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ABSTRACT

This thesis explores the potential impact of the Internet and international

entrepreneurship on the export performance of UK based Small and Medium Sized

Enterprises (SMEs) operating in the following sectors: food and beverages, textiles,

clothing and fur, biotechnology and instrumentation, and computers and office

machinery.

The findings reveal that, in general, UK based SMEs are moderately committed to

Internet technologies and that their owner/managers are innovative, moderately

proactive and risk takers. The findings also show that the export performance of

SMEs is influenced by a mix of entrepreneurs characteristics (i.e. perceptions of

growth, profits and costs of exporting, level of education, work responsibility, work

experience and proactivity) and the level of Internet commitment of the firm (i.e.

email and Intranet, interconnectivity, Internet information, perceived external

Internet benefits and promotion on the Web). These antecedents reflect the current

environment where globalisation and advances in information and communication

technology (ICT) put pressure on SMEs and give them hope to participate more

effectively in international markets. Also, this result gives support to the Resource

Based View (RBV) and indicates that UK based SMEs export performance is highly

attributed to the resources and competencies at the owner/managers level (i.e.

owner/managers social psychological characteristics and entrepreneurial orientation

behaviour) and at the level of the firm (i.e. level of Internet commitment). Moreover,

the results give some support to the incremental internationalisation process, where

almost half of the firms are following the conventional models of internationalisation

and export to the psychically close country, namely the USA. Also, the findings

support the 'born global' phenomenon where half the firms investigated have started

internationalising either from, or shortly after, inception.

Four categories of UK based SMEs were identified, and recommendations made

according to the firm level of Internet use (high versus low) and owner/managers

entrepreneurial orientation behaviour (high versus low). Implications for policy

makers evolved around targeting different SMEs with different export promotion
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assistance schemes and international business education programmes, raising

awareness about the global scope of Internet e-commerce in helping SMEs enter and

succeed in export markets, and fostering networking among firms interested in

international markets.
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CHAPTER ONE

INTRODUCTION

Cli apter Objectives

• To introduce the reader to the topic.

• To provide a brief statement of the research aims and context.

• To explain the structure of the thesis and provide a brief overview of the

contents of each chapter.



CHAPTER ONE

INTRODUCTION

The growing liberalisation of world economies, the falling barriers to international

trade and advances in information and communication technology (ICT), particularly

the widespread use of the Internet and e-commerce pose great challenges as well as

provide opportunities for firm internationalisation. One response to the changing

environment is an increase interest in entrepreneurship.

The entrepreneurship phenomenon has been referred to as the 'parent of innovation'

(Meyers, 1986) because of a strong belief that 'entrepreneurship' serves as the

change agent that stimulates economic activity at both national and corporate level

(McClleland, 1961; and Covin and Slevin, 1991). Most of the research, theories and

models in the entrepreneurship domain focus on the individual

manager/entrepreneur, primarily because of the contribution the individual manager

can make to the firm's entrepreneurial behaviour and effectiveness (Dess et al.,

1997).

A number of authors have criticised research on small firm internationalisation for

the lack of attention given to international entrepreneurship (Zabra, 1993; Oviatt and

McDougall, 1994; and Coviello and Munro, 1995). However, international

entrepreneurship is emerging as a field of study as described by McDougall and

Oviatt (1997, p.291) it is "at the intersection of both entrepreneurship and

international business fields which represent two growing areas of interest

respectively". This growing field may benefit from the long established extant

literature on export performance where the effect of management characteristics and

behaviour on performance has been extensively researched and documented.

Researchers in both fields, entrepreneurship and international business, can neither

ignore the internationalisation of the market place, nor the emerging power of

entrepreneurial firms in international competition (McDougall and Oviatt, 2000).

There is some agreement in the literature that the entrepreneur is someone who is

alert to the opportunity, an innovator and risk taker (Kirzner, 1983; Bygrave and

Hofer, 1991; and Caruana et al., 1998), hence it is assumed that entrepreneurs are

2



better able to identify and exploit the opportunities made possible by the widespread

use of the Internet and e-commerce to help the firm grow successfully in export

markets.

The Internet is often portrayed as one of the most transforming technological

inventions since the industrial revolution (The Economist, 1999). Dunt and Harper

(2002) argue that the Internet represents a 'discontinuity' in the process of ongoing

technological advance, at least equivalent to the diffusion of electric power.

Widdifield and Grover (1995) recognise that "if you are not an active Internet citizen

by the mid 1990's you are likely to be out of business by the year 2000". However,

others contend that the Internet is not a revolution - it is more an improvement on

previous means of communication - such as telephone (Dunt and Harper, 2002).

Therefore, the Internet with its potential to enhance communication and productivity

is a technological innovation that poses a challenge as well as an opportunity for the

entrepreneur (Hoffman and Novak, 1994; Paul, 1996; and Kantor and Neubarth,

1996). Characterised as cost-less and time-less, the Internet enhances the potential of

firms to enter and develop in international markets (Hill, 1997; Leiner et al., 1997;

and Organisation for Economic Co-operation and Development 'OECD', 1999).

