

Benito and Gripstud (1992), O'Grady and Lane (1996), Sandstrom (1992), and Andersen 

and Strandsov (1996) who report that firms in general do not enter foreign markets in 

accordance with successively increasing psychic distance as predicted by the Uppsala 

Model. The study's findings also support Langhoff s (1997) suggestion that psychic distance 

is not appropriate in explaining the internationalization behaviour of firms because it leads to 

confusion rather than solving the problems related to the understanding of a firm's 

behaviour in cross-cultural contexts. Indeed, it emerges that the concept itself should relate 

more to individual cognitive thinking (i. e. the decision-maker) than to the behaviour of the 

entire firm as suggested by researchers' supporting of the psychic distance proposition. 

Indeed, Langoff s suggestion that it is more important to focus on the 'inter-cultural 

competency'of the firm in order to gain a better understanding of the firm's ability to 

succeed in multiple international markets is supported by the study's findings. 
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7.4 Key Forces Driving internationalization 

Of the firms which were actively operating internationally (16), the majority (14) did not pro- 

actively seek to become international, suggesting that a global vision and mindset was 
lacking (Maignan and Lukas, 1997). Most firms stated that unsolicited orders/enquiries had 

lead to the firms entry into international activity (see quotations in Box 7.4). This finding 

supports the findings of many researchers (Snavely et al, 1964; Pavord and Bogart, 1975; 

Bilkey and Tesar, 1977, Bilkey, 1978; Wiedersheim-Paul et a], 1978; Kaynak and Kothari, 

1984; Bannock, 1987; Barker and Kaynak, 1992) who suggest that unsolicited orders are a 

critical success factor (CSF) in export initiation. As stated in Section 6.5, for the majority of 
interviewees, planning both domestically and internationally is very much a reactive process 

with external influences driving firms to make short-term decisions. This findings contradicts 
Cavusgil's (1980) assertion that the process of initial internationalization for firms of all sizes 
is a more rational outcome of strategic market development. Indeed, as presented earlier, 
formalised planning processes were lacking in the bulk of firms and especially amongst the 

firms operating in textiles sectors. Market forces materialised as dictating the reactive 

strategic intentions in many of the firms which could be considered to be, as Melin (1992) 

suggests, the consequence of 'strategic opportunism', a finding supported by Mitchell and 
Bradley (1986). 

Indeed, many interviewees were unaware as to how their unsolicited enquiries were 

generated. It would appear that international demand factors governed the market screening 

criteria of international customers and influenced whether or not they were prepared to 

source from UK manufacturers/suppliers. 
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BOX 7.4 - Key Force Driving Internationalization (1) 

POO I- 'We were international immediately, there was demand, we received unsolicited orders, the customers 
found us. We didn I actively promote ourselves internationally. The enquiries came on their own from overseas. I 
don't know how they heard of us, possibly they saw ourjob advertisements in 'One to One'(industry magazine) 
or the machinery producers told them! " 

009 - 'Before we entered Europe directly our goods were already there indirectly. I used to sell to wholesalers in 
London. People from Europe went to them and they bought my goods. They liked the quality and style of the 
goods and sourced us directly. " 

010 - 7ýe very first customer came to us via the machine manufacture, who gave them our name. He was a 
German chap living in London. Their business was buying textiles sportswear items from England and supplying 
all over the world. His previous supplier had let him down and he had a pile of orders, we couldn't supply the 
whole volume. Our very first order was for Bali, then West Indies, Australia, East Africa (Nairobi), Germany, 
Austria, Scandinavia. From day one, our first order made us international. " 

018 - 'Its not a case of what we want, it is more about whereveryou get a good price or offer, whetherits France, 
Germany, Sweden, or in the UK, you take it. If the customer wants to buy and there is money in it we will sell. We 
have been very lucky, we never went out selling. We have been fortunate that people have been coming through 
our doors asking to see our range. It was important for the customer to have our garments to attract their 
customers. We went international via the wholesalers customers sourcing us directly, we have never exhibited 
ourproducts at exhibitions. " 

The remaining firms (in order of magnitude) cited: domestic competition, industry force and 

network contacts (1) as key factors influencing their internationalization. This last firm's 

experience supports Johanson and Vahlne's (1992) finding that interplay between actors in 

a foreign market and a local firm has resulted in many new firms entering foreign markets 
almost blindly, citing 'socia/'exchange processes as being key factors to the 
internationalization process. Whilst the other firms' driving forces for internationalization 

support the findings of Bilkey and Tesar (1977), Rabino (1980), Kaynak and Kothari (1984), 

Bauerschmidt et al (1985), Rao (1990), Green and Larsen (1987), Miesenbock (1988), Joynt 

(1982), Hartland-Thunberg and Crawford (1982), Reid (1982), Cavusgil (1984), Olson and 
Wiedersheim-Paul (1978), Snavely et al (1964), Pavord and Bogart (1975), Bilkey (1978), 
Wiedersheim-Paul et al (1978), Bannock (1987), Barker and Kaynak (1992), Tesar (1975), 
Reid and Mayer (1980), Kaynak et al (1987), Simpson and Kujawa (1974), Reid (1980), 
Weaver and Pak (1990), and Albaum et al (1989) who report that international opportunities 
for many firms are pursued in order to improve the competitive position and survival 
prospects of the firm in response to changes in industry structure and environmental forces 
(see quotations in Box 7.5). 
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BOX 7.5 - Key Force Driving Internationalization (2) 

P002 - 'Initially we bought locally but as the UK industrial supply base declined we had to buy from overseas. We 
had to respond to the changing market. " 

002 - 'Time has pushed me to be (intemational), to took into intemational trade, to export. Because local trade 
was dying out, it was getting very crowded here. We were forced because of competition and pricing. " 

005 - 'Our declining sales and survival has forced us to seek intemational opportunities. The UK's manufacturing 
industry is decreasing every year. It is a diminishing market. To keep up and expand the business we have to 
look internationally and the nearest is Western Europe. We are not currently intemational but we are actively 
seeking to become intemational. " 

()I I- "it (intemationalization) evolved because the home market was saturated, there was fierce competition 
here. We were going through partial recession at the time, or depression, things were getting tough here and we 
thought lets look to an outside market and itjust happened. It wasn't that we were successful domestically and 
we thought lets try and expand, I think that we were pushed into it to some extent. " 

o19 - 'We do undertake certain initiations, i. e. we send samples out, but this is done in response to unsolicited 
enquiries from other businesses. Initially we were dealing in the UK only. The Japanese manufacturers like 
Nissan began globalizing and pan European programmes started emerging. This took us intemational. It was the 
centrafisation of their core purchasing activities, that is how we moved, because we were supplying the UK we 
then had to deliver to international locations. We could have sat back, but the GeiTnans, and other suppliers 
would have taken up the business. It was the changing structure of the industry we were serving which lead us to 
become international. " 

It materialised that the decision-making processes underpinning international growth and 
development activities were dependent more on emergent developments and chance than 

on formal rational strategic thinking (Newbould et al, 1978; Olson and Bokor, 1995; Berry, 

1998). Indeed, the study's findings support Wiedersheim-Paul et al (1978) and Olson and 
Wiedersheim-Paul's (1978) conceptual framework of the factors which influence a firm's 

pre-export decision-making behaviour, i. e. external or internal 'attention evoking'stimuli 
which act as 'triggering cues'in decision-making. It also supports their suggestion that the 
firm's actions are dependent not only on the characteristics of the firm and the environment 
in which it operates but also on the characteristics (and cultural background) of the 
individual decision-maker. 

7.5 Pro-active Internationalization 

Only four (4) firms were pro-active in planning their internationalization and did so (or were 
doing so) to seize international opportunities in order to grow and develop the firm. They had 

identified growth opportunities through sourcing from (i. e. importing) or selling directly to (i. e. 

exporting) international suppliers and/or customers. By reducing the number of 
intermediaries in their supply chain, the firms were able to make better informed decisions 

with regard to international growth and development opportunities (see quotations in Box 

7.6. ). This finding supports the findings of Yaprak (1985), Daniels and Goyburo (1976), 
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Bilkey (1987), Axinn (1988), -Angelmar and Pras (1984), Dichtl et al (1984), Gamier (1982), 

Tookey (1964), Tesar and Tarleton (1982), Cunningham and Spigel (1971), and 

Topritzhofer and Moser (1979) who suggest that decision-maker attributes are important in 

international success, attributes such as - international contacts, overseas travel, knowledge 

of international markets, etc. Indeed, this finding supports the suggestion of many 

researchers (Hunt et al, 1967; Bilkey 1978; Cavusgil and Nevin 1981; Ogram, 1982; 

Czinkota and Johnston, 1983; Piercy, 1983; Cavusgil, 1984; Dichtl et al, 1984; Axinn, 1988; 

Withey, 1980, Brasch, 1981; Tesar and Tarleton, 1982; Edmunds and Khuory, 1986; 

Weaver and Pak, 1990; Perkeft, 1963; Simmonds and Smith, 1968; Bilkey and Tesar, 1977; 

Lee and Brasch, 1978; Cavusgil et al, 1979; Gronhaug and Lorentzen, 1983; Sullivan and 
Bauerschmidt, 1989; Carteret al, 2000) that active exporters perceive internationalization as 
important to the firm's growth and profitability. Indeed, Carter et al (2000) identified that 

SMEs per se have concerns about access to overseas markets and developing the 

international dimension of the firm. 

BOX 7.6 - Pro-active Internationalization 

004 - 'An opportunity presented itself. We were seeking suppliers. We approached well known brand 
manufacturers directly to cut out the middleman. Then other suppliers came to us via their sales force and 
agents. We also approached the embassies for supplier details. Initially we couldnY buy directly from the supplier 
because we were not large enough to buy a whole container but as we got larger we were and they were 
pleased to serve us. " 

007 - We internationalized to cut out the middle man and improve our margins. We wanted to grow and develop 
the business and improve our competitiveness. When I started, YKK was the main supplier of zips and they had 
a sole UK distributor. I started importing the same article from their company in Italy and elsewhere. The UK 
office found out and stopped me, but their patent ran out and Taiwan wanted to produce that kind of zip so I 
sourced it from them. There is always a way around it, if someone has got the urge to do it then they will, but you 
need luck and Gods grace. " 

016 - 'What we didn't want was all our eggs in one basket, because we had gone through two recessions and we 
didn I want to keep going through the same thing where recession would keep setting us back. So we decided to 
pro-actively go out there and seek business abroad. We started by doing some exhibitions and had some 
response and the leads were followed up. Initially we also took on distributors, but we made some bad choices 
here because they did nothing. It was hard going initially. Its only been in the last fouryears orso that we have 
started to get a bit more professional and have the right set-up, the show room helps in communicating what we... 
do and what we expect our distributors to sell. We now lay down the law with distributors with regard to targets 
because over the last six years we have now established ourproducts, whereas before we were chasing people 
to be our distributors. Its taken seven years to develop a sound reputation for distributors to want to be our 
distributors. This is the best way, but it takes a long time to get it to this stage. " 

It was identified that only one (1) firm could be categorised as a 'global start-up', i. e. the firm 

had entered a global supply (i. e. export) market from day one of activity. 
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7.6 Key Problems Affecting International Growth & Expansion 

The key problem which many firms (10) stated they faced focused on the strength of 
'Sterling'vis-A-vis other currencies. Interviewees stated that the UK Government must 

address this issue if UK manufacturing is to be able to compete with international 

competitors who have lower factor costs (see quotations in Box 7.7. ). The high value of 

Sterling was also identified as restricting the markets which interviewees could realistically 

supply, especially since 'price' is always a consideration in the customers buying behaviour 

characteristics. It was identified that the firms which focused on the value of Sterling to be 

competitive internationally (i. e. adopted a 'Cost Leadership' based generic strategy as 

suggested by Porter (1980)) - clearly recognising that they would constantly face 

competitive pressures from suppliers of similar goods who reside in less developed 

economies where factor costs of production are lower - could be regarded as pursuing 

reactive and short-term strategies (see Section 6.4 and Section 8.9) to defend themselves 

against their international competitors, strategies governed by an external dimension which 

they have little if any direct control over, i. e. exchange rates. There appears to be a need for 

many of the firms to reposition their prod ucts/business based on 'differential advantages' 

vis-A-vis competitors and develop 'switching costsfor their customers - real or perceived. 

The study's findings supports the findings of many SME researchers who highlight that 

many of the barriers to growth and development are internal, suggesting that factors 

generally stem from management inadequacies (Scase and Goffee, 1980; Boswell, 1973; 

Bosworth and Jacobs, 1989; Mendharn and Bannock, 1982; Wheelen and Hunger, 1995; 

Barber et a[, 1989; Storey, 1994; McGee, 1989; Bell, 1994; Berryman, 1982). Indeed, the 

study supports the findings of many researchers (Dichtl et al, 1990; Crick and Chaudhry, 

1995; Mitchell and Bradley, 1986; Tookey, 1964; Cavusgil and Naor, 1987; Bilkey and 
Tesar, 1977; Kirpalani and Macintosh, 1980; Piercy, 1981; Kaynak, 1985; Ito and Pucik, 

1993; Reid, 1982; Ali and Swiercz, 1991; Liouville, 1992; Keng and Jiuan, 1989; Ortiz- 

Buonafina, 1990; Garnier, 1974; Cavusgil, 1976; Withey, 1980) who suggest that underlying 
deficiencies in internal resources and abilities limit the extent of SME international 

orientation. 
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BOX 7.7 - Key Problem 

P002 - 'The UK is very expensive with regard to production inputs therefore this rules out many markets for our 
products. If UK factor costs were lower we would consider other markets. " 

002 - 'My headache, as is everyone else's, is that the Pound (JC) is too strong. The product that we make here 
when we sell it into Europe is too expensive. This is beyond our control. " 

010 - "Exchange rate is THE problem, this is why we are suffering at the momenL We. are forced to focus on the 
UK market, this is why we are thinking about international production in Rumania. " 

011 - "I would really like to cease trading all together because it is getting very, very aggressive, and very 
competitive. The competition is getting hungrier and hungrier, more ruthless, and unethical. / think in about 12-18 
months I will probably wind the business down and diversify. I am currently looking at two possibilities in totally 
different sectors to textiles. The foreign exchange rate makes it more advantageous for us to import here. " 

Additional internationalization problems concerned: recruitment of 'quality'human resource; 

sourcing quality suppliers; lack of capacity; and finance. On reflection, the bulk of 
interviewees (14) stated that they would not change any of the decisions which they had 

made in the past which have affected their firm's performance. It was identified that the 

majority of interviewees accepted the firm's disposition whether it be positive or negative 

and saw it as part of the risk of being in business, and a key characteristic of being an 
'entrepreneuil and businessman (see quotations in Box 7.8). 

BOX 7.8 - Internationalization Decisions in Hindsight 

006 -"1 think I made a good decision, the best decision I evermade because I'm making a good living. No 
regrets. - 

009 - 'I don Y regret anything. It has always gone smoothly, climbing up and up. Every day problems are always 
there, but this is part of business. " 

011 - "Internationalization, today is essential, you cannot survive without it, especially when we are moving with 
this country into the EEC, with a single currency, you cannot swim against the current, you wont survive, the 
current is too strong. I have no regrets. I feel that we could have more support from various agencies, whom... I 
don't know. " 

014 - "Ive never really thought about it. lama businessman. I take risks. " 

7.7 The Importance of Asian Networks to Internationalization 

With regard to the firm's internationalization process, the majority of interviewees (10) stated 
that 'the Network'was very important prior to internationalization in order to acquire 
information - i. e. minimise risk and provide reassurance - which provided input for the 

decision-making process, although seven (7) interviewees stated that 'the Network'was of 

no assistance. 
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However, over the process of internationalization, it emerged that the importance 'statusof 

'the Network'fell from 'important'to 'relatively important'(7) with more interviewees (7) 

stating that its importance became more 'situation dependent'. It emerged that once firms 

were operational and established international players (for the bulk of interviewees) the role 

of 'the Network'became marginal and very much situation specific. This would suggest 

networks do serve an initial role to reduce risk, minimise losses, and maximise success 

possibilities, i. e. they are important from the perspective of making an informed business 
decision. This finding supports the findings of Anderson (1999), Simmonds and Smith 
(1968), Laage-Hefiman (1989), Jones (1999), Malecki and Veldhoen (1993), Hakansson 
(1989), Perry (1996), Birley (1985), Aldrich and Zimmer (1986), Tjosvold and Weicker 
(1993), and Lindqvist (1988). 

Overall, the study's findings with regard to 'networks'per se support past studies which 

suggest that for SMEs networking and the leverage of networks to the firm's advantage is 

an important characteristic trait of SME owner/managers (Mintzberg, 1973; Agiular, 1967; 

Peterson and Rondstadt, 1986; Granovetter, 1973/1982; Mitchell, 1973; Rogers and 
Kinkaid, 1981; Knone and Kuklinski, 1982; Johannisson and Peterson, 1984; Von Hippel, 

1985; Aldrich et al, 1989; Szarka, 1990; Von Hippel, 1985; Hauschildt, 1992; Coviello and 
Munro, 1997). Indeed, the study supports the findings of Scott (1985) and Melin (1987) who 

suggest that there is considerable overlap between the decision-maker's personal network 

and those of the firm. 

The findings of Piorre and Sabel (1984) and Dick and Morgan (1987) who report that 

networks and family ties are utilised by SMEs and contribute to their success are also 

supported by the study's findings. Indeed, Blankenburg's (1992) and Johanson and Vahlne's 

(1990 and 1992) suggestions that networks can provide a realistic avenue to international 

growth are also supported. These findings suggest that the concerns which Curran et al 
(1991) present over the meaning of the term 'network, the extent of its coverage and its 

relevance to SMEs requires closer investigation. Indeed, the study supports Ram's (1994) 

suggestion that the popularity of the 'networks' notion is significant in the debate on ethnic 

minority enterprise. 

However, it should be noted that the network was not perceived by interviewees as a 'be all 

and end all' to internationalization and long-term success in international (or domestic) 

markets. Rather, interviewees perceived the network as a resource which can be accessed 
to assist decision-making processes if need be (Andersen and Kheam, 1998). It was 
identified that interviewees also considered the network to be a 'double-edged'sword; not 
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necessarily very reliable and accurate in dissemination of information, and possessing many 

hidden personal agendas not necessarily aimed at safeguarding one's own personal 

interests. This supports Smith's (1894/1986) suggestion that mutual suspicion and absence 

of sincerity are characteristics of network relationships and that trust is neither absolute nor 

unconditionally given. Consequently, trustworthiness can be considered as essentially 

tentative and transient with personal trust requiring continual renewal. Indeed, Ram (11994) 

concludes that Asian networks are a basis for competitive advantage and competitive 

disadvantage (see quotations in Box 7.9). 

E30X 7.9 - The Importance of Networks to Internationalization 

002 - "When we first came to the UK networks worked because (for example) a man may come from my village 
(in India) to a man in Wolverhampton (from the same village in India) who would help get him a job. But from then 
on it was up to that individual to develop himself, as it was for me. The network did play a role in the mans life but 
his life now begins from there, and it has nothing to do with the network. However, we (Indians) are capable of 
using the network to help partly, although initially it is very impoitanL The real crunch is as the business grows it 
becomes less importanU 

003 - "They can be usefuL It all depends on the situation and your needs. They are not everything though. " 

004 - 'Dilution is natural (in the use of networks) as the firm grows. As your expetience increases your know-how 
improves. Then your decision-making machinery changes. Networks are not as critical as they were when we 
were small. They are still critical but not to the same extent. It remains a help. " 

005 - 'With regard to networking I believe you can drop in and ouL I prefer it this way. " 

007 - 'When the business gets to a certain stage and is established with a reputation then you have to be very 
careful (in using the network). You can only go to certain people, even within the family, to discuss issues. You 
actually become more vulnerable in a way. It very much depends on the situation. " 

015 - "Every firm is influenced by networks, the degree and extent of importance change based on the situation 
which presents itself. " 
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7.8 Summary 

Table 7.2 provides a summary of the findings presented in this section on the 'process of 
internationalization'. 

Table 7.2 Summary of Findings - The Process of Internationalization 

Dimension Findin gs 

International planning Reactive 

International objectives Growth and expansion; Improve survival and 
profitability opportunities 

Internationalization drivers Push factors; industry structural changes; 
international competitors entering domestic market 

International perspective Optimistic 
International CSFs Product; Overall service 

Key problem Exchange rates; Strength of Sterling 

Fundamental issues - Screening Payment; Delivery of supplies; Scope for long-term 
Criteria mutually orientated business relationship 

Operabonal issues - Screening Trust; People 
Criteria 

Psychic Distance issues 'Sub-cultures' are more significant in international 
decisions than 'National' cultures 

Key international export markets Europe 
Import markets Global - driven by industry dynamics and pursuit of 

factor cost improvement gains 

Dominant generic strategy Cost Leadership 
Internabonal problems/headaches Identifying quality HR; Sourcing quality suppliers; 

Finance; Lack of local production capacity for 
international market consumption/supply 

Importance of Asian Networks Initially high and diminishes as the firm becomes 
established as an international player. They influence 
the'go/no go'decision 
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8.0 Extent and Characteristics of Internationalization 

8.1 Introduction 

This section presents the study's findings relating to the sample frame's extent and 

characteristics of internationalization. The section appraises the study's findings relating to: 

the interviewees experience in and exposure to international activities; resource deficiencies 

hindering international growth; the extent ta which firms sought internationalization advice 

and guidance; the foreign market entry and development strategies (FIVIEDS) pursued by 

firms; the extent to which firms were domestically orientated vis-A-vis internationally 

orientated; whether firms would consider foreign direct investment (FIDI) as a viable FMEDS; 

the perceived critical success factors (CSFs) associated with managing international 

activities; the reasons for withdrawal from specific international markets; international 

markets which are perceived to offer future international growth opportunities; interviewee 

affitudes with regard to the Indian sub-continent as a viable international business 

opportunity; and what interviewees believe Government support agencies require them to do 

in order to assist their firms to enhance their international business performance. 

The findings contained in this section provided the writer with a contribution to the 
intelligence base from which constructive recommendations to the firms and the various 

stakeholders were devised. 

8.2 Extent of International Business Experience and Exposure 

Most interviewees (11) had no international business experience prior to their decision to 

seek international opportunities. Of those interviewees who had subsequently gained 
international experience, the majority (6) had gained it through 'hands-on' experience via 
their international business dealings; one (1) had gained international exposure through 

employment and another had gained an insight to international business by attending a 
seminar focusing on the financial aspects of international business. In general, interviewees 
had no formal training or education in international business, it was very much a 'hands-on' 

reactive introduction and experience. This finding supports the notion that prior to 

commencing international activities many SME managers lack an international business 

orientation which many researchers considered as a barrier to initiating international activity 
(Dichtl et al, 1990; Crick and Chaudhry, 1995; Tookey, 1964; Reid, 1982; Cavusgil and 
Naor, 1987; Bilkey and Tesar, 1977; Kirpalani and Macintosh, 1980; Piercy, 1981; Kaynak, 

1985; Ito and Pucik, 1993; Ali and Swiercz, 1991; Liouville, 1992, Keng and Jiuan, 1989; 
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Ortiz-Buonafina, 1990; Garnier, 1974; Cavusgil, 1976; Withey, 1980; Simpson and Kujawa, 

1974; Pavord and Bogart, 1975; Dichtl et al, 1983; Schlegelmilch, 1986; Bradley, 1984; 

Axinn, 1988; Aaby and Slater, 1989; Pinney, 1983; Reid, 1983; Cheong and Chong, 1988; 

Moon and Lee, 1990; Wiedersheim-Paul et al, 1978; Holzmuller and Kasper, 1990; Ogram, 

1982; Dichtl et al, 1984). 

Indeed the findings support Anderson's (1999) suggestion that agency support, in order to 

over come many of the barriers to internationalization, must to be more focused on the 

specific needs of firms (and their owner/managers) at the various stages of 
internationalization (see quotations in Box 8.1. ) 

BOX 8.1 - International Experience 

005 - 'I have been to seminars and my importing experience has familiarised me with the documentation and 
payment issues. We havent imported raw materials forproduction, it was finished machines forprDduction 
processes from India. This is our only experience of importing. " 

016- 'It (internationalization) was a leaming curve that took us awhile, we had no one to hold ourhand, we 
learned the hard way, we made a lot of mistakes, but some of these mistakes are helping us now, i. e. mistakes: 
doing exhibitions we shouldn't have done, taking on people we shouldn't have taken on. " 

019 - 'Its (internationalization) all been a teaming curve. My employment experience has been of extreme benefit 
to me. We talked to Mends (about intemational issues) and kept our eyes open generally. " 

8.3 Internationalization Resourcing Problems 

The majority of internationally active firms (10) cited lack of international experience as 
being the major internationalization resourcing problem prior to and during the early phase 

of international activity. Other shortages related to: skills, industry knowledge, technical 

knowledge, and language deficiencies. In addition, some firms felt they lacked financial 

resources to capitalise upon international opportunities. It was identified that regardless of 
the problems and hurdles which the firms experienced, interviewees recognised that nobody 

else would sort them out on their behalf. It was identified that interviewees possessed a 
'solutions'orientated mind-set to overcome any hurdles they faced. 

The study's findings support many of the results presented by researchers regarding the 

problems experienced by firms and the barriers to export initiation and growth (Czinkota and 
Ricks, 1981; Bannock, 1987; Bodur, 1986; Cannon, 1980; Dichtl et a[, 1984; Walters, 1989; 

Tesar and Tarleton, 1982; Axinn, 1988; McFarlane, 1978; Seifert and Ford, 1989; Rosson 

and Ford, 1980; Erramilli, 1990; Weinrauch and Rao, 1974; Karafakioglu, 1986; Keng and 
Jiuan, 1989). In addition, the study's findings also support the suggestions presented by 
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Boswell (1973), Wheelen and Hunger (1995), McGee (1989), and Berryman (1982) that the 

most pervasive problems for SMEs which hinder expansion are internal and resource 

related, many of which stem from management inadequacies. 

Indeed, the study also supports the findings of many researchers (Dichtl et al, 1990; Crick 

and Chaudhry, 1995; Mitchell and Bradley, 1986; Tookey, 1964; Reid, 1982; Cavusgil and 
Naor, 1987; Bilkey and Tesar, 1977; Kirpalani and Maclntosh, 1980; Piercy, 1981; Kaynak, 

1985; Ito and Pucik, 1993; Ali and Swiercz, 1991; Liouville, 1992; Keng and Jiuan, 1989; 

Ortiz-Buonafina, 1990; Gamier, 1974; Cavusgil, 1976; Withey, 1980) who suggest that 

underlying deficiencies in internal resources and abilities limit the extent of SME 
international orientation (see quotations in Box 8.2). 

BOX 8.2 - Internationalization Resourcing Problems (1) 

P001 -"The main issue for this business was that we didnT know all the contacts and customers for this line of 
activity. We had no experience of the industry and technical competences were deficient forproduction, we hired 
this in, we recruited a ex-Philips specialist. It turned out he didn't understand the issues either. " 

010 - "Language is an issue, if we could speak German, French and Scandinavian fluently we could have done a 
lot more business. In this business we have to understand each customers specific requirements in detail. Our 
international customers have to be English speaking because our work involves a lot of different colours and 
designs, we cannot afford to get it wrong. Credit control and the management of exposure to financial risk is also 
important. We resolved these (international) issues through trial and error. We just cany on trying to do our best. " 

012 -Cash, this is always a problem. From a sourcing point of view we have to open a Letter of Credit (LQ to 
our suppliers, and LCs normally need to be opened, if you think about the supply chain, three months prior to 
shipping the goods (for a manufacturer), and it takes a month for the goods to arfive here, so from a financial 
commitment point of view our funds could be tied up for 4-5 months, which is quite a heavy burden to take on 
from a financial point of view, you need (financial) strength to do that Other issues just flow on from this. If you 
have good financial backing to help you to import then there is really nothing to stop you so long as you have the 
staff who are going to go out there to do the business. " 

0 16 - "We had no skills selling internationally. Mat happens, at this stage is you tend to take the first person 
(Distributor) that comes along without looking at their background and looking at what they are capable of doing. 
Payments was also an issue. Initially this was difficult, we just shook hands on deals, and credit was given. We 
found that they took the goods and did not want to pay. So instead of doing business we found ourselves 
chasing them around. We leamt from that and have now set the whole thing up professionally with Letters of 
Credit (LCs). So if people wanted to deal with us they had to do it on our terms. " 

Only six (6) firms commented that they experienced no major problems when they 
internationalized. This was predominantly because of the approach and solutions they had 

implemented and established for their international relationships, such as the effective 

management and use of intermediaries and a professional approach to business 

management in general (see quotations in Box 8.3). 
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BOX 8.3 - Internationalization Resourcing Problems (2) 

001 -'We had no major problems, we only deal with the third parties, that is Agents, because we never go to the 
source in the country. They always come to us to sell products. " 

011 - "Skills one can always higher, skills are forever available, people who are working in this industry will 
advise you during the initial phases and later on they can be hired on a part-time basis, consultancy basis, and 
then on a full-time basis as the business grows. It is very very important to have the fight people who know what 
they are talking about, the right language is critical. I don't have that expertise, what I do have an expertise in is 
common sense, that of a shopkeeper mentality, i. e. you buy something for El and you sell it for E1.25.1 make 
sure I know my margins and focus on efficiencies and ensuring that people do theirjobs. I also aim to keep 
customers happy and that my interests are protected. These are very very basic fundamentals. I haven't had any 
formal education in this area but I have found that these apply equally to running a comer shop or business 
employing 200 people. Intuition is what guides me. " 

8.4 Advice Sought on Internationalization 

Approximately half (10) of the firms had sought advice with regard to improving international 

performance from external organisations and/or individuals. Many were not aware of what 

advice was available and others who had secured advice were not impressed with its value 

or relevance to their firm. Many of the interviewees believed it to be more beneficial to 

undertake activities themselves (see quotations in Box 8.4). 

Most firms developed competencies and skills through experience and were reluctant to 

pursue support from mainstream support agencies. This finding is shared by Bell (1994), 

Watkins (1983), Carter et al (2000), and Hull (1987) who report that SME owner managers 

are less likely to seek external support and are highly sceptical of external advise. Indeed, 

the study supports the findings of Bragard et a] (1985) who comment that whilst SME 

owners recognise the usefulness of professional help they are reluctant to use formal 

schemes. Indeed, Anderson's (1999) finding that for international business development 

local agencies are rarely seen as relevant is also supported. 

Indeed, the suggestions of Marlow (1992) and Crick and Chaudhry (1995) that 'Support 

Services'need to be tailored for ethnic minority firms could be questioned given the generic 

similarities in deficiencies and characteristics of Indian SMEs to SMEs in general. The writer 

suggests that there would appear to be a need to establish the extent to which services 

actually require to be 'tailored, or whether it is more appropriate to 'package'and 

communicate support services uniquely (i. e. devise a distinct positioning strategy) with 

empathy at the core of the augmented productiservice to penetrate ethnic segments. 

Nevertheless, the suggestions of Kirby (1988) and Leyshon and Turner (1988) for 

enhancing advice programmes remain valid. 
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BOX 8.4 - Advice on Internationalization 

007 - 'I have spoken to Business Link, and the BCC1, but I have found that nobody has been able to give me 
something I didn't know. I have not had a single penny grant from any body up to now. I don't think they are able 
to give me anything from which I can benefit. I think that if you want to learn about business you learn from other 
peoples mistakes. " 

009 - 'I don't believe in that (advice from Agencies). Nothing will be forthcoming so why bother We work things 
out ourselves and leave it to God It is within yourself to progress. " 

0 10 - 'A lot of advice is now available, the Government is spending a lot of money on this. Some firms many 
have genuinely benefited but I've heard all the advice. it is easy to give advice without the responsibility. I have 
never used them. I am very cynical of the advice which is dished out, the advice is very rarely given by people in 
the thick of business, mostly people who have never run a business, who get a fixed salaiy coming in each 
month. My employedjobs required me to give advice, now I am at the shaip end it is very different. " 

013 - 'They (Agencies) are useless and a waste of time. I was a TEC Director for two years. There is too much 
red tape. The companies that require help don't get it. It all costs money. They say they help us, but they don't, 
although it is subsidised I can do it myself. If I go through them I am paying four times the market rate and I am 
not in control because of the rules and guidelines. " 

016 - 'We have had a few bad experiences where consultants have come in and given us reports, but at the end 
of the day you still have to do it yourself. I don't need any of that. We think the best way to do it is ourselves, I 
quite enjoy this, its good experience. We may use them again, it depends on what our needs are. Most of them, 
no I wouldn't, I'd have nothing to do with them. " 

017 - "I've tried before and it doesnT work forme. They are a waste of time. If anything they have held me back. 
Now that I have leamt a lesson, I have to be very careful with regard to where the advisor is coming from, what 
he does, and their background, their level of success, etc. They have to be vetted and managed very carefully. A 
few years ago we were approached by Business Link who undertook a two year study to produce a business 
plan for us. It was a complete waste of time. The quality of advice was very poor. " 

8.5 Adopted FMEDS 

Regarding the nature of international activity of those firms operating internationally: the 

majority of firms (7) purely sold product internationally (i. e. were exporters); four (4) firms 

purely sourced product internationallY32 (i. e. were importers); and five (5) firms both sold and 

sourced product internationally33. 

'Exporting'and 7mporting'were identified to be the two (2) major forms of FIVIEDS adopted 

amongst the firms (16). Some firms did utilise Agents and Distributors to assist in 

international export and import activities. Only one (1) firm deployed 'Management Contract' 

as a form of FIVIEDS. It was identified that the key considerations in selecting a FMEDS 

were: the firm's degree of exposure to risk; investment costs; loss of control; top 

management time; the speed of entry/exit; resource requirements; and the degree of 

flexibility/ manoeuverability the FIVIEDS provided the firm. A number of firms were reluctant 

to use Agents due to the negative experiences which they had had with such intermediaries 

32 One (1) of the firms contemplating internationalization was also seeking to purely source product internationally. 
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in the past (see quotations in Box 8.5. ) 

The study's findings support the results of Buckley et al (1979), Dudley and Martens (11993), 

and Schmidt (1996) who suggest that export operations constitute the first step in the 

process of internationalization, and could be considered as a stage which is critical to the 

firm's advancement to other forms of international business (such as licensing, joint 

ownership or wholly owned production abroad). As such, they deserve an effective business 

support infrastructure in order to nurture internationally competitive firms for the UK. 

BOX 8.5 - International FIVIEDS 

009 - 'We purely export, our goods go to every EC country as well as Finland, Russia, Canada. The EC is our 
most important market. We send goods to the Multiples distribution centre marked for individual stores in various 
countries and they distribute the products via their own distribution channels. We don't have Agents. We used to 
have Agents to sell around the country, but we lost a lot of money doing that. Agents are only concerned with 
their own commission. They will sell to anybody. A lot of businesses were going bankrupt, we lost f2.5M like this. 
We don't want Agents because it minimises our exposure to financial risk. " 

011 - 'We are traders, we do not import product it goes directly to our customers. We are basically a trading 
office. We provide sourcing skills, we source product and develop product and we provide the after sales 
service. " 

0% - 'We use distributors and purely export our product. We don't use Agents, we have had a bad experience 
with Agents. We have also tried setting up our own company in France which is still going but not doing very 
well, we have also tried this in Ireland. Itjust takes too much commitment and time, we find that Distributors have 
been the best method of tapping intemational markets. " 

8.6 International Ventures Vs Domestic Ventures 

The bulk of firms (12) regarded international activities as similar to domestic activities and 

treated them inseperably. Only four (4) firms treated international activities as distinct from 

domestic activities. This finding supports the results of Dichtl et al (1990) and Crick and 
Chaudhry (1995) suggesting that SMEs per se (regardless of ethnicity) lack an international 

orientation. Those firms which did not differentiate between the two (2) areas of activity were 

predominantly d6ven by factor cost, industry forces and adopted reactive practices. 
Consequently, export and import FMEDS were prevalent modes for the sample frame since 

they provided firms with a high degree of flexibility coupled with minimal risk (see quotations 

in Box 8.6. ) 

33 One (1) of the firms contemplating internationalization was also seeking to sell and source product internationally 
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BOX 8.6 - Nature of International Ventures Vs Domestic Ventures 

005 - "This venture (internationalization) is being treated vety differently to our domestic activities. primafily 
because we haven't done it before. " 

Di 6- 'We have people dedicated to managing the export side of our business. Besides me there are two others 
who purely deal with international activities. " 

ol 9- 'They (international and domestic activities) are on par. Its only when we have a new (international) 
customer, we have to screen them very carefully. " 

8.7 FDI as a Possible FMEDS 

34 
The majority of interviewees (14) ruled out any possibility of overseas production . Many 

ruled it out on personal grounds, where as others perceived it as a high risk/loss of control 

strategy which they would not be able to manage either effectively or efficiently (see 

quotations in Box 8.7. ) 

In general, the perspective of interviewees was significantly focused on maintaining a 

business which they could personally manage and control, a dimension which Lewis and 

Rout's (1998) findings suggesting that Asian firms are saturated in the ideology of the family 

would support. Overseas production was regarded by interviewees as alien and the domain 

of Large and Multi-National Corporations (MNCs) and an activity riddled with many 

difficulties which they felt they could not cope with due to internal management deficiencies. 

