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Abstract

. - A, B

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 minorty 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.

Thé 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 Ties’ and ‘Entrepreneurial/Social 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, prnimarily
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-
internationalization’ stage, seeking to address questions orientated around ‘whether’, ‘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

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

represent a significant and growmg panf of the small busmess mad(et i |
- E. George, Govemor of the Bank of England (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 ‘entrepreneurial/social 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 firm’ with distinct advantages over ‘other’ firms 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 (FMEDS).

Indeed the re'ported 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.

' 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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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 fulfiiment of the requirements of
the degree of ‘Doctor of Business Administration’ (DBA) (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 entrepreneurial/social networks in the internationalization of the firm.

This objective was to be achieved by focusing the study on ‘the internationalization of UK
Indian enterprises’ as a case example.

In order to satisfy the governing objective, the following research sub-objectives which relate
to market screening and selection, foreigh market entry and development strategies

(FMEDS), and policy issues, were also addressed by the study:

SO1. To identify the methods and techniques adopted by UK Indian firms in the country
screening 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;

S0O3. To identify the foreign market entry and development strategies (FMEDS) adopted by
UK Indian firms and the management strategies pursued,;

SO4. 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;

SO5. 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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SO6. 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

SO7. 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:

¢ 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,;

¢ 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 t'ies; and

¢ 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

iInternationally, 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 Minarities:
Asian Entrepreheurs 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® 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 espectally 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
cuitural 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.

% 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
nelworks’ are a cultural characteristic of Asian communities, the roots of which are
embedded in aspects of religion, duty, community, and honour:;

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 superticial 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

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 ‘cultural-gap’ may exist between parties from different societies which can
lead to rﬁisunderstandings, 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);

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);

Businesses predominantly serve their own ethnic enclaves;

Entrepreneurs do not actively seek international opportunities;

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;

Entrepreneurs are reluctant to participate in government agency business support

- — - e — —— ——
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S —————————————
schemes;

7. Firms are not Integrated into the mainstream and an issue regarding ‘breakout’ from
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 purpose of exploratory research is to dlscover new ideas and ms:ghts these are beﬂer |

attained via proposmon fonnulat:on than h ypotheses formulat:on S

It should be noted the foliowing 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 detall). 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, i.e. licensing, franchising, joint ventures, FDI,

management contracts, etc., primarily because of issues relating to risk, control and

-'_-——-——_____________________.—______________ — ——————— e _——————
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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, 1894; Hamilton, 1996);

P2.2 Wherever Indians live and work, the social netwaorks 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 nefworks’. This becomes
critical to the internationalization ‘go’ or ‘no go’ decision. For UK Indians, international
soclal 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 infemationalization 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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e

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 1 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 1 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
writer's argument and his findings, and gain an appreciation for the overall research
conclustons: 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 pést 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 éonclusions 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 writer's 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 iIs 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.
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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 ﬁeld\;vork 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 ‘Asian’ firms
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 eﬁectivel} 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 fragmentary 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 fall 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 propose 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 ar"gued 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 (1881) 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:
O It clarifies all research design perspectives;
O 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 software
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 interpreted. 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
questionnaireslsuwéys as the sole means of gathering primary data/information, reinforce
such collection tools often contain inherent response biases which sophisticated quantitativeE
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. o

Conversely, Jones (1981) points out that many phenomenological approaches (holistic/

hw ——————
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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; Moran, 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 (1987) 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 posiﬁvist
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™ (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 .
hfe"emh“_\g we experience is usually a reflection of our own projections. This means that to obtain a more authentic
eipretation of reality we have to accumulate evidence from a number of different sources. This process is called

bema’f W“’Bﬂ?n’because this research tradition suggests that we should have at least three (3) independent sources of evidence
ore 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’ iInfluences, 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 ‘nternationalization 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

'€Searchers 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 “conveniently 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 bullding 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 wére 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.

Page 30



|

DBA in Marketing - Volume 2/2

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; Selitiz et al, 1976; Howard
and Sharp, 1983; Boyd et al, 1985; Churchill, 1987; Gill and Johnson, 1991).