A lack of understanding, technical skills, organisational structure, managerial competency, 

etc. emerged as factors which compounded this perspective, especially when genuine 

economic advantages existed for the firm through the pursuit of more committed forms of 

FIVIED. This finding is at odds with what Dunning (1980), Williamson (1981), and Petersen 

and Pedersen (1997) would expect to observe. Indeed, the finding can be argued to support 

Mitchell and Bradley's (1986) suggestion that export behaviour is unplanned, reactive and 

opportunistic; and McGee's (1989) conclusion that the most pervasive problems facing 

SMEs are internal and resource related when it comes to international expansion and 

development. However, the finding does support the findings of McDougall et al (1994) who 

established that in some international new ventures (INV) firms are reluctant to internalise 

activities at a point where economic benefits from internalisation would be generated. 

Indeed, the suggestions of Lee and Brasch (1978) and Tesar (1975) that SME decision- 

makers do not necessarily pursue rational economic goals and have long-term planning 
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horizons are also supported by the study's findings. 

it can be argued that the 'family orientated mind-set'had blinkered many interviewees' 

perspectives when seeking to grow the firm, i. e. the physical size of business is a decision 

which interviewees had already decided consciously or subconsciously and this governed 
their growth strategies and decision-making processes. 

BOX 8.7 - Overseas Production 

P002 -'We would never consider overseas production because of our investment in the UK and the loss of 
control. This is not even an option. " 

009 - "We would not consider it (international production). We do not want to move to the other side of this city. 
We are happy exporting. A business which is in your control is a business with which you can succeed. " 

Oil - "With the cuffent business we would not consider it. We want to get out. Krith the new venture, we wouldn't. 
Too high a fisk. It would be a nightmare. " 

013 - "With regard to overseas production you have to trust the people. You need control. You need the tight 
people, if you don't have any of these you can't do it. I have thought about it but I don't seriously think it is worth it 
because I lack these items. " 

018 - '/ don't want to leave Leicester. You face so many problems here running a business, even though 
everything is here, the cotton, yams, fabfics, the workers, you still face problems. I wouldn't even dream of going 
somewhere else. It would take so much of your time, you wouldn't be back formonths at a time. I'd miss the 
family. When I go onholiday overseas it doesn't make me want to do international business. All I want to do is 
come back to England, and home. There are far too many language baniers, it scares me to think about how I 
would cope with dealing with these people with different cultures and languages. Here you can talk to anybody, 
do business with anybody, and you know the laws. " 

However, of the remaining firms, five (5) had seriously researched and investigated 

overseas production possibilities and were open to the possibilities of setting-up overseas 

production facilitieS35. However, a number of these firms did not believe they could resource 

the necessary commitment to set-up operations and manage them. Issues of risk, control, 

management, and the q uality of personal life were important considerations in determining 

the 'golno go'decision (see quotations in Box 8.8. ). The study's findings are supported by 

the findings of numerous researchers (Bilkey, 1978; Cavusgil and Nevin, 1981; Tookey, 

1964; Cooper and Klienschmidt, 1985, Alexandrides, 1971; Cavusgil, 1976; McGuinness 

and Stevenson, 1982; Brasch, 1981, Johnston and Czinkota 1982; Reid, 1983; Cavusgil and 
Naor, 1987; Yaprak, 1985; Rabino, 1980; Ogram, 1982; Johanson and Mattson, 1984; Lee 

and Brasch, 1978; Tesar, 1975; Eriksson et al, 1997) regarding the factors which influence 

SME internationalization 'golno go'decisions. 

34 This included two (2) firms which were not intemationally active when interviews took place. 36 One (1) of these firms was hot internationally active when interviews took place. 
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BOX 8.8 - Setting up an Overseas Plant (FDI) 

010 - 'About twelve months ago I began investigating setting-up a manufacturing plant oversea in Rumania to 
produce the identical products. This will give a betterprofit margin against international competition. We cannot 
manufacture in the UK its too expensive, its a matter of survival. Our international relocation will involve the 
shipping of machinery from the UK. When I went to Rumanian I found out it was a lot cheaper over there with the 
current value of the Pound. So I have been doing a lot of field work and in a weeks time I will be retuming to 
Rumania to rent premises and get some people, and organise the shipping of machines from the UK. It will all 
happen within the next three months. " 

0 15 - 'Before we would invest in overseas production we would have to ensure we have good management, a 
local understanding of the markets, the necessary quality of product, and ensure that output levels are 
achievable. We have investigated this possibility. We are planning a E10M expansion of the production facilities. 
We are looking at India and the Far East. However, control is an issue. It will probably be in the UK for these 
reasons but it will be a lot more costly. " 

Di 6- "We wouldn't make the commitment, its not really worthwhile setting-up a manufacturing base elsewhere. 
Language could be a problem. I've thought about it. I've been to India but its getting the reliability. The amount of 
time you have to spend over there to set it up yourself. I don't need it. Its the hassle factor I've looked at India 
and the Eastern block countries. " 

017 - "Three months ago I went to New York, there is a very large Asian community there, I took some samples. 
The businesses sourcing embroidery are buying from India and Pakistan. But when they saw my quality of 
embroidery they were very keen to buy from me. The only problem is that we cannot take their orders because 
we have not got the capacihy to supply. Then one of my Mends suggested that we should set-up a similar 
company in New York to service that market. The only problem is that it is not very easy to start a company very 
far away. You need a lot of financial capital. I am thinking that in possibly 6-12 months time starting something in 
New York. " 

019 -'This is difficult for our business. Design input is critical, it is the value-added activity. The only thing we 
would do overseas is production because of cost advantages. We will consider this as time passes. It makes a 
lot of sense. We have considered, India and Portugal. We are seeking to set-up a plant in India possibly. We did 
research on this in depth. However we are shying away from the Indian market now. My mind tells me not to do 
it. I don't trust the Indian market. There is a lot of red-tape, a lot of lining has to be done, that's the culture they 
are in. Things are very slow there. I have seen Mends go there and spend millions of pounds which they have 
lost It needs the politicians to change and stop theses activities. It is very very risky and dangerous. To be 
honest you don't get a lot of time in the day to look at this. It will take one of us out of this core business every 
year for a few months to set-up the infrastructure. " 

The remaining two (2) firms which were not internationally active stated that overseas 

production (i. e. FDI) would be the only viable mode of FIVIED for their firm. These firms 

regarded overseas production as an appropriate FIVIEDS given the changes in their industry, 

the nature of their product, and the needs of their customers (see quotations in Box 8.9). 

They considered that FDI would be essential to make internationalization a viable economic 
business proposition. 

This finding supports many researchers' suggestion (Tesar, 1975; Bilkey, 1978; 

Schlegelmilch, 1986; Sullivan and Bauerschmidt, 1991) that the proximity to a target market 
has the potential to influence export activity. Indeed, the study clearly identified that 

geographic and logistical dimensions relating to proximity of domestic and potential 
international markets influence a firm's FMEDS selection process. Indeed, the proximity and 

availability of transport and other infrastructural factors were important considerations for 
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these two (2) firms in their international decision-making processes, a dimension supported 
by the findings of Verhoeven (1988) and Samiee and Walters (1990). 

Overall, this finding suggest that firms reach a 'state'of internationalization which will not 

necessarily remain unaltered due to backward or forward momentum. This is at odds with 

unidirectional models of internationalization presented by Johanson and Vahlne (1977), 

Forsgren (1989), and Welch and Luostarinen (1988). This conclusion actually reinforces Bell 

and Young's (1998) assertion that the nature and patterns of internationalization are 

contingent upon many internal and external environmental factors. 

BOX 8.9 - Overseas Plant 

006 - 'Although we are not intemational yet, I believe that the only way I could internationalize my business is by 
setting-up production units overseas. Speed of deliveq and service is ctitical in this business. The furthest / 
could realistically supply with this plant is France. Transport would be one of the key costs. This will influence 
pfice, and it can make you competitive or expensive. This would make local production essential to remain 
competitive. ' 

008 - We are not active intemationally yet, but overseas production would be the only way I believe we could 
enter intemational markets, however, the risks are greater. " 

8.8 'International' Critical Success Factors (CSFs) 

The bulk (15) of internationally active firms (16) stated that the product(s) which they sold 

and/or sourced internationally could be classified as 'standardised'. The remaining firm 

stated that its products had to be custornised for its international markets. The critical 

success factor (CSF) which emerged as the most important amongst the firms was the 

'overall service'which they provided. Other CSFs stated by interviewees were: design and 
innovation; their personal determination; sourcing skills; the product; the price; and one (1) 

firm simply stated 'overall professionalism'. As stated in Section 6.6, due to limited market 

research being undertaken by the firms, the views of the interviewees regarding CSFs are 

subjective in nature and may not reflect the true CSFs for the firms. 

However, the findings of the study reinforce results presented by Cavusgil and Kaynak 

(1982) who suggest product quality, good personal relationships, frequent communication, 
long-term commitment, competitive pricing and good terms of sale/credit; and Bell's (1994) 

assertion that the possession of suitable products or technology, adequate human and 
financial resources and marketing related competencies (for example: good market 
intelligence and distribution, competitive pricing, communications with clients, customer 

care, etc. ) are essential elements in contributing to survival and long-term export 
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development and success (see quotations in Box 8.10. ) 

BOX 8.10 - Critical Success Factors 

017 -"My father had always told me that if you want to do anything always do it light, never cut comers, 
otherwise you would never be successful. This has always been important to me. We now have the best 
machinery. We are now designing in-house, our quality is the best, our service is excellence. We use the best 
threads in the market. We offer the complete embroidery service. We are very flexible. Service is critical to our 
customers, we do not make any false promises with regard to delivery. We have established a good reputation in 
the market as a credible firm. The embroidery supply market is very competitive, there are a lot of people doing 
it. The market is so big, we are having a little success because we do not do what otherpeople are doing. We 
are constantly inventing new things and bringing them to the market. This is why over the last four years we have 
grown very very fast. " 

8.9 Withdrawal From International Markets 

Twelve (12) of the internationally active firms (16) had ceased trading with international 

markets, with the key driving force being increases in the costs of supply and/or decreasing 

profit margins, i. e. they were decisions based on economic viability. International demand 

and supply conditions were also identified as influencing international market entrylexit 
decisions. However, the majority of interviewees did state that they would resume business 

with markets from which they had withdrawn should the situation improve/reverse (see 

quotations in Box 8.. 11. ). This suggests that many of the firms are highly sensitive not only 

to exchange rate fluctuations (see Section 7.6) but also the individual factor-cost conditions 

of markets. This finding is supported by past studies which have highlighted that adverse 

home market conditions, spare capacity, exchange rate fluctuation, etc. will also influence a 

firm's international reactions (Tesar, 1975; Bilkey, 1978; Wiedersheim-Paul et al, 1978; 

Rabino, 1980; Reid and Mayer, 1980; Joynt, 1982; Kaynak et al, 1987; Pavord and Bogart, 

1975; Kaynak and Kothari, 1984; Simpson and Kujawa, 1974; Reid, 1980; Weaver and Pak, 

1990). 

BOX 8.11 - Withdrawal from International Markets 

001 - 'At the moment I am not doing anything with Pakistan and India purely because they do not have the 
product I need at this time, however, over time this will change. " 

002 - 'We cannot close the door on any market What you are selling may not be selling in certain markets today, 
however, in the future it may. " 

010 - 'it is only because the value of Sterling that we have stopped trading with all the countries which Taiwan is 
now supplying, i. e. mainly Asean and Middle Eastern countfies. South East Asean competitors have begun to 
seek intemational customers and are far more pfice competitive than us. ' 

012- "We used to buy heavily out of Korea but this has stopped now. I don't know whetherit became more 
expensive of whether we could source it more cheaper, its usually a combination of the two. Quality was not the 
issue. Margin governs our buying decision. " 
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It was identified that from an 'export' perspective that firms had withdrawn from relatively few 

international markets. However, the reverse was true from an 'import' perspective (see 

Table 8.1). Indeed, an interesting finding was the number of firms which had withdrawn from 

India, Pakistan and Bangladesh. Their withdrawal was cited by the bulk of interviewees as 
being permanent. This finding is contrary to what scholars in agreement with the importance 

of 'psychic distance'to the internationalization of the firm would expect to have observed 
(Johanson and Vahlne, 1977; Johanson and Wiedersheim-Paul, 1975; Hornell, Vahlne and 
Wiederheim-Paul, 1973; Nordstrom and Vahlne, 1992; Johanson and Vahlne, 1992; 

Luostarinen, 1979; Puxty, 1979; Kogut and Singh, 1988). Section 8.11 discusses findings 

relating to the nature of business opportunities with the Indian sub-continent in more detail. 

Withdrawal from international markets (shown in Table 8.1) was not peculiar to any specific 
industry, rather it was across three (3) of the four (4) industry sectors represented by the 

sample frame. 

Table 8.1 International Market Withdrawal36 

'Export' Markets 'Import'Markets 

Textiles (13 Firms): Textiles (13 Firms): 
0 Asean Countries 0 Dependent of price and 
0 Middle Eastern Countries quality 

0 None (3) 
0 India (6) 
0 Pakistan (3) 
0 Bangladesh (2) 
0 Vietnam 
0 Korea 

Food Processing (I Firm): Food Processing (11 Firm): 
0 None 0 India 

0 Pakistan 

IT Related (2 Firms): IT Related (2 Firms): 
0 Italy 0 India 

Engineering, Automotive Engineering, Automotive 
an ot er anuf. (5 Firms): and other Manuf. (5 Firms): 
0 None (1) 0 None 

36 Figure in brackets indicates the number of interviewees which stated the country by name. 
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8.10 'New' International Market Development 

Over the next three (3) years the overwhelming majority of firms (14) were seeking to 

develop new overseas markets, primarily in order to safeguard survival and grow and 
develop the firm as a whole. It was identified that through past business experience many of 
the interviewees were conscious of the effects which external influences could have on their 

business from both push and pull perspectives. The influences include, exchange rates, 

global economic factors, etc. They recognised that their business environment was rapidly 

changing and if they were to prosper and survive it necessitated the maximisation of 

opportunities as they materialise. It could be argued that this finding has uncovered a 

realisation by many of the firms that the adoption of reactive strategies is no longer sufficient 

and there is a need to overcome many of the factors highlighted by Berryman (1982) as 
leading to SME failure (predominantly internal) and genuinely perceive internationalization 

as a complementary strategy for the firm's growth and survival as suggested by Ansoff 

(1957), Luostarinen (1980) and Reid (1983) (see quotations in Box 8.12). 

BOX 8.12 - New International Market Development 

001 -"We are always looking formore countries. We donY go out to (the market to) look, we attend exhibitions 
and go to representative stands. If they have what we need or like we will source it. " 

004 - 'it depends on the product I will be developing a relationship with Brazil. The product leads you to the 
country. You are always lead by product The supplier is Brazilian. As a businessman you will source supplies 
which will sell at a certain price in your markets, but you will buy from another market which will sell it to you for 
less allowing you to make a margin. You have to look for a niche. " 

007 - 'it all depends on product, price and quality. There has to be a prorit margin for us. We source 
internationally to be competitive. If we do not remain and grow internationally we will not be successful. " 

009- We will supply any country so long as our customers will pay us. We have to make sure they are going to 
be good customers. We take references about their standing and the people running the business. " 

012 -"At present lam not actively looking but as the firm grows I will. The business is a handful as it is. I cannot 
afford the time to be way from base which the traveling would cause. Internationalization decisions are always 
made with regard to producL It is this that has to be sourced. " 

016- 'Its (seeking international opportunities) just ongoing. We don't deal with America. It is something we are 
looking at It is a very volatile market You have to have your act together before you go in oryou can loose a lot 
of money. " 

017 - 'We have had enquiries from France, Holland, Belgium, Germany, but at present we cannot supply to 
them. They heard about us through the UK wholesaler who we supply. They buy and see ourproducts and 
enquire who manufactured them. This is how they find us and make the initial contact We are seeking 
international markets because the enquiries we are receiving from international customers demonstrates that 
there are a lot of opportunities internationally for our business. " 

Specific international markets which were cited as worthwhile targets to develop are shown 
in Table 8.2. An interesting study finding was that none of the interviewees cited that they 
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were contemplating developing or pursuing the Indian sub-continent as an international 

market. Again, this finding contradicts what scholars in agreement with the importance of 
'psychic distance'to the internationalization of the firm would expect to have observed, given 
the interviewees' place of ethnic origin (Johanson and Vahlne, 1977; Johanson and 
Wiedersheim-Paul, 1975; Hornell, Vahlne and Wiederheim-Paul, 1973; Nordstrom and 
Vahlne, 1992; Johanson and Vahlne, 1992; Luostarinen, 1979; Puxty, 1979; Kogut and 
Singh, 1988). Indeed, the study's findings contradict the suggestion presented by Crick and 
Chaudhry (1995) that ethnic entrepreneurs 

-are 
more likely to start exporting to countries 

psychically closer to their roots (see Section 8.11). 

The study revealed that firms were more focused on developing and penetrating European 

markets, which scholars in agreement with the importance of 'psychic distance'to the 
internationalization of the firm would expect to observe had the firm been categorised as 
'English'and not 7ndian', primarily because of Europe's low psychic distance from the UK. 

Page 136 



DBA in Marketing -Volume 2/2 

Table 8.2 International Market Developmene' 

'Export' Markets 'Import' Markets 

Textiles (13 Firms): Textiles (13 Firms): 
" Always seeking new e Always seeking new 

markets (5) markets (6) 
" None(2) 0 None(2) 
" EC (2) 
" Russia 
" Poland 
" France 
" Holland 
" Belgium 
" Germany (2) 
" US 
" Morocco 

Food Processing (I Firm): Food Processing (I Firm): 

" UK * Always seeking new 

" EU markets 
" Dependent on 'product' 
" Global 

IT Related (2 Firms): IT Related (2 Firms): 
None (1) 41 EU 
Always seeking new 
markets (1) 

Engineering, Automotive Engineering, Automotive 

and other Manuf. (5 Firms): and other Manuf. (S Firms): 

9 Always seeking new 
None 

markets (2) 
0 US 

8.11 The Indian Sub-continent - Business Opportunity? 

A large proportion of firms (9) did stress major reservations about doing business with firms 

in India. Concerns focused around the 'nature of the business practices' of Indian firms on 
the sub-continent and the 'business culture'which exists. Interviewees stated that there is a 

need for these firms (i. e. those based in India) to enhance their professionalism and adopt a 

more mutually orientated approach to business transactions, an approach with a long-term 

trust orientated base structured around positive inter-partner relations (Demirbag and Mirza, 

2000). Many were adamant that they did not wish to do business with firms from India 

because of their past experiences (see Section 8.9), an experience which interviewees 

cited many UK Indian firms are still experiencing even today (see quotations in Box 8.13). 
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This would support the views that UK Indian Enterprise culture cannot be regarded as 
similar to that observed on the Indian sub-continent due to UK socialisation having taken 

place (Jamel and Chapman, 2000; D'Astos and Daghfous, 1991; Cuellar et al, 1997; 
Reardon et al, 1997; Oswald, 1999) 

As stated earlier this finding would appear to contradict what scholars in agreement with the 
importance of 'psychic distance'to the internationalization of the firm would expect to 

observe given the interviewees place of ethnic origin (Johanson and Vahine, 1977; Jo- 
hanson and Wiedersheim-Paul, 1975; Hornell, Vahine and Wiederheim-Paul, 1973; 
Nordstrom and Vahine, 1992; Johanson and Vahlne, 1992; Luostarinen, 1979; Puxty, 1979; 

Kogut and Singh, 1988). Indeed, the study's findings do question the validity of Child's 

(1982) suggestion that South Asian culture per se has continuity over generations in 

different national settings. 

The study's findings support the suggestions of Sekaran (1983), Rafiq (1988), and Engel, 

Kollat and Blackwell (1973) who present the argument that socialisation in a different 

national settings will influence immigrant attitudes over the generations. Indeed, the findings 

could be argued to support the suggestion made by Kerr, Dunlop, Harbison, and Myers 

(1976) that, as societies develop their management styles will converge towards a style 

adopted in the Western countries (Hofstede, 1980; Tayeb, 1984; Tayeb, 1988). 

37 Figure in brackets indicates the number of interviewees which stated the country by name. 
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BOX 8.13 - Perception of the Indian Market 

003 - "in a business context I am more comfortable in a Western environment because I have had some bad 
experiences dealing with the Indian market I believe the Western market is a more honest market. " 

004 - "We have ceased trading in a few countries, sometimes you have to because of the suppliers quality and 
business practices. For example, in India and Pakistan, these people are looking for one container sales. The 
reason is because they will sell you something in one go, they donY really care about a long-term relationship. 
They will send you a first-class sample but the actual goods for the order are totally against the specification or 
sample. But the paperwork is correct. They know they wont get another order from us because they have done 
the dirty on us. But they don't care they are only after the single scam. They get the money two weeks before we 
get the goods. They are silly because they will not get any more business and we are more cautious, we will only 
deal with people of repute. " 

007 - 'I donY buy from India, Pakistan or Bangladesh. I have had bad experiences. I have a shop and my 
brother-in-law also has a shop. We went to the Punjab and ordered some product worthE24,000. What we 
ordered was not delivered, everything that we were sent had no relation to what we had ordered. We lost money, 
so we decided never to buy from them again directly. We will buy in the UK from the importers who are Punjabi. 
They donY send the right materials, they should team from the Japanese, Hong Kong, Taiwan, Singapore. These 
people whatever they promise they will send. They are only interested in sending the goods once, they are not 
interested in sending it for the long-term. They get their money and they don't want to know you. They have no 
sense of how to deal with a proper business community. The business structures in India, Pakistan or 
Bangladesh are not right. India, Pakistan and Bangladesh must improve their business practices if they wish to 
supply other nations. They have to build a good reputation. " 

009 - 'I don't want to deal with any suppliers from India, Pakistan or Bangladesh, because I have lost money with 
them once. I don't trust Indians or Pakistanis, I am Indian myself but I have a British nationality, my life has been 
based on honesty and truth and I don't want to see those corrupt people anywhere, you don't trust them. They 
will cheat you all the time. Their aim is to cheat, our aim is to be decent and nice where we deal. So why should I 
take the risk of dealing with those people who I know are all con-upt. It is Indians who have done me, even in this 
country, so what about the Indians over there they are all cormpt, even in the Government from the bottom to the 
top. " 

017 -"When I was importing from India, I used to face a lot of aggravation and problems, goods I had ordered 
were not what was sent I had problems selling these, so I was looking for an opportunity where my business 
was not affected by these problems. I was seeking to manufacture locally. It took me two years. Indian quality 
wasn't very good either. " 

018 -'We have imported garments from India, but the quality was pathetic. I got to know the supplier through my 
relative in Delhi. A lot of people are buying from India, but I wouldn't. They show you one thing and send 
something completely different Ijust donY trust them. " 

019 - 'I don't trust the Indian markeL There is a lot of red-tape, a lot of lining has to be done, that's the culture 
they are in. Things are vety slow there. I have seen Mends go there and spend millions of pounds which they 
have losL It needs the politicians to change and stop theses activities. It is very very risky and dangerous. " 

8.12 Government Assistance 

When interviewees were asked what the Government and its Support Agencies could do to 

facilitate their growth and survival, they provided some interesting comments as outlined in 

Box 8.14. Interviewees suggested that a better understanding (similar to that required by 

the financial institutions (see Section 6.3)) is necessary if Government is to be effective in 

directing support activities. A number of interviewees felt that being 'Indian' should not give 

7ndians'any right to privileges. However, they did suggest that Indian firms are distinct from 

'other'firms in dynamics and orientation. Some interviewees believed that Indian 
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entrepreneurs did not do enough to help themselves to improve their business performance 
and position. 

Overall, the views of interviewees clearly suggest that Government and its agencies could 
do more to assist Indian firms to set-up and grow and develop, especially in new growth 
areas of activity and internationalization per se. Indeed, many researchers suggest there is 

a need to encourage Asian firms to 'breakout'and diversify their activities in order to remain 
viable (MacMillan and McCaffery, 1982; Deakins, 1996; The Ethnic Minority Business 
Development Initiative (EMBI), 1991; Ram and Sparrow, 1993; Khan, 1988; Ram and Hillin, 
1994; Curran and Blackburn, 1993; Blackburn, 1994; Deakins, Hussain and Ram, 1994; 
Wilson, 1983). 

Specifically, interviewees from firms in the textile sector felt that they were not being listened 
to, and more importantly that there was "a Government conspiracy to allow them to go out of 
business". It would appear a cultural change is necessary not only in Government's attitude 
towards Asian entrepreneurs but also vice versa! Indeed, Marlow (1992) highlights that little 

consideration is given by support agencies to the dimension of 'ethnicity'. Consequently, the 

study suggests that Marlow (1992) and Crick and Chaudhry's (1995) suggestions that 

support services require to be tailored for ethnic minority firms require further consideration 
(see Section 8.4). 
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BOX 8.14 - Government Assistance 

001 - "We need a Asian interface where we can go and communicate and interface with the government agency 
for assistance. Someone starting today would have a big problem, we need an advisoty body to assist these 
people. Language barriers, empathy with the people, and trust issues are important. " 

002 - 'We have never asked and we have never received any help. I was very pleased when John Major invited 
us to London and told us that we should not feel like foreigners, this is your home, you tell us what we should do, 
how should this place be run. This won the hearts of many Asian business people. At least the government has 
said it. We need direction, they (the Government) say go into electronics, computing, this is not realistic, we 
have no understanding, it is for the younger generation, it is not our cup of tea. It has become dangerous to be in 
the textile trade. They (the Government) know it is going to collapse. This will predominantly fall on the Asian 
community. " 

003 - "They (the Government) spend a lot of money with agencies, there are forty seven different agencies 
within Leicestershire. They do nothing but take money from the Government and when you want something 
there is a lot of red tape in getting any help from them. These agencies need to understand their local regions, 
the industries, people, cultures and tailor their services to be effective. " 

009 - 'Business advice is not the fuel of business, how can you run a car without petrol. Businesses need fuel, 
help with low interest rates and the strength of the pound. At this moment in time we are actually in recession, 
which the Government does not admit, there is hardly any growth in business, they talk about the bettennent of 
long-term industry and not the short-term, the patient is on the death bed, will you wait for next year, by that time 
they will be dead, he wants the injection now. The injection is reducing the interest rate and devaluing the pound 
against other countries. We cannot compete if the pound is strong. That is the sort of help we want / am not 
asking for money from the Government I am only asking for is a viable environment to do business in. There is 
no empathy with businesses. They focus on the workers, but what about us, the employers, the manufactures, 
the exporters who earn the foreign exchange and pay their salaries and create jobs? Nobody is trying to help us. 
How can you spend on education, the health service if we don't produce the wealth. The thinking is wrong. " 

010 - 'Our chancellor (Gordon Brown), Peter Mandelson, Blair keep saying, 'you (businesses) must be 
innovative, produce new products, be efficient, etc., have they run a business themselves? I don't think they 
have, they haven't got a clue. They don't know how the cookie crumbles. Constantly focusing on increasing the 
businesses cost base which leads to loss in international competitiveness and not assisting businesses to 
develop and grow on an equal international playing field. Govemment will help in this country if you just happen 
to be a super-dooper clever person who is producing leading edge products. We are in the mundane textiles 
industry, nothing that we produce has such a high tech input or output that others cannot produce it. For us the 
Govemment does not want to know. Container loads of textiles are coming to this country, M&S, BHS, 
Principles, C&A, Littlewoods, etc, I would say on average 80-90% of the merchandise on their shelves are not 
made in the UK. The developing countries supply them. Our textile producers are not going to get any awards 
and especially not from this Government. Only if my exports keep doubling year on year I may be a runner up for 
an award. If anything they have done me and my fellow textile producers more harm by keeping the value of the 
pound high. We are competing with textile producers from several countries who produce at a fraction of the 
cost. Here the government insists on a minimum wage, National Insurance conhibutions, Health and Safety, 
environmental costs; so the Govemment does interfere with manufacturing costs, but is not interested in whether 
or not you can sell profitably or not after the increase? We are competing with countries who do not have these 
additional cost pressure. I don't want any charity from the Govemment but if the Govemment is going to have 
ftee trade don't impose on the cost of production. Let market forces take care of. " 

011 - '/ feel that we could have more support from various agencies, whom I don't know, because even the 
agencies like the Confederation of British Industry, the Institute of Directors, and the British Chamber of 
Commerce could do more in the type of support they give. We are marginallsed by the main industry because 
none of us (Asian businesses) employ 200+ employees so I feel that we are relegated to some extent and 
marginalised. Mat the Government does to some extent is cosmetic and the people it uses is the 'old wine in a 
new bottle'situation. We need professionals who will follow up. They donl necessarily have to be Asians, this is 
the biggest problem as well. Even Asian professionals used by Government agencies tend themselves to have 
their own likes and dislikes and not give impartial advise which is a shame. " 

017 - 'Government can play a very big part, they are spending a lot of money through Business Links, TECs, 
etc, to help businesses. The only problem is it is not coming through to the right people. They need to better 
understand the Asian business community and help them accordingly. Generally there is a lack of support from 
every angle for small businesses. I am not saying other communities businesses are not suffering, what I am 
saying is that Asian businesses are suffering even more. At the end of the day when you present your report will 
people action it? My experience is that nobody takes any notice of these things. " 
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8.13 Summary 

Table 8.3 provides a summary of the findings presented in this section on the 'extent and 

characteristics of internationalization'. 

Table 8.3 
Summary of Findings - The Extent and Characteristics of Internationalization 

Dimension Findings 

Internationally active firms 16 

International experience prior to None 
internationalization 

Learning processes pursued 'Hands-on' 

International resourcing problems Lack of experience; Skills; Industry/technical 
knowledge; language deficiencies; Finance 

Quality of business agency advise Poorilow; not relevant to immediate needs 
received 

FMEDS Export; Import 
Key WEDS considerations Exposure to risk; Investment; Control; Flexibility 

Management of international venture Indifferent to domestic activities (12) 

FDI as a FMEDS Highly unlikely - High risk; Loss of control; Inability to 
effectively manage 

International CSF's Product; Overall service 

Reasons for withdrawal from Increasing cost of supplies; Decreasing profitability; 
international markets Lack of competitiveness 

Importance of Indian market to future Very Low 
international growth plans 

'NeW markets European countries (EU) 

Improvements in Government support Need to be more focused and empathefic 
services 
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9.0 Ethnic Ties and Entrepreneurial/Social Networks 

9.1 introduction 

This section provides a focused report on the sample frame's beliefs relating to 'ethnic ties' 

and 'entrepreneuriallsocial networks'in the context of enterprise per se and the overall 

process of internationalization. It presents the study's findings relating to: the role which 
Asian networks play; the significance of such networks to the decision-making processes of 
the firms; the extent to which firms have generated business via their networks; the genuine 
international opportunities which Asian networks present firms; the role which Asian 

Business Associations play in sustaining and extending network contacts; the extent to 

which network relationships require maintaining; and the role which networks play in 

establishing and maintaining 'trust'. 

The findings contained in this section provided the writer with a valuable contribution to the 

intelligence base from which constructive recommendations to the firms and the various 
stakeholders were devised. 

9.2 The Role of Asian Networks 

The majority of interviewees (16) perceived 'Asian Networks'as predominately serving a 

'social'role enabling them to keep up to date with community affairs, personal friendships, 

and family developments. They were also identified as providing a medium through which 

introductions to other individuals were made whilst also reinforcing the interviewee's own 

personal identity and values. 

Most interviewees (12) perceived 'Asian Networksas being of importance to their firm to a 

certain degree. It materialised that the networks greatest leverage appeared to be in 

supporting business transactions within the Asian community both domestically and 
internationally. This finding supports suggestions made by Ward and Randall (1988), 

Werbner (1984), Waldinger et al (1989), Ward (1991), and Bailey (1985) that 'social 

networks'are integrated into the fabric of UK Asian Enterprise, although a few interviewees 

were adamant that the network alone was not sufficient to enable business to take place 

and cited other factors such as trust, capabilities, product, price, etc. As being more 
important. 
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However, the study did identify that Asian Networks were considered to offer little advantage 
with regard to stimulating and executing activities with mainstream sectors and facilitating 
the pursuit of 'breakout strategies'. Indeed, when transacting business with the 'mainstream, 
the Asian Network was identified to be extremely lacking in support and knowledge. Indeed, 
Redding's (1996) suggestion that with very complex relations interpersonal trust is so 
difficult to extend beyond a narrow circle that it turns in to a constraint, which generates self 
imposed strategic limitations and delivers competitive disadvantage, are supported by the 

study's findings. 

The findings also suggest that Asian Networks are inward looking and perpetuate a 'Closed 

system'ideology and share all the disadvantages associated with closed systems. Primarily 

due to their insular nature many firms adopted reactive strategies to changes in the broader 

environment. In addition, Asian 'Social Networks'per se were identified as very different in 

nature to the Asian 'Business Networks'. The former serves a community need and the latter 

serves a business transaction need. However, the two (2) networks do overlap and are 
intertwined as suggested by Lewis and Rout (1998), with the degree of overlap being 

determined by the mind-set of the individual. For example, differences between first and 

second generation perspectives will influence attitudes with regard to the networks' value 
(discussed below) (see quotations in Box 9.1). 

An important finding was that Asian Networks (social and business) appear to be more 
important and significant to first generation Indians, in particular to those interviewees who 
had set up their business in a heavily Asian dominated industrial sector such as textiles. It 

was identified that these firms were established and developed predominantly via the Asian 

Network, with many of the interviewees operating in this sector still maintaining that the 

network offered their firm genuine opportunities for business growth and development. 

Indeed, this finding supports Redding's (1996) assertion that business networks are more 

significant (i. e. stronger) than the individual firms that make up the network. 

However, interviewees who were more mainstream focused were found to perceive the 
Asian Network in a very different light. The network's relevance and impact from a Value- 

added' perspective to the future of these firms was regarded as negligible for similar 
reasons to those suggested by Redding (1996). Indeed, these interviewees perceived the 

network very much as social and not business related. However, as businessmen they did 

not rule out the possibility that the network may provide a business opportunity at some 
point. This finding supports the findings of Scott (1985) and Melin (1987) who suggest that 
there is considerable overlap between the decision-makers personal network and those of 
the firm, and the findings of Von Hippel (1985) and Hauschildt (1992) who suggest that 

Page 144 



DBA in Marketing -Volume 2/2 

networks ran assist in identifying opportunities. 

The study has drawn attention to the likely possibility that with the passage of time, 

changing external market forces, and advances in technology, the nature and methods by 

which business is transacted will change in a UK Indian Enterprise context. Indian firms 

were identified as increasingly adopting Western business practices and ideology and not 
necessarily through choice. The role of the Asian Network was identified to be changing in 
this context, especially in transactions with mainstream customers and suppliers. With these 

changes Networks are predominantly being orientated around serving and satisfying social 
needs, with Western capitalistic practices emerging as beginning to penetrate firms and 
govern their business behaviour and practices. This finding supports Randlesome's (1996) 

suggestion that the business culture of any nation (and the firms within it) grows out of its 

business environment both past and present; and Darlington's (1996) suggestion that 
individuals may be influenced by cultures other than their 'apparent' nationality. Indeed, the 
finding could be argued to support the suggestion made by Kerr, Dunlop, Harbison, and 
Myers (1976) that as societies develop their management styles will converge towards a 

style adopted in the Western countries (Hofstede, 1980; Tayeb, 1984; Tayeb, 1988). 