Table 3.2 The Research Process

Formulate Problem
Determine Research Design

Design Data Collection Methods and Forms

Design Sample and Collect Data
Analyse and Interpret Data

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 detall. 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
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Table 3.3 Research Process Flow Diagram

- Phase 1 Action

+ Formulation of research Broad and focused literature review
proposal and research Collection of relevant information from secondary sources

study aims Informal interviews with executives involved in intermational
business operations and decision-making within UK Indian

firms

Discussions with key academics experienced with researching
Asian firms

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

¢ Formulate research Define sampling frame

design In-depth discussions with relevant agencies and organisations
¢+ Seilect sample (1.e. Gatekeepers’) which can assist in the recruitment of
suitable firms for the study - secure co-operation

o O

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
Phase 3 | Action
Design research ¢ Design semi-structured pilot-interview guide
instrument ¢ Pilot test interview-guide with two (2) sample firms
Pilot test and validate ¢ 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

Phase 4 Action

Design data analysis
procedure

Analysis of data

Devise coding system for interview analysis

Apply coding system to individual interviews
Collate interview findings

Undertake full analysis of findings

Evaluate achievement of research study objectives

| Appraise research process, design and research instrument
l Phase 5 Action

OO OO OO0

Devise and prepare study's overall conciusions and
recommendations

0 Ildentify areas for future research

0 Disseminate the study’s findings, conclusions and
recommendations
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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 priﬁcipal 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... 2’ 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).

Consequently the writer chose to pursue face-fo-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 detall).

Ouring 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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studies” (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’ communities”,
a dimension which the literature suggests to be important from the perspective of
undertaking meaningful ‘cultural’ comparisons associated with behaviour.

< Past studies sought to address different research objectives, which naturally define

L)

specific sample frame profiles and demographics.

.

< Scholars and researchers did not provide sufficient demographic details of their sample

&

frames to facilitate comparisons.

Consequently, the idiosyncfasies 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 SME, 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® highlight the unique
features of the sample frame and provide a cross-reference to the results of past énquiry. 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.

—_— H_

4
5 De_mogr aphic issues relating to the firm, entrepreneur, and business performance data.
) This refers to Indian, Pakistani, or Bangladeshi communities.

13‘?}& following sections highlight the findings of the study: Section 6.0, Section 7.0, Section 8.0, Section 9.0, and Section

— e —— g e e — — p— e —————
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3.5.1 Sampling Minority Populations

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
incluston. 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 blas. 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 barrier, 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 1 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

> ¢ & ¢ O ¢ O O ¢ O ¢ ¢ O o0

The compilation of a database of firms by region’ and 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 Joweli, 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 3.5.1 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.

/

a4

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 firms’ 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 Enterprises® (SME’s) and large firms were represented

_--_——__

! Four (4) of the five (5) firms had previously been involved in direct manufacturing. It was identified that all firms were heavily
gehant on the manufacturing sector. | '

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
shghtly 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
€mployees, ‘medium’ up to 200 employees and ‘large’ up to 500 employees.

—
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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 1

Informal interviews took place with three (3) executives in UK Indian firms® involved in
international business operations and decision-making. In addition, discussions with key
academics'’ 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 addressed if effective
internationalization is to be achieved; and xidentify and explain what solutions have been

pursued to alleviate these problems and their effectiveness and development.

The output of 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

? UK Indian firms are those in which a half or more of the owners, partners or directors are ‘Indian’.

" Academics based at De Montfort University (Leicester), Umvers:ty of Centra!l England (Birmingham), 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)

L
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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

¢ 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);
‘ The firm must have been established and trading for a minimum period of 10 years;

The firm must currently be operating internationally and have been operating internationalily
for a minimum period of 5 years (adopting any FMEDS or a variety of),

The firm must have international relationships with a minimum of 4 countries;

Geographical location: The Midlands - East and West (primarily Leicester and
Birmingham);

Size of firm: a spread of SME 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 it's competitive poéit‘ion (domestically and/or
internationally); -

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

<O O

<O

OO

<

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 choéen because it contains the largest population of
Indians in the UK (88% of African Asians and 97% of Indians).

. 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 FMEDS.

As stated earlier (see Section 2.5.1) 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 ‘Gatekeepers’ were 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 ‘litle’,
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
compiete the study.
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Table 3.6 Gatekeeper Referrals

|
Firms Recruited / 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.
¢ go ve.ntrg Asigr) Bgsines'fls Associati_on (CABA) In total 60 firms were contacted to
¢ bimingham ity Lounc (I_-Economlc Uevelopment) participate it the study following
¢ Busmes_s_ Link Le:ce§tershire 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 - Intemational Trade
Services
0 Asian Business Consortium (Birmingham) These organisations, although
¢ Northampton Asian and Afro-Caribbean Business Association recognising the relevance of the
0 National Organisation of Asian Business (NOAB) (Birmingham) study and I's potential findings,
0 Business Integration (Leicester) were either re_luctqnt to assist or
0 Wolverhampton Asian Business Association (WABA) unable to assist with the study.
¢ Race for Opportunity (Nottingham) - Business in the Community
¢ All Chambers of Commerce within the Midlands
| 0 All Business Links within the Midlands (excluding any mentioned
above) .
‘ ¢ All TEC’s within the Midlands
1 ¢ Government Offices East Mindlands (GOEM - Nottingham)
| ¢ Regional DT| Office (Nottingham)
0 Leicester City Council
e Professor David Crick (University of Central England'?) 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 conzerﬁmg tthe ?t??y S
 Dr Moniar Tayeb (Herriot Watt University) di?é%"“?" ldt bee%oe:{];ﬁ't lglr;sfor
* Dr Mark Johnson (University of Warwick - Centre for Research in ‘t'; e studou e
! Ethnic Relations) Y-

No firms were recruited via these
individuals.

| Their input was valuable during
Phase 1 of the study.