The study's findings would suggest that 'social'and 'business' networks can be visualised at 

opposing ends of the same spectrum with the individual determining the extent to which 

overlap occurs (similar to a Venn Diagram). Significant overlap would occurre when there is 

a potentially viable business opportunity between specific network participants. 

BOX 9.1 - Role of Asian Networks 

002 - "it (the network) helps in business, but at the end of the day it is not sufficient for a business, you need 
more than that. It is good for socialising and maintaining a close knit community. It mainly satisfies my social 
dimension. Networking to me is like, should I wish to many my sons, networking is very important to find a gid. It 
is very valuable. Via the network you can feel the love, hate, whatever it is, the network gives you this. When it 
comes to business, it is some help, for example, I have a plumber doing work at my house and he has other 
jobs now because I have mentioned it to Mends, but for more serious things which are not concerned with the 
Asian community it is not very useful. I sell ladies wear for the mainstream and the network has little to 
contribute to this because I am selling to Whites. It would be different if I was selling 'Saris, then the network 
would be important Knowing others is not enough. The product is more impottant. The community and 
networks are not going to be significant in this. The community when it comes to business is fine, i. e. I know you 
and you know me, but, when it comes to the cninch, trade is trade. If you think the community will save you 
forget about it. Nobody is going to sa ve you, you are only fooling yourself The community may e ven cut you 
down sharper than others. Others don't know you, the community does, and those who know you are more 
dangerous. They know how many garments you have imported, where form, etc. Pure business is business. " 

004 - 'The Indian community seem not to network as much as they could from a business perspective. They are 
always slightly insecure at the back of their minds. The reasons are quite unknown to me because if someone 
asks me who is dealing in foods, then I would give them the names, it doesn't bother me. But I leamt that from 
the English environment. I don't think its very much Asian. I see networking creating a bond, by giving one 
another the opportunity to access your contacts and friends. If they provide a good service you network them 
into your own society so to speak. The majority of Indians I know don't do this. They don't like to see others do 
well. " 
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010 -'Of course it (the Asian Network) can help if there are people who can help. My personal feeling is that 
those people will face more hurdles unless they can make their own way themselves. Depending upon other 
Indians they will be exploited, left tight and centre to the hilt, because most of us Indians, no matter how many 
millions we make never feel secure, the second and third generation are OK they are becoming professionals 
and getting regular salaries coming in, I'm talking about the first or maybe second generation who are in 
businesses. This is in our blood because of our background of so many years we never feel secure. " 

011 - 'My father had extensive contacts on a social basis with the exporters at that time. He was very active in 
the community relations, which meant that he traveled extensively throughout the UK so he made social 
contacts which introduced him to business contacts. So he was fairly ahead of his competitors at that time so 
therefore we used to get new products all the time, new fashion products that were coming in, new colours he 
was always in touch, so from that point we were ahead of our competitors. It was through the Asian community 
that the business established itself, selling into the community and buying from the community. Networking 
comes in with regard to reassuring your decision. If you have a good relationship with a person who willingly will 
help you and you value their opinion, it is worth its w6ight in gold. It is far better than leaming through 
experience. Your not wasting your time. 

Looking at the business historically. For the first 20 years you have no choice, that's (the Asian Network) all that 
you have. There were very few professional organisations you could go to get market research and marketing 
reports done and to validate the appropriateness and suitability of products. But now there are agencies and 
professional networks business people you can approach for assistance. Also social networks are now 
gradually dying, family networks may still be there, but otherwise how reliable are they? They do play a part but 
as time goes by they play less and less a critical role. 

The community network does form a part of how business is done. However, it is increasingly a insignificant 
part in the climate of today's business. Networking is still important. You need contacts, wherever they maybe. 
Family breakdowns are happening all over the world, you go back home (India) where there are very strong 
family ties, I would say today that 75% of civil litigation is now family based. Family assets are being divided up 
and sold. Its sad, but it is the way of the worid, 

I see networks as a communication system in which you can bounce ideals off people who you think will give 
you an honest opinion. Bouncing ideas, getting ideas, validating ideas, its a two way thing, you would do the 
same for them without showing any bias, favoritism, or discrimination, or any benefit to yourself " 

012 - "This (Asian Network) is not important to me to further my business. However, the first person that my 
father imported from was an Indian company, so he probably got introduced to somebody by a friend, i. e. I need 
this product, and others may have had a contact in Hong Kong who could supply. But from there on we didn I 
actively look for Indian firms. We found Agents in the countries from which we wanted to buy from. Its better to 
have someone who is a local instead of worrying whether he is Indian. I don't actively go out to get my business 
through Indians, although most of my work is through Indians at the moment, but this is because the industry is 
heavily dominated by Asians, " 

OW - "The opportunities for this business are far greater in other areas than selling to the Asian community. We 
an- only doing it at present, because the items we are producing are in demand in both markets. It is on a first 
come first served basis. We are actually getting more work from the Asian community because it is easier for us 
to do. " 

9.3 Asian Networks and the Firm's Decision-Making Processes 

Only a few interviewees stated that their firm's decision-making process was influenced by 

individuals outside the family and/or management circle. This was identified to be because 

of concerns relating to issues of: confidentiality, trust, genuineness of advice given, and 

scope for exploitation. The mind-set of interviewees was generally focused on the fear of 

being taken advantage of and the exposure of their personally perceived 

weaknesses/limitations to outsiders. The family orientated perspective of interviewees 

reinforced this attitude with past experiences of interviewees also supporting this 

perspective (see quotations in Box 9.2). 
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This finding highlights that interviewees regard their Asian Networks and ties as Vouble- 

edged swords'offering both assistance and restriction. This supports Ram's (1994) 

conclusion which alludes to Asian networks being a basis for'competitive advantage' and 
'competitive disadvantage'. Indeed, Smith's (1894/1986) suggestion that mutual suspicion 

and absence of sincerity fuels such attitudes is also supported. 

BOX 9.2 - Asian Networks and the Firm's Decision-Making Processes 

004 - "it depends on what it (the decision) is. My brothers and tamily are first them the management and also 
people in the food indushy. Customers and suppliers. " 

012 - "Decisions are made within the family and with senior staff if need be. In the old company we had a 
management structure so we would discuss issues with the appropriate people. We also use professional 
advisors if need be. " 

014 - "Decisions are made within the family. But as Asian businessmen we do get together and discuss issues 
generally in a broad sense. " 

0 16 - "it depends on the'subject We have professionals in all areas. I will discuss it with the most appropriate. It 
we need a management meeting we will have one. Long-term issues tend to be discussed initially amongst the 
family. But this is then debated with the management team. The internationalization decision was made by 
myself " 

018 - "Decisions are made by the family, mainly by me and my brother. You don't tend to discuss your secrets 
outside. You never go outside. " 

9.4 Business Via Asian Networks 

The bulk of interviewees (14) stated that they had received no business via their 'Asian 

Network', although there was agreement amongst interviewees that the network was a 

source of information and intelligence. However, it materialised that if opportunities did not 

present themselves between network parties to transact business then the network purely 

served a social function (see Section 9.2). Many interviewees commented that they did not 

anticipate receiving any business (especially high volume business) through the network. 
They believed that their firm had to generate business through other channels and by other 

means. The network was perceived by interviewees very much as a double-edged sword 

which was treated with caution as outlined in Section 9.3 (see quotations in Box 9.3). 
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BOX 9.3 - Business Via Asian Networks 

002 - "We haven't received any business via the Asian Network. I don't believe networking is the only key. it is 
one connection. Even if it was not there I could go into Europe and sell our products. It is wrong to emphasis 
that the network is critical. It has a vety small role to play. Yes I know you, but if I haven 7 got anything to give 
you, and for you to make money out of it, then what does this knowing one another mean, nothing. " 

005 - 'I cannot say with any certainly whether we have gained any business through the Asian Network. If I 
introduce two parties together I do not know what they are doing. Introductions are important because it is like 
an endorsement, i. e. I know a little bit about this person and the other and they both know me so there is some 
immediate potential for the two parties to develop a relationship between themselves. " 

009 - 'Networking is important to us, not so much the Asian Networking, but business networks which our 
designers have exploited. The non-multiple business grew through our Asian Network, but this is not the 
business we want to continue, it is high risk. " 

011 - 'The one area where ourAsian Network did help was that when we used to retail we did import some 
items from the Punjab, Ludiana, which just so happens to be a key area for cotton supplies. I still had some 
details of my fathers contacts who were retired and I contacted them. They merely reaffirming the contacts that I 
was establishing with the Mills, cladlying that the people I was talking to were the right ones or whether I should 
avoid them because they were having some bad problems. They validated the leads and provided a blessing I 
suppose. " 

012 - "it (the Asian Network) hasn't got us any business yeL I only consider networking to be of use if it can help 
you get your foot in the door. I do recommend other hiends if someone is seeking a certain product or service 
which I know they supply, and I'm sure they do it for me, but it isn't something which is done to a great extent. It 
is very infrequent. 50% of the businesses we deal with internationally are Asian. We got to know them via 
contacts in the trade and referTals. Not through the community as such, in fact I don't believe I have had any 
business through my own community. " 

013 - We purely approach people in the market. Asians are veryjealous people. We don't let people progress. 
They won't tell you anything from which you can make money, it's our nature. " 

016 - 'At the end of the day I suppose if you keep at it (the Asian Network) something is bound to happen. I 
don't hold out a lot in this area, its not very reliable. We haven't had business through the so called Asian 
Network. " 

017 - We havent had any business through the network. In general when someone is making money from 
somebody they will not recommend you, because they are cutting their own throat. If they were recommending 
me they would be doing it to their own competitors, because if I sell the same thing to their direct competitor it 
will directly affect their business. " 

019 - 'Only our Industry Networks have helped us. " 

9.5 Asian Networks and International Opportunities 

Seven (7) interviewees believed that 'Asian Networks'could accelerate internationalization, 

with most interviewees (10) stating that it would very much depend on the situation and 

opportunities which presented themselves. Interviewees believed that 'community networks' 

and 'extended family networksdo offer potential. However, factors such as the international 

Parties': skills, access to resources, capabilities and potential, education and knowledge, 

motivation, willingness, professionalism, credibility, trustworthiness, and perspective and 

mind-set were factors identified to be of importance when seeking to engage in any potential 
business with network contacts internationally, especially if the relationship was to remain 
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viable in the long-term (see quotations in Box 9.4). This finding supports the notion that 

interconnected exchange relationships evolve in a dynamic less structured manner and that 
increased mutual knowledge and trust lead to greater commitment between international 

market actors (Turnbull and Valla, 1986; Johanson and Maftson, 1988; Nordstrom, 1990; 

Blankenberg and Johanson, 1992). 

It was also identified that international Asian networks were of little advantage to second and 
third generation UK Indians because of the_socialisation process they had been involved in 

through being raised in the UK. The perspectives of UK Indians were stated to be different 

to those of Indians elsewhere around the world. It was suggested by interviewees that those 

Indians born in the UK would not realise a great degree of 'genuine' advantage over other 
Westerners seeking international opportunities with the Indian sub-continent. However, it 

was stated that their parents' heritage does provide them with immediate empathy and a 
degree of historical cultural understanding which provides an advantage. 

Apart from this advantage it, was suggested that future generations would undergo a similar 
learning process to any other person with a different nationality. This finding raises 
questions regarding where the genuine international opportunities exist for future UK Indian 

generations; whether they are in exchange relationships with Indians based in South East 
Asia or whether they are with Indian immigrants residing in other Western Capitalistic 

societies where the extent of psychic distance between the UK and their host nation is low. 

BOX 9.4 - Asian Networks and Internationalization Opportunities 

003 - "Asian Networks can definitely help in internationalization. My previous business in shipping and 
forwarding expanded because of this, I got a contact who said he had a contract from India to supply computer 
products and would I take care of it. I went to India to meet the importers and this led to us becoming partners. I 
opened offices in India, Singapore, UK, USA, all based on a network socialisation thing. Unfortunately this did 
not work out in the long-term because of differences in culture and opinion, but it did happen. " 

004 - 'The netwoik does offer me small opportunities, my sister and her husband in Canada do sometimes says 
that there is a supplier there. But they don't actively go out looking for a supplier We also use our Indian 
brother-in-law for exportirig a few things, just to support him a little bit, its more paternalistic and family based 
than serious business. " 

008 - "Asian Networks probably do offer internationalization opportunities, but it is more a question of who is on 
the other side, for example, although we are not international, one of my uncles lives in South London and he 
runs ourJoint interest there, but I have also got a uncle who lives in North London who we have always said we 
will help do the same thing if he wishes, but he doesn t have the capabilities to do it, or the ability to do it. This is 
essential to business. " 

010 - */ honestly believe that your work would have been more useful 10-20 years ago. More and more so called 
ethnic people, those who could not speak English, who didnT have anything to do with mainstream businesses, 
are mainly retired. The present generation don 7 need any dependency on others, other than the normal 
dependencies of businesses on one another, they don't need to depend on other Indians to help them through 
this world, not people who are now in their 20s or 30s, they don't need it, twenty years ago this may have been 
important. They are educated, up-to-date, professional, they know everything which is going on here. They can 
communicate with suppliers and customers on the level. The network offers them veiy little benefits 
domestically or internationally. " 
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o12 -'I think they (Asian Networks) offer genuine opportunities for internationalization, but not that its more of 
an opportunity than something else. Its just a readily available one. I think you will rind with most ethnic 
communities, that if you go to another country and you come across somebody from a familiar background then 
you may feet more comfortable dealing with them at first. But when you are more familiar with that country, you 
will probably go out and spread your wings and look for the best sourcing you can get I believe that this is how 
my father in the past did most of his overseas buying in many places. He just got to know a or some Indian 
people who were there and got a sourcing foothold there and then just started buying from Chinese, or others. 
Now I use local agents, for example, we sourced from Portugal this way, even though there are Indian 
communities there. The Agent was introduced to us by a Iocal. " 

013 - 'I don't believe they can help. The second generation have a different outlook. They don't need that (Asian 
Network). They are in the mainstream already. They don't want to get involved in the community either. 
Everyone I know who has used the international Asian Network has lost money. Our (UK Asians) outlook is 
different to theirs (Asians in other countries), most pdople have struggled who ha ve gone through that route. " 

OU - "I am not sure because one should not be-wofking purely with Asians one has to look at the trade that 
other Asians around the world are in. " 

015 - "I don't believe they offer genuine opportunities because the westem disease has got to the next 
generation. The English disease is: the First generation work hard, the second generation have everything laid 
down for them and they follow and get on with it, and the third generation get educated and want nothing to do 
with the family or community. They want something different in life. They don't want to work with the family 
business. This is the English disease and this will effect how Asian rums internationalize. " 

016 -"To a certain extent Asian Networks do offer internationalization opportunities, but if yourgoing to do 
business you have got to get the professional people who are capable, there is no point saying there is a family 
member III bring him in. I go round to some businesses and it upsets me, they have a professional set-up and 
then they'll put people in there who cant speak English trying to serve the customer. Its not the fight way of 
doing things. Why not get someone professional, you'll have to pay then a little bit more, but they are going to 
bring a bigger return back. I think this family thing, some Asians take it a little bit too far, if they are not 
competent or don't have the potential, your far better off getting in someone professional, they will make one 
hell of a difference. I've experienced this not only in this business but others. Family can hold the business 
back. " 

019 - "I don't think Asian Networks can help internationalization. The first generation may have the contacts, but 
I don't think they ever thought that they would be doing international business. The second and third 
generations may be able to exploit such connections, but they will not know the culture and people so it will not 
really be an advantage. You would be better off doing it professionally. " 

9.6 International Synergy - Genuine Business Opportunities 

The bulk of interviewees (19) reported that they had overseas relatives who were in 
business. However, the majority of interviewees (14) stated that there was no scope for 

doing business with their overseas relatives. Most interviewees (16) stated that this was 
predominately due to their respective lines of business being totally unrelated, i. e. no scope 

for synergy. 

It was identified that in situations where business opportunities were present, interviewees 

were reluctant to transact business because of the potential negative effects on their 

personal relationship should problems arise with the business relationship. It can be argued 
that With such a psychologically deep-rooted feeling, the potential for international Asian 

Networks being used as a means of genuinely facilitating and executing business can be 

questioned (see quotations in Box 9.5), especially with extended family members. 
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E30X 9.5 - International Asian Networks 

005 - Overseas relatives reside in* India, Canada, Australia 
, They run retail shops and estate agencies. I've thought about Canada but they are in a worse situation than we 
are. We couldn't work togetherbecause ourbusinesses are poles apart. If an opportunity where we could work 
together presented itself I would have no reservations. The only proviso being that I would like to get to know 
them better, because we all buy things on credit and when the money is due to be paid some people may make 
excuses. So you are more likely to loose money in the extended family system. Also you harm the personal 
relationship forever from there on. " 

008 - Overseas relatives reside in: Canada, India, Australia, Kenya 
'The only place I would consider is Canada. My cousins sister lives in Canada and she has two sons in their 
20's, now that's a possibility. My ex-business partner who went to Canada is doing what we are doing here. We 
know the potentials there if we want to do it. But at the moment we would rather stick around here. I do not 
really know the ones in India but they are out of the question they are not really competent to do anything. I 
would only consider India if I was living there, but then its pointless using them, you might as well do it yourself 
it is more a question of what relatives currently do, and what they are capable of doing. My wife's relatives have 
a retail shop which sells bangles, etc. which supports three brothers and their families. They will never 
understand anything above that. You need people who can cope with this business, they need competencies 
and they must be able to learn the business and wish to team. " 

010 - Overseas relatives reside in: India, Dubai 
"My cousins in Dubai are Agents for a large cement manufacturer, my brotherin Bombay is a manufacturer and 
exporter of socks, and other relatives are in services. There is no real scope for business because most of them 
are in hot countries. Ourproducts are only sold into cold countries. I've also come to learn that blood and 
money don't mix. We would probably spoil our relationship. I have been asked several times by my brother to 
help develop his business by distributing theirproducts, but I have got enough on my own plate here, and I am 
not now hungry enough". 

011 - Overseas relatives reside in: USA 
'None of my relatives overseas are in business. I haven't considered business with them, at one time this would 
have been the only way of spreading ones business, of expanding it. Today, I think in a changing environment 
one would hy to avoid it. Because, it complicates relationships these days. It is very difficult to impose certain 
decisions on each other, as one would in a Board Meeting of a limited company with people who were not 
related to you, without any hang-ups, favors, or fear, without it affecting your relationship the minute you 
stepped outside the board. You bring yourproblems home literally, the question of seniority comes into it also, 
i. e. what you can and cant say because of customs, you cant speak openly, so it hinders the growth of the 
company. Itiust complicates things unless there is a genuine benefit to be gained. There is a trend to move 
away from this. " 

013 - Overseas relatives reside in: Tanzania, India 
'All my relatives are in business, but there are no trade opportunities. The contact is not very great and they are 
in different businesses. You have to assess the ability of the people, their ability to handle it or not I would 
rather approach people who could handle it. " 

0116 - Overseas relatives reside in: India, USA, Canada 
'Business opportunities may exist, but I think it is very unprofessional to do it that way, just because you have a 
family member over there, ftying to use that is a backward step. I think if your going to do it, you do it 
professionally, you rind the right person. If your going to do business you have got to get the professional 
people who are capable. Family can hold the business back. " 

018 - Overseas relatives reside in: India 
'None are in what we would call genuine businesses, and there is no real scope for business. In India, they live 
in villages, how can you do business with them! They wouldn't understand. " 

019 - Overseas relatives reside in: (All in the UK) 
"Its not really possible. If / want to set up a similar business overseas, it is the people skills which are most 
critical, i. e. technologists and management. If we didn't then we would loose business and damage our 
reputation. Its too risky. " 

The study also revealed that interviewees were frequently in contact with their relatives 
locally, nationally and internationally respectively on a daily, weekly and monthly basis. This 

Page 151 



DBA in Marketing - Volume W 

finding established that active international networks existed. Interviewees stated that they 

valued this family interaction and commented that they were raised to value and respect 

kinship ties (see Section 9.2) as part of their childhood socialisation. This finding would 

support Child's (1982) suggestion that Indian culture as encountered on the Indian sub- 

continent has continuity with the first generation. Indeed, it supports Lewis and Rout's 

(1998) finding that Asian firms are saturated in the ideology of the family and Crick and 
Chaudhry's (1995) finding that Asians are in frequent contact with overseas relatives. 

Overall, the finding supports Blankenburg's (1992) suggestion that networks can provide a 

plausible avenue for international growth. 

9.7 Networking: Asian Business Associations - Business or Social Clubs? 

Whilst twenty (20) of the interviewees were members of an 'Asian Business Association, the 

overwhelming majority perceived such 'Associations'as failing to effectively represent the 
Asian 'business community'needs. They perceived the Associations more as 'socia/'clubs. 
An interesting finding was that many interviewees felt they were under an obligation to join 

because of perceived peer pressure via their social networks within the Asian community. 

Associations were considered to provide no real value to the firms in the form of business 

support and tangible benefits and representation on their behalf was cited as negligible. This 

finding supports Perry's (1996) suggestion that intermediary organisations need to enhance 

network opportunities for SMEs and address their own deficiencies in order to add value to 

SMEs. Indeed, interviewees believed such associations to be dominated by individuals who 

were self-interested and wished to further their own personal agendas. The Associations 

were considered to provide no real value except to those on the Board (see quotations in 

Box 9.6). 

It can be argued that such Associations in their current form actually restrict and positively 
hinder genuine business support being targeted and delivered to the Asian business 

community, especially since the study identified that such Associations promote themselves 

as 'representing the views and needs of the Asian business community as a whole'. 
Interviewees stated that problems and issues which are genuinely manifesting themselves in 

the business community do not appear to surface for targeted support to be devised and 
delivered. 

It was also suggested that the role of such Associations will diminishing with regard to the 
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needs of the second and third generation Asians, with these individuals being more familiar 
and knowledgeable about the needs and culture of mainstream suppliers and customers 
and the sources of genuine advice and business support. Interviewees suggested that 
future generations may feel reluctant to join Asian Business Associations which offer no 
genuine value to them personally or to their firm, and consequently the Associations need to 
modernise with the times and begin to address the needs of future generations if they are to 
survive. 

The findings would suggest that there is a need to formulate an appropriate model at a 
regional level to ensure genuine business advice and support is delivered to those Asian 
firms which would benefit from assistance. Such a model needs to be effective and 
transparent and void of personal agendas and focused around the 'customerand 
'competitiveness' per se, together with a framework which must be constructed to support 
economic regeneration. Indeed, it could be argued that the concerns which Marlow (1992) 
highlights regarding mainstream support agencies not catering for the dimension of 
'ethnicity', and other findings which suggest that business support services require to be 
tailored for ethnic minority firms (Marlow, 1992; Crick and Chaudhry; 1995), could be 

overcome through the establishment of partnerships with 'credible' Ethnic Business 
Associations (see Section 8.4, and Section 8.12. ) 

BOX 9.6 - Asian Business Associations 

001 - "I am a member of the Leicestershire Asian Business Association, but I've never really used them. I was 
offered membership andjoined. I've never really gained any benefit. I'm there basically as a statistic for 
membership. I've never really thought of it in a sense of developing my network. " 

002 - 'I was a founder member of the Leicestershire Asian Business Association (LABA) over 10115 years ago. 
We set up LABA in order to provide guidance to the community so it could grow. I believe we achieved that. But 
the challenges have increased and we are losing touch with what guidance is necessary. I stepped down from 
LABA because I didn't know the direction to follow. " 

003 - 'I am a member of the Leicestershire Asian Business Association. It isn't really a business association, but 
rather a social service. It does help develop my contacts. " 

007 - 'I am a member of the Birmingham Asian Business Association (BABA) and the Institute of Asian 
Business (IAB). The National Organisation of Asian Business (NOAB) is run by ??. However, NOAB is only a 
family organisation, its not a democratic or property run organisation. There is no representation from outside 
organisations. It is supposed to be a national organisation, there is no representation from London, or other 
areas. This organisafion is a joke. There are no proper constitutional mechanisms. ' 

008 - 'We are members of the Leicestershire Asian Business Association (LABA) but we haven't achieved 
anything from or through them. I have stopped going to their meetings. But I do know some more people 
socially. This 6pe of networking doesn't generate much business and really is a waste of time. There is a need 
for such an association so long as they do something constructive or helpful, but if they are therejust for the hey 
of it, then no. It currently doesn't do me any good" 

009 - 'I've been with the Leicestershire Asian Business Association (LABA) but it doesnY help me, there is 
hardly any business done in it, it is mainly professionals. It has done nothing for the businesses. The only 
people who can do anything is the government and the DT1. Others have no purpose they are just a waste of 
public money. No body helped me, or wanted to know my problems, and understand in what way they could 
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7relp -me and rdy -fellow bu-si-nessirm-n. 1 have no faith in all these organisations and associations. LABA's 
president is a Solicitor, before it was an Accountant, and before that an Accountant, then a Seller not a 
businessman. There is not one manufacturing businessman on the board who will do something and take an 
active role. It is a waste of time. Nobody actually helps the business, that's what I think and have seen. They 
talk about silly things and its a waste of time. This is my experience. " 

C11 I- 'I am a member of the Institute of Asian Business (IAS) and Asian Traders Association, we have this 
stupid association called the National Organisation of Asian Business (NOAB) they are all farty and cosmetic 
organisations, they get a bit of a grant from Government for one year, the Government throws petty cash at 
them. At the end of the day the Chairman and the Vice-Chaltman, etc. seek to get an OBE after 2-3 years and 
they then disappear into the thin air from which it was created. It aims to achieve nothing, it does nothing, they 
bring people with Mayor chains to the top table as mere decorations, and you think to yourself what the f*** am I 
doing here? Associations of this kind are a total waste of time, the biggest status is to be a office bearer. " 

012 - 'I am a member of the Institute of Asian Busine7ss (IAB). Me and my uncle were involved with the National 
Organisation of Asian Business (NOAB) at the eady stage but it didnt continue, I wont say too much about it, I 
didn't enjoy being involved in that association. It seemed too personal and it didnY deliver anything. I couldnY 
see any real action, the point ofjoining an association like that is that the community generally benefits, and if it 
calls itself the National Organisation of Asian Businesses it should be generally a national organisation, and I 
don't think it was a national organisation, it was based around this part of Birmingham. I think there are too 
many organisations of that sort, I mean every now and then you hear of someone who has done well in 
business setting up this type of association. I don't see why there should be ten other associationsjust in 
Birmingham, forget the rest of the country, which are essentially trying to promote Asian issues and do the 
same thing. Its fragmentation isn't it? I don Y do any networking in the 1AB. Most of the time I don't have the time 
to go or the inclination. " 

013 - 'I am a past President of the Leicestershire Asian Business Association (LABA). I don't believe it helps 
Asian businesses anywhere. They don't want to help our businesses. It's all lip service. A modem approach is 
necessary. " 

015 - '/ am a member of the Institute of Asian Business (1AB) and the Birmingham Asian Business Association 
(BABA). These an- self interest associations, they have no real focus, they are talk shops with no strategy and 
objectives, and no real success. " 

OW - "I am a member of the Institute of Asian Business (IAB), it is useful for social networking and exchanging 
view. But these kinds of associations cannot really do anything. They have no real authority or influence. " 

018 - 'I have onlyjust recentlyjoined the Leicestershire Asian Business Association (LABA), because I have an 
issue which Asian businesses wish to have addressed and I think this is a possible channel to go through. If you 
have any problems I believe you need to have an organisation behind you, it does help. You need an interface 
which can communicate your concerns. ' 

9.8 Developing and Sustaining Asian Networks 

Virtually all interviewees (20) were involved in extra curricula activities with various Asian 

social clubs and/or within their respective Asian communities. Interviewees were found to 

value their community and took an active part in its functioning and maintenance of 

traditions and cultural values. However, it was identified that the bulk of interviewees (16) 

believe that Indian customs in the UK will be significantly eroded by UK customs and norms 

over the forthcoming generations. This would noticeably influence business behaviour and 

practices both within and amongst Asian firms, a finding which Child's (1982) work would 

disagree with, but one with which the findings of Sekaran (1983), Rafiq (1988), Engel, Kollat 

and Blackwell (1973), Jamel and Chapman (2000), DAstos and Daghfous (1991), Cuellar et 

al (1997), Reardon et al (1997), and Oswald (1999) would concur, i. e. socialisation in a 

different national settings will influence immigrant attitudes over the generations. Indeed, the 
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finding could be argued to support the suggestion made by Kerr, Dunlop, Harbison, and 
Myers (1976) that as societies develop their management styles will converge towards a 

style adopted in Western countries (Hofstede, 1980; Tayeb, 1984; Tayeb, 1988). 

However, although interviewees felt that Western values would erode Indian traditions, they 

also felt that traditional UK customs would change to accommodate Indian traditions and 
that a completely new UK culture would emerge, a culture reflecting that of a multi-cultural 

society. Factors such as education, media, work environment, and the social circles of 

second and third generation Indians were cited by interviewees as driving a lot of the cultural 

changes within and between communities. Indeed, interviewees commented that family 

structures were changing and the nature of ties and networks with overseas relatives were 

also changing (see quotations in Box 9.7). 

It can be argued that within this context of change, the sustainability of international Asian 

Networks over the generations will diminish and provide a diminishing genuine advantage to 

each subsequent generation with regard to exploiting international kinship networks with 
increasingly distant relatives. 

BOX 9.7 - Asian Business Customs and Culture 

002 - "We (Indians) will definitely be influenced more and more, we (first generation Indians) are ourselves 
influenced to a degree, i. e. our dress codes. It is better for us to bring change in rather than be forced to accept 
it. This way we benefit. " 

003 - "Our customs will be replaced, but not totally. UK Asian children will grow up in a more organised manner 
with regard to work, holidays, etc. But they will maintain the family bonds, on the negative side: they will become 
veiy independent, outgoing and have no respect for the family or themselves. This is going to happen anyway. " 

006 -Customs will change, maybe not 100%. But today people are learning how otherpeople live and maybe 
some of the things will be adopted by the mainstream also, I don Y know. At the end of the day Indian culture will 
dilute over the generations. I believe there will be a UK culture. Even Indians living in India are changing their 
culture. There are a lot of changes going on eveiywhere. Whether good or bad, it has got to come. " 

009 - "Times are changing, the youngsters are loosing our culture, they are getting to be more westem. We are 
loosing our identity slowly. In possibly 2-3 generations there may not be any true Indian business people. The 
next generation may want to branch out into something different The point is they will be very westemised, 
even more so than my sons, so when they grow up they are going to be English people more or less. Times are 
changing. Social Networks will not be as important to them as much, but business networks will. " 

010 - "Definitely, customs will change, this will be positive, Asians will only be successful if they behave and 
treat the population with no difference. Now a days Asians are professionals, they are brown businessmen. 
Asians who are bom here, raised here, live here, make their lively hood here, plan to die here, then the sooner 
they assimilate themselves in the host country the better. The new Brown professionals will not be like this; they 
do not want to be bracketed as ethnic people who may need help of the ethnic society. They are educated, up- 
to-date, professional, they know everything which is going on here. They can communicate with suppliers and 
customers on the level. They are not ethnic, they look ethnic, but they are not ethnic. " 

011 - 'Customs will never be replaced, they are modified, for example, a traditional Indian ceremony back home 
takes five days. Here it is a Sunday afternoon due to the Western pressure of time. Also the level of awareness 
by the indigenous population of Indian customs is far higher and the gap is not as big as it used to be, for 
example, our children get Diwali holidays at school, Religious Education is now multi-cultural, there are more 
inter-marriages with respect for each others culture, Indian food has broken a lot of barriers, etc. I think there is 
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going to be a nice marfiage between the two cultures. " 

0 18 - 'There will definitely be a change in customs because of the media really, TV, magazines, etc., there is no 
way you can stop it. I'm not saying they will loose their identity completely. Indian kids are sticking very closely 
together and creating their own Western culture by mixing things together. You have very little control over the 
kids these days. We are going to have to accept changes in their behaviour, if we don't we will lose our children. 
They will change, e. g. if you send your child to University, regardless of whether its a girt or boy, I guarantee 
you that 75%, that child's Asian values and thinking has gone. Only 25% will retum, with a strong sense of 
Asian values. " 

019- 'Customs will be replaced, this is the toughest part our generation is going to have to learn. There will be 
more inter-racial mardages, respect of traditions will decline, family structures will collapse, they are more 
Mendly and open. I think this is sad, to see us loose our culture, but no matter how much you tty you cannot 
stop it. The kids are far more advanced, they want more out of life than we ever did. English values are 
accepted far quicker than what was by my generatioh. " 

9.9 The Role of Networks in Cementing 'Trust' 

There was unanimous agreement among interviewees (2 1) that 'Trust' was critical and 

crucial in sustaining business relationships. This is a finding which Silin (1972), Wong 

(1988), Sit and Wong (1989), Ryan (1961), and Barton (1983) suggest is central in 

upholding a complex network of trading relations. However, it was pointed out that genuine 

trust is a rare commodity since business is based on a transaction process. Networks were 

regarded by a few interviewees to assist in the development of relationships via 

introductions and endorsements. However, the degree of trust established between the 

parties transacting business was itself a function of the transaction process based on the 

evidence derived by the two (2) or more parties through the relationship. As stated in 

Section 9.8, interviewees commented that Western influences were changing traditional 

Indian cultural practices and that whereas in the past an Indian's word was his/her bond, in 

today's world this is no longer the case. With Indians becoming more Westernised and 

capitalistic in nature (i. e. the notion that 'business is business), second and third generation 

Indians are adopting a capitalistic approach to business transactions where trust appears to 

be relegated in priority (see quotations in Box 9.8). 

It can be argued that the role of the network in potentially cementing and endorsing trust is 

gradually being eroded as Western influences penetrate the UK Indian community. Indeed, 

Smith's (1894/1986) suggestion that mutual suspicion and absence of sincerity is fuelled by 

such attitudes is also supported. With such changes occurring, the writer suggests that 

future generations will be more focused on 'systems trust'as opposed to the first 

generation's orientation which has predominantly been focused on 'personal trust. Both 

forms of trust will be important but the balance will shift towards that observable in Western 

Capitalistic societies. 
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SOX 9.8 - The Importance of 'Trust' 

()Oj - -Trust is vety important to me. Networks play an important role here. In the past morals were there, now 
its too Anglicised, over the last 10 years. Trustworthiness towards our fellow Asian has declined, we have to vet 
our customers carefully nowadays. " 

004 - -Trust is vefy important. I think evefything revolves around trust. If you cant trust people around you and 
the atmosphere around you, you begin to feel uncomfortable and it disturbs me. I'm a vefy sensitive man, I 

cannot sleep if I feel I cannot trust someone, it bothers me. I like to live for the truth. I will back the truth. My 

children know that. " 

005 - if you tell things and do things in trust, you would like to be paid back in trust and not be taken advantage 
of. This is very important to me. By and large, networks do help in establishing trust, but because of western 
influences this is changing. " 

()07 - ITnist is very important, without it you cannot get anywhere. In the olden days my generation would 
honour their commitments, everyone would pay up. But recently over the last 5-7 years the younger generation 
which has come up want to be either a millionaire or they don I want to do anything. They want to be big but 
they don't realise the hard work and the sweat which has gone into the companies run by their parents 
generations. They want the Mercedes, big house, business success, they don't realise it takes years to build a 
good business. They set up and fail owing a lot of money to others, and the next day they set up again. This is a 
problem. The first generation have built up a good plafforrn, they have worked damn hard doing toughjobs, they 
have built up strong relationships on trust and honour and they have educated the children. Now it is crumbling 
to a degree. " 

012 - 'Trust is extremely important Networks play a very small part in cementing trust You can get to know 
people through a network but whether you can trust them is another thing. Trust takes some time to develop 
and unfolds with the relationship, it has to be earnt. My father and Uncle were able to develop an extreme 
amount of goodwill from suppliers which in turn helped to move the business forward. The business is based on 
the trust you get from your suppliers. If you cannot get this then it is very difficult to progress. " 

017 - 'Trust is very important This is the hardest question you have asked me. In the 20th Century everyone is 
therefor their own advantage and not your advantage. I think these days to give 100% trust is not wise, 
because if you are seeking your advantage from somebody and they trusted you, that means that there is no 
trust, because you are taking advantage of him, or vice-versa. There should be trust, but because of modem 
fimes trust is becoming a rear quality to Find and give. " 

019 - 'Trust is very important. Networks cannot do a lot, joining any association is simply to benefit you in some 
way. Therefore others are there for the same reasons, to take advantage of you. This does not develop trust, 
there is an aspect of business and back-stabbing. You will formulate a friendship and some trust with somebody 
but not everybody. " 
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. 9.1o Summary 

Table 9.1 provides a summary of the findings presented in this section on 'social ties and 

ethnic networks'. 