! No firms were recruited via this
® S :
nowballing 0acl

I‘-l__"——-—l-_.._

%

E At the time when discussions took place both Professors Crick and Chaudhry were based at De Montfort University.
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, 1893).

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 inteNiew 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'* 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 fee! for the nature,
frequency, and format of interviewee responses to individual questions. In addition the writer
was able to fofmulate 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

" 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 1 (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 Guide'” (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'® 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 academics'’ involved in ethnic minority research
(predominately of Asian firms) during Phase 1 (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

> The Interview Guide facilitated the investigation of how internationalization was shaped in different UK Indian firms and how
[ndian business owners developed their organisation and style within different organisational constraints and market climates.
'® UK Indian firms are those in which a half or more of the owners, partners or directors are ‘Indian’.

7 Academics based at De Montfort University (Leicester), University of Central England, University of Warwick, Reading
University, and Kingston University.
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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 responées 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 ensuré 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 (7 Questions);

4. Agency Support (4 Questions);

5. Firm Growth and Performance (4 Questions);

6. Personal and Cultural Aspects (13 Questions); and
7. The Way Forward (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'. 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

18 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, concerning 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.

° Closed Questions: 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 all sorts of information. The questions direct the interviewee towards a particular type of response.

e A N R T o . . — A
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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):
¢ 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
of response.

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

will take place in naturalistic settings.

¢ 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 ‘steer’ the interviewee into
talking about broad areas or themes. The interview process will therefore be subject to
constant modification.

O 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 impaortant 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 (1982) notes that respondents often look for cues
in order to assess the interviewer. One impf;)rtant area is the interviewer's 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 3.5.2.3).

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
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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 researcher’s 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

inciusion 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’. 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

“> 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 Phasesd

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 exampile, 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 ali
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 cuilture 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 (1882) 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), D’Astos 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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BOX 4.1 - Plans to Return to Country of Origin ‘|

002 - “/ armived in England in 1968 from India. | 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 are bom here, live
here, and like it here. When they visit (India) they want to come home (to England). Unfortunately, 1 cannot do
anything there (in India), well I can, but the family does not wish to, so I will stay (in England).”

| 009 - “/ came fo England in 1951 from India and | have been back to India twenly times over the last forty eight
years. However, I'm settled here (in England) and this is my country now. When | am bom again | would like to
be born here.”

015 - “My father ammived in England in 1967 and we followed in 1968. | would like to retum to India, but | don't
think | can. | don’t have any close links there anymore. India is so corrupt now a days, it is a different world. |
couldn’t survive.”

I—

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 nations 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 - Patrioti_sm

| P002 - 1 am very proud to be Indian, | 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 - °“/t means a great deal to me, | 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 onenlated.”

happy with what | am. Many people say that they are proud of being Indian but this is more patnotic, | am not
proud or ashamed, | had to be bomn somewhere, that is the reality. Lots of people say they are proud of being
Indian, | believe this is a false pride, your pride should be based on what you have done with your life, born
Indian does not mean | have done anything, | 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 1? I'm living over here (in England), paying taxes over here, and

‘ 002 - “We are bomn Indian, many will say we are good people, many will say we are bad people. To me I am
|
| 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)

'_-_—__—-i—__——I—————— l e - -
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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-maker’s 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. | changed (to Bntish) because | have decided this (England) is my home, this is
where my children are.”

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

009 - “My nationality was Indian. | changed because in 1992, | had my Indian passport from 1948, me and a
fnend went to Pakistan to visit some Sikh Temples, he had a British passport. At this time | was proud to be
Indian. But in Pakistan, he had no problems, but | did. | was so embarmrassed that when | got back to the UK |
changed my nationality because of the treatment | got. Why should | hold that passport (Indian) which is hated
everywhere, when | 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

PQO01 - “/ 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 govems my life. It does govermn my business
behaviour and personal relationships. It helps me to live with myself. It enables me to be compassionate to my
fellow man. | always think of this when making decisions. I refer to this (religion) with regard to clanfying what is
nght and wrong. | always think of my fellow man, solutions must always be win-win.”