Table 9.1 Summary of Findings - Social Ties and Ethnic Networks 

---Dimension Findings 

Role of Asian Networks Predominately informational; Social 
Importance of networks to business Situation dependent; Needs driven 

Networks ability to influence Low 
mainstream interaction 

Importance of networks More important to first generation Asians in traditional 
business sectors 

Decision-making influences Decision-making is more influenced by'family 
networks' than 'social networks' 

Business via the network Negligible; More informational; Can be a double 
edged sword 

International opportunities via the Situation dependent; needs ddven 
network 

International business opportunities Dependent on 'synergy' between parties 
with family members overseas 

Contact with relatives overseas Frequent (telephone and visits) 

Role of Asian Business Associations Perceived as'Social Clubs'; Modernisation required 

Developing the Asian Network Accomplished via social interaction within the 
community 

Importance of 'trust' Cdtical; Essential in business; Both 'personal'and 
'systems' trust are necessary 

'Trust' and the'networks' I Networks facilitate the development of trust 
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10.0 The Three (3) Emergent Groups 

10.1 Introduction 

E3y combining and adopting an holistic approach to the fieldwork findings presented in earlier 

sections3a 'three (3) groupings' have emerged based around the study's 

'Intemationalization'and 'Ethnic Ties and Networks'theme. Firms have been grouped on the 

basis that they broadly share similar characteristics on pertinent research aspects as 

presented in Table 10.1. Please note that the'Groups' have emerged by taking a holistic 

view of the research findings focused around the Research PropositionS39 outlined in 

Section 1.5. 

The writer argues that only by identifying commonalities between firms can meaningful and 
focused recommendation be made to the entrepreneurs, their firms and other parties who 
have a vested interest in the firms' sustainability and growth. 

Section 10.2 provides justification for the key dimensions applied to screen the firms. This 

in turn led to the emergence of the three (3) distinct groups. Section 10.3 details and 
discusses the characteristics of each group. 

The reader should note that, although the firms in each group share similar profiles per se 

with regard to the key dimensions, there is a degree of variability with respect to other 

pertinent issues which were probed via the Interview Guide (see Appendix 4), i. e. a degree 

of heterogeniarity may exist between firms in the same group with respect to other 
dimensions not shown in Table 10.1. 

38 Sections 6.0,7.0,8.0 and 9.0. 
39 Research Propositions are shown in brackets against each dimension in Table 10.1. 
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Table 10.1 Dimensions for Grouping FirmS40 

1. Whether the firm operates internationally. 
2. The importance of Asian Networks to the firm (P2. I /P2.2). 
3. Whether the importance of Asian Networks diminish as relationships are 

established (P2.3). 
4. The scope for international business via Asian Networks (P2.21P2.5). 
5. The proportion of 'customers'which are Asian (P2.4). 
6. The international markets which are supplied (P2.4). 
7. Whether the firm is proactive or reactive to external forces (P1.1). 
8. The risk profile of the firm, which is reflected by the FMEDS adopted 

(PUIP2.6/P3.3). 
9. Whether deficiencies in international management skills hinder the firm (P1.2). 
10. Whether the firm had international resourcing problems (131.4). 
11. Whether the business practices of second and third generations will change and 

result in different, 'non-Indian', business practices being adopted (P3.1). 
12. Whether a higher education level/more professional management characteristic 

influences business orientation (P1.1). 

Note: Links to specific propositions are shown in brackets (see Section 1.0). 

10.2 Justification, of Grouping 'Dimensions" Selected 

The 'dimensions'which were selected to identify 'emergent groups'were chosen primarily 
because they are pertinent to the study's research focus and are directly linked to the 

study's research propositions. In addition, due to the exploratory nature of the study, the 

writer believes that the dimensions selected are key dimensions. It is anticipated that the 
dimensions will enable future research studies to probe in more depth (quantitatively or 
qualitatively) specific aspects of a firm's 'internationalization strategy'and the role of 'ethnic 
ties and social networks'. 

The dimensions selected form the criteria against which firms have beer! screened in order 
to identify if any similarities between firms exist. A brief explanation for the justification and 
selection of each dimension is provided in Table 10.2. 

40 Groupings have emerged by applying these dimensions in the order they appear as a screening criteria. 
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Table 10.2 Justification of Screening Dimensions 

li Dimension I Description I Justification I 

Whether the firm operates internationally 
This dimension was fundamental to initially divide the sample frame into two 
(2) groups, i. e. those which were internationally active and those which 
were not. 

2 The importance of Asian Networks to the firm (Links to P2.11P2.2) 
This dimension was applied in order to ascertain the degree of importance, 
from a 'doing business' perspective, which interviewees attached to their 
networks. The dimension serves the need to provide an insight into whether 
on not Asian networks provide a sound medium for international business 
activity to flourish, i. e. do they provide a commercial advantage to Indian 
entrepreneurs. 

3 Whether the importance of Asian Networks diminish as relationships 
are established (Links to P2.3) 
This dimension was important from the perspective of exploring whether 
Asian Networks provide a medium through which introductions can be made 
internationally. It would then enable the writer to probe, following 
transactions between the parties taking place, whether the degree of 
importance of the network to the then established 'trading' relationship 
diminished over time to become more situation dependent. 

4 The scope for international business via Asian Networks (Links to 
P2.21P2.5) 
This dimension was applied to clarify the extent to which the international 
Asian Networks which exist provide genuine scope for international 
business expansion for UK Indian firms. The writer believes it important to 
establish the extent to which interviewees believed they could engage 
network contacts in the execution and development of their 
internationalization strategy. 

6 The proportion of 'customers'which are Asian (Links to P2.4) 
This dimension was used to validate the propensity for interviewees to 
execute business transactions with fellow 'Asians'and ascertain the extent 
to which Asians are trading with the mainstream as opposed to individuals 
and firms associated with their own community. This dimension was used to 
highlight issues regarding 'breakout'and the importance of Asian Networks 
to the firm's long-term sustainability. The dimension would also highlight the 
degree to which interviewees preferred to transact business with individuals 
who shared similar 'cultural' norms. 

6 The international markets which are supplied (Links to P2.4) 
This dimension was regarded as important from the perspective of 
validating whether of not interviewees prefer to execute international 
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business with individuals in nations which share similar 'cultural'norms and 
characteristics as their own, i. e. the degree of importance placed on the 
cultural/psychic distance dimension of international activity. This variable is 
distinct from 'Variable 2, in that markets which offer the greatest growth 
potential to Indian firms may be markets in which they have no significant 
cultural advantages (i. e. degree of similarity from a 'Indian' perspective) 
over other UK firms. 

7 Whether the firm is proactive or reactive to external forces (Links to 
P1.2) 
This dimension was selected- in order to explore the extent to which firms 
were adopting 'strategic fit'as opposed to 'strategic intent'strategies. 

8 The risk profile of the firm. Which is reflected by the FIVIEDS adopted 
(Links to 131.4/132.61P3.3) 
This dimension was used to explore the FIVIEDS adopted by firms in order 
to ascertain risk profiles. Firms adopting FMEDS such as exporting and/or 
importing were regarded as firms pursuing low risk strategies, whereas 
firms with, for example, a wholly owned subsidiary (WOS) were regarded as 
adopting 'higher' risk strategies requiring a higher degree of managerial and 
financial commitment. In addition, the adoption of more committed FMEDS 
was interpreted by the writer to gauge the level of trust in overseas 
partners. 

9 Whether deficiencies in international management skills hinder the 
firm (Links to PI. 3) 
This dimension was regarded to be important from the perspective of 
establishing the extent to which 'pre-intemationalization'experience, training 
and/or knowledge was important in internationalizing the firm, i. e. did 
deficiencies in skills hinder the firm's speed and effectiveness in 
internationalizing. The phrase 'pre-internationalization experience' used in 
this context refers to the degree to which interviewees had gained personal 
experience or knowledge about international business prior to 
internationalization. For example, had they gained experience via: 
employment in the field, attending training programmes/seminars related to 
internationalization, attending trade-missions, attending international trade 
fairs/exhibitions, etc? Basically, it refers to the extent of their exposure to 
the international dimension as opposed to the domestic dimension prior to 
internationalizing the firm. 

10 Whether the firm had international resourcing problems (Links to PI. 5) 
This dimension was applied in order to ascertain the degree to which 
international assistance could be targeted at firms to enhance performance 
and competitiveness, both internally and externally. Internal deficiencies 
relate to aspects such as: human resources, capital equipment, specific 
functional skills (e. g. marketing), finance, etc. External deficiencies include 
aspects such as: business agency support, financial support by institutions, 
availability of empathetic and knowledgeable consultants/business advisors. 

Whether the business practices of second and third generations will 
change and result in different 'non-Indian' business practices being 
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adopted (Links to P3.1) 
This dimension was applied because it was important to establish whether 
the 'international business practices'of UK Indian firms are likely to change, 
and the specific salient dimensions which are likely to change. The writer 
believed it to be important to ascertain whether the influence of Asian 
Networks in a 'business'context will change from being more or less 
significant for future generations. 

12 Whether a higher education level and/or more professional 
management characteristic influences business orientation (Links to 
P1.2) 
This dimension was applied in order to establish whether the education of 
interviewees influenced the degree of professional management within the 
firms, which in turn may have influenced the strategic orientation of the firm. 

10.3 'Group' Characteristics -Key Differentiators 

As stated earlier, three (3) groups emerged when the interview data gathered from each of 
the participating firms was analysed and evaluated against the dimensions presented in 
Table 10.1 and discussed in Section 10.2. 

The key characteristics of each group are presented and discussed in the following sub- 

sections. Table 10.3 highlights the key differentiators between the groups and presents a 

possible 'emergent' internationalization continuum for the firms based on the study's 
findings. 

As stated in Volume 1, Section 3.0, any particular firm's process of initial 

internationalization may be considered as an incrementally staged process (Johannson and 
Vahlne, 1975) with the path to international activity commencing with exporting and 

progressing to more committed forms of international activity such as FDI. Such stages 

would appear as natural progressions from low commitment to international markets to a 
high degree of commitment as the firm gets to grips with any particular international 

market's dynamics and feels more comfortable as risk diminishes. 

The study's findings would suggest that similar characteristics are also apparent for the 

sample frame following analysis of the three (3) emergent groups. Indeed, there are 

similarities with the three (3) broad phases of the 'export development process' presented by 

Leonidou and Katsikeas (1996): 
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The pre-engagement phase - This includes three (3) types of firm: those selling their 

goods solely in the domestic market and not interested in exporting; those involved in the 

domestic market but seriously considering export activity; and, those that used to export 

in the past but no longer do so; 

* The initial phase - This includes firms involved in sporadic export activity and 

considering various options. Firms can be classified as having the potential to increase 

their overseas involvement but being unable to cope with the demands of exporting which 

lead to marginal export behaviour or witýdrawal from selling abroad altogether; and 

# The actvancedphase - This includes firms which are regular exporters with extensive 

overseas experience which frequently consider more committed forms of international 

business. 

In light of similarities between the three (3) emergent groups and Leonidou and Katsikeas 

(1996) classification of phases of the 'export development process'(as presented above and 

discussed in detail in Volume 1, Section 3.3.2.1), the writer believed it appropriate to adopt 

'the phases'as a means of categorising each firm's 'stage of intemationalization'. 
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Table 10.3 Internationalization Continuum - Key Differentiators 

Group Characteristics 
Pre-engagement Phase Initial Phase Advanced Phase 

Group I Group 2 Group 3 
5 Firms 8 Firms 8 Firms 

-;; Not International International International 

Predominant customer => Predominant customer Predominant customer 
base: Mainstream base: Asian base: Mainstream 

Predominant consumer: => Predominant consumer: => Predominant consumer: 
Mainstream Mainstream Mainstream 

=> international network => International network =: > International network 
influence is perceived to influence experienced to influence experienced to 
diminish as local diminish as local diminish as local 
relationships establish relationships established relationships established 

No scope for international => Scope/No scope for =: > No scope for international 
business exists via international business business exists via 
network exists via network network 

=> Networks are important => Networks are important => Networks are 
for the firms growth for the firms growth unimportant for the firms 

growth 

=> Anticipated Target => Target Market: Europe => Target Market: Europe 
Market: Europe 

=> Perceived Importance of => Importance of Importance of international 
international business: international business: business: High 
Low Low 

=> Predicted FMEDS: => FMEDS: => FMEDS: 
Exportingl importing ExportinglImporting ExportinglImporting. 

Prepared to consider 
more committed forms 
ofFMEDS 

=> Prior-international => Prior-international => Prior-international 
experience: None experience: None experience: None 

=> SIC: Not Traditional => SIC: Traditional SIC: Mixed 

Academic split: => Academic split: Academic split: 
Predominately SecondarylGraduate Predominately 
Graduates I Graduates 
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10.3.1 Characteristics of Group 1 (5 FirmS41) - Pre-engagement Phase 

These firms (5) are classified as in their 'pre-engagement phase'of the export development 

process (Leonidou and Katsikeas, 1996) and seeking to address questions orientated 

around 'whether, Where'and 'how'to internationalize. Consequently, this stage involves the 

need to gather, analyse, and interpret information. This need for information influences the 

firm's international 'golho go'decision and enables the process of evaluating the options 

available to the firm regarding potential target markets and appropriate FIVIEDS. Table 10.4 

lists the key characteristics of the firms in Group 1. 

Table 10.4 The Key Characteristics of Group I Firms 

1. None of these firms were active internationally, although they were interested in developing 
international opportunities; 

2. The bulk of interviewees (4) believed ethnic networks to be important in the growth of the firm and 
networking in the community was an important activity; 

3. The bulk of interviewees (4) believed the role of international ethnic networks would diminish as the 
firm established itself in international markets; 

4. The majority of interviewees (3) believed there was no scope for international business with 
members of their family (immediate and/or extended) who reside in other nations; 

5. The majority of firms (3) had the mainstream accounting for the bulk of their customer base with 
the actual 'consumee of the prod ucts/service being mainstream for four (4) of the firms; 

6. All firms were seeking to supply European countries; 

7. The bulk of firms (4) adopted a 'strategic fit'strategy based on responding to external stimuli; 

8. All firms sought to adopt low risk FIVIEDS, i. e. importing and/or exporting. However, the majority of 
firms (3) recognised that they would require local production facilities in order to be competitive; 

9. The majority of interviewees (3) had no internationalization experience; 

1O. The bulk of interviewees (4) were experiencing problems/hurdles relating to internationalization; 

1 1. All interviewees believed that the business practices of second and third generation Indians will be 
substantially different to their own personal practices; 

12. The majority of interviewees (3) did not perceive international activities contributing significantly to 
their firms growth in the future; 

13. The bulk of firms (4) operated in sectors which are not traditionally associated with Asians; and 

14. The majority of interviewees (3) were Graduates. 

With regard to 'target markets, all firms were seeking to penetrate European countries. This 

41 All firms are involved in manufacturing activities. 
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finding contradicts what would be expected by the 'psychic distance' literature on 

internationalization (Johanson and Vahlne, 1977; Johanson and Wiedersheim-Paul, 1975; 

Hornell, Vahlne and Wiederheim-Paul, 1973; Nordstrom and Vahlne, 1992; Johanson and 

Vahlne, 1992; Luostarinen, 1979; Puxty, 1979; Kogut and Singh, 1988), which suggests that 

firms are likely to enter markets with '/ow'psychic distance, especially during their initial 

international market development activities (Barkema et al, 1996; Morosini et al, 1998). On 

the surface, this was not apparent for any of the firms in this group and it would appear that 

the dimension of psychic distance at a 'national /evel'had little influence over the market 

screening and selection process. Firms did not perceive markets outside Europe as offering 

them any significant business advantage from an export perspective. 

Europe emerged as the market which interviewees could easily affiliate with and felt 

comfortable to explore - it was regarded as 'next dooi- and any business activity with 
European markets was considered by the firms as being within their scope of control. 
Consequently, any Asian Networks further afield from Europe were not realistically pursued 
given the level of management time/commitment which would be necessary to oversee such 
business activities whilst simultaneously safeguarding the firm's reputation intemationally. 

The firms understood the critical need to be fully conversant with the general documentary 

and regulatory mechanisms necessary for the conduct of international trade as well as those 

conditions pertinent to their specific business/industrial sectors. This knowledge and 

awareness of internationalization and the necessary operational, technical, and procedural 

requirements to support such activity was gathered primarily via 'hands-on'experience and 

supported by discussions with family and close network contacts. Indeed, the firms placed 
heavy reliance on their 'networks'to provide much of the information necessary to address 

many of the questions pertinent to international expansion during this initial 'golno go'phase 

of the internationalization dilemma. Networks were identified as critical and were utilised in 

order to provide information relating to potential target markets and all necessary 
information relating to operating in countries individual firms perceived as offering the 

maximum potential, i. e. legislative practices and market characteristics. The firms were 

eager to learn the 'piffalls'and 'pros and cons'of international activity in order to safeguard 

against financial losses and other risks. 

Due to the 'ad-hoc' approach adopted at the internationalization conception stage, it was not 

surprising that the firms had low performance expectations from any possible international 

business activity they were to engage in, and were sceptical of the potential contribution to 

business growth which internationalization could provide. 
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Whilst the firms recognised that information gathering in order to make informed managerial 
decisions was important and not necessarily difficult via 'the network'(Asian and other 
business contacts) and published information via libraries, they were concerned as to the 

integrity, depth, and accuracy of the information alongside how best to interpret the 

information in order to formulate an appropriate international strategy per se. The decision 

to internationalize was identified as a stressful one due to the uncertainties and potential 

risks involved primarily due to lack of experience. 

In addition, whilst psychic distance at a national level was not perceived to be a critical issue 

for the firms, they did recognise the need to find out more about the culture and market 

preferences of the countries being considered for targeting. It was in this area of activity that 

the firms felt their 'Asian Networks'would provide leverage. The networks would assist in 

addressing specific issues relating to 'making things happen'at the operational level, i. e. the 

identification of local partners, the provision of market intelligence, and generally minimising 
the scope for failure and poor investment decisions. 

The firms strategised that when they had established themselves as international players in 

specific markets and gained a high degree of market intelligence via 'hands-on'activities, 

they would be better positioned to enhance their international performance by developing 

their own immediate networks and contacts in the international markets being served. 
Consequently, they envisaged reducing their dependency on the Asian Network which would 
facilitate internationalization in the 'pre-engagement'and 'initial'phases (during which the 

network is anticipated to play a critical role in initially establishing the firm internationally). 

Initially, interviewees anticipated that their Asian Networks would provide trustworthy 
international contacts who would have empathy and understanding of the Indian culture and 
minimise the firms exposure to risk. 

10.3.2 Characteristics of Group 2 (8 FirmS42) 
- Initial Phase 

These firms (8) are classified as in the 'initial phase'of the export development process 
(Leonidou and Katsikeas, 1996). Following the 'pre-engagement phase'these firms are all 
internationally active and involved in export/import activities. Table 10.5 lists the key 

characteristics of the firms in Group 2. 

42 Five (5) firms are involved in manufacturing activities 
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Table 10.5 The Key Characteristics of Group 2 Firms 

1. All firms were active internationally; 

2. All interviewees believed ethnic networks to be important in the growth of the firm and networking in 
the community is an important activity; 

3. All interviewees believed the role of international ethnic networks diminished as the firm established 
itself in international markets; 

4. The group was split (4/4) in their belief that there was scope for international business with 
members of their family (immediate and/or extended) who reside in other nations; 

5. The majority of firms (5) had 'Asians'accounting for the bulk of their customer base, although the 
actual 'consumerof the products/service was mainstream; 

6. All firms were supplying European countries; 

7. The bulk of firms (6) pursued a strategic fit strategy based on responding to external stimuli; 

8. All firms adopt low risk FIVIEDS, i. e. importing and/or exporting; 

9. The bulk of interviewees (6) had no pre-internationalization experience prior to internationalization; 

1O. The majority of interviewees (5) experienced problems/hurdles when they internationalized; 

1 1. The bulk of interviewees (7) believed that the business practices of second and third generation 
Indians will be significantly different to their own personal practices; 

12. The majority of interviewees (6) did not perceive international activities contributing significantly to 
their firms growth; and 

13. The bulk of firms (7) were active in sectors which are traditionally associated with Asians, i. e. 
Textiles. 

These firms were aware of the necessary operational, technical, and procedural 

requirements to support their international activity. Awareness emerged primarily entirely via 
'hands-on'experience supported by discussions with family, close friends, and newly formed 

relationships with 'target market' contacts. 

Responsibility for international activity was retained by a few key individuals within the 

organisation in senior management posts who had developed their international knowledge 

and skills via their 'hands-on'experiences. Consequently, rather than having pursued a 
programmed form of learning, a slow process of dealing with problems and achieving an 
'adaptive' u nde rstand i ng of 'the way to do things'in an international context had emerged 
(Gibb, 1998) within these firms. 

With regard to 'target markets, all firms were exporting to Europe as opposed to countries 
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which would be considered to present the firms with Iowee levels of psychic distance (from 

an /ndian'perspective) for similar reasons to those explained in Section 10.3.1. 

The firms recognised the need to foster strong customer relationships in order to develop 

and grow their international revenue streams. There was a strong recognition of the need to 

gain a heightened level of understanding relating to the culture and market preferences of 

the countries being served in order to improve performance and develop market 

commitment. A strong need to cultivate and develop both social and business relationships 
incorporating cultural appreciation and empathy was understood by the firms. However, the 

firms were sceptical of the full potential which their international activities offered. Firms 

addressed international activities with caution and almost half-heartedness and adopted an 

almost opportunist perspective which sought to minimise risk and maximise return. A 'toe in 

the watermentality was identified to be imbedded in the 'mind-set' of this group. These 

findings highlight similarities to Leonidou and Katsikeas' description of firms in the 'initial 

phase'. 

With regard to Asian Networks, the group believed that their networks did play an important 

role in their initial international growth and development, albeit an increasingly diminishing 

role as the firms began to establish themselves in selected international markets with which 
familiarity was developing and local supportive networks emerging. 

The group acknowledged the need to focus on intangible resources (such as networks) 

which the firms reported to be vital during this initial phase of internationalization. The group 

reinforced the importance of all their networks, both Asian and other (for example, business 

colleagues, customers and their wider business contacts), in providing guidance and 

assistance to them in adapting their firm to accommodate international activities per se and 
the demands of specific international markets. However, the group was divided (4/4) in 

stressing whether or not they faced problems which necessitated seeking external 

guidance/assistance to resolve them. Half of the group (4) were reluctant to seek assistance 

outside their network from support agencies per se. 

10.3.3 Characteristics of Group 3 (8 Firms43) - Advanced Phase 

These firms (8) are classified to be in the 'advanced phase'of the export development 

process (Leonidou and Katsikeas, 1996), having migrated through the 'pre-engagement' 

and 'initial' phases. These firms were all internationally active and involved in export/import 
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activities. Half (4) had considered and investigated more committed forms of FIVIEDS. Table 

10.6 lists the key characteristics of the firms in Group 3. 

Table 10.6 The Key Characteristics of Group 3 Firms 

1. All firms were active internationally; 

2. All interviewees believed ethnic networks to be unimportan in the growth of the firm and 
networking in the community is more a social activity; 

3. All interviewees believed the role of international ethnic networks diminished as the firm established 
itself in international markets; 

4. The bulk of interviewees (7) believed there was no scope for international business with members 
of their family (immediate and/or extended) who reside in other nations; 

5. The bulk of firms (6) had the mainstream accounting for the bulk of their customer base with the 
actual 'consumerof the products/service also being mainstream; 

6. The majority of firms were (5) supplying European countries with the balance (3) supplying other 
regions as well; 

7. The majority of firms (5) adopted a strategic fit strategy based on responding to external stimuli. 
The balance (3) adopt proactive strategic intent strategies; 

8. All firms adopted low risk FIVIEDS, i. e. importing and/or exporting. However three (3) firms had 
seriously investigated overseas production possibilities; 

9. The majority of interviewees (5) had no pre-internationalization experience prior to their 
internationalization; 

1O. The bulk of interviewees (6) experienced problems/hurdles when they internationalized; 

1 1. AI1 interviewees believed that the business practices of second and third generation Indians will be 
significantly different than their own personal practices; 

12. The bulk of interviewees (6) believe international activities will contribute significantly to their firms 
growth; 

13. Half of the firms (4) were active in sectors which are traditionally associated with Asians; and 

14. The majority of interviewees (5) were Graduates. 

This group had built on their internationalization learning experiences gained during the 

earlier phases (presented in Section 10.3.1 and Section 10.3.2) and were identified to be 

experienced exporters and/or importers. The firms clearly recognised and acknowledged the 

importance of internationalization to business growth and profitability. The firms understood 
the need to adapt internal practices and behaviour to accommodate international markets, to 

adopt appropriate market screening and selection processes when seeking new 
international opportunities, and the need for internal structural change and the shift 

43 Six (6) firms are involved in manufacturing activities 
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necessary in the management paradigm of the firm in the context of operating 

internationally. 

In light of the recognised growing importance of international trade to the firms' 

performance, the firms had undergone internal restructuring to effectively integrate 

, international operations'as a part of the 'core'business activity. The group had built on 

experience gained from the previous phases suggesting that 'generative' learning (Gibb, 

1998) was very important in the firms' evolution to this phase of internationalization. The 

generative process clearly involved reflection, analysis, and creativity in thinking and 

planning in order to 'see the bigger picture' and clearly identify the firms' role in this. The 

'hands-on'learning experience had resulted in a more programmed approach to addressing 

international activities. Quite clearly, this group had gone through a 'learning process'which 

had enabled them to question their ideology, i. e. reconsider the assumptions, beliefs and 

values which, although appropriate when serving their domestic customers, were no longer 

valid or appropriate for an active international player. 

Indeed, the Asian Networks which had provided valuable insights, information, and support 
to the firms in securing entry into international markets were reported to be less important in 

developing specific market penetration, and developing the business in the international 

markets being served. The Asian Network were found to be more important during the 

earlier two (2) phases of the export development process presented by Leonidou and 
Katsikeas (1996). 

Familiarity with specific international market dynamics had led to half the firms (4) 

considering/investigating more committed forms of FIVIEDS, primarily because their degree 

of market intelligence has been enhanced via 'hands-on' activity. In addition, market 

potential could be better evaluated due to the business performance data (i. e. profitability, 

sales, and costs) which was now available for scrutiny. 

Whilst the firms valued the leverage potential of their Asian Networks, they also recognised 
that the role and critical importance of the network changed over the process of 
internationalization. At this stage of development, the networks were identified to be more 
I social' and the 'new networks'which had emerged in order to support the 'business 

transaction process'- networks which impacted the firms profitability and competitiveness - 
became more critical to performance. However, the group acknowledged that whenever a 

new business venture was being pursued, then the Asian Network would be scrutinised and 

engaged for leverage in order to be successful with the new venture and minimise financial 

risk. 
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10.3.4 Conclusion 

Similarities can be drawn between the three (3) emergent groups and the characteristic 

traits of the firms profiled in the three (3) phases of the export development process 

presented by Leonidou and Katsikeas (1996), i. e. pre-engagement (Group 1), initial (Group 

2), and advanced (Group 3). Firms appear to naturally progress from Group 1 to Group 3, 

i. e. from a state of low commitment to international markets to a state of high commitment. 
This migration was identified to be contingent on the firm's ability to effectively grapple with 

the idiosyncrasies of particular international markets and their dynamics. A feeling of 

comfort with international activities led firms to feel more comfortable with the perceived 

level of financial risk. 

The role of Asian Networks per se would appear to diminish as firms' progress through the 

three (3) phases. The networks appear to be more critical during the first two (2) phases, 

providing an invaluable source of information and facilitating the internationalization process, 

predominantly at an operational and implementation level. Consequently, it can be argued 
that Asian Networks do fulfill a vital role which enables Indian firms to establish themselves 

as international players during the critical initial stages. On achievement of this objective, 

specific market networks established around the transaction process, to support the 

attainment of systems objectives, become more critical to the growth and development of 
the firm with the heavy reliance on the initial Asian Networks diminishing. 

Since all firms (21) were seeking to target European markets, it can be argued that psychic 
distance at a 'nationai'level does not influence 'market screening'processes. Firms were 

more concerned about identifying international partners/contacts who were credible, 
trustworthy, empathetic and understood Indian culture per se, i. e. sub-cultures and practices 

were identified to be more important. 
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10.4 Key Issues / Critical Dimensions (2X2 Matrices) 

To avoid developing solutions and recommendations based purely on 'one dimensional 

thinking', especially when dimensions may well be multi-faceted, the writer believes that by 

combining key dimensions and adopting a 'bi-polaror 'two dimensional matrices'approach 

to problem/solution identification/generation, complex situations can be simplified. This will 

facilitate the development of more focused solutions and recommendations which the writer 

suggests can only be accomplished via the clarification of key variable relationships. 

Whilst the writer recognises and acknowledges that the reader may perceive the matrices 

presented in this section to be an oversimplification of complex relationships (the writer 

acknowledges that this may well be true), from a perspective of generating solutions for the 
firms which operate in the 'real'world and those stakeholders who have vested interests in 

seeing these firms survive and succeed in the long-term, the writer believes an approach 
which provides illumination and may/will lead to the development of positive 
recommendations is justified. Indeed, McDonald and Leppard (1992) encourage this 

approach for practitioners at the sharp-end of 'making things happen'. 

Based on the focused nature of this study, i. e. 'internationalization'and 'ethnic ties and 
networks'per se, a number of key issues/critical dimensions have emerged as justifying 

closer scrutiny and consideration in conjunction with the characteristics of the firms in the 
three (3) emergent groupings presented and discussed in Section 10.3. The key issues are 
presented in Table 10.7 and are presented diagrammatically in a more visually appealing 

way in simple two (2) variable format matrices (see Matrices: 10.1,10.2,10.3,10.4, and 

10.6) which are discussed in the following sub-sections. 
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Table 10.7 Key Issues / Critical Dimensions 

1. The importance of Asian Customers V's Mainstream Customers to the participant firms (See 
Matrix 10-1); 

2. The degree to which the 'productslservices'offered by the firms can be categorised as 'Ethnic' 
products as opposed to Wainstream'products (See Matrix 10.2); 

3. The nature of the Supply Chain's end 'consumer, i. e. Ethnic consumers V's Mainstream 
consumers (See Matrix 10.2); 

4. The extent to which 'Ethnic Ties'are perceived to be important to the firm's future growth and 
development (See Matrix 10.3); 

5. The extent to which scope exists for international growth and development via 'international ethnic 
ties'(See Matrix 10.4); 

6. The perceived role, per se, of internationalization to the firms' future growth and development 
strategy (See Matrix 10.5); and 

7. The extent to which the 'international'markets served by the firms are Psychically'similar to their 
'Indian'cultural background (See Matrix 10.5). 
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10.4.1 Customer Base - Matrix 10.1 

interviewee responses to Question 1.6 (see Box 10.1) from the Interview Guide were drawn 

upon to construct Matrix 10.1. 

BOX 10.1 - Question 1.6 from the Interview Guide 

01.6: Approximately what percentage of yourproducts would you describe as 'Asianfindian'items? 
Why? 

it was identified that the bulk of firms' (12) had a predominantly mainstream customer base. 

The remaining firms (9), all of which had a predominance of Asian customers, maintained 
these customers/intermediaries primarily because of the industry within which they 

competed (for example, Textiles) had a dominance of Asian firms per se within it and not 

necessarily for other reasons. Consequently, the findings would suggest that the 'ethnicity' 

of customers is not a critical issue in the screening and selection process applied to 

'customers'per se, but rather industry structure and dynamics influences such decision- 

making. 

Matrix 10.1 Customer Base 

CUSTO Products I 

I Mainstream (2q) 

Custome 

Mainstream (1ý) 
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I o. 4.2 Product Target Market i Consumer Base - Matrix 10.2 

interviewee responses to Questions 1.3,1.6, and 1.15 (see Box 10.2) from the Interview 

Guide were drawn upon to construct Matrix 10.2. 

With the exception of the one (1) firm which had decided to purely focus the firm's 

capabilities on catering for the Asian Market, the remaining firms (20) provided a product 

offering which was consciously targeted at the 'mainstream'consumer. The product was 

identified to appealed to both Mainstream and Asian markets alike and was not re-packaged 

and differentiated to appeal to a specific ethnic group, i. e. the product had a universal 

appeal. 

BOX 10.2 - Questions 1.3,1.6, and 1.15 from the Interview Guide 

Q1.3: How would you classify your firms primary activities? What islare your firm's majorproduct(s)? 
How do you classify your customers? Why did you choose the current line of activity? 

01.6: Approximately what percentage of yourproducts would you describe as 'Asianfindian items? 
Why? 

01.15: Approximately what percentage of your customers and suppliers are from the IndianlAsian 
community (internationally and domestically)? Discuss. What percentage of turnover or expenditure do 
they represent? (for the domestic market and internationally) Discuss. 

Matrix 10.2 Product Target Market 

I CONSUMERI 

r-As-ia-n-(i-)-l 

Consum ; i; l 

I Mainstream (2 

Products I 

f-mainstream ý(ý20) 

III 

- 
-. --- -- ---. ----- -. -- .- . ---. ' _- -'-. --- --- -- --t 'rrsra, r 
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10.4.3 Importance of Ethnic Networks to Business Growth - Matrix 10.3 

Interviewee responses to Questions 3.1 and 3.6 (see Box 10.3) from the Interview Guide 

were drawn upon to construct Matrix 10.3. 

BOX 10.3 - Questions 3.1 and 3.6 from the Interview Guide 

03.1: Do you believe networking in the Indian community to be an important activity for you and your 
firm? Why? Define networking? Discuss specifics. 

Q3.6: Has networking resulted in any major business foryour firm? What international markets have 
been accessed via networks? In your opinion, have your international ethnic links influenced the 
internationalization of your firm (outward from the UK and inward to the UK)? How? Discuss specific 
market details. 

Overall, it was identified that a high level of importance was placed on the 'importance 44Y of 
Asian Networks by the firms' (12). However, when the dimension of 'business generated" 

via the Asian Network is considered against the dimension of importance, the bulk of firms' 

(14) reported that no business was generated. 

However, on closer examination of the data it would appear that of the twelve (12) firms 

which placed a high level of importance on the network, five (5) - 42% - had generated 
business. With regard to the firms (9) which placed a low level of importance on the 

network, only two (2) - 22% - had generated business. 

The findings would suggest that firms which actively pursue business via the network, 
recorded by the degree of importance which they attach to their networks, have the potential 
to generate a higher level of business via their networks than those firms' which choose to 
be less active in leveraging their networks to generate business advantage. 

44 Importance: This refers to the degree of importance which interviewees attach to Asian Networks with regard to the future 
frým the perspective of generating business. 45 Business Generated: This refers to the extent to which Asian Networks have to date generated business for the firms. 
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Matrix 10.3 Importance of Ethnic Networks to Business Growth 

IMPORTANCE Importan 
OF ASIAN 

NETWORKS: 
THE FUTURE 

Ah 

Business Generated 
lgdftk 

Business Generated: This refers to the extent to which Asian Networks have to date generated business for the 
firms. 

Importance: This refers to the degree of importance which interviewees attach to Asian Networks with regard to 
the future from the perspective of generating business. 
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10.4.4 Internationalization Via Ethnic Ties - Matrix 10.4 

Interviewee, responses to Questions 3.3 and 3.4 (see Box 10.4) in the Interview Guide were 

drawn upon to construct Matrix 10.4. 

13OX 10.4 - Questions 3.3 and 3.4 from the Interview Guide 

Q3.3: In which countries do your family members reside? Is there scope for business with these 
countries? Why? How many of your relatives, who reside overseas, run businesses? Of these, how 
many are in your line of business? Discuss specific market details. 

Q3.4: Do you believe that Indian social networks can promotelaccelerate internationalization? Have 
they assisted you? How? Discuss specific market details. 

Approximately half of the firms (10) reported that not only was there little scope for 

'accessing46, international markets via their international family networks, but there was also 
little 'synergy 47'between the activities and capabilities of the firms/family members who 
resided overseas and their firm's activities. 

Of the firms (7) which could expand internationally via their family networks, only three (3) 
firms - 43% - regarded this option as realistic. 

The findings would suggest that, based on the whole sample (21), only three (3) firms - 
14% - had a positive attitude towards the scope for international expansion via their 
international family networks with the primary reason relating to synergy and the long-term 

commercial viability of the business relationship. 

46 Access to Markets: This refers to the extent to which international contacts provide the scope and skills for FIVIED, i. e. their 
rnuine ability to provide a medium for market entry. 

Synergy: This refers to the degree of business potential between the firm and it's Asian Network contacts in international 
markets, i. e. are the businesses complementary, and do they offer scope for a genuine business relationship. 
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Matrix 10.4 Internationalization Via Ethnic Ties 

SCOPE FOR Access to Markets 
INTERNATIONAL 
EXPANSION VIA 

NETWORKS 

Synergy 

.1 

0. 4 wo 

Synergy. This refers to the degree of business potential between the firm and its Asian Network contacts in 
international markets, i. e. are the businesses complementary, and do they offer scope for a genuine business 
relationship? 

Access to Markets: This refers to the extent to which international contacts provide the scope and skills for 
FIVIED, i. e. their genuine ability to provide a medium for market entry. 
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10.4.5 Direction of Internationalization -Matrix 10.5 

Interviewee responses to Questions 2.3 and 5.4 (see Box '10.5) in the Interview Guide were 
drawn upon to construct Matrix 10.5. 

BOX 10.5 - Questions 2.3 and 5.4 from the Interview Guide 

02.3: In order of importance to your firm, with which countries does your rj/7n currently have 
international relationships? Why? What FMEDS does your firm currently adopt (and has adopted in 
the past) with each country? How have FMEDS changed? Why? In which year did international 
relationships commence with each country? What role did your ethnic ties and social networks play? 

Q5.4: How do you see international activities contributing to your total annual sales volume over the 
next 3 years? Future plans (formal or not) or ideas for international business - it's role? Why? Discuss. 

Approximately half of the interviewees (10) reported that internationalization did offer their 
firms genuine growth opportunitieS48 . However, eight (8) of these firms - 80% - believed 
international opportunities lie predominantly in Europe 49. Of the firms (11) which did not see 
great scope for international growth, the bulk (10) - 91 %- also believed that Europe offered 
the greatest opportunities for international business. With regard to the firms (3) which 
targeted international markets further a field, two (2) - 67% - believed there was high 

opportunities for growth. 

Overall, the majority of firms (18) - 86% - focused their international activities on European 

countries. 

48 International Opportunities: This refers to the belief of the interviewee regarding whether or not internationalization provides 
the firm with genuine opportunities for the attainment of corporate objectives. 49 Target Market: This refers to the international markets which offer the firm the greatest internationalization potential. 
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matrix 10.5 Direction of Internationalization 

PSYCHIC DISTANCE AND Int'l Opportunitieý INTERNATIONALISATION 

[Figh (10) 

Europe 
I i8d 

00 

IR Target Market I 

Other i-J] 

Target Market., This refers to the international markets which offer the firm the greatest internationalization 
potential. 

International Opportunities: This refers to the belief of the interviewee regarding whether or not 
internationalization provides the firm with genuine opportunities for the attainment of corporate objectives. 

10.4.6 Psychic Distance and Internationalization - Matrix 10.6 

With regard to 'target markets, Matrix 10.5 (referred to earlier) clearly illustrates that the 

bulk of firms (18) were prepared to consider European countries before international 

markets further afield. As stated earlier in Section 10.3.1, this finding contradicts what 

would be expected by the 'psychic distance' literature on internationalization. The findings 

suggest that on the surface the dimension of psychic distance at a national level would 

appear to have little influence in the market screening and selection process. It would 

appear that firms do not perceive markets outside Europe as offering them any significant 
business advantage from an exporting perspective. 

Page 183 



DBA in Marketing - Volume 2/2 

10.4.7 Conclusions 

From the insight gained by exploring two (2) dimensional matrices it is apparent that: 

+ Ethnicity is not a key factor in the identification, screening, and selection process of 

customers/intermed ia des. 

+ Products provided by the firms are targeted at 'mainstream consumers'. Products appeal 
to both Mainstream and Asian consumers alike and there is no differentiation to appeal to 

a specific 'ethnic'group. 

* 'Asian Networks'have the potential to generate business growth for UK Indian firms. 

* Little scope exists for internationalization with family members who reside in other 

countries, primarily due to a lack of synergy between the activities and competencies of 
the family members concerned. However, their networks have the potential to yield 
international expansion. 

* European countries represent the greatest potential for international export activities. 

+ Psychic Distance at a 'national /evei'does not influence the market screening and 

selection process. Sub-cultures are more critical. 
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11.0 Conclusions and Implications for Academia 

11.1 Introduction 

The writer presents the following conclusions as a sound base from which researchers, 

practitioners, and support agencies can take both the policy and research agendas forward 

in a coherent and logical manner. 

This section outlines the conclusions drawn from the study's findings presented throughout 

this volume, which were given in a summarised form in Section 5.0. The limitations of the 

study are also discussed alongside recommendations for future research activity. In 

addition, guidelines based on the writer's experiences and reflections on the research 

process adopted are proposed, primarily in order to assist/guide researchers in researching 
Ethnic Minority Enterprise. 

11.2 Conclusions - Addressing The Research Propositions 

The overall objective of this section is to outline to the reader: how the findings support the 

results of other scholars which were presented in the literature review; how the findings 

contribute to the existing literature; and where the findings contradict the results of other 

scholars. 

The findings with regard to the nature and dynamics of the participating UK Indian firms per 
se support the findings of past studies relating to Asian Enterprise and Asian 
Entrepreneurship. They highlight deficiencies in formalised planning processes, financing, 

and professional management practices. Many similarities can be drawn with the 
deficiencies and problems recognised to exist for SMEs per se and family owned SMEs 
(Carter and Jones-Evans, 2000; Carter et al, 2000; Barrow, 1993; Fletcher, 2000). 

The propositions relating to 'internationalization'were essentially borne out by the findings 

and broadly support the results of Crick and Chaudhry (1995) and Zafarullah et al (1998). 
The internationalization process adopted by the firms would support the literature relating to 
'export development models'(Leonidou and Katsikeas, 1996) which propose that firms 
develop and grow their international activities in phases/stages. 

The propositions relating to 'Ethnic Ties and Social Networks'were also essentially borne 

Out, supporting the findings of Ram (1994) and Hamilton (1996). However, propositions 
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relating to: a) Asian social networks being similar in structure and dynamics in different 

national settings (Hamilton 1996); b) the importance attached to Asian Networks by the firm 

remaining constant over the internationalization process; and c) the international networks of 
UK Indians providing a 'signiricant'advantage for internationalization, were not entirely 

substantiated. 

The propositions relating to 'Cultural Influences'were essentially validated and support the 

findings of Hamilton (1996). However, the proposition that changes in UK Indian cultural 

norms would not occur to any great significance over the generations (Tayeb, 1988; Child, 

1982) was not supported by the findings. 

The study also revealed mainstream business support services to be ineffective and failing 

to engage, facilitate, and support the internationalization activities of the firms and supports 

the findings of Crick and Chaudhry (1995) and Marlow (1992). 

Table 11.1 summarises thestudy's findings and conclusions in more detail and discusses 

particular nuances and implications related to issues such as; "is this unique to Indian 

networks? ", "Does this only apply to manufacturing finns?, "Does it matter where the Finn's 

ownerlentrepreneur comes from? ", and 'is this specific to small and medium-sized 

enterprises? "The writer has included these issues in order to highlight the implications of 
the findings, specifically by linking back to earlier findings presented in this volume and the 

literature presented in Volume 1. 
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Table 11.1 Conclusions: Research Propositions 

Area: Internationalization 

proposition I. I: 

The management paradigm that exists vvithin UK Indian firms is one that is orientated around 'strategic 
firas opposed to 'strategic intenr. This Will restrict the pursuit of international opportunities. 
Strategic Fit: Firms are content to accommodate competitors. Firms will restrict strategic growth. 

Strategic Intent: Firms are seeking to grow and develop. Firms have clearly identified a strategy directed at becoming key 
players in. the markets they serve.,, 

Summ. arypf-Find. ingoponc. lusio. p.. s.,,,.. I 
Discussion 

Overall, interviewees were identified as adopting reactive 
postures to external stimuli. Formalised planning processes 
were lacking in the bulk of firms, especially amongst the 
firms operating in Textiles sectors. Market forces dictated the 
reactive strategic intentions in many of the firms. 

Afthough all the firms were family enterprises and sought to 
grow, the family did not wish to relinquish ultimate control 
internally or externally through becoming a public limited 
company. The management paradigm which existed within 
the bulk of firms would suggest a 'strategic fit'orientation. 

In the majority of firms, products were considered to be 
'commodity'like in nature, which for many of the firms 
supports a 'strategic fit'perspective. Whether this orientation 
had restricted the pursuit of international opportunities was 
difficult to establish for all firms. However, international 
opportunities were (for most firms) pursued in response to 
improving the competitive position and survival prospects of 
the firm in response to changes in industry structure, 
primarily driven by shifts in factor costs. Again, this was more 
acute for TextiRes related firms. 

Holistically, the study's findings would 
support this proposition. 

However the findings also support the 
results of past Asian Enterprise 
studies, and those relating to the 
family Enterprise and SMEs per se 
regardless of ethnicity. 

It can be concluded that this particular 
trait is not a function of ethnicity but 
rather a function of the 'management 
paradigm'that encapsulates the 
enterprise, i. e. whether the enterprise 
exudes a proactive or reactive culture. 

The findings also present a strong 
case for external bodies, both Private 
and Public sector, to devise 
mechanisms and infrastructure which 
are targeted at influencing the extent 
to which SMEs and Family Enterprises 
recognise the benefits which can be 
derived from the adoption of proactive 
and strategic business planning 
activities. Indeed, it can be argued that 
such a change in entrepreneurial 
thinking can only be achieved (in the 
long-term) through enhancements in 
the educational and formal learning 
systems of an economy. Such 
enhancements need be focused on 
delivering an enterprising and 
progressive entrepreneurial economy. 

Page 187 



DBA in Marketing - Volume 2/2 

proposition 1.2: 

The international growth of UK Indian firms is restricted due to lack of appropriate international ' 
management skii1s. Internal deficiencies exist which restrict internationalization (Crick & Chaudhry, 
1995). 

Summary of Findings/Conclusions. Discussion- 

in the overwhelming majority of firms, international growth These findings, when coupled with the 
was restricted due to the lack of international exposure and findings relating to Proposition 1.1, 
experience of the owner-managers and/or key internal are not surprising. 
decision-makers in the area. 

They support the results of many 
Much of the international experience and learning was internationalization studies that 
gained 'on-the-job'with little if any formal international highlight that SMEs per se lack both 
management training or understanding during the 'pre- resources and competencies when 
engagement'and Ynitial'phases of the export development developing overseas markets. It 
process. Most firms developed competencies and skills materialised that many of the skills 
through experience. and competencies emerge via 

experience and reflection on the firms 
Internally, the majority of firms lacked professionally qualified performance in terms of sales and 
and experienced international personnel. However, many profit with regard to past decisions and 
interviewees did not perceive these deficiencies as acute actions executed, i. e. the decision- 
and believed they were all part and parcel of the risks making process is one of trial and 
associated with being in business. error. 

The findings also draw attention to 
issues relating to the attitudinal 
barriers/perceptions that exist in the 
mind-set of SME entrepreneurs. In 
particular, this applies to barriers 
concerning the value, relevance, and 
ability to recruit/engage, and manage 
professional HR competencies in 
specialist fields, specifically in fields 
which extend beyond the immediate 
family circle. This is a deficiency in 
perspective that is highlighted as 
common in the literature relating to 
Family Enterprise. Indeed, the findings 
draw attention to the importance and 
high utilisation of the personal 
networks of the entrepreneur when 
specific intelligence is required to 
minimise risk in the decision-making 
process, a dimension that the 
literature suggests is a common 
function of entrepreneurial 
endeavours, and not a function of 
ethnicity. 
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proposition 1.3: 

UK Indian firms vAll predominately be involved in exportitimport activities as opposed to other modes of 
international business, i. e. licensing, franchising, joint ventures, FDI, management contracts, etc., 
primarily because of-issues relating to_risk, control and background factors (C. rick & Chaudhry,, 1995), 

_ 

Surnmary of Find ings/Conclusions Discussion 

The bulk of firms were identified as purely pursuing export 
and/or import FIVIEDS. This was predominately because of 
the advantages of these modes, especially the flexibility, the 
speed of entry and/or exit, and theminimisation of risk from 
international forces. 

The majority of firms would not consider changing or 
expanding their FIVIEDS to more committed modes such as 
setting-up overseas production facilities (i. e. FDI). This was 
regarded as extremely high risk and difficult to manage 
effectively and efficiently whilst also restricting the flexibility 
which exporting and/or importing provided the firm. 

There was a high degree of complacency amongst the firms. 
The bulk of firms were extremely reluctant to change their 
FIVIEDS and ruled out adopting other FIVIEDS in order to 
develop international activities. A lack of understanding, 
technical skills, managerial competency, etc. may well have 
compounded this perspective, especially when genuine 
advantages may have existed for the firm by pursuing more 
committed forms of FIVIEDS. 

Proposition 1.4: 

In general the findings support this 
proposition. 

However, the literature suggests that 
this perspective should not be 
considered to be unique to UK Indian 
enterprises. Indeed, the findings 
support the results of past 
internationalization enquiry relating to 
SMEs per se and the vast amount of 
intelligence generated by scholars who 
have focused their research on the 
'Export'activities of SMEs. 

The support strategies adopted by support agencies are ineffective in encouraging UK Indian firms to 
intemationalize. The supporting network of resources on which UK Indian firms may draw for advice 
and information regarding aspects of internationalization are inadequate (Marlow, 1992; Crick & 

, 
Chaudhry,. 1995). 

Summary offin. d. ings/Conclusions Discussion 

The bulk of firms were unaware of what assistance was 
available to them from business support organisations 
(Government or otherwise), or what benefits the assistance 
could deliver the firm. 

The majority of firms perceived Government support 
services as lacking and not genuinely of any value to them. 
Of those firms that had utilised the services, most had 
negative views of the services. Many interviewees believed 
they were better off going it alone. Indeed, interviewees 
generally felt that a better understanding of Indian firms and 
their entrepreneurs' needs is necessary and a more genuine, 
empathetic and effective delivery interface should be 
devised. 

In addition, Asian Business Associations were identified as 
inadequate in their representation of the Asian business 
community needs and their ability to deliver genuine 

Overall the findings support this 
proposition. 

When a comparison of the findings 
with the results of past studies, which 
have sought to explore support agency 
performance and the perceptions 
which SMEs have of the services and 
quality of service which they receive 
from support agencies, is undertaken, 
it emerges that there is little difference 
in the perceptions and expectations of 
the entrepreneurs regarding support 
agencies. 

However, the study does suggest that 
there is a strong need for support 
agencies to develop genuine 'empathy' 
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business support questionable due to deficiencies in 
resources. 

with ethnic minority enterprises, and 
also, when combining the findings with 
SME enquiry per se, suggests that an 
urgent need exists for support 
agencies to refocus on a 'think small 
first'ideology when devising support 
initiatives targeted at SMEs. 

Indeed, with regard to second 
generation minority entrepreneurs and 
their likely business support needs, the 
findings suggest that the support 
agencies' success is highly dependent 
on their ability to genuinely empathise 
and reflect the demographic profile of 
the current and forecasted 
entrepreneurs located within their 
geographical boundaries of service. 
Consequently, the role of ethnic 
minority support agencies (such as 
Asian Business Associations) will 
diminish as future generations 
integrate and become part of the 
mainstream business community. A 
community which will be serviced by a 
single mainstream support agency 
infrastructure. 

Area: Ethnic Ties and Entrepreneurial/Social Networks 

Proposition 2.1: 

Networks are a way of life in an Asian context that can restrict the effective and efficient 
internationalization of UK Indian firms; these are a source of competitive disadvantage as well as 
cprppebbve, advantage (Ralm, 

-1994; 
Ha-miltan, 

ýsu, rnmary, qf Fi-noings/Conclus. ions Discussion 

Interviewees regarded Asian Networks and ties as 'double- 
edged'swords, offering both assistance and restriction. Their 
greatest leverage appeared to be in supporting business 
transactions within the Asian commurifty, but they offered 
little advantage with regard to stimulating and executing 
activities with 'mainstream'sectors. 

Many interviewees did utilise their Asian Networks during 
their initial tentative steps to internationalization and during 
the initial stages of establishing international business. 
However, this was identified to be predominately because of 
the networks' ability to provide readily accessible information 
about such dealings. This was primarily because others in 
the network were also unsure about internationalization and 
were prepared to pool ideas for mutual benefit, assistance, 
and peace of mind (i. e. reassurance). 

Whilst the findings could be 
interpreted as supporting this 
proposition, the literature relating to 
networks and SMEs per se highlight 
the importance of networks to the 
decision-making processes of firms 
and individuals (regardless of 
ethnicity) in gaining intelligence and 
n-tinimising risk, and does not suggest 
that 'networks'per se are uniquely an 
'Indian/Asian'phenomenon. 

However, the study does suggest that 
the nature of 'Indian'networks does 
differ from that of 'Westem'networks, 
in that they do play a significant role in 
the socialisation process of Indians 
and are a significant part of the Indian 
community's way of life and are 
culturally significant. The findings 
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Proposition 2.2: 

suggest that this is more acute for first 
generation UK Indians who were 
raised and socialised in different 
national settings to that of a Western 
economy during their formative years. 

An interesting future research study 
could explore how the 'socialisation'of 
second and subsequent ethnic 
minority generations in the UK will 
transform the nature and dynamics of 
'ethnic'networks, and whether the 
entrepreneur will maintain a distinct 
Indian way of transacting business. 
The findings suggest that 'ethnic' 
business practices incorporating 
networking activities will change to 
assimilate Western network practices 
over time. Such a transformation 
would be a function of future 
generations of minority entrepreneurs 
integrating with mainstream 
commercial activities, driven by the 
changing nature of a child's 
socialisation process in a Western 
cultural setting, as opposed to that 
observed on the Indian sub-continent. 

Wherever Asians live and work, the social networks that they create are similar in structure and in 
mode of operation, with social networks shaping the way Asians do business in all settings (Hamilton, 

. 
Sum. mary of _Findingsipone. 

lusions.. Dis. c. ussion 

The interviews conducted would suggest that there are 
subtle but genuine differences in the nature of Asian 
Networks in different countries. 

A governing force, which determines their dynamics, would 
appear to be the 'host'nation's: culture; degree of 
Westernisation; democracy and liberalisation of trade 
practices; penetration of media; education levels; and 
tolerance of sub-cultures. Many interviewees implied that 
due to differences in these factors across international 
borders, the impact of Asian Networks in a business context 
varied. Indeed, many interviewees regarded the nature of 
business in India, where such Networks are prevalent, as 
totally unacceptable and inappropriate from an UK Indian 
perspective. 

The cultural and business orientation was regarded as 
different between UK Indians and South Asian Indians. The 
only shared similarity was the fact that Indians wherever they 
live globally have a shared ancestral and historical heritage, 
which provides immediate familiarity and assurance (genuine 
or otherwise), i. e. ones roots provides an immediate 'ice- 
breaker', providing a basis for familiarity and discussion and 
potential business opportunities to be explored. However, the 

The findings, when coupled with the 
findings and discussion relating to 
Proposition 2.1, suggest that this 
proposition is questionable. Indeed, 
the study suggests that second and 
subsequent generations will assimilate 
the cultural norms of nations within 
which they reside and transact 
business. 

The literature suggests, and the 
findings support, that such a change in 
orientation would be expected to be 
observed amongst immigrants and 
their future generations in any national 
setting, regardless of their country of 
origin, i. e. their ancestral and cultural 
roots. The socialisation practices of 
the host nation and the degree of 
engagement/contact with it by different 
immigrant groups would significantly 
influence such a transformation. 
Indeed, one would expect to observe, 
from an enterprise perspective, a 
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rate of change and adaptation of these sub-cultures within 
their host nations is dependent on the context within which 
they live and execute business transactions as stated above. 

Proposition 2.3: 

change in the management paradigms 
that permeate various ethnic minority 
enterprises over the generations. 
Consequently, the dynamics of 
network structures can be expected to 
change over time as the values and 
norms of ethnic minority entrepreneurs 
alter, primarily as a function of the host 
nation's national culture. 

The importance attached to ethnic ties and social networks over the duration of international activities 
does not diminishover time (liamifton,. 1996). 

Surnmary. of Findings/Conclusions Discussion 

The emphasis placed on and the importance of Asian The findings do not support this 
Networks was identified to diminish over time with regard to proposition. 
international operations. 

Most interviewees stated that following the exploration and 
set-up periods of international business (i. e. the pre- 
engagement and initial phases of the export development 
process), the role of the Asian Network becomes more 
situation dependent, with interviewees feeling comfortable to 
drop-in and out of the network as they feel appropriate and 
business needs dictate. The Asian Network was identified as 
an enabling resource. 

The findings support the results of 
SME and Network scholars who 
suggest that networks per se are 
utilised by entrepreneurs (regardless 
of ethnicity) to minimise risk as and 
when necessary. Indeed, a new 
business venture, such as 
internationalization, can be regarded 
as having a significant level of risk 
associated with it, and the outcome of 
failure could affect the future viability 
of the firm. It would therefore appear 
prudent for the decision-maker to 
utilise network contacts during the 
tentative and initial stages of the 
decision-making process. 

The study supports the notion that 
entrepreneurs would be expected to 
be highly vigilant and cautious during 
the tentative and initial stages of 
entrepreneurial activity, especially 
when the associated risks are high. It 
would also be appropriate for the 
entrepreneur to audit his/her sources 
of intelligence with regard to 
evaluating their network contacts' 
reliability and relevance in relation to 
the decision at hand, and only draw 
upon relevant 'network'intelligence. 

mmmmmmmmmý 
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proposition 2.4: 

Where business partners based in other nations are necessary, great emphasis is placed on 
similarities in culture and the exploitation of 'Asian Social Networks'. This becomes critical to the 
internationalization 'go'or 'no go'decision. For UK Indians, their social networks and ethnic ties 
provide a ready means for internationalization. 

Summary of Findings/Conclusions Discussion 

Social networks were identified as one resource readily 
accessible to interviewees to assist them in identifying 
suitable international partners. 

However, the overriding force governing whether business 
transactions were executed emerged to be whether or not 
the parties felt comfortable with one another and clearly 
understood each others motives and background. This was 
identified to be over and above any ethnic ties that may have 
brought the parties together. The study identified that, whilst 
the firms may have initially begun to trade with other 'Indians' 
internationally (or other nationalities that share similar values 
and customs, for example, Chinese in South East Asia), 
once they had gained sufficient market intelligence 
concerning the other party's market dynamics, they began to 
source and/or sell on a more solid business footing, ensuring 
that they were not being taken advantage of commercially, 
whilst also being extremely sensitive to the initial partners 
feelings. 

Social Networks were identified as critical during the early 
stages of internationalization and were seen as offering a 
readily accessible medium for information and intelligence. 
However, this was true only up to the point where the 
entrepreneur had gained sufficient information personally, or 
directly via transactions, to change their mode of commercial 
practice. 

Whilst the findings broadly support this 
proposition and suggest that the 
'cultural similarities'between 
transacting parties potentially plays a 
significant role in the 
internationalization process, the writer 
suggests that when the findings and 
discussion relating to Proposition 2.3 
and the holistic findings of the study 
are coupled with the importance of 
'trust'per se, and the literature 
suggesting that individuals are 
influenced by their own cultural norms 
(and to a large extent are ethnocentric 
in nature especially when seeking to 
minimise risk and potential 
misunderstandings in communication), 
then the findings regarding the 
process of internationalization, and the 
utilisation of international networks 
(and the natural evolution in the 
development of specific international 
markets), appear to be a rational and 
logical sequence. 

Indeed, the notion that this dimension 
of market entry is unique to Indians 
per se is questionable, especially 
since (due to ethnocentric 
characteristics) entrepreneurs of other 
nationalities may approach 
internationalization in a similar way. 

Proposition 2.5: 

Amongst the range of personal relations used by Asian entrepreneurs to maintain business truSi, the 
family and regional fies are of particular importance. This will influence the personal networks of 
Asians in relation tP., network density. and. diyersity, thus, restricting interriptippplizatipp pqtiy*. 5,. 

Summary of Findings/Conclusions Discussion, 
--. -. -.. 

Many interviewees were identified as having greater 
affiliation and sustained stronger ties (and valued these ties 
more) with individuals who were part of their extended family 
and/or individuals who shared similar ancestral regional 
roots. This was identified as influencing the family and 
Personal networks of interviewees in relation to the networks density and diversity. 

The findings would support this 
proposition. Indeed, the findings and 
discussion relating to Proposition 2.4 
place the findings relating to this 
proposition in context. 

The findings also support the notion 
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Many interviewees were also strongly influenced by their 
religious communities, which in turn influenced their social 
networks. Generally, interviewees were more comfortable 
dealing with individuals who shared similar values as 
themselves, values that led to immediate affiliation. Indeed, 
many interviewees sought initial international relationships 
based on this. Consequently, this screening factor restricted 
the internationalization activities of many interviewees, 
initially restricting them to countries and regions where they 
(or their social ties) had connections. This was perceived by 
interviewees as minimising the firms' exposure to risk. 

Even where industry structural changes had 'puýhed'firms to 
seek international customers and/or suppliers, the network 
offered assistance in validating and securing potential 
partners at an operational 'making it happen'level. 

Proposition 2.6: 

that the cultural norms of first 
generation UK Indians sustain this 
Indian cultural trait. It can be argued 
that this has the potential to deliver 
international advantage (or 
disadvantage) dependent on the 
extent of the networks international 
coverage when considered alongside 
the competency of the network 
contacts in being able to facilitate 
international exchange. 

Within Asian business networks there is, it can be argued, a sense of mutual suspicion and an 
absence of sincerity, which, may restrict inteMafionalization5ý. (Hamilton, 1996)., 

Summary of Findings/Conclusions_ 'Discussion., 

The degree to which Asian Networks were absent of 'mutual 
suspicion'and 'sincefity'was difficult to gauge. However, it 
was identified that most interviewees felt the degree to which 
they could rely upon the network wholeheartedly was 
calculated at either a subconscious or conscious level. The 
individuals with whom they were involved primarily governed 
this. This was especially prominent amongst the Textiles 
related firms where the industry's structural forces were 
generating higher degrees of competition amongst Indian 
firms. This led to a heightened focus on 'trust'as a 
dimension of the relationship. 

The degree of importance that all interviewees attached to 
'trust'was extremely high, with transactions being conducted 
on an acceptable level of trust first being established. 
However, a few interviewees did comment that 'trust'per se 
was a rare commodity and Western work attitudes and 
Capitalistic cultural traits were eroding the historical 'trust' 
bonds which existed in the Indian/Asian community, bonds 
which were the basis on which they themselves had 
established their firms. 

This change was identified as giving rise to a higher degree 
Of suspicion and absence of sincerity in current business 
transactions, and would support the argument that, within 
established networks, trust and mutual orientation exists, 
and that competition between entrepreneurial networks 
exists when firms are competing for the same customers 
and/or suppliers. 

With regard to internationalization, the above changes in 

Holistically, the findings support this 
proposition. 

The findings draw attention to the 
importance of the degree of trust per 
se which entrepreneurs have in each 
of their network contacts. Indeed, the 
findings reinforce the findings and 
discussion relating to Proposition 2.5. 

Also, the growing significance on 
'systems trust'as opposed to 'personal 
trust'is highlighted in the screening 
and selection process of the 
international markets within which 
network contacts may operate, and 
serves as a criteria to minimise 
exposure to risk. 

In addition, the findings reinforce a 
changing orientation towards the 
adoption of Western business 
practices amongst the sample frame. 
This is a dimension which the study 
suggests will become more evident 
amongst second and subsequent 
generations. 

Indeed, the notion of trust is not 
restricted to SIVIEs, since large and 
MNCs when operating internationally 

50 It is uncertain as to whether trust or suspicion are the major issues. The literature is divided as to whether network bonds 
Would rest on trust or suspicion. Within networks the writer suggests that possibly trust and mutual orientation exists with 
suspicion existing between competing networks. 
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network dynamics would influence the degree to which Asian 
Networks can genuinely provide international opportunities, 
especially over the generations as socialisation in a 'host' 
nation influences an individuals 'mind-set' , This is 
compounded by the cultural traits of Indians in different 
nations and their actual competencies and capabilities in 
providing genuine international opportunities for one another 
that can be realised. 

Area: Culture 

Proposition 3.1: 

do so at acceptable levels of both 
systems and personal trust, with the 
degree of emphasis on each being 
governed by the macro and micro 
environmental factors of a target 
nation. The writer suggests that this is 
an important dimension of the 
'atmosphere'which encompasses an 
Yntemadonal'exchange process. 

The cultural factors associated with Indians are unlikely to diminish to a level that will significantly 
change UK Indian business behaviour, i. e. the degree of cultural contamination will be restricted 
(Tayeb, 1988; Child, 1982). 

Summary of Findings/Conclusions-, Discussion, 

The majority of interviewees felt UK Indian culture (social 
and business) is changing and will change rapidly over the 
next generations. Cultural contamination cannot be restricted 
due to factors regarding socialisation in a host nation. 
Indeed, most interviewees believed that UK culture will 
change/has also changed to become more multi-cultural and 
tolerant (in some geographical regions more than others). 

The nature and business practices of second and third 
generation UK Indians were suggested by most interviewees 
to be more Western in orientation and nature. However, 
elders, i. e. the first generation (note: the bulk of interviewees 
were first generation), did value and behave in accordance 
with traditional Indian practices and endeavoured to pass on 
values and customs to their children which they had been 
taught during their childhood socialisation in a different host 
nation. 

Holistically, the findings do not support 
this proposition. They actually suggest 
that significant changes are takingtwill 
take place in the business practices 
and ideology of second and 
subsequent generations. 

Fundamentally, these changes are 
driven through engagement and 
integration with mainstream activities, 
a process, which the literature 
suggests, is accelerated over a child's 
socialisation process. 

Indeed, the writer suggests that such 
changes in ideology and attitudinal 
orientation would be observable within 
other UK ethnic minority communities, 
and do not solely apply to UK Indians. 
In addition, the process can be argued 
to be two-way, with changes being 
simultaneously observable in both a 
host nation's national culture and any 
specific ethnic minority community's 
sub-culture, since both influence each 
other. 
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proposition 3.2: 

Indian firms will exploit both systems trust and personal trust to enter international markets; the fact 
that systems trust exists in the UK does not diminish the vigour of personal trust in Asian business life 
(Hamilton,. 1996).. 

Summary of Findings/Conclusions, Discussion 

Most interviewees preferred working in an environment such 
as the UK where 'systems trust'is prevalent. Interviewees 
believed thi8 to provide them with the ability to have a basis 
for recourse should business dealings not go according to 
plan. However, interviewees did not diminish the value of 
personal tnist'or the emphasis that they placed on it. Many 
interviewees stated that their success was based to a great 
extent on the personal trust others had in them and they had 
in others. Indeed, it emerged that this was the nature of the 
environment in which they were raised as children, i. e. 'my 
word is my bond'. 

The majority of interviewees agreed on the point that 'one 
does not engage in a business transaction hoping to go to 
Court to settle business matters' Consequently, personal 
trust, honesty and openness were very important and the 
focus which interviewees place on this dimension in both 
domestic and international dealings was extremely high. 

All interviewees considered trust per se as a paramount and 
essential factor in their ability to pursue and realise 
international opportunities. Interviewees regarded mutual 
orientation and trust as fundamental for transactions to take 
place with other parties regardless of ethnicity. 

However, most interviewees stated that trust was becoming 
a rare quality in today's business environment, and 
increasingly so amongst Indians themselves. This was 
especially true with regard to the second and third 
generation's attitudes, which they believed to be driven by 
Western influences. Interviewees did not condone Western 
influences or values; more they felt a sense of loss of solid 
and good Indian values and practices was taking place. 

The findings support this proposition. 

Indeed, they support the notion that 
change has taken/is taking place in 
the managerial attitudes of first 
generation UK Indians, predominately 
being driven by macro and micro 
environmental conditions both 
domestically and internationally. 

In the pursuit of minimising the risk 
associated with international 
exchange, entrepreneurs were 
observed as gravitating towards 
economies where the degree of 
'systems trust'was acceptable. 
Indeed, interviewees appeared to be 
caught in a generation gap between 
the Personal trust'environment that 
they had been socialised in, and the 
shift towards a 'systems trust' 
environment. It emerged that such a 
perspective influenced decisions 
concerning whether to engage with 
particular international network 
contacts. 

The study highlights the dynamic 
nature of international SME activity, 
primarily driven by macro and micro 
environmental factors associated with 
different international markets; factors 
over which such firms have little 
influence, but which they need to 
appreciate as part of their decision- 
making activity in order to minimise 
risk and select appropriate FMEDS 
solutions. 
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Proposition 3-3: 

Asian entrepreneurs have to invest considerable time and resource in order to personalise economic 
relations and to undertake diftsed mediating functions. This mfill restrict intemationalization activities 
(Hamilton, 1996). 

Summary of Findings/Conclusions Discussion, 

The bulk of interviewees were involved in numerous social The findings support this proposition. 
and business activities, clubs, and gatherings in order to However, the extent to whether or not 
personalise many of their business transactions -(both Asian this dimension is unique to UK Indian 
and Mainstream segments). entrepreneurs is unclear. 

it was identified that this served a number of purposes 
amongst which was the ability to develop a long-term 
relationship, enhance the trust dimension, and amicably 
resolve any conflicts which had arisen before they gained 
enough momentum to strain the relationship to an 
unrecoverable position. 

it can be argued from an internationalization perspective that 
because the FIVIEDS most commonly adopted by the 
interviewees, i. e. exporting 'and/or importing, this mode 
would diminish the degree of personal time necessary to 
personalise economic relations with international customers 
and/or suppliers, and consequently reduce the strength of 
the bond, unless the bond was based on factors other than 
purely a 'transaction relationship, such as a 'kinship 
relationship', especially during the initial phase of the export 
development process where transaction sizes may be small. 

The SME and Network literature 
suggests that due to the dynamic 
nature of SME Entrepreneurship, a 
specific role of key decision-makers is 
managing and maintaining their 
network relationships. Consequently, 
such an activity draws upon the 
individuals' finite time to manage, 
control, and grow their business. This 
will naturally affect the extent to which 
international activities can be pursued 
and maintained. 

This finding highlights the important 
need for external bodies to assist 
entrepreneurs in successfully leading 
their firm along the growth curve, 
through the adoption of appropriate 
internal structural and HR practices 
that provide sustainable development 
and enhance both strategic and 
operational planning activities. This is 
especially critical since a pre-requisite 
to performance enhancement is the 
perspective/mind-set of the 
entrepreneur in question. 
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11.3 implications for the Literature 

This study has implications for both academics and policy makers in the areas of 
internationalization, Networks, Asian Enterprise, and SMEs. The study suggests that the 

internationalization of UK Indian firms can be broken down into the distinct phases proposed 
by Leonidou and Katsikeas (1996), each with its own dynamic a characteristic. In addition, 
the significance of 'Ethnic Ties'and 'Social Networks'were identified to be more important 

during the pre-engagement and initial phases of the export development process. 