003 - 1 am a practicing Hindu. |1 don't think it (religion) has anything to do with that (Business Practices). Religion
doesn’t have very much to do with the business side, it's very much individual. It (religion) provides a moral and
belief pattemn about how | should conduct myself.”

017 - “l am a Hindu. My religion does influence my business practices, the fact that | believe in God, does ]
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influence me.”

019 - “1 am a Sikh. It may not show in my appearance physically, but deep down | am. It does influence my
moralily, 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 i1s important in international success for SME'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).”

012 - “/ have a Business Studies Degree, in a general sense it was helpful to the business, it brought in

professionalism. If | think of the type of business | am running now, | 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 succe.;&e- I
However, if | was more educated | am sure we would have done better, for example, we (the bmthe{:s) would
better able to communicate with professionals, we wouldn’t need to ask others, the Accountant, Solicitor,

N e
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Banker, for as much advice as we do, we would !;a ve been able to judge things better for ou

rselves.”

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, efc., this helps intemally and
extemally 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 internatiohal 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 (1987), Axinn (1988), Angelmar and Pras (1984), Dichtl et al (1984), Garnier
(1982), Tookey (1964), 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 intemational
business.”

010 - “/ like going to foreign countries and meeting people of different cultures and languages. | spend most of
my money traveling.”

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

018 - “It (intemational exposure) doesn’'t make me want to do intemational business. All | want to do is come
back to England, and home. There are far too many language barriers, 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 | joined after | left school. We had a retail
shop, a Japanese motor trade franchise, and a detergents manufacturing business. When | armived in England |
stayed with my brother and cousin who lived in Blackburn, | hated it and so moved to Leicester and saw what my
feliow colleagues were doing. Then | went info this business (Textiles manufacture), it was a pure gamble. If
someone had asked me, ‘Which fabnics were cotton or polyester?’, | didn't know!”

003 - “I have only worked (as an employee) for two years of my life. | used to be in a shipping and forwanding
company as a manager doing customer clearances for incoming goods. | had always wanted to be in business.

My employment was to get expenence, like University, to prepare me for business. Rather than ‘work’ | call it my
education.”

016 - “/ went to college and did a City & Guilds, 1 did an apprentiship, and worked for various firms before |
started up on my own in engineering. | sef-up on my own because it was something | always wanted to do since
| was eleven years old. | made a decision that at a pariicular age | was going to do it one way or another. So |
just walked out of my job and set-up. | had no leads for business, 1 just knew that if | didn’t do it then, then [
would never do it. The first four months were very tough, I didn’t have any orders.”

019 - “I started as an apprentice with an Aircraft Fasteners business. The business had all the challenges and
technologies an engineer could ask for, | went through all areas of the business from working on the lathe to
sales and marketing, it was a good grounding which helps this business. The company supported me all the
time. | went to do a Degree at Trent Polytechnic on block release. | had a good future with that business and
could have been a senior manager by now. But | decided to join 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 ‘deal 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 ‘/nterview 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 10.0) 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 ‘whether, ‘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 (1883), 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
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questions the suggestions of Gidoomal (19988) 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 SMEs 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 (8) 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 ﬁ‘rms were basically traders (intermediaries in the
supply chain) buying and selling textile product. The fifth non-manufacturing 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.

e e e e —— —————— —— .

Table 4.2 Summary of Interviewees Profile

Dimension | Profile

Sample size
Interview schedule

21 interviewees
September - December 1998 (inclusive)

Senior Executive
Indian Sub-continent

First generation (20); Second Generation (1)

Yes (14)

Highly unlikely (18)

British (19); Indian (2)

Sikh (10); Hindu (9); Muslim (2) )

Punjabi; Hindi; English

Graduate (10); Secondary (11)

Frequent (business/holiday)

Unrelated to current area of business activity (16)
Optimistic

Interviewee profile

Ancestral Roots

Generation

Patriotic of Indian heritage

Possibility of emigration to country of origin
Current Nationality

Religious Group

Dominant language spoken

Education

International travel

Past business/employment experience
Perspective

Table 4.3 provides a summary of the firms profile.

Table 4.3 Summary of Firms Profile

=~ Dimension|Profle

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 | Limited (18); Partnership (2); Public Ltd*' (1)
Employees | 1-49 (15); 50-99 (2); 100> (4)

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

—

——

2% 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.

I — e . el S e S,
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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.

5.7 Summary

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 categorised 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

Infernationalization 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 (19/7), 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 acﬁvity.

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 bleod 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; Carter et 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 tiés’, 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
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