The study's findings make the following contribution to knowledge: 

+ export marketing - the study presents findings which relate to the export development 

process adopted by UK based Indian firms and provides evidence regarding the process 

of internationalization which takes place within these firms; 

* public sector economics - the study highlights deficiencies in the marketing of 
'international business support servicesto ethnic firms. It reveals that the take-up and 

perception of government 'internationaMexport assistance'amongst UK Indian firms to be 

lagging behind that of the mainstream. In addition, it suggests that the approach adopted 
by support agencies is lacking/indifferent in focus when targeting the specific needs of 
firms at different 'stages'of internationalization. 

It should be noted that the responses to the Interview Guide might change over time. For 

example, as future generations become more influenced by Western socialisation and 

practices, industry structural changes occur, and 'breakout'strategies are pursued. A 

longitudinal dimension to the study would be able to identify shifts in the dynamics of the 

sample frame. 

Both the findings and limitations of the study present scholars and researchers with the 

opportunity to build on the study and present additional contributions in the area of SMEs 

per se, Ethnic Enterprise, and UK international competitiveness. 

The following implications focus specifically on moving the research agenda forward based 

on the findings and conclusions presented in Section 11 . 2. 

The study revealed that it was not sufficient to have an international network 51 to become 
internationally active. Capabilities, competencies, synergy, and business acumen are seen 
to be more important from a long-term sustainability perspective. Interviewees consciously 

51 International family ties and the international social network of the 'extended fami/y'constitute the 'network. 
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screen network contacts against these dimensions prior to engagement in business 

transactions - This can be regarded as part of their risk evaluation process. Indeed, it was 

revealed Mat in some instances where the potential for international business with family 

rnembers; did exist, interviewees were reluctant to pursue opportunities, preferring not to mix 

business and family relationships. 

The study identified that 'ethnic ties'and 'social networks'do influence the 

internationalization processes of UK Indian firms. However, their importance diminishes, as 
the firm becomes an established international player. Networks were identified as more 
important during 'pre-engagement'and 'initial'phases during which a need for information 

and operational guidance and expertise was seen to be necessary. The findings would 

suggest that the area of ethnic ties and social networks requires closer scrutiny when 

seeking to examine and explain the process of internationalization pursued by firms of 
different cultural heritage to the culture of the host country within which ethnic communities 

reside. This is particularly true since the literature review and study findings clearly suggest 
that Asian networks do differ significantly from Western networks - in the sense that Asian 

networks are imbedded in Asian society as social and business resources - and are 

culturally significant in UK Indian society; and their importance was found to be stressed 
during the socialisation of an Indian child from a young age which was orientated around the 
importance of family, kinship, and community. 

The study revealed that from a business perspective firms engaged with network contacts to 
fill 'intelligence gaps'. However, it was identified that 'network'engagement was ultimately 
down to the entrepreneur, based on whether they believed it to be advantageous. The 

process of intelligence gathering followed the pursuit of 'family ties'initially before pursuing 
broader 'social network'ties. An analogy would be the ripples that radiate outwards when a 
pebble is dropped in a pond. The writer also sensed that the stimuli for 'Asian' Enterprise 

and Entrepreneurship - for example, the literature draws attention to discrimination in the 
labour market - also influences the nature and dynamics of Asian Networks and their 

perceived 'insular' nature by 'outsiders'. 

It was identified that 'empathetic'sub-cultures within specific target nations were more 
significant in the internationalization decision-making process of the firms than the national 
cultures of the target markets. The firms were more drawn to identifying culturally 
empathetic individuals within a 'target nation'with whom they could transact business and 
develop a mutually orientated long-term viable business relationship. Sub-cultures would 
appear to be significantly important. 
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This finding suggests that the notion of 'psychic distance'at a national level as part of the 
international market screening criteria is in today's world an out dated concept and future 

research focus-should seek to explore the significance of 'sub-cultures'and their influence 

on market screening and selection activities as part of the holistic internationalization 

process of the firm. This is particularly important since cultural boundaries do not follow 

national boundaries as similar sub-cultures quite clearly exist which span across national 
boundaries. This implies that similar markets may exist across nations and the concept of a 
national culture can be dangerous in many respects when seeking to explore the 
internationalization process, especially since a 'psychid'or 'cultura/'distance between a firm 

and its markets can only be established based on 'which firm'and 'which people'are being 

studied in order to gain a better understanding of the internationalization of the firm. Indeed, 
it is shown that, for participants in this study, markets such as India and East Africa were not 
perceived as offering international opportunities. This contradicts what would be expected by 
the literature relating to psychic distance. The bulk of firms which commented about the 
Indian market, had negative views about engaging in international trade with India, primarily 
because of the 'negative' business culture and lack of infrastructure supportive of 
developing 'system trust. 

The three (3) emergent groups relating to the 'export development process'clearly suggest 
that as firms progress to the 'advanced phasethe extent of international orientation 
increases. This was identified to be a function of the firms' actual growth in intemational 

sales coupled with a systematic approach to managing and developing international 

markets. In addition, the learning process of the entrepreneurs has resulted in a better 

understanding of the international dimension. This finding supports the notion that cultural 
factors do not radically influence the overall 'generic' process 'any firm'would follow to 
become a committed exporter and supports the results of studies proposing the 'stage 

theory'of internationalization. 

Although the study did not explore the extent to which the demographic factors of Indian 

firms influence internationalization, the bulk of interviewees were of the opinion that the 
business practices of their children (and second and subsequent generation Indians in 

general) would lead to a different business culture within their firms and consequently the 

nature of their international activities. Whilst interviewees played down the influences of their 

cultural heritage, it was identified that decision-making was influenced by factors which 

played a part in their socialisation during their formative years. Interviewees also felt it was 
their duty to raise awareness of their cultural heritage amongst their children. The study 
highlights the need to explore (possibly longitudinally) the impact of future generations on 
the economic viability of ethnic enterprises, both domestically and internationally. 
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The literature review and study findings clearly suggest that the culture of an individual does 

influence behaviour. The process of socialisation through which an individual has been 

indoctrinated governs this dimension. Consequently, the management paradigm, which 

permeates a firm, will result in the development and pursuit of different courses of action by 

firms with different paradigms but sharing virtually identical resources in similar situations. It 

can therefore be argued that although both a 'Indian'firm and likewise a 'mainstream' firm 

may accomplish internationalization, the process by which they internationalize may well be 

different. This would suggest that more understanding of the impact of cultural influences on 
internationalization is necessary. 

It was identified that the nature of the firms' industry and competitive forces influenced the 

extent of their long-term planning. Indeed, the ability of the entrepreneurs to rationalise the 

future for their firms and develop creative 'out of the box'long-term solutions was identified 

to be lacking amongst the bulk of firms. The notion of 'breakout'was shown to be an area 

where external assistance in the form of business support needs to be more understanding, 
knowledgeable and supportive. The study highlights the need to explore the dimension of 
'breakout'in more depth, especially amongst those firms operating in traditional Asian 

sectors (such as Textiles) which suffer from growing and intense international competition. 
This is primarily because the industry is driven by price and the constant pursuit of lower 

factor costs in production whilst simultaneously requiring firms to maintain and improve their 

quality levels and levels of technological investments. 

The findings support the results of past internationalization studies in that the bulk of 
interviewees either 'stumbled' across international opportunities via unsolicited orders, or 

were driven to seek international opportunities due to domestic market conditions and 

industry structural changes. The primary objectives were focused around survival, and 

related to improving margins via growth and development. Only a minority of firms 

proactively sought opportunities overseas. It can be argued that firms would have rather 

focused on domestic markets than international ones if given the choice. 

The value of sterling (i. e. the exchange rate) was perceived by the bulk of interviewees to be 

the major barrier to expansion and growth of their exporting activities. Surprisingly, language 

was not identified as a barrier, although a lack of international experience was stated as a 
key hurdle during the initial two (2) phases of the export development process. The literature 

would suggest that these barriers are similar to those faced by 'othee SMEs regardless of 

ethnicity. 

mlmý 
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The literature review focusing on Asian Enterprise, when coupled with the findings of the 

study, suggest that historically Asian firms have set up business in industries which had low 

barriers to entry and the entrepreneurs level of 'know-how' was acquired via 'hands-on' 

experience. It was identified that all firms evolved through a process of generative learning 

as opposed to programmed learning. This process of learning had led the firms to establish 

and develop the pre-requisite competencies and resources to survive in the industry of 

choice. Even the entrepreneurs who possessed the core technical skills before embarking 

on their own business venture developed th eir firms in a similar way. The level of education 

was identified as a valuable resource to minimising 'hands-on'learning errors/mistakes. 

With regard to internationalization per se, the learning processes were similar to those 

adopted for developing the domestic business. The necessary skills and resources to be an 

advanced exporter/importer emerged through generative learning, and as they were 
identified they evolved with resources and competencies developing as firms progressed 
through the three (3) phases of the export development process, with the primary focus on 
internal resource development and international market intelligence. This finding suggests 
that from a business support perspective there is a fundamental need to improve the depth 

of understand relating to the ýurocesses'which take place in order to develop effective 
business support services. From an academic perspective, there is a need to improve 

understanding of the generative learning that takes place to enhance policy 

recommendations. 

The study revealed that the bulk of firms perceive 'extemal'sources of business support and 

advice in the field of internationalization (in particular government agencies) to be poor at 
best. Many firms believe it more beneficial to undertake activities internally. Indeed, many 
firms were unaware of the support available. The study identified that there is a need to 

better understand the specific needs of firms at the various phases in the export 
development process and develop support targeted at the specific needs identified. 

In the main, the underlying assumptions of the study were proven in so much as the 

evolutionary internationalization process identified suggests that, as firms establish 
themselves in their domestic markets, future growth and development required them to 

pursue international opportunities as an extension of their holistic reactive business strategy. 
This was identified to be primarily driven by external forces such as the competitive 

environment, industry structural changes and changing customer demands. 

However, as to whether the mechanism by which internationalization occurs is via 
relationships which exist within the family, the extended family and the Asian community at 
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large (i. e. ethnic ties and social networks), implying that international exchange would be 

primarily restricted to nations with which UK Indians have blood or ethnic ties, this 

assumption was not completely born out. It was identified that ethnic ties and social 

networks have the potential to facilitate internationalization. The key issue which emerged 

was whether the entrepreneurs made a conscious decision to engage with their networks or 

not. Those who actively pursued their network contacts were able to better exploit 
international opportunities. With regard to the utilisation of 'family ties'as opposed to 

'community ties', the entrepreneurs were drawn to factors relating to 'synergy'in considering 

the scope for exploiting international opportunities. As far as the restriction of international 

trade predominantly to nations with which ethnic ties existed, this was also identified as not 

so clear cut. From a psychic distance perspective, it was shown that trade activities were not 

restricted to nations where the national culture was similar to an 7ndian'culture per se. 
However, at a transaction and operational level, it was identified that sub-cultures within the 

host nation with which engagement was sought were important and the psychic distance 

between the trading parties was also identified to be important, i. e. empathy was critical to 

an effective 'exchange atmosphere'. 

11.3.1 Areas for Future Research 

Analysis of the study's findings and the conclusions presented suggest that the following 

areas are worthy of further research attention: 

* The migration to 'breakout'- understanding 'why'and 'how'UK Indian firms have entered 

new industrial sectors unrelated to the traditional stylised sectors; 

* The nature of second/third generation UK Indian Entrepreneurship and its impact on the 

internationalization practices of UK Indian firms; 

* The extent to which second and third generations utilise ethnic ties to facilitate business 

start-up, growth and development; 

* Adoption of longitudinal studies to evaluate and understand the learning needs of UK 

Indian firms as they migrate from a domestic orientation to an international orientation; 

* The validity of the argument that India should be promoted as offering UK based Indians 

genuine international opportunities; 
* Whether there is a need to tailor mainstream business support for ethnic business 

consumption with regard to specific industrial sectors; 
* Whether the notion of 'psychic distancein the internationalization of the firm remains 

valid, vis-6-vis the rising importance of 'sub-cultures'in the internationalization of the firm; 

and 
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Clarify the extent to which international business support initiatives remain focused on the 

genuine needs of SMEs as they develop international activities. 

in addition, valuable input/findings can be gathered to further the research agenda by: 

undertaking an identical study in the UK with different ethnic groups and different industrial 

sectors to provide useful cross-cultural and cross-sectoral comparisons; and also by 

pursuing opportunities to replicate the study in other countries and with other ethnic groups 

to provide comparative data along similar lines to those derived from this study. 

11.4 Limitations of the Study and Lessons Learned 

IiAi Limitations 

Due to the nature of the study being exploratory and aimed at exploring 'processes'per se, 
the writer suggests that the study's findings should not be used to make sweeping 

generalisations. There is a need to probe certain issues highlighted by the study in more 

depth through future research. 

From a methodological perspective, it can be argued that the study suffers from the general 
limitations of qualitative research studies vis-5-vis quantitative research studies. However, 

from a technical viewpoint it should be noted that all research studies suffer from the 

limitation of their research parameters, i. e. a specific study's objectives, sub-objectives, and 

assumptions, since the parameters govern the construction of the study's research 

methodology. 

Although a relatively small sample (21 firms) formed the basis of the study and the sample 
frame firms represented four (4) industrial sectors, this was deliberate in order to further 

academic enquiry and has been justified (see Section 3.0) on the grounds of the study's 

exploratory orientation and need to satisfy doctoral research enquiry. 

The limitations associated with the sample frame consisting of a mix of industrial sectors 

may well be valid, especially since it can be argued that the industries represented by the 

sample frame may not be influenced by similar internal and external stimuli. Consequently, 

findings relating to interviewee views regarding, for example, 'business support agencies' 

may well be biased by sector. Similarly, as the study was focused on 'UK Indian'firms, some 

caution should be exercised in generalising findings to other ethnic groups and in particular 
'Asians'per se. Nevertheless, the literature and study's findings suggest that many of the 

issues concerning the internationalization of UK Indian firms are similar to those of family 
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owned SIVIES in general. 

A valid criticism, which can be made of the study, is the static 'snapshot' nature of its 

enquiry, i. e. the lack of longitudinal enquiry. Whilst the writer acknowledges this valid 

, riticism, it should be appreciated that such a dimension is difficult to address given the r 
constraints of undertaking a doctoral research study, i. e. time, cost, and quality of output. 
However, on a positive note, the participants in the study can be contacted at a future point 

to clarify organisational development issues pertinent to the internationalization of their 

respective firm in order to overcome such criticism regarding the lack of longitudinal enquiry. 

11.4.2 Guidelines for Conducting Asian Enterprise Research -A Reflection 

A, s highlighted in Volume I (Section 4.3), geographically a number of regions throughout 

the United Kingdom (UK) have relatively high numbers of Asian enterprises operating within 
them, yet as Crick and Chaudhry (1995) report, little has been written or reported about 
these firms. 

The literature suggests that the limited amount of research conducted into the growth 

potential and problems of Asian Enterprises are related to factors primarily associated with 

researching the area. These problems, which include: overcoming language barriers, 

locating firms which operate in marginal, informal sectors, and gaining access to these 

SMEs where time is a scarce commodity, are cited by numerous scholars and researchers 
(Marlow, 1992; Krcmar, 1987; Carter et al, 2000). In addition, Brown and Gay (1986) have 

suggested that institutional racism in contemporary society has acted as a barrier to White 

researchers aiming to gain the trust of ethnic entrepreneurs. 

In light of the above, the writer believes it to be important to share his Personal experience 
gained through conducting this study and the valuable lessons learned which will allow some 

guidelines to be produced. 

The profile of the researcher was identified as a critical dimension in completing the study. 
All parties who were involved in the study sought reassurances in this area. Indeed, parties 

evaluated the researcher either consciously or subconsciously. The researcher was 
questioned on issues relating to: impartiality, credibility, empathy with regard to 
understanding of enterprise, family background and ancestral roots, academic 
achievements and background, employment track record and achievements, future 
aspirations, the academic institution with which the doctorate was being undertaken, the 
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supervisor of the doctoral study, the nature of the DBA versus the PhD, etc. All were 

addressed in order to gain access to the firms and gatekeepers to complete the study. 

An important factor in gaining the confidence and trust of interviewees was the conduct, 

professionalism, and the emotional maturity of the researcher. Indeed, this was commented 

upon by the bulk of parties involved. Assurances in these areas enabled the researcher to 

secure the agreement of interviewees to have the interview recorded - an aspect which has 

been extremely difficult for researchers in this area to accomplish in past studies. In 

addition, the researcher was surprised to learn that interviewees had instructed their 

Personal Assistants/Secretaries to hold all calls for the duration of the interview (i. e. 2.5 to 3 

hours). 

The researcher's ancestral background was identified to be a factor in securing interviews, 

primarily because of the immediate ability to bond because of shared language and cultural 
heritage. Indeed, five (5) interviewees who had in the past always declined to participate in 

research studies stated that they had agreed to the interviews purely because they wanted 
to see the researcher do well in life and nothing more. 

The profile of the gatekeepers was also identified as crucially important in recruiting firms to 

participate in the study. Interviewees openly admitted to the researcher that they had agreed 

to participate in the study and the interview because of the 'gatekeepees' endorsement and 
his/her report on the researcher's profile. This was identified as a key-determining factor in 

recruiting firms. Since the bulk of firms (20) were recruited via 'Asian Business Associations' 

as opposed to mainstream business support agencies, this finding would suggest that 

researchers and policy makers recognise (and do not underestimate) the potential influence 

which such organisations possess in providing access to Asian firms. 

* Preparation for the Fieldwork 

The success of the fieldwork, i. e. the extent to which parties were prepared to, and did 

participate in the study, was identified to be because of the preparation, organisation, 

presentation and professionalism of all documentation. The conduct of the researcher in all 

meetings, phone conversations, coupled with the responsiveness to enquiries regarding any 

aspect of the study also materialised as important dimensions. First impressions were 
identified to be extremely important in completing this phase. These aspects reassured the 

participating gatekeeper and interviewees because they provided a degree of tangibility to 

the study. 
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A detailed project plan was constructed for the study that clearly identified tasks and 

timescales and a computer software package (i. e. Microsoft Project) was utilised to manage 

the project. The project plan was updated periodically to track progress and monitor the 

realistic completion of the fieldwork element as well as the DBA as a whole. 

The commercial experience of the writer proved valuable in devising a fieldwork strategy 

that would be best suited to engaging key parties. Considerable preparatory work was 

undertaken prior to commencing the fieldwork. A tailored pack was prepared for 

Gatekeepers which included: a tailored Covering Letter plus Business Card, a Research 

Briefing Document, a Screening Criteria Checklist for identification of eligible firms, an 

outline document of FMEDS, and a Faxback Referral Form (see Appendix 1). 

Documentation was also prepared for firms' that were screened and forwarded by 

gatekeepers. This pack comprised of: a tailored Covenng Letter plus Business Card, an 

outline regarding the Background and Purpose of the Study, and a list of Topics for 

Discussion during the interview (see Appendix 2). The overall objective of the preparatory 

work relating to documentation was to have documentation that could be presented in order 

to inform and gain the commitment of gatekeepers and profiled firms. Whilst the time taken 

in preparation of documentation for the fieldwork was lengthy, it was identified as a key 

contributing factor to gaining the necessary support from participants. The writer's attention 
to good market research practice did generate the responses necessary to execute the 

fieldwork. 

Gatekeepers were impressed with the presentation/layout and quality of documentation. It 

was observed that the 'Faxback Referral Form'aftached a sense of urgency on the part of 

the gatekeeper to forward referrals. The form generated a perception that the study was 
important and their response rates clearly reflected this view. Researchers should 

appreciate that the study has revealed that the use of modern communication technologies 

such as facsimiles, mobile phones, and email, cultivate a perception of importance and 

urgency which is reciprocated by other parties. 

Gatekeepers and other relevant bodies were kept fully informed and frequently contacted 

and visited to communicate progress made with their specific referrals. The study revealed 
that it was extremely important to advise such parties of intentions, progress, and clearly 

outline any difficulties being experienced at the earliest opportunity. Time spent in cultivating 

a working relationship with such parties should not be underestimated, but rather regarded 

as a valuable and necessary investment in securing suitable firms and the commitment of 
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such parties to the study. It also demonstrates to the parties the researcher's drive, 

enthusiasm, and commitment to the study and presents the researcher with the opportunity 

to frequently stress the importance of the study. By adopting this approach, the writer was 

able to maximise the limited resources available in order to execute the study within a 
defined period of time whilst simultaneously leveraging additional resource from other 

parties. Overall, this approach generated a positive response. It is important for the 

researcher to develop good relationships with key intermediaries, not just from the 

perspective of a specific study, but also from the perspective of future studies which may 

require their assistance once again. Networking is important for the researcher and a 

courteous, professional and understanding approach was identified to yield the necessary 

support. Researchers should also appreciate that there is an important need to personalise 

the entire research process. 

Reflecting on the study and the methodology adopted, the writer reports that it has been a 

challenging study (not only from a literature review perspective) which has developed and 

enriched his understanding of the complexities associated with internationalization, ethnicity, 

relationship development, and enterprise per se. It may well have been easier and most 

certainly less costly to undertake a quantitative study. However, the depth of understanding 

of the complex and rich nature of business and enterprise could not have been achieved. It 

is recommended that researchers should not shy away from undertaking such studies 
because of the challenges which qualitative studies present, but rather appreciate the 

dimension which undertaking such studies can bring to their personal development, depth of 

understanding processes, and the texturalisation which it brings to quantitative data. 
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12.0 Conclusions and Recommendations for Industry 

12.1 Introduction 

The objective of this section is to provide pragmatic solutions targeted at the following 'key' 

stakeholder groups based on the literature review and study findings: Indian Enterprises; 

Mainstream business support organisationslagencies, Asian Business Associations, and 
Government. 

Whilst it may be convenient to provide 'pigeon ho/ed'solutions for each of these stakeholder 

groups, the writer argues that the process of positive change and improvement is 

fundamentally based on the interaction and engagement of these stakeholders 

simultaneously, with conscious recognition and understanding that dialogue and 

understanding of one another's position provides a basis for coherent goal achievement, the 

'goa/'being sustainable economic growth in an increasingly competitive and changing 
international arena. 

The study's findings highlight an existing need for the entrepreneurs to clearly clarify the 

business strategies of their firms. It was identified that the firms themselves need to review 

and evaluate their own business policy and clearly define the strategic role which 
internationalization has to play within it. On the other hand, from a 'Support Agency' 

perspective, the study revealed that the needs of the firms relate fundamentally to the 

training and education of the entrepreneurs (and appropriate staff) involved with activities 

associated with the firms' international operations. Such needs were identified to be 

specifically orientated around the three (3) stages of the export development process, i. e. 

pre-engagement, initial, or advanced phases. 

Whilst ethnic ties and social networks were identified to be of importance to the firms per se, 
the findings reject the notion of India as a potential market for all firms. At the outset of the 

study, this was considered as a market offering UK resident Indians vast international 
business opportunities. The findings suggest that the difficulties associated with trading with 
the Indian market, from a Indo-British trade perspective, are more acute for firms in the pre- 

engagement, and initial phases of the export development process. However, for firms in 

the advanced phase of the process, i. e. established international players, the Indian market 

with the opportunities it offers should be carefully evaluated and seriously considered from a 

market screening and selection perspective as a potential target market with regard to 

import/export activity or other FIVIEDS perspective, especially since advanced exporters 
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were identified to have developed core competencies in international trade. Indeed, one 

could argue that these firms stand to gain the most from leveraging their ethnic ties and 

social networks. 

12.2 Recommendations to 'KEr Stakeholder Groups 

12.2.1 Indian Enterprises 

The recommendations presented in this sub-section are focused on developing a 

systernatised approach orientated around the development of good management practice 

against which firms can benchmark and evaluate their current management practices, 

primarily in order to safeguard long-term survival and profitable growth at an international 

level. 

The writer recommends that it is necessary for firms to be explicit with regards to exactly 

what they are expecting from their export activities. This is important especially since the 

study revealed the bulk of firms to be vague in this respect whilst simultaneously envisaging 
international activities to play a significant role in their firm's future growth and development. 

12.2.1.1 Developing an International Planning Process 

The study clearly identified that the bulk of firms face many future challenges at both 

strategic and operational levels with regard to internationalization and the implementation of 
appropriate international strategies. 

The study revealed that firms faced challenges from both external and internal dimensions 

and highlighted that for the bulk of firms 'planning'per se was inadequate from both 

corporate and international perspectives. Firms were identified to be battling with internal 

issues relating to driving down costs, systernatising procedures, and improving quality, i. e. 

productivity gains; and externally, maintaining existing business, identifying profitable 

customers, seeking international opportunities, and improving the firm's intelligence 

systems. 

The writer argues that the findings suggest that the bulk of firms need to migrate towards 

the adoption of 'market orientated'practices if they are to effectively capitalise upon the 

opportunities which both the domestic and changing international economy present. The 

starting point is to clearly understand the role and need for planning per se - be it short-term, 
long-term, operational and/or strategic - and address the planning deficiencies within the 
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firm through developing actions in areas such as those addressed for example by the 

, McKinsey 7-S Framework 52 (Peters and Waterman, 1982). 

From an internationalization perspective, firms should clarify precisely how their 

international activities will contribute to the firm's corporate objectives, and how they plans to 

develop their international activities over the forth coming years as part of the firm's long- 

term activities. This will require the firm to undertake detailed audits of not only the external 
environment, but also the internal environment of the firm as part of a integrated annual 

strategic planning process. Strategies devised need to be orientated around the core 

competencies and sources of competitive advantage vis-A-vis the competition. For many 
firms (particularly those in the textiles sector) this may require diversification. Nevertheless, 

for all firms, breakout must be a serious consideration. 

12.2.1.2 Informationlintelligence - The Key Areas 

The study revealed that 'market intelligence'was lacking amongst the bulk of firms and firms 

were prone to adopting reactive postures to external stimuli whether they be macr053 or 

micror'4 in nature. Consequently, firms were identified as struggling with the effective and 
timely identification of external opportunities and threats, which if identified would generate 
improvements in the decision-making processes of the firm with regard to resource 
deployment and the firm's future direction. A systematised approach, i. e. an effective market 

research programme, directed at gathering information on pertinent external influences is 

necessary. Such intelligence needs to be focused around the decisions to be made and 

support for the internationalization planning process. 

The study identified that all firms were experiencing turbulence in their operating 
environments, although firms in the Textiles and IT sectors emerged as facing a higher 
degree of uncertainty than firms in other industrial sectors. The writer suggests that none of 
the participating firms were operating in straightforward 'simp/e/static'environments which 
could be categorised as relatively easy to understand and undergoing negligible change 
(Johnson and Scholes, 1993). 

Even though technical/manufactu ring processes were relatively straightforward, competition 

and market forces were identified to be constantly changing. For example, firms in the 

Textiles sector were experiencing change from all directions: customers, suppliers, 

government, financiers, competition (both domestically and internationally based), 

52 Shared Values, Strategy, Structure, Skills, Systems, Style, and Staff. 
53 Macro - Social, Legal, Economic, Political and/or Technological. 
54 Micro - Customer, Market, Competition (domestic and international). 
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technology, etc. Indeed, these firms were seriously struggling with identifying what the 

environment of the future would look like and what role their firm would have in it (if any), 

and/or the plausible alternatives/options available to the firm. The issue of 'breakout'was 

identified to be highly significant for firms in this sector. 

The writer argues that the bulk of firms operate in 'dynamic'andlor 'complex' external 

environments which are difficult in themselves to comprehend with any high degree of 

certainty. The firms' competitive position is_further compounded by accelerating advances in 

the application of sophisticated technology solutions in a mushrooming global e-commerce 

society. This was identified as intensifying feelings of uncertainty and opportunity for all 

participant firms. There clearly exists a need for firms to: clarify their information needs; 
formulate solutions as to how best to satisfy such information needs; and define how such 
information will be utilised and fed into the decision-making processes of the firm. 

In addition, a key area of primary focus for the bulk of firms is to clearly recognise the need 
to generate 'attitudinal change'within the firm regarding the importance of timely and 

relevant inform ation/intel I igence to the decision-making process. The reactive postures and 

passive research activities currently in place in many of the firms need to be recognised as 
inappropriate in dynamic and/or complex environments when 'planning for the future'. A new 
'proactive'and 'infonned'OTganisational psyche (i. e. management paradigm) should to be 

imbedded into the culture of many firms which may require a change in leadership for many 

of the firms if it is to be achieved. Indeed, internal structural changes with clear lines of 

responsibility for 'intelligence gathering and analysis'must be established. 

With regard to the three (3) groupings of firm which emerged, based on the three (3) phases 
of the export development process (see Section 10.0), the study clearly identified that the 

informationfintelligence needs to be different for firms in different evolutionary stages of 
internationalization. The information needs (as identified by the study) are presented in 

Table 12.1, alongside the sources which the participating firms utilised in order to fill their 

internationalization 'informatiorVintelligence gap'. The findings highlight the significance of 
Asian networks during the pre-engagement and initial phases of internationalization. 
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Table 12.1 
In ternationalization - Informatio nlintelligence & Support Needs plus Sources 

Infor mation/intelligence & Support Needs 
Pre-engagement Phase Initial Phase Advanced Phase 

Group 1 (5 Firms) Group 2 (8 Firms) Group 3 (8 Finns) 

* Exportlimport systems, * Evaluation of current + Competition 
protocol, procedures and international intermediaries + Market characteristics and 
documentation * Developin§ new intermediaries trends (macro, micro) 

* internal infrastructure changes - agents, distributors, etc. Within * Market Spreading Vs Market 
* Financial implications, e. g. current markets Concentration 

taxation, duty, etc. + Competition * Other potential international 
* Legal implications * Market characteristics and markets and their profiles 
* Potential intermediaries - sub- trends (macro, micro) 

cultures * Identification of additional 
* Product related issues quality customers/suppliers 
* The internationalization process * Other potential international 

and FMEDS - pros and cons markets and their profiles 
4 Dealing with international * Safeguarding the firm's 

customers and/or suppliers exposure to risk -Market 
+ Cultural sensitivity Spreading Vs Market 

* Language barriers Concentration 

* Best practice * Developmentlenhancement of 
* Pitfalls to avoid international strategy 

+ Do's and don'ts 
* Getting paid 
* Safeguarding the firm's 

exposure to risk - Market 
Spreading Vs Market 
Concentration 

* Potential target markets: macro 
and micro environments; 
geographical location; political 
and economic stability; 
business environment and 
practices; labour force attitudes; 
grants, etc. 

Information/intelligence Sources 

0 Friends (Network) 0 Friends (Network) 0 Personal visits 
0 Family (Network) 0 Family (Network) 0 Intermediaries - international 
0 Business contacts (Network) 0 Business contacts (Network) partners, etc. 
0 Banks 0 Personal Visits 0 Management team 
0 Customers/suppliers 0 Intermediaries - international 0 Market specific primary and 
0 Published material partners, etc. secondary research activities 
0 Libraries / seminars 0 Embassies 
0 Trade associations 0 Overseas Trade Services 0 Overall: Primary Research 
0 Business Links 
0 Chamber of commerce 

0 Overall: Low cost informal 
sources; Secondary data 
sources 

Table 12.1 clearly illustrates that the sources and nature of information differs from firms 

which are contemplating internationalization and which operate domestically, i. e. in the pre- 

engagement phase, vis-A-vis firms which operate internationally, i. e. in the initial or 
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advanced phases of the export development process. Such firms clearly have different 

external environment experiences which will influence decision-making perspectives and the 

management paradigms of specific firms. Table 12.1 draws attention to the fact that from a 

business support perspective, agencies need to develop focused support initiatives which 

clearly address the needs of firms at different stages of internationalization (this is discussed 

in Section 12.2.2). Such an approach requires an understanding of the different dynamics 

affecting domestically and internationally active firms. 

overall, the study revealed that the bulk of firms operated as 'closed-systems', i. e. were 
insular in nature adopting reactive strategies and tactics, pursued a prod uct/prod uction 

orientated business approach and gathered limited external intelligence which reinforced a 
lack of formalised strategic/business planning procedures. It is suggested that firms seek to 

benchmark their export activities with firms which are considered to be successful exporters 

(see Table 12.2). Only through clearly appreciating the firm's relative competitive position 

will firms be able to evaluate their export performance and activities. Table 12.2 is 

presented to stimulate entrepreneurs to assimilate the characteristics of successful firms 

and provide them with a reference tool to evaluate the firms export activities against. 

Based on the study's findings, the writer recommends that firms adopt formalised strategic 

and operational planning procedures for both domestic and international markets. From an 

internationalization perspective, Figure 12.1 provides a possible framework to follow in 

developing an effective international marketing planning process. 

In addition, a formalised approach to developing and detailing an effective 'export strategy' 
is necessary which outlines clearly and explicitly the objectives and strategy related to each 

export market and how such international activities contribute to the firm's long-term 

corporate objectives. Table 12.3 provides a template which firms may wish to adopt in order 
to facilitate improvements in their international planning processes. 
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I Figure 12.1 International Marketing Planning Process 
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Objectives Brand name Objectives and goals Standards Resources Features 
Manallemenivyle Packaging Strategy and tactics Assign mponsibility Organization service 
Financial limitations Warranty Budgets Measure perrormance: Manstgetinctil and marketing skins Style 
Products 
Other Ac-ion progranu Correct for error Price 

Home country constraints Credit etc. Poliacal Discounts 
Lesal 
Economic Promotion 
Other Advertising 

Personisl selling Host cDuntrY(s) constraints Media 
Economic Message 
Political Sales promotion Competitive 
Level of technology Distribution 
Culture Logistics 
Structure of distribution Channels 
Geography 

I Source: Cateora (1987) 

Table 12.2 Profiles of Attitudes of Successful and Less Successful Exporters 

Successful Less successful 
Keylssues 

Find right distributors Regard this as the prime issue. Board Respond to inquiries. Expect to be found 
director involvement in vetting easily via directories, embassies, etc. 

Commitment to export Regard exporting as inevitable and Insular, unprofessional, unaware of issues. 
necessary in a growing business. Exporting seen as solution to problem of 
Persistent, professional and go forward to part of company only 
their customers. Concern of company 

Learn by doing Assume responsibility for in-house Overwhelmed by early obstacles and blame 
expertise on the whole process of exporting. others. Defeatist 
Automatically assume mistakes will be 
made 

Selectivity in markets Ranking process according to rational Spread effort too thinly, go for high cost/risk 
criteria, progressive focus markets too soon. Restrict efforts to passive 

response to unsolicited enquiries 

Financial investment Prepared to look at projected returns on Exporting seen as gamble with spare cash. long-term basis. Short-term view 

Long-term horizon Several years' effort necessary to lay Expect quick results with meager resources foundations for solid success. Expect 
hiccups. 
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Confidence 

Respect for customer 

Attitudes to intermediaries 

Fast communications 

Do not export until confident of success. 
Control growth 

Assume the customer will be at least as 
good a businessman as you are. Careful 
study of his needs and sensitivity to them 

Use advisers at start of export process, but 
thereafter only very selectively 

Use telephone, fax, telex, electronic mail as 
appropriate 

Start too soon in haphazard way. Take on 
too much 

Adopt 'take 4 or leave it' attitude. 
Underestimates the customer 

Either over- or under-rely on external 
advice. Insufficient range of potential advice 
sought 

Rely on letters. Unaware of importance of 
speed of response 

Less Important Issues 

Languages Simply part of looking after the customer. Overestimate importance leading to 
Normal in-house skill excessive timidity or ignore altogether 

Credit risk Regard as worse than domestic in general. Fear of risk prevents action 
Use of ECGD, Letter of Credit, proper 
investigation, etc. Obvious exceptions 
(some LDCs) 

Export documentation and No problem to professionals. Handled Lack of professional approach: try to cut 
Procedures expertly in house or by forwarding agent comers 

externally 

Export pricing Accept that market determines the price Inflexible attitude. Try to price at UK levels 
and exporter has to control costs. Quote in plus freight. Worry about currency problems 
foreign currency where customer requires 
it. Hedge if necessary. Aware of 
volume/unit cost relationships 

Export staff recruitment Good people can be trained in house Believe good people are very difficult to find 
and prohibitively expensive 

Technical standardsl legal Can be a non-tariff barrier but usually Overestimate importance 
systems surmountable 

Organisation of export function May have separate export organisation or Exporting not integrated sufficiently with 
not, but whole company committed to total business 
export. Usually separate staff handle 
detailed documentation 

Payment delays Generally similar or better than UK. Some Believed to be a high cost of exporting 
exceptions (LDCs) 

I I 

Source: British Overseas Trade Board (BOTB) (1987), pp. 30-1. 
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Table 12.3 Developing an Export Strategy 

Executive summary: Overview of plans for the foreign market 

Introduction: Why company should do business in the foreign market 

Part 1: A statement of foreign market commitment 

IV. Part I I: The backgroundIsituation analysis: 
A. Overview of market opportunity 
B. Primary target market segmefits 
C. Analysis of competitive situation 
D. Assessment of product potential 
E. Established market entry mode 
F. Operational strengths and weaknesses 
G. Resources of firm to be allocated 
H. Organisational structure for market 

V. Part III: Strategic marketing plan for foreign market 
A. Identified marketing goals 
B. Product analysis and selection 
C. Warranties and other product services 
D. Pficing and other terms of sales 
E. Channel(s) of distfibution to be used 
F. Shipping and other transportation means 
G. Warehousing and other logistical needs 
H. Market information system needed 
1. Methods of advertising and promotion 

Vi. Part IV: Operational budget and pro forma financial statements 

VII. Part V: Implementation schedule and timetable 

Vill. Part VI: Procedures for evaluation and control, including pefiodic operationaPmanagernent audits 

Source: Darling (1985), p. 27. 

12.2.1.3 FIVIEDS Selection 

Although the study revealed that firms were 'exportfirnport' orientated with regard to the 

selection of their FIVIEDS, it's findings also suggest that the bulk of firms need to establish a 
formal process of evaluating and selecting an appropriate 'Export Modeand whether 
'indirect'or 'dire ct'exporting would be the most appropriate for any given international 

market. Quite clearly, the decision with regard to indirect or direct exporting modes is based 

on an assessment of risk and the anticipated satisfactory attainment of the firm's objectives. 
The study's findings suggest that this decision is also closely related to the firm's stage in 

the export development process, i. e. pre-engagement, initial or advanced, which is directly 

related to the firm's degree of 'comfort'with international activities and the phase at which 
the firm can be considered with regard to organisational development. Consequently, it may 
be more appropriate for firms in the 'pre-engagement'and 'initial'phases to pursue indirect 
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methods such a 'piggybacking'to gain the information/intelligence necessary relating to 

exporting per se, before adopting direct methods more associated with 'advanced' 

exporters. 

Table 12.4 provides details of the various modes of exporting the firms can utilise and is 

presented to serve as a checklist for firms when considering what would be the most 

appropriate export mode for the international markets which the firm currently serves or is 

anticipating to serve. Again, it is recommended that the export mode pursued be periodically 

reviewed as part of a formal and annual review process of all international activities to 

ensure the firm's objectives are being maximised. 

The study's findings suggest that firms follow an evolutionary process from low commitment, 

i. e. exporting, to the potential of high commitment, i. e. FDI, with regard to their FIVIEDS. 

With this in mind, the writer suggests firms adopt a more structured approach to the 

selection of FIVIEDS per se and this be incorporated into the annual periodic review process 

to assess whether the firm's current FIVIEDS pursued for specific international markets is 

maximising the attainment of corporate objectives. 

12.2.1.4 Appointing Intermediaries 

The study revealed that the bulk of firms utilised Asian Networks to initially identify 'credible 

intermediaries1parties'in targeted international markets, predominantly during the 'pre- 

engagement phase'and early stage of the 'initial phase'of the export development process, 

although these 'intermediaries1parties'were identified as needing to be subsequently 

reviewed by firms as performance monitoring became possible. Such monitoring was 
facilitated through firms gaining a degree of comfort with their international market via 

market intelligence gathered through growing 'hands-on'experience. The review and 
evaluation of intermediaries was shown to predominantly take place during the 'initial'and 
'advanced'phases of the export development process. 
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Table 12.4 Export Modes - Checklist 

r-FxDort Mode I Characteristics I Advantaaes I Disadvantaaas 11 

Indirect: 

Export Houses There are a number of types of export 
house but the most commonly 
understood is the organisation that 
buys from a firm and sells abroad on 
its own account 

Confirming Act on behalf of foreign buyers who 
Houses pay them on a commission basis. The 

confirming house guarantees payment 
to the exporter on shipment of the 
goods 

Buying Houses Acting on behalf of clients like foreign 
department stores, buying houses 
purchase from domestic 
manufacturers 

May handle all aspects of the Little market control or 
export operation 

I 
Information. Limited sales 

As above but also guarantees 
payment 

As above but the domestic 
manufacturer is approached by 
the buying house and need 
have no involvement in 
exporting other than supplying 
the order 

Piggybacking The firm sells its goods abroad 
through the overseas sales distribution 

I 

facilities of another, usually larger firm 

Direct: 

Agents There are several types of agent: 
some vAll sell only one companys 
products; other agents will sell 
products from a number of companies, 
some of which may be competing. An 
agent does not take title to the goods, 
is usually a national of the country 
concerned and is paid on a 
commission basis 

Diskibutors The distributor takes titLe to the goods 
and therefore earns his revenue from 
his mark-up on the product rather than 
commission 

Direct Selling I Sales representatives operating from 
the home country may be used in 
foreign sales territories 

Local Sales These may be staffed either by 
Offices representatives from the home market 

I 

or from the foreign market 

Source: Young et al (1989), pp. 80-81. 

The domestic firm has access 
to resources of an experienced 
exporter, who in turn has the 
benefit of a wider product 
range and increased sales 

More market control and 
information than Wth channels 
mentioned above. Permanent 
presence in the market. Costs 
of agency are related to sales 

Like the agent, knows the local 
market. Able to provide after- 
sales service. More control of 
market 

Detailed knowledge of the 
company and its products. 
High level of market control 
and information 

Perceived as a commitment to 
the market. Easier for local 
companies to deal with the 
exporter. Flexible and can 
accommodate growth 

As above 

As above 

Finding a suitable partner. The 
domestic company's product 
may take second priority. 
Growth may be impeded by 
existing arrangements 

May sell more than one 
company's products. Agency 
agreements can be difficult 
and expensive to terminate 

Costs of temnination are high 
should exporter's market 
development plans require new 
channels 
Suffer from a lack of market 
knowledge, increased traveling 
time and, depending upon the 
country, language problems 

Problem of choosing 
appropriate personnel for the 
sales force. Domestic reps 
may be reluctant to move 
overseas; local reps have less 
company knowledge but more 
country/market know-how 

Such findings highlight the importance of intermediaries to the participating firms' success 
internationally and suggests that there is a need to develop an effective screening 
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procedure/checklist for appointing such critical intermediaries/partners, such as Agents, 

Distributors, etc. This is especially important since firms had problems with identification, 

recruitment, motivation, and retention of good intermediaries/partners with which they 

sought to develop long-term mutually orientated business relationships (a threshold criteria). 

such relationships have the potential to either make or break the firm's international 

export/import activity. The writer provides Table 12.5 as a checklist of factors which firms 

should consider, and is presented in order to ensure a systematic approach to 

screening/engaging effective international market intermediaries. The list is not exhaustive 

but is provided for firms to a have a basic evaluation criteria which can be developed and 

tailored to their specific needs. 

FTýable 
12.5 A Formal Approach to Engaging Appropriate Intermediaries 

Variables to consider when deciding how many intermediaries to appoint: 
0 market size and accessibility 
0 - intermediaries own resource base - intermediaries network of contacts 
0 number of languages/dialects spoken in the taTget market 
0 important regional differences that require regional representation 
0 location of the intermediaries 

Assessing the potential intermediary: 
0 date of incorporation and business experience of the principals 
0 resource base of the intermediary, including: 

* human resource strength, e. g. technical skills 
* financial strength 
+ goodwill associated to agency 

0 degree of motivation to accept your product line = high/low 
0 annual turnover of the intermediary 
0 number of foreign principals represented 
0 contact patterns established with the client base 
0 how does the intermediary perceive your product in terms of strengths and weaknesses? 

Source: Adapted from Paliwoda (1993) 

12.2.1.5 Organising for International Growth 

The study highlighted that there was a need to adopt distinct management strategies for 

domestic and international activities. It emerged that the practice of treating both with 
indifference diminishes productivity. 

Since the majority of firms were anticipating international activities to grow in the future, the 
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writer recommends that better management of the international operations of the firm is 

necessary and should be planned as part of the holistic international Planning process. 

As firms migrate through the phases of the export development process, they should be 

seeking to establish clear lines of accountability and responsibility within their organisation 

structure for international activities. Whilst the study revealed that international 

accountability was assigned to an individual or specific parties, there was scope for 

infrastructural productivity gains. It is proposed that firms consider the infrastructural needs 

to support their growing international activities at an early stage. 

Although the firms which were internationally active were identified as exporters and/or 

importers, it is important for firms to recognise that as their international operations increase 

and 'market spreading'strategies materialise, other forms of FIVIEDS may also materialise 

as more appropriate for specific markets. Consequently, firms need to review their structure 

to support international activities periodically in order to assess structural suitability and 

effectiveness over time. 

'Exporting'emerged as the dominant FIVIEDS structural analysis based on the study's 
findings, which would suggest the establishment of a distinct 'Export FunctionlDepartment' 

to co-ordinate international activities. The advantages and disadvantages of creating such a 
function/department are presented in Table 12.6. By departmentalising exportlimport 

activities, the firms will realise increases in organisational efficiencies through having staff 
with similar expertise working together to perform similar synergeric tasks. However, firms 

should recognise that such a structure will also suffer from the common inefficiencies of 
departmentalisation. 
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Table 12.6 Potential Advantages and Disadvantages of an Export Department 

Advantages Disadvantages 

10 Allows task assignment to be consistent with * May reduce accountability for total production or 
technical training service delivery 

0 Allows greater specialisation in technical areas * Promotes overspecialisation 
of expertise 

0 Supports in-depth training and development * Breaks down communication across functions 

0 Promotes high-quality technical problem solving 4 Refers too many problems upwards in hierarchy 

0 Reduces technical demands on the manager * Promotes narrow, self-centered perspectives 
within functions 

0 Provides career paths within areas of technical 1 expertise + Allows slow response to interfunctional 
problems 

Source: Adapted from Quinn et al (1996) 

12.2.1.6 Market Screening and Selection 

The study revealed that country/market screening (export/import markets) was orientated 

around the following key governing 'threshold criteria', which all share a coherent focus 

around the minimisation of risk and uncertainty: 
0 economic stability; 

0a legal system/infrastructure which facilitates 'systems trust, 
0a positive business culture, i. e. one where long-term mutually orientated business 

relationships can be established; and 
0 guaranteed payment/supply of quality product. 

The writer suggests enhancements in target country/market screening and selection can be 

accomplished through introducing improvements in the firms' inform ation/intelligence 

gathering and evaluation processes, a process which for the bulk of participating firms was 
identified to be poor at best. 

It is important for the firms to recognise that, in order to maximise business opportunities 

and profitability, these primary areas need to be frequently/constantly evaluated and 

scanned, not only for the international markets with which business is transacted presently 
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but also other potential markets in light of emerging international opportunities. This will 
facilitate an effective decision-making process. It is not sufficient for firms to perceive 

screening as a static one-off activity. 

The writer presents Figure 12.2 which outlines a formal approach to country/market 

screening as an approach which firms may wish to adopt in order to enhance their 

international decision-making processes. The figure highlights the importance of 
lintelligence'at both macro and micro levels to the overall process (which was clearly 
highlighted earlier). 

The country/market screening process commences with ALL countries. Each country is 

then evaluated against specific firm needs and all countries satisfying such criteria are then 
deemed to be eligible for serious consideration with regard to international market 
development. The approach is fundamentally broken down into three (3) stages: 

* Stage 1- Focused on defining a 'preliminafy screening criteria'which will eliminate 

unsuitable countries to target based on the countries ability to satisfy threshold 

conditions. For the participating firms, the threshold criteria have been outlined above. 

* Stage 2- Is o rientated around weighting factors which the firm's management perceive 
55 to be important in effectively evaluating ALL the countries progressing to this stage 

Such factors would relate to a country's macro and micro external environmental 

conditions. 

* Stage 3- Following Stage 2, countries can be evaluated in more detail since a ranked list 

of countries would materialise based on attractiveness. 

Sensitivity Analysis should be undertaken Yvith regard to weightings for each factors in order to assess changes in the rank 
ordering of countries in Stage 3. 
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I Figure U. 2 A Formal Approach to Country/Market Screening 

Monitoring current and anticipated domestic and 
international environment 

Competitive Environmental conditions 
Market demand structure and 

I 
(technological, economic, 

L actions legal. cultural, etc. ) 
-j 

Corporate objectives. 
resources and 
constraints 

I Establish initial 
list of Countries 
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I 
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Country risks 
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Indicators of 
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population 
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steel consumption 
energy consumption 

Costs of exploiting 
potential 

media network 
banking network 
distribution 
network 
electricity 
management skills 

Product-specific data 
product-marke sales 
competitors 
company sales 

L ---------- ___j 

Delete countries not 
meeting threshold 
conditions 

Score each country 
on evaluation 
criteria 

I 

Evaluate countries 
on various modes 
of entry 

Sensitivity analysis 
an initial results 

Assess need for 
additional 
information 

Select countries 
for in-depth 
invcstigation 

Source: Douglas and Craig (1983) 

i Stage I 

Establish preliminary 
country-screening 
criteria 

Stage 2 

Establish country 
selection criteria 
and weights 

I 

Stage 3 
Initial 
classification 
of countries 
into priority 
categories by 
mode of entry, 

Develop a decision 
model for country 
selection by mode- 
of-entry choice 

Change the choice. I 
m6del, weights and 
variables 

I 

Modified list 
of acceptable 
countries- 

Examine the fit 
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mode of entry and 
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expected 
performance 
intended marketing 
strategy 
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12.2.1.7 Leveraging Asian Networks 

it was identified that Asian Networks are a valuable source of informationfintelligence for the 

firms in seeking and operationalising international activity, i. e. 'making things happen'. The 

writer, clearly recognising the cultural significance of Asian Networks per se, suggests that 

the decision-maker adopts a more conscious and systematic approach in engaging network 

contacts (both in domestic and international markets) primarily to safeguard long-term 

business interests. The writer recommends that network contacts be consciously screened 

and scored along critical business related dimensions such as those presented in Table 

12.7 in a similar way to screening intermediaries. 

In addition, the study revealed that those entrepreneurs who chose to engage 'the network' 
derived business benefit from doing so. Consequently, the writer argues that from an 
informationlintelligence gathering perspective entrepreneurs should engage in 'networking' 

activities per se wherever possible (Asian or otherwise). Granovetter (1986) underlines this, 

taking the view that economic activity cannot be placed in a separate sphere of impersonal 

financial calculations and that people's economic behaviour is embedded in a network of 

social relations. Firms therefore differ according to the social and economic systems in 

which they are embedded. This implies that the economic prosperity of the entrepreneurs is 

heavily reliant on the social networks upon which they draw (ethnic or otherwise). The 

challenge for entrepreneurs is to develop and sustain networks which provide economic 
leverage for their firms. The challenge with regard to 'breakout'per se is that many UK 

Indian firms need to develop effective mainstream networks. 

Also, business support agencies need to recognise that engagement with 'networking 

forums'such as those provided by Asian Business Associations is of critical importance not 

only in order to target specific firms with current initiatives, but also from the perspective of 

evaluating current services and developing new services and initiative which are customer 
focused. Such actions will facilitate the development and sustainability of a 'market 

orientated'approach through the management and development of support agency services 

which are sensitive to UK Indian business needs and idiosyncrasies. 
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Table 12.7 A Fonnal Approach to Network Screening 

CONTACT: 
Very Less 
Important Important 

54321 

# Sinceritylsincerity 

* Strength of current relationship 

+ Business potential with specific countries with 
which ethnic ties exist (list country and rate) 

=> Country 1 
=> Country 2 
=: ý Country 3 
=> Country 4 

* Capabilities (list capabilities of contacts) 

* Competencies (list competencies of contacts) 

+ Ability to deliver necessary outputs through 
engagement 

* Strength of their network 
(diversitylintegrity/quality/etcletc. ) 

=> domestically 
=: ý Internationally 

* Support/guidance 

* Mainstream interaction 

E ource: The Author (2001) 
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12.?. 2 Business Support Services - Government I Private / Other 

J2.2.2.1 Ethnicity -An Issue? -Some General Thoughts 

Both the study's findings and internationaliza' Oon literature present arguments which support 
the notion that 'cultural differences'do significantly influence the business practices and the 

management paradigmstcorporate cultures of firms managed by individuals (and employing 
individuals) of different nationalities and/or ancestral heritage. This is primarily due to factors 

associated with an individual's 'socialisation'(see Volume 1, Section 5.0 which discusses 

Cultural Influences). 

Consequently, any form of business support (both domestic or international) directed at 

ethnic business audiences must cater for any cultural characteristics which may hinder 

'effective communication'and understanding with regard to what support services are 

available, and how they can support the growth and development of ethnic firms 

predominantly owned, managed and controlled by first generation immigrants -a finding 

which this study highlights. In addition, it would be expected that effective dialogue between 

support agencies and ethnic groups would facilitate the effective development of new 
focused initiatives to support these firms, to contribute to the economy's competitiveness as 

a whole. 

The bulk of the sample frame reported that mainstream support services (and the banks) 

were failing to: 

understand the needs of the Asian business community; 

effectively engage with the Asian business community; and 

adopt infrastructures which were more business/customer 'needs'focused as opposed to 

orientated around service provision. 

The study would suggest that, in order to begin understanding the issues and address the 

apparent 'void'which exists in support provision between 'what is being said'and 'what is 
being done', further research enquiry is necessary. 

The study revealed that firms perceived mainstream business support services per se to 
lack empathy with the Indian business community, with many of the firms being unaware of 
the support available and how it was relevant to their specific business needs. The findings 
highlight a lack of penetration, in-roads, and awareness which mainstream business support 
agencies have made with respect to the UK Indian business community. Indeed, the study 
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revealed that the bulk of firms preferred to 'go it alone'and learn through experience, relying 

on their 'Nýtworks'for support and guidance. 

it is also interesting to note that twenty (20) of the twenty one (21) firms which participated in 

this study were recruited through the endorsement of Asian Business Associations in the 

East and West Midlands (see Table 3.6, Section 3.5). All UK Indian firms which were 

referred to the writer via 'mainstream' gatekeepers were reluctant to participate in the study. 
The dialogue which the writer had with these firms, when considered against discussion with 

those firms which participated in the study, would suggest that UK Indian firms need to have 

a degree of familiarity with the 'gatekeepei. This familiarity is fundamentally based on a 

relationship of trust, understanding, and empathy, as opposed to a relationship based purely 

on the Iransaction process'of purchasing business support services. Indeed, the study 

revealed that of the firms which participated in the study and which had received 

mainstream business support, all were dissatisfied with the quality of the business support 

services which they had received - real or perceived - from mainstream providers. The writer 

suggests that although this could be interpreted (based on the study's findings) as possibly 

explaining why firms referred for the study by these gatekeepers were reluctant to 

participate, it is a dimension which requires further exploration and clarification. However, it 

was identified as a significant issue. 

The writer suggests that ethnicity per se is an important factor for mainstream business 
support agencies to consider in order to pursue the objective of assisting minority firms to 

grow and develop and contribute towards the UK's competitiveness at an international level. 

It is recommended that mainstream business support agencies seek to understand ethnicity 

and diversity related issues in order to be accepted by ethnic business communities as 

being locally sensitive and representative bodies. This can be accomplished through support 

agencies adopting effective engagement infrastructures; developing mutually orientated 

external partnerships/relationships with local 'ethnic support agencies; and reinforcing these 

actions from a human resource perspective by ensuring the agency reflects (at all 
hierarchical levels) the demographics of the local business communities which they seek to 

engage, serve, and support. 

The findings of the study suggest that the take-up of mainstream business support services 

per se by UK Indian firms will be influenced by the actions which support agencies take to 

realign themselves to the genuine business support needs of this business community. 
Transparency is a vital aspect of such a mainstream business support culture change and 
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one which the Chief Executive - David Irwin - of the Government's5r' new business support 

agency - The Small Business Service - will need to address. 

As part of the above recommendations, monitoring of the take-up of mainstream business 

support services by UK Indian firms is critical and will require the development of a sensitive 
information/intelligence system to capture data which will facilitate effective decision-ma king, 

and the development of market orientated business support initiatives and services which 

achieve high penetration levels with minority communities. 

The findings of the study suggest that the current situation with regard to business support 

agencies and ethnic enterprise and entrepreneurship can be significantly enhanced. The 

writer recommends that, as a starting point to facilitate a pragmatic agenda at both national 

and local levels, a review of past studies focusing on ethnic enterprise (i. e. a mapping 

exercise) be undertaken in order to consolidate what has been done, and what requires to 

be commissioned with regard to new research studies focused around the effective 

engagement of ethnic firms and mainstream business support activities. Table 12.8 

provides a template for consideration and development. 

Overall the study has highlighted the need to be sensitive to the demographic characteristics 

of firms of which ethnicity is an important factor when tailoring international support services. 

The writer recommends that localised business support services for ethnic enterprises be 

effectively integrated into regional development plans (i. e. via Regional Development 

Agencies and Regional Government Offices) and national government policy, i. e. through 

the DTI - both bottorn-up and top-down. 

56 The political party in Government at the time this thesis was submitted was the Labour'Party. Tony Blair MP is currently The 
Prime Minister. 
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Table 12.8 
Identifying the Internationalization Business Support Needs of Ethnic Firms 

Identifying the internationalization business support needs of ethnic firms can be achieved by the following 
systematic process: 

Step 1: Review of Secondary information 
Commission a leading authority to review and synthesis literature (academic and other) with the 
objective to identify what is known on the subject matter 

Step 2: Identify what questions still remain unanswered 

Step 3: Undertake primary research to address the queries and specific issues 
survey 
seminars 
case-studies 
round table debates/focus groups, 
etc. 

Step 4: Analyse findings 
* create initiatives 
* set time scaled objectives 
* formulate action plans 
* identify implementation partners 
* setup a monitoring system 

Step 5: Disseminate findings 

Partnerships: 
In order to ensure credibility, rigor, and acceptability of the above process, please list key partners and 
their roles: 

Partner 1: Role: 
Partner 2: Role: 
Partner 3: Role: 

LS 

ce: The Author (2001) ourcý 

12.2.2.2 Networking - Partnership Opportunities 

The study revealed that a significant proportion of the firms were not aware of the types of 

mainstream business support available to facilitate international growth and development 

strategies. It is recommended that mainstream business support agencies seek stronger 
links with ethnic support agencies to increase the level of peneýration and awareness of their 

international business support services (plus other services) to such business communities. 

A closer ývOrking partnership between mainstream and ethnic agencies has the potential to 
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provide a solid basis for intelligence gathering and focused business support service 

delivery whilst simultaneously providing clear research opportunities. Such partnerships will 

also provide the baseline from which solutions can be generated to overcome many of the 

informationlintelligence and support issues highlighted by the study (see Table 12.1). 

Table 12.9 provides a template which support agencies, both mainstream and ethnic, may 

wish to adopt as a basis for discussion when developing mutually orientated partnership 

activities or service level agreements. 

12.2.2.3 Targeting International Business Support Services 

Three (3) groups of firm have emerged from the study's findings which fall in line with the 

export development process, i. e. firms in their pre-engagement phase, initial phase and 

advanced phase of export. Each group was identified to display distinct characteristics with 
regard to their information/intelligence and support needs. The study also revealed the 

sources which the firms approached and utilised in order to fulfill their internationalization 

intelligence needs (see Table 12.1). 

The study's findings suggest that support agencies have failed to differentiate between firms 

based on their needs when targeting their international business support services, and 

suggests that the generic business support tactics are failing firms seeking to develop 

international activities. The study reveals that support needs to be orientated around, for 

example, addressing the specific needs of firms at different stages of the export 
development process. The writer recommends that mainstream business support agencies 

clearly recognise the different information/intelligence and support needs of firms at different 

stages of internationalization and focus their resources to address the genuine needs of the 

three (3) heterogeneous groups which have emerged (see Section 10.3 for full discussion 

of group characteristics). 

This recommendation requires mainstream business support agencies to become more 
Market orientated with regard to the services which they provide to SIVIEs per se. Through 

coupling this recommendation with the suggestion made earlier relating to the fostering of 

partnerships with ethnic business support agencies, there is also the potential to generate 
Positive outcomes with regard to the international performance of ethnic firms. Indeed, the 

Writer suggests that capacity building of such agencies in order to facilitate market 
Penetration should be explored. 
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Table 12.9 Clarifying Partnership Arrangements 

1. Organisations involved in Partnership 
Organisation 1: 
Organisation 2: 
Organisation 3: 

2. Objectives of Partnership 
Long-term objectives: 

Short-term objectives: 

3. Activities to be Undertaken plus Partners ResponsibilitieslAccountability 

4. Monitoring of Partnership Performance by Partners 
Organisation 1: 
Organisation 2: 
Organisation 3: 
Integrated Monitoring: 

S. Timescales/Outputs 

Year 1 Year 2 Year 3 Year 4 Year 5 
Objectives: 

Activity / Responsibility. 

Output 

_ _ ýýt ings. 

Source: The Author (2001) 
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The study revealed that whilst government support agencies were committed to assisting 
firms to seek international opportunities, their support mechanism for supporting firms to 

export was lacking. A need exists to effectively stimulate successful internationalization 

amongst UK Indian SMEs. The findings clearly suggest that by focusing support services 

around the needs of the three (3) emergent groups of firms, improvements in the assistance 

which support agencies can provide would be realised. 

Whilst the literature review reveals that a universal internationalization model does not exist, 

many scholars do agree that firms internationalize through stages, progressing from a state 

of low commitment and involvement to a state of high commitment and involvement. Indeed, 

this study supports the notion of a 'domesticfintemationalization continuum'. 

The British Overseas Trade Board (BOTB) was identified as segmenting exporters under 
the following classifications: non-exporters, passive exporters, and regular/active exporters. 
The study's findings, whilst supporting the BOTB's policy to group exporters into three (3) 
distinct segments - which clearly share similar characteristics as the three (3) emergent 
groupings of this study - have highlighted a number of important policy issues in the context 
of the three (3) emergent groups which require serious consideration in terms of effective 
support delivery. 

Recommendations - Pre-engagement Exporters 

The study's findings identify that support agencies need to increase awareness regarding: 
a) the potential advantages and benefits of exporting to the firms; and b) the forms and 
nature of assistance which they can provide to assist firms in developing international 

opportunities. Since many of the issues are associated with cultivating and developing a 
positive perspective from entrepreneurs with regard to internationalization per se, many of 
the psychological hurdles must be addressed. Firms should be sensitively informed about 
why they should be seeking international opportunities and the limitations of a pure domestic 

orientation and be open and up front with regard to the pitfalls and risks which 
intemationalization may present. Whilst exporting should not be sold as the only solution to 
the business growth and development needs of the firms, support agencies should present 
a coherent case for exporting and its benefits. 

Emphasis should be placed on the learning curve which firms will experience relating to 

planning, skills development, organisational infrastructure changes, product adaptations, 
etc., highlighting that the initial encounters with international markets will identify areas 
which will require management focus. This form of engagement should be capitalised upon 
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by support agencies as providing themselves with an opportunity to clearly identify concerns 

and reservations. This will facilitate the effective gathering of intelligence pertinent to the 

changing needs of this group of firms. This in turn will facilitate the ability of advisors to be 

fully prepared to address the genuine needs of entrepreneurs seeking advise. 

it is important that support agency staff do not insist that firms internationalize as this will 
leave a negative perception of the agency. The primary objective should be to provide the 

facts and address the concerns of the firms so that those firms which opt not to 

internationalize still maintain a positive impression about the support services and will re- 

engage when the time is right for them, i. e. when a genuine 'felt-need'to internationalize 

exists. 

Since the study revealed that there is a need to increase awareness of services and 

assistance available to this group of firms, it would appear that engagement with local Asian 

Business Associations has the potential of addressing many of the issues stated earlier, not 
only from an intelligence gathering perspective but also through the endorsement of 
initiatives and events (Hayer, 2001). This would seem logical on the grounds that with the 

exception of one (1) firm, all firms were recruited for the study via such associations. 

Recommendations - Initial Exporters 

The study's findings suggest that the firms in this group have made the decision to export 
and are developing competencies associated with internationalization whilst simultaneously 

grappling with the challenges whicli internationalization presents the firm. Support agency 

advisors should recognise that these firms require tentative nurturing to ensure they 

effectively develop and grow their international operation and earn valuable foreign currency 
for the economy and migrate to become experienced and established international players. 

There is a need to reinforce the benefits of exporting and discourage firms from pulling out 

of international activities should they face minor difficulties and setbacks. Entrepreneurs 

should be encouraged not to procrastinate over such matters and support staff should not 

only be highly responsive to queries but should also maintain regular dialogue with firms to 

ensure that the information and operational support needs of the firms at this stage (as 

presented in Table 12.1) are addressed appropriately and the necessary encouragement 

provided. The use of peer group forums would assist in the confidence building of 

entrepreneurs. Possibly this could be accomplished via the assistance of Asian Business 

Associations. 

Page 234 



OBA in Maeting - VoTume 2/2 

Sirnilarly, support agencies should ensure that the information they gather via their 

engagement with firms in this category feeds into an intelligence system which ensures the 

development of support activities, be they informational, consultancy, or financially/grant 

based. 

Recommendations - Advanced Exporters 

These firms can be considered as established international players. They have developed 

the necessary core competencies associated with internationalization, have dealt with 

international markets over many years, and fully appreciate the benefits and potential pitfalls 

of the activity. The study revealed that these firms were more focused with regard to 

managing their international activities and were extremely clear as to what intelligence and 

support needs their firms required as presented in Table 12.1. 

There is a need to ensure that inform ation/i ntell ig ence and support provided by support 

agencies facilitates these firms to make proactive decisions about the markets they currently 

serve. Support agencies should seek to keep periodic contact with these firms to ensure 
they are maximising their international potential. Encouragement to consider other potential 

markets should be conveyed. Regular mailings regarding overseas trade missions, 

exhibitions, and overseas visits to the UK should be conveyed in a timely manner. Firms in 

this category require intelligence and support which is not only timely but in a format which 

can be easily digested by the entrepreneur in sufficient time to make necessary decisions. It 

is suggested that support agencies accomplish this via the utilisation of multi-media 

communication, i. e. written/visual documentation, verbal and personal. The use of modern 

e-commerce facilities should be maximised. 
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12.3 Summary 

The conclusions and recommendations made in this section targeted at UK Indian 

enterprises are aimed at assisting firms to review and evaluate their business policies and 

clearly define the strategic role of international activities within the holistic activities of the 

firm. 

The section highlights that a need exists for firms to develop a systematised approach, 

orientated around the development of good international management practices in order to 

develop and grow their international competitiveness and performance. Attention is 

necessary in the areas of: developing an international planning process; clarifying 
information and intelligence needs; selecting appropriate FMEDS; screening and appointing 
intermediaries; devising organisational structures which effectively integrate international 

activities into the firm's current activities; devising a systematic approach to market 

screening and selection; and maximising the leverage which the entrepreneur's Asian 

Networks can provide the firm. Overall, a more structured approach to international business 

growth and development is presented. 

From a Business Support perspective, the conclusions and recommendations suggest that it 

is important for support agencies to appreciate that although there are similarities in the 

support needs of firms (across the three (3) emergent groups), the needs become more 

specific as firms migrate towards becoming 'Advanced Exporters'. 

The study's findings confirm the BOTB's categorisation of exporters but highlights 

improvements in the activities of support agencies at an operational level are necessary. 
Improvements which are orientated around adapting support to each specific category. 

It is envisaged that the policy recommendations made in this section, if pursued by support 
agencies, will assist business support agencies to stimulate international activity and also 
effectively support internationally active SMEs (both ethnic and mainstream). 

Finally, as a general comment, it needs to be highlighted that the accomplishment of any 
change in the unfavorable attitudes and perceptions of participating firms towards 

mainstream business support agencies will take time to overcome. Business support 
agencies must recognise that this will be a long drawn out process. However, it is a process 
which has the potential to generate enormous international commercial advantage for the 

economy. 
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This cover letter was sent on Strathclyde University's 'Strathclyde International Business Unit'(SIBU) 
letterhead. 

Dear 

RE: Survey of the Internationalisation Practices of UK Indian Enterprises 

This letter is to inform you of the Doctoral research study which I am undertaking on the 
internationalisation activities of UK Indian firms, with the aim to gain your crucial assistance 
in completing the study. 

Your organisation has been identified as a key organisation which can assist in the 
development of a sample of 50 Indian firms which are prepared to participate in personal 
interviews. (A more detailed 'Briefing Document' relating to the study along with other 
relevant documentation is attached. ) 

The findings of the study will enable me to generate meaningful business and public policy 
recommendations as to how the international business performance of UK Indian firms can 
be enhanced and supported. In addition, your organisation may also find the process of 
assisting the study helpful in providing yourselves with a different perspective in this subject 
area. 

I recognise that you may receive numerous requests for assistance from different bodies 
and people, and appreciate what assistance means in terms of time and cost. However, I do 
hope that since the results of this survey will be directed at making things happen with 
regard to influencing policy matters, you will make available the time to assist on this 
occasion. 

I would also like to draw to your attention that since this full-time Doctoral study is entirely 
funded by myself any contribution towards the costs of the study and fieldwork, or 
sponsorship of the study, would be warmly welcomed and duly acknowledged in the final 
report. 

I hope you do not mind me contacting you shortly to establish your willingness to assist with 
the study and schedule a mutually convenient time for a briefing meeting. In the meantime, 
should you wish to discuss the study further I would ask you to contact me directly on 0116 
2593344. 

Yours sincerely, 

Jaswinder S. Hayer 
Doctoral Researcher 
Doctor of Business Administration (DBA) 

End 

Page 285 



TH 

UNIVERSITY OF 
TRA THCL YDE 

IN GLA5GOW 

MIARTNIFV1, Or 

MAR 
KE 
ING 

Doctor of Business Administration (DBA) 

The Significance Of Ethnic Ties And Entrepreneurial Networks in 
The Internationalisation of the Firm - Case Study., The 

internationalisation of UK Indian Enterprises 

Doctoral Researcher 

Jaswinder S. Hayer 

Key Individuals and Organisations 

BRIEFING DOCUMENT 

Overall governing research question: 

To what extent are 'ethnic ties'and 'social networks'significant and important, both 
during and after the internationalisation decision-making process, in the 

internationalisation of UK Indian firms? 



University of Strathclyde - Department of Marketing 
Doctor of Business Administration (DBA) 

Contents 

CONTENTS ................................................................................................................................................ 2 
1.0 INTRODUCTION - NATURE OF STUDY ......................................................................................... 3 

2.0 RESEARCH OBJECTIVES 
............................................................................................................... 

4 

2.1 OVERARCHING STUDY QUESTIONS 
....................................................................................................... 

4 

3.0 SCHEDULE OF TOPICS FOR DISCUSSION DURING PERSONAL IN-DEPTH INTERVIEWS 
..... 

6 

3.1 FIRMS HISTORY / BACKGROUND / DEVELOPMENT / PERSONAL DETAILS 
................................................. 

6 
3.2 BUSINESS FORM AND STRUCTURAL DYNAMICS 

..................................................................................... 
6 

3.3 INTERNATIONAL ACTIVITY 
..................................................................................................................... 

6 
3.4 ETHNIC TIES AND SOCIAL NETWORKS 

................................................................................................... 
6 

3.5 AGENCY SUPPORT 
............................................................................................................................... 

6 
3.6 FIRM GROWTH AND PERFORMANCE 

...................................................................................................... 
6 

3.7 THE WAY FORWARD 
............................................................................................................................ 

7 
3.8 OTHER INFORMATION/DETAILS .............................................................................................................. 

7 

4.0 RESEARCH DESIGN ........................................................................................................................ 8 

Page 2 Jaswinder S. Hayer - Doctoral Researcher 
Telephone: 01162593344 or0850303787 Facsimile: 0116259 3977 



University of Strathclyde - Department of Marketing 
Doctor of Business Administration (DBA) 

1.0 Introduction - Nature of Study 

This study is directed by the over-riding objective to contribute to the enhancement and 
sustainability of the UK's industrial competitiveness at an international level. 

National statistics show that ethnic minorities and ethnic minority firms make considerable 
contributions to the overall economic prosperity of the UK, not only at a macro aggregate 
level, but at a micro level (due to localised concentrations) where they make considerable 
contribution to the economic prosperity of specific regions. 

This study focuses on identifying the importance of 'ethnic ties" and entrepreneurial/social 
networks as a mechanism for internationalisation. Since the literature on Asian firms 
identifies such networks to be important amongst Asian groups, this study focuses on UK 
Indian firms and entrepreneurs in order to validate this finding, and investigate if such 
networks offer genuine opportunities for intern ation alis ation. The study aims to investigate 
the extent to which UK Indian firms have internationalised and the importance placed on 
ethnic ties and networks in the development and selection of their foreign market entry and 
development strategies (FIVIEDS). 

Coupled with past studies which identify that a significant proportion of UK Asian firms are 
concentrated in traditional and localised industries, which are generally associated with. 
poor working conditions, open to international competition, and generally price competitive 
and declining sectors, it can be argued, that there is a need to assist such firms to break- 
out and enter new areas of business opportunity both domestically and internationally. This, 
it is argued, will have the positive effect of contributing to rebalancing the UK's industrial 
portfolio to a more competitive position. 

In addition, the shift in international trade from the Atlantic region to the Pacific region has 
resulted in genuine opportunities presenting themselves to UK immigrant families who's 
ancestral roots are in these areas. Indeed, studies identify that many still have kinship ties 
with there ancestral motherland and maintain their motherlands cultural heritage. This 
provides them with a unique competitive advantage over similar indigenous UK firms. 

Also, many indigenous UK firms which have the potential to operate internationally 
experience psychological barriers to internationalisation when faced with cross-cultural 
management issues which intensify the perceived risk and influence the 'golno go' 
decision. It can be argued that, diversity within the workforce would be an appropriate 
strategy to adopt in order to overcome national cultural differences. This would result in not 
only reducing the perceived risk of entering international markets and enhance long-term 
business performance, it would simultaneously also, at an aggregate level, enhance the 
UK's competitiveness at an international level. 

This study has a strong exploratory component concerning the extent to which Indian firms 
view internationalisation and have internationalised, clearly identifying barriers to the 
internationalisation process. Information is to be gathered via in-depth guided interviews 
which will allow the opportunity to explore pertinent issues. 

I The term 'Ethnic Ties'is defined here as meaning personaVemotional bonds or relationships of kinship and friendship shared 
amongst immigrants in the UK who emigrated from the Indian sub-continent and Indians else where in the world. 
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2.0 Research Objectives 

The reader should note that since the thesis resulting from this study's findings will be 
submitted in fulfillment of the requirements of the degree of Doctor of Business 
Administration (DBA), the outputs of this study will stress the policy implications, both 
business policy (various aspects but particularly international business policy) and public 
policy. 

The overall governing objective of this study is: 
To investigate the extent and characteristics of internationalisation by UK Indian 
firms and the processes by which UK Indian entrepreneurs and their firms 
internationallse, in particular the significance and importance of 'ethnic ties'and 
'social networksduring and after the intemationalisation decision-making process. 

In order to satisfy the overall objective the following research sub-objectives, which relate to 
market screening and selection, foreign market entry and development strategies (FIVIEDS), 
and policy issues are also to be addressed by this study: 

To identify the methods and techniques adopted by UK Indian firms in the country 
screening and selection process in order to evaluate suitable markets; 
To identify how UK Indian firms perceive overseas markets, their attractiveness, the 
barriers (tangible and intangible), and their perceptions regarding the assistance 
required (at both sides) to improve and enhance effective and efficient entry into 
overseas markets; 
To identify the FMEDS adopted by UK Indian firms and the management strategies 
adopted; 
To investigate how cross-cultural ethnic links influence the intern ationa I is ation of UK 
Indian firms (outward from the UK and inward to the UK), and establish whether ethnic 
ties become less or more important as the firm grows (domestically and internationally) 
over time; 

=> To identify the extent to which past studies have enhanced our understanding and 
research focus in the area of the internationalisation of UK Asian entrepreneurs and 
their firms', 
To evaluate the usefulness of support agencies (public and private), in particular with 
regard to, assistance available for internationalisation as perceived by UK Indian 
entrepreneurs and their firms; and 
To provide sound recommendations based on research which will be of value to: UK 
Indian entrepreneurs and their firms, business support agencies (public and private), 
international business academics, and others with interests in UK entrepreneurship and 
Indian firms, and international isati on per se; and to make a distinctive contribution to 
research in the field of intemationalisation. 

2.1 Overarching Study Questions 

=> Can ethnic minority firm characteristics and dynamics enhance UK Indian firm 
competitiveness? 
To what extent are ethnic ties and networks important in the internationalisation of UK 
Indian firms and what significance do they have after internationalisation has taken 
place? 
Do ethnic ties and networks present genuine opportunities to UK Indian firms in 
developing and growing their firm internationally? 
How can ethnic ties and networks be used to capitalise upon not only domestic but also 
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international opportunities? 
Do ethnic ties and networks present a genuine competitive advantage or disadvantage 
for UK Indian firms? 
How does the nature of internationalisation of UK Indian firms differ from indigenous 
firms? What drives these differences and do they enhance performance? 
Are UK Indian firms more likely to have international relationships with nations with 
which they have ethnic ties and networks? 
Are UK Indian firms adopting the most appropriate FIVIEDS in their international 
operations? 
How can agencies contribute to an enhancement in performance of UK Indian firms 
internationally? 

=> Does education override cultural differences? 
=> Does the importance of ethnic ties and networks diminish over time? 
=> Do cultural factors diminish over time? How will this influence the nature of domestic 

networks and international networks? 
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3.0 Schedule of Topics for Discussion During Personal In-depth Interviews 

3.1 Firms history I Background I Developmentl Personal Details 

=> Background of proprietors, nationality issues, education, occupation, experiences prior 
to starting business 

=> The influence of networks and ethnic ties 
National cultural influences 
Drivers for business start-up 
Personal perceptions of: the firm, management style, entrepreneurial characteristics 

3.2 Business Form and Structural Dynamics 
Nature of business and its activities, employee details, location, competition, customer 
base and profile, commercial activity and competitive position 
Ethnicity influences on decision-making 
The role and nature of networks and ethnic ties 
National cultural influences 

3.3 Intemational Activity 

=> Background to how the firm began international operations, how the firm's initial 
international activities have developed and evolved, the market screening and selection 
criteria adopted, countries and markets with which relationships have been developed, 
the range of FIVIEDS adopted, the international dynamics of the firm 

=> The firms key international custom er/su pplie r base, key problems/barriers, the 
perception of international activity 

=> The management's approach to internationalisation, the significance of networks and 
ethnic ties in internationalisation 

=> National cultural influences 

3.4 Ethnic Ties and Social Networks 

=> What constituted a network? 
=> Diversity and density of networks, opportunities, advantages and disadvantages 
=> Networks in the motherland and the exploitation of opportunities 
=* Importance of social and business networks to business dynamics 
=> Use of networks in sourcing: customers, suppliers, support agencies, finance, HR, etc. 
=> Networks as a source of competitive advantage or disadvantage? 
=* Opportunities for internationalisation presented by networks 

3.5 Agency Suppott 
Knowledge about agencies and support available, drawbacks, advantages, experience 
and perceptions of agency support received, improvements necessary in provision 

=> Financing of the firm (domestic and International), financial planning, financial 
limitations and consequences 

3.6 Firm Growth and Performance 
Performance and growth of the firm, methods deployed in measurement of 
performance (domestic and international), 
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=* Personal perceptions of the firms performance, objectives and attainment of objectives 

3.7 The Way Forward 

=> Personal views regarding how competitiveness both domestically and internationally L 
can be enhanced, the support necessary and the possible sources of opportunity 

=> The adoption of general planning and strategic planning techniques for competitiveness 
and performance enhancement 

3.8 Other informationldetails 
Additional issues and comments which may be raised and discussed 
Questions relating to different themes which were identified during the interview 
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4.0 Research Design 

Due to the scope and nature of the study the researcher proposes to interview a sample of 
50 firms. 

In order to satisfy the research objectives Table 4.1 outlines the screening criteria that will 
be adopted to identify firms eligible for the study. 

Table 4.1: Screening Criteria - Demographic Profile of Firms 

Criteria 

Indian Firm based in England - it must be possible to trace the ancestral roots of the 
entrepreneurs back to the Indian sub-continent (directly or otherwise, e. g. via East 
Africa) 
The firm must have been established and trading for a minimum period of 5 years 
The firm must currently be operating internationally and have been operating 
internationally for a minimum period of 3 years (adopting any FMEDS) 
Geographical location: The Midlands - East and West 
Size of firm: a spread of SMEs and large firms 
The firm must be willing to participate in the research study or have participated in past 
studies 
The firm must be seeking to enhance competitive position (domestically and/or 
internationally) 
Industry sector: Manufacturing firms only (any industry) 
Key people within the firm must have a basic level of fluency in the English language 

Quite clearly in implementing the study and conducting the proposed qualitative interviews 
there is a need to gain the co-operation and confidence of the screened Indian firms so that 
they are willing to discuss, and disclose, in detail, the firms history and international 
operations. Gaining access to a suitable number of firms is an issue which has plagued 
many past studies and restricted many studies from being conducted. Indeed, past studies 
clearly identify that SMEs in general are reluctant to participate in research. In order to over 
come this barrier the doctoral researcher will approach and seek the assistance of 
appropriate key individuals and organisations (such as yourselves) who will act as 
conduits by referring firms. 

In addition, to encourage firms to be forthcoming they will be notified that their anonymity 
will be protected and kept confidential, any reference to their firm will be via the use of a 
fictitious name. However, all other data gathered will reflect the real situation at the time of 
the study. 

The nature of this study justifies the use of appropriate key individuals and organisations in 
order to derive a suitable number of firms for the study. 
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Foreign Market Entry & Development Strategies 
(FMEDS) 

The Internationalisation Of UK Asian Enterprises 
Doctoral Researcher: Jaswinder S. Hayer BSc (Hons), MBA, DipM 

Exporting / Importing: 
Transfer of goods and/or services across national boundaries via indirect (export house, confirming house, 
trading company, piggybacking, etc. ) or direct (agents, distributors, company export salesmen, sales 
subsidiaries) methods. 

Licensing: 
Contracts in which licenser provides licensees abroad with access to one or a set of technologies or know-how 
in return for financial compensation. Typically, the licensee has rights to produce and market a product within 
an agreed area in return for royalties. 

Franchising: 
Contracts in which franchiser provides franchisee with a 'package'including not only trade marks and know- 
how, but also local exclusivity and management and financial assistance and Joint advertising. Management 
fees are payable. Most important in services. 

Management Contract: 
An arrangement under which operational control of an enterprise, which would otherwise be exercised by a 
board of directors or managers elected and appointed by its owners, is vested by contract in a separate 
enterprise which performs the necessary management functions in return for a fee. 

Turnkey Contract: 
A contractor has responsibility for establishing a complete production unit or infrastructure project in a host 
country - up to the stage of the commissioning of total plant facilities. Payment may be in a variety of forms 
including countertrading. 'Tumkeyplus'contracts include product-in-hand and market-in-hand contracts. 

Contract Manufacturing/ International Sub-contracting: 
A company (the principal) in one country places an order, with specifications as to conditions of sale and 
products required, with a firm in another country. Typically the contract would be limited to production, with 
marketing being handled by the principal. 

Industrial Co-operation Agreement: 
Conventionally applied to arrangements between Western companies and government agencies or enterprises 
in the Eastern Bloc. Include licensing, technical assistance agreements, turnkey projects and contract 
manufacturing, as well as contractual joint ventures and tripartite ventures. 

Contractual Joint Venture: 
Formed for a particular project of limited duration or for a longer-term co-operative effort, with the contractual 
relationship commonly terminating once the project is complete. May relate to co-production, co-R&D, co- 
development, co-marketing plus co-publishing, consortium ventures by banks to finance large loans, etc. 

Equity Joint Ventures: 
Involves sharing of assets, risks and profits and participation in the ownership (i. e. equity) of a particular 
enterprise or investment product by more than one firm. Relative equity stakes will vary, inter affa, because of 
host nation legislation. 

Wholly Owned Subsidiaries: 
100 per cent owned operations abroad. May be manufacturing or sales/service ventures. May be formed 
through acquisitions or greenfield operations. 
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SCREENING CRITERIA CHECKLIST 
The Internationalisation Of UK Asian Enterprises 

Doctoral Researcher: Jaswinder S. Hayer BSc (Flons), MBA, DipM 

The following is the screening criteria against which UK Indian firms should be appraised. 
ONLY firms which match these key criteria are eligible for inclusion in the study: 

Indian Firm based in England - it must be possible to trace the ancestral roots of 
the entrepreneurs back to the Indian sub-continent (directly or otherwise, e. g. via 
East Africa). A firm is classified as Indian if half or more of its owners, partners or 
directors are of 'Indian'origin. 

The study focuses purely on manufacturing firms only; however the firm can 
come from any industrial sector. 

The firm must have been established and trading for a minimum period of 5 
years. 

The firm must currently be operating internationally and have been operating 
internationally for a minimum period of 3 years (adopting any form of foreign 
market entry and development strategy (FMEDS)). 

Geographically the firm must be located within the Midlands - East or West. 

Any size of firm is eligible. Although a reasonable spread of SMEs and Large 
firms is sought. 

The firm must be willing to participate in the research study or have participated 
in past studies. 

The firm should be striving to enhance it's competitive position (domestically 
and/or internationally). 

Key people within the firm must have a basic level of fluency in the English 
language. 
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Faxback REFERRAL FORM: 0116 259 3977 
The Internationalisation Of UK Asian Enterprises 

Doctoral Researcher: Jaswinder S. Hayer BSc (Hons), MBA, DipM 

Title: Mr / Mrs / Miss / Ms / Dr / Other: 

First Name: Last Name: 

Gender: Male / Female 

Position In Company: 

Name Of Firm: 

Industry Sector: 

Address Of Firm: 

Town: Post Code: 

Telephone Number(s): 

Fax Number: 

E-mail address: 

Have you contacted them about participating in the study? Yes / No 
Are they expecting a call from the Doctoral Researcher? Yes / No 

Other Relevant Information/Comments: 

OFFICE USE ONLY Reference Number: 

Date contacted: 1 /98 Time: 
Prepared to participate: Yes / No 

Date of Interview: /98 

Appropriate for study: Yes / No 
Interview Code: 
Time: : Venue: 

Name of Interviewee: 

COmments: 
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This cover letter was sent on Strathclyde University's 'Strathclyde International Business Unit'(SIBU) 
letterhead. 

Dear 

RE: Survey of the Internationalisation Practices of UK Indian Enterprises 

This letter is to inform you of the Doctoral research study which I am undertaking on the 
internationalisation activities of UK Indian firms. 

Your firm's details have been provided to me by (Insert Gatekeepers Name), who 
recommended your firm to me as a company seeking to enhance its competitive position 
and performance both internationally and domestically. 

In order for me to make meaningful policy recommendations as to how the performance of 
UK Indian firms can be enhanced and supported, I seek your valuable assistance in the 
study. I would be grateful if you could spare the time to participate in a personal interview. 
To attain this end I have attached information concerning the background and purpose of 
the study together with a document outlining the issues to be discussed during the interview. 

Your assistance in this study will provide invaluable information that will enable me to 
develop policy recommendations, both business and public, as to how to stimulate the 
international development of UK Indian firms. In addition, you may also find the process of 
participating in this study helpful in providing a different perspective on your business and its 
international activities. 

I recognise that you may receive numerous requests for interviews of all kinds from different 
bodies and people, and appreciate what assistance means in terms of time and cost. 
However, I do hope that since the results of this survey will be directed at making things 
happen with regard to influencing policy matters, you will make available the time to 
participate on this occasion. Rest assured your responses will remain strictly 
confidential. 

I hope you do not mind me contacting you shortly to establish your willingness to participate 
in the study and schedule a mutually convenient time for the interview. In the meantime, 
should you wish to discuss the study further, I would ask you to contact me directly on 0116 
2593344. 

Yours sincerely, 

Jaswinder S. Hayer 
Doctoral Researcher 
Doctor of Business Administration (DBA) 

End 
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Background and Purpose of Study 

As I am sure you will agree, the topic of Asian entrepreneurs and their enterprises is a 
subject area which has received little attention, especially the dimension of their 
internationalisation activities and the international decision-making processes adopted. 
Existing studies in the area have shown that Indian firms frequently address many problems 
by networking with individuals, other firms and institutions, often on a very informal basis, in 
order to share knowledge or resources. However, little is known about the extent to which 
Indian firms form such networks. 

Although Asian firms per se attract attention and stimulate much comment, surprisingly little 
has been written about these firms and the dimension of this study, i. e. internationalisation. 
Consequently, I am conducting a survey among senior managers of Indian firms responsible 
for international operations as part of my Doctoral Degree in Business Administration (DBA). 

This is a regional survey seeking to gain an insight into internationalisation amongst Indian 
senior managers of manufacturing firms operating internationally, based in the East and 
West Midlands. 

The focus of the study is on enhancing the UK's international competitiveness and 
identifying and establishing the important role which Indian firms play in attaining this 
objective. This survey, the first of its kind, exploring external networks and development 
effects in Indian firms, is intended primarily to identify the internationalisation potential and 
opportunities which such networks offer and the extent to which these networks stretch 
across national borders. Secondly, the survey is intended to ascertain the contribution which 
such networks have made to the development of Indian firms in international markets. 

It has been commented by many individuals that Indian firms, such as yours, have 
considerable expertise in utilising social networks and family ties. However, little is known 
about how such networks and ties have and can contribute to the firm's development and 
increased profitability. This study aims to establish whether the effective management of 
such networks and ties can provide genuine opportunities to develop and enhance the 
international performance of Indian firms. 

Your company has been selected to form a representative sample of Indian firms. Your 
participation and opinions on these issues will be greatly appreciated by the doctoral 
researcher and ultimately will provide knowledge which should benefit both you and policy 
makers. 

I would like to assure you that any information you provide will remain strictly confidential 
and that it will be difficult to identify your company in the final report. A free copy of the 
summary of this report will be made available to you for participating in the study. 

Your participation and co-operation is very important in order to enable the outputs of this 
study to be of value and your assistance will be greatly appreciated. 

Thanking you in anticipation, 

Jaswinder S. Hayer 
Doctoral Researcher 
Doctor of Business Administration (DBA) 
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Ethnic Ties and Social Networks 

List of Topics for Discussion 

In order for this study to be meaningful, the following issues will be covered during the 
interview. The issues focus on your attitudes and behaviour with regard to 
intern ati onalisatio n and related issues. 

The objective is to increase understanding in this area to help Indian business managers 
more effectively guide their international decision-making and resource allocation. Your co- 
operation is central to the success of this study. 

The interview is to be with the CEO/MD of the firm, although, assistance can be sought 
from individuals involved with internationalisation activities. 

The interview is divided into sections which address the following: 
1. The firms history, background, development, personal details of the interviewee 
2. Business form and structural dynamics - the influence of culture 
3. International activity 
4. Ethnic ties and social networks 
5. Agency support 
6. The firm's growth and performance 
7. The way forward 

The interview is anticipated to last somewhere in the region of 1.5 -2 hours. 

Please rest assured that at no time will your details be disclosed without your prior consent. 
YOUR ANSWERS WILL BE KEPT STRICTLY CONFIDENTIAL. Purely aggregate data 
will be used in the report writing format. 

Jaswinder S. Hayer 
Doctoral Researcher 
Doctor of Business Administration (DBA) 
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1.0 Introduction - Nature of Study 

This study is directed by the over-riding objective to contribute to the enhancement and 
sustainability of the UK's industrial competitiveness at an international level. 

National statistics show that ethnic minorities and ethnic minority firms make considerable 
contributions to the overall economic prosperity of the UK, not only at a macro aggregate 
level, but at a micro level (due to localised concentrations) where they make considerable 
contribution to the economic prosperity of specific regions. 

This study focuses on identifying the importance of 'ethnic ties" and entrepreneurial/social 
networks as a mechanism for internationalisation. Since the literature on Asian firms 
identifies such networks to be important amongst Asian groups, this study focuses on UK 
Indian firms and entrepreneurs in order to validate this finding, and investigate if such 
networks offer genuine opportunities for internationalisation. The study aims to investigate 
the extent to which UK Indian firms have internationalised and the importance placed on 
ethnic ties and networks in the development and selection of their foreign market entry and 
development strategies (FIVIEDS). 

Coupled with past studies which identify that a significant proportion of UK Asian firms are 
concentrated in traditional and localised industries, which are generally associated with 
poor working conditions, open to international competition, and generally price competitive 
and declining sectors, it can be argued, that there is a need to assist such firms to break- 
out and enter new areas of business opportunity both domestically and internationally. This, 
it is argued, will have the positive effect of contributing to rebalancing the UK's industrial 
portfolio to a more competitive position. 

In addition, the shift in international trade from the Atlantic region to the Pacific region has 
resulted in genuine opportunities presenting themselves to UK immigrant families who's 
ancestral roots are in these areas. Indeed, studies identify that many still have kinship ties 
with there ancestral motherland and maintain their motherlands cultural heritage. This 
provides them with a unique competitive advantage over similar indigenous UK firms. 

Also, many indigenous UK firms which have the potential to operate internationally 
experience psychological barriers to internationalisation when faced with cross-cultural 
management issues which intensify the perceived risk and influence the 'golno go' 
decision. It can be argued that, diversity within the workforce would be an appropriate 
strategy to adopt in order to overcome national cultural differences. This would result in not 
only reducing the perceived risk of entering international markets and enhance long-term 
business performance, it would simultaneously also, at an aggregate level, enhance the 
UK's competitiveness at an international level. 

This study has a strong exploratory component concerning the extent to which Indian firms 
view internationalisation and have internationalised, clearly identifying barriers to the 
intern ationalisation process. Information is to be gathered via in-depth guided interviews 
which will allow the opportunity to explore pertinent issues. 

1 The term 'Ethnic Ties'is defined here as meaning personal/emotional bonds or relationships of kinship and friendship shared 
amongst immigrants in the UK who emigrated from the Indian sub-continent and Indians else where in the world. 
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2.0 Research Objectives 

The reader should note that since the thesis resulting from this study's findings will be 
submitted in fulfillment of the requirements of the degree of Doctor of Business 
Administration (DBA), the outputs of this study will stress the policy implications, both 
business policy (various aspects but particularly international business policy) and public 
policy. 

The overall governing objective of this study is: 
To investigate the extent and characteristics of internationallsation by UK Indian 
firms and the processes by which UK Indian entrepreneurs and their firms 
internationalise, in particular the significance and importance of 'ethnic ties' and 
'social networksduring and after the internationalisation decision-making process. 

In order to satisfy the overall objective the following research sub-objectives, which relate to 
market screening and selection, foreign market entry and development strategies (FIVIEDS), 
and policy issues are also to be addressed by this study: 

To identify the methods and techniques adopted by UK Indian firms in the country 
screening and selection process in order to evaluate suitable markets; 

=> To identify how UK Indian firms perceive overseas markets, their attractiveness, the 
barriers (tangible and intangible), and their perceptions regarding the assistance 
required (at both sides) to improve and enhance effective and efficient entry into 
overseas markets; 
To identify the FIVIEDS adopted by UK Indian firms and the management strategies 
adopted; 

=> To investigate how cross-cultural ethnic links influence the internationalisation of UK 
Indian firms (outward from the UK and inward to the UK), and establish whether ethnic 
ties become less or more important as the firm grows (domestically and internationally) 
over time; 

=> To identify the extent to which past studies have enhanced our understanding and 
research focus in the area of the internationalisation of UK Asian entrepreneurs and 
their firms; 
To evaluate the usefulness of support agencies (public and private), in particular with 
regard to, assistance available for internationalisation as perceived by UK Indian 
entrepreneurs and their firms; and 
To provide sound recommendations based on research which will be of value to: UK 
Indian entrepreneurs and their firms, business support agencies (public and private), 
international business academics, and others with interests in UK entrepreneurship and. 
Indian firms, and intern ationalis ation per se; and to make a distinctive contribution to 
research in the field of internationalisation. 

2.1 Overarching Study Questions 

=> Can ethnic minority firm characteristics and dynamics enhance UK Indian firm 
competitiveness? 
To what extent are ethnic ties and networks important in the internationalisation of UK 
Indian firms and what significance do they have after internationalisation has taken 
place? 

=> Do ethnic ties and networks present genuine opportunities to UK Indian firms in 
developing and growing their firm internationally? 
How can ethnic ties and networks be used to capitalise upon not only domestic but also 
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international opportunities? 
Do ethnic ties and networks present a genuine competitive advantage or disadvantage 
for UK Indian firms? 

=> How does the nature of internationalisation of UK Indian firms differ from indigenous 
firms? What drives these differences and do they enhance performance? 

=> Are UK Indian firms more likely to have international relationships with nations with 
which they have ethnic ties and networks? 

=> Are UK Indian firms adopting the most appropriate FIVIEDS in their international 
operations? 

=> How can agencies contribute to an enhancement in performance of UK Indian firms 
internationally? 

=> Does education override cultural differences? 
=> Does the importance of ethnic ties and networks diminish over time? 

Do cultural factors diminish over time? How will this influence the nature of domestic 
networks and international networks? 
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3.0 Schedule of Topics for Discussion During Personal In-depth Interviews 

3.1 Firms history I Background I Developmentl Personal Details 
Background of proprietors, nationality issues, education, occupation, experiences prior 
to starting business 

=> The influence of networks and ethnic ties 
=> National cultural influences 

Drivers for business start-up 
Personal perceptions of: the firm, management style, entrepreneurial characteristics 

3.2 Business Form and Structural Dynamics 

=> Nature of business and its activities, employee details, location, competition, customer 
base and profile, commercial activity and competitive position 
Ethnicity influences on decision-making 
The role and nature of networks and ethnic ties 

=> National cultural influences 

3.3 Intemational Activity 

=> Background to how the firm began international operations, how the firm's initial 
international activities have developed and evolved, the market screening and selection 
criteria adopted, countries and markets with which relationships have been developed, 
the range of FIVIEDS adopted, the international dynamics of the firm 
The firms key international customer/supplier base, key problems/barriers, the 
perception of international activity 
The management's approach to internationalisation, the significance of networks and 
ethnic ties in internationalisation 

=> National cultural influences 

3.4 Ethnic Ties and Social Networks 

=> What constituted a network? 
Diversity and density of networks, opportunities, advantages and disadvantages 
Networks in the motherland and the exploitation of opportunities 

Z* Importance of social and business networks to business dynamics 
=> Use of networks in sourcing: customers, suppliers, support agencies, finance, HR, etc. 

Networks as a source of competitive advantage or disadvantage? 
Opportunities for internationalisation presented by networks 

3.5 Agency Support 
Knowledge about agencies and support available, drawbacks, advantages, experience 
and perceptions of agency support received, improvements necessary. in provision 

=> Financing of the firm (domestic and International), financial planning, financial 
limitations and consequences 

3.6 Firm Growth and Performance 
Performance and growth of the firm, methods deployed in measurement of 
performance (domestic and international), 
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Personal perceptions of the firms performance, objectives and attainment Of objectives 

3.7 The Way Forward 

=> Personal views regarding how competitiveness both domestically and internationally 
can be enhanced, the support necessary and the possible sources of opportunity 

=> The adoption of general planning and strategic planning techniques for competitiveness 
and performance enhancement 

3.8 Other informationldetails 
Additional issues and comments which may be raised and discussed 
Questions relating to different themes which were identified during the interview 
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4.0 Research Design 

Due to the scope and nature of the study the researcher proposes to interview a sample of 
50 firms. 

In order to satisfy the research objectives Table 4.1 outlines the screening criteria that will 
be adopted to identify firms eligible for the study. 

Table 4.1: Screening Criteria - Demographic Profile of Firms 

Criteria 

Indian Firm based in England - it must be possible to trace the ancestral roots of the 
entrepreneurs back to the Indian sub-continent (directly or otherwise, e. g. via East 
Africa) 
The firm must have been established and trading for a minimum period of 5 years 
The firm must currently be operating internationally and have been operating 
internationally for a minimum period of 3 years (adopting any FIVIEDS) 
Geographical location: The Midlands - East and West 
Size of firm: a spread of SMEs and large firms 
The firm must be willing to participate in the research study or have participated in past 
studies 
The firm must be seeking to enhance competitive position (domestically and/or 
internationally) 
Industry sector: Manufacturing firms only (any industry) 
Key people within the firm must have a basic level of fluency in the English language 

Quite clearly in implementing the study and conducting the proposed qualitative interviews 
there is a need to gain the co-operation and confidence of the screened Indian firms so that 
they are willing to discuss, and disclose, in detail, the firms history and international 
operations. Gaining access to a suitable number of firms is an issue which has plagued 
many past studies and restricted many studies from being conducted. Indeed, past studies 
clearly identify that SMEs in general are reluctant to participate in research. In order to over 
come this barrier the doctoral researcher will approach and seek the assistance of 
appropriate key individuals and organisations (such as yourselves) who will act as 
conduits by referring firms. 

In addition, to encourage firms to be forthcoming they will be notified that their anonymity 
will be protected and kept confidential, any reference to their firm will be via the use of a 
fictitious name. However, all other data gathered will reflect the real situation at the time of 
the study. 

The nature of this study justifies the use of appropriate key individuals and organisations in 
order to derive a suitable number of firms for the study. 
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Universjtyof StrathcIV&- Departmentof Wrketiný: -ýDktaý. 6f. BUsin6ssAcLrnirilsteiti6ii. . (08A) 
INTERVIEW GUIDE: -oThe ln'ternaticmalisation of UK: Asian Enterprises INTERVIEW CODE.. P 

Exhibit 1 

The descriptions below apply to four different types of managers. Please read 
through these descriptions and answer the questions below: 

ýpnager. 3: Usually. consultS. ithlti-s, 
aches ýhis/her decisionsAis. tensto 
inounces his/her Oppision. He/shel 
iblementJt wh'etherof.. not it is in au 

........... 
lto be ma p ...... 

bl' f., J1 i. lh' an important. de. cision ro. em b. e, or.. e, e.... de. Put ': Jhe'! ý ......... . invites discus! ýon::... )ýccepts th&pwority-yiewpoint as., -, Ihe.. ýdecisipr . ........... 
ý -.. - ... I....... ". ý .... ... ;ý.......... .. 

Which of the above four descriptions best describes you? 
Managerl 
Manager 2 
Manager 3 
Manager 4 

For the above types of manager, please indicate the one which you would prefer to work 
under: 

Manager 1 
Manager 2 
Manager 3 
Manager 4 

Which one of the above four types of managers would you say your own manager most 
closely corresponds? 

Manager 1 
Manager2 
Manager 3 
Manager4 
None 

WnWy2a4 02.142>ý Page 33W,. Jas%-Ander S, Hayer - Doctoral Researcher <Is 
Tele0hone::. 011.6.259.3344. orOSS03D3.787 Facslmileý01162593977 



Ufiiv6ýsitýbf Strattidyde -. Department of Wrkdfi6ý-ýDoýt6ribf Business Admirg ditration (DBA) 
INTERVIEW GUIDE'-The Intemationalisation of UK Asian Enterprises "'ANTERVIEW CODE., P 

Exhibit 2 

Which of the following statements best describes your firm. Please tick 
appropriate box(s). 

o Our firm does not actively seek international opportunities. 

Our firm actively explores international opportunities. Currently 
international activities account for 10%, or less, of our sales. 

Our firm actively explores international opportunities. Current 
international activities account for more than 10% of our sales. 

Our firm actively explores international opportunities. Foreign market 
opportunities receive the same attention and emphasis as domestic 
(UK) opportunities. 

Our firm actively explores international opportunities. Foreign market 
opportunities receive more attention and emphasis than domestic (UK) 
opportunities. 

-Page 34/37 Jaswihder S, Hay& ý: DoctojiT Reseamher 
Telephone: 01.162593344or'. 0850303.787 Facsimile: 0116.2593977'ý 



vnt University. of StrathcJyde - Departn 
. ....... . ........ EW. CODE- P INTERVIEW. GUIDE - The Internationalisation of Uk Asian Enterpriseiý-:: -. 

Exhibit 3 

What are your views with regard to the following statements: 
Please indicate the extent to which you agree or disagree with the following statements. 
Please tick the appropriate response. Please note that there is no right or wrong answers . 

1. "The majority of UK Indian firms are passive in nature when it comes to 
internationalisation. They do not actively seek international 
opportunities and when internationalisation is considered and 
investigated it is a reactive action in response to the changing business 
environment" 
OStrongly agree DAgree El undecided 11 Disagree El Strongly disagree 

2. "The mechanism by which intemationalisation occurs is via 
relationships which exist with the family, the extended family and the 
Asian community at large, Le. ethnic ties and social networks provide 
the conduit for international activities. 
El Strongly agree El Agree 0 Undecided 11 Disagree 11 Strongly disagree 

3. "The culture of the nation with which Indian entrepreneurs and their 
firms engage in exchange intemationally, or the parties with which they 
engage in exchange internationally, has a significant impact on the 
internationalisation process of UK Indian firms" 
0 Strongly agree E]Agree 11 UndecidedEl Disagree El Strongly disagree 

4. "Wherever Indians live and work, the social networks that they create 
are similar in structure and in mode of operation with social networks 
shaping the way Indians do business in all settings" 



Univemity. o. fSt. r. athclyd. e DepartinentcfMwketifij- Doctor of Business AdmiNstration (DBA 
INTERVIEW GUIDE - The Internwion*41isation of UKAsiain Enterprises INTERVIEW CODE. P 

;p 

5. "Where business partners based in other nations are necessary, great 
emphasis is placed on similarities in culture and the exploitation of 
'social networks' , This becomes critical to the internationalisation 'goor 
'no go'decision. Y) 

0 Strongly agree 11 Agree IJ Undecided El Disagree El Strongly disagree 

6. "Amongst the range of personal relations used by Indian entrepreneurs 
to maintain business trust the family and regional ties are of particular 
importance. " 

El Strongly agree El Agree El UndecidedE] Disagree El Strongly disagree 

7. "Within Indian business networks there is a sense of mutual suspicion 
and an absence of sincerity which may restrict internationalisation. " 
EJ Strongly agree El Agree El Undecided El Disagree 0 Strongly disagree 

8. "The cultural factors associated with Indians are unlikely to diminish to 
a level which will significantly change UK Indian business behaviour" 
0 Strongly agree El Agree 0 Undecided 0 Disagree El Strongly disagree 

9. "Indian firms will exploit both systems trust and personal trust to enter 
into international markets, the fact that systems trust exists in the UK 
does not diminish the vigor of personal trust in Asian business life. " 

El Strongly agree El Agree 11 Undecided 0 Disagree El Strongly disagree 

10. "Indian entrepreneurs invest considerable time and resource in order 
to personalise economic relations. " 
El Strongly agree El Agree El Undecided El Disagree El Strongly disagree 

er 11 : 11, ... - . -I I ... II T60'16137 S, Hayer - D6ctoral Resear6b . ..... .. *.... ... 
Telephone: 01.16.259.3344 or 0850 W3 787 Facsimile: 0116 259,3977 



..... . Doctor of Suslnks AdrHWstratl n Univers4. bf: StrathclydeýýDeOrtment. 6f. Mirkiti6ý- to : (DBA) 
INTERVIEW GUIDE - The Internatiomlisation of UK Aiiin EnleipFises INTERVIEW CODE: P 

11. "Internationalisation is a viable growth and business development 
strategy for UK Indian firms. " 
El Strongly agree El Agree 0 UndecidedE] Disagree El Strongly disagree 

12. "Ethnic ties and social networks present a viable mechanism for UK 
Indian firms to facilitate internationalisation. " 

0 Strongly agree El Agree El Undecided El Disagree R Strongly disagree 

13. "Asian networks differ significantly from Western networks. " 

0 Strongly agree 1: 1 Agree El Undecided El Disagree El Strongly disagree 

14. "Indians perceive life being a matter of survival by one"s wit and 
energy under threatening conditions, and with no help from the state" 
El Strongly agree 1: 1 Agree El Undecided El Disagree El Strongly disagree 

.......... :: Pýge 37/37 Aswihder S, Hayer - Doct6mt Researcheý 
telepho6e::. 01.16259.3344orOSS0303.787.:. Faýsimileý0116.259ý677 
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