Kotler (2000, p.665) observes that "clearly, marketers are adding online channels to

find, reach, communicate and sell" and that "companies small and large are taking

advantages of cyberspace's vanishing national boundaries" (p.370). The, emerging

technologies have redefined business by eliminating the traditional time constraints,

geographic borders and by creating new virtual communities of customers,

distributors and suppliers with new demands for products and services (Siu, 2002).

There is some evidence of an existing relationship between the use of the Internet

and SMEs performance. However, surprisingly, research on the Internet and

exporting, a subset of international business, is an emerging field in which key issues

have remained, as yet, largely unexplored (Prasad et al., 2001). In addition, Samiee

(1998, p.424) asserts that the "conceptual and empirical evidence regarding the role

and the impact of the Internet in business and exporting is quite scant", despite the

rapid growth of the Internet in the firm's marketing activities in the last decade
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(Sharma, 2002), and regardless of the recognition of the importance of international

operations for firms' survival and growth (Prasad et al., 2001). This lacuna is only

just beginning to be addressed by studies investigating a number of aspects of

exporting and the Internet.

As with entrepreneurship, a number of author have introduced the decision to export

as an innovation (Simmonds and Smith, 1968; Roux, 1987; and Samiee et al., 1993).

Also Also, Ibeh (1998) and Ibeh and Young (2001) contend that exporting is an

entrepreneurial act.

The objective of this study is to integrate key variables from two research streams -

entrepreneurship and exporting - into a conceptual model, which incorporates firm's

level of Internet commitment construct, in the context of UK based Small and

Medium Sized firms (SMEs). The dimensions of the developed construct are SMEs

experience with Internet technologies (e.g. email, WWW), level of Internet use, Web

function, Internet resource commitment and perceived Internet benefits. It is the aim

of this thesis to empirically answer the question whether SMEs commitment to the

Internet can boost their export performance?

To this end, this chapter will proceed by presenting and defining the research

context, the study aims, and key concepts used throughout the thesis. Subsequently,

the expected significance of the research findings will be set out. Finally a brief

review of the thesis structure, and the contents of the chapters will be presented.

1/1 RESEARCH CONTEXT

Despite the increasing interest among researchers in how Small and Medium Sized

enterprises (SMEs) can help in economic development, there is no consensus as to

how to define SMEs. Some researchers have based their definition on quantitative

criteria such as: sales or number of employees, while others use qualitative criteria

related to management or ownership type (Chulikavit and Rose, 2000). The

definition used in this study uses the number of employees where SMEs are defined

as firms with less than, or equal to, 250 employees (see section 1/3/1 for a more

comprehensive definition).
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According to the OECD (2000) SMEs represent over 95% of enterprises in most

OECD countries, and they contribute about 25% to 30% of world manufactured

exports (Kandasaami, 1998). Their growth is a critical aspect of a nation's continuing

economic development and future prosperity (Coviello and Munro, 1995; Yeoh and

Jeong, 1995; and Poon and Swatman, 1999). In addition, they are a key provider of

employment accounting for well over half of the employment in the private sector

(Lymer and Baldwin, 1997; and OECD, 2000).

Carson et al. (1995) acknowledge that SMEs have their own characteristics which

affect the way they operate. Compared to multinational enterprises (MNEs), small

firms are not bureaucratic (Covin and Slevin, 1989; and Jones et al., 1997), they are

often more adaptable to environmental changes (Keng and Jivan, 1988; and Knight,

2000), are able to react quickly to changes in the marketplace (Yapark, 1985; and

Jones et a!., 1997), and are receptive to new technologies and can rapidly adapt to

specific buyer needs (Oviatt and McDougall, 1994), hence, providing those

competitive ingredients that increase stability in a business relationship and reduce

both risks and costs (Kotabe and Czinkota, 1992).

Keng and Jivan (1988) recognise that SMEs are the main providers of technological

innovations and entrepreneurship, as many of these firms were founded by

entrepreneurs who used to work in large companies and took advantage of targeting

market niches that do not attract their larger former employers (Jones et a!., 1997;

and Knight, 2000). The entrepreneurial management style characterising small firms

is often referred to as the single most significant factor influencing the development

of a business. In some cases the entrepreneurial profile creates a friendly working

environment where the manager tends to know all the employees personally and

allows them to participate in all aspects of managing the business, although there is

no general sharing of the decision making process (Scholihammer and Kuriloff,

1979). It is constantly acknowledged in the different literatures (i.e. entrepreneurship,

exporting and IT) that the competence and experience of management are the most

important factors in determining business success.
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Despite all the positive characteristics and advantages of SMEs, like anything else

they have their pros and cons. SMEs face many internal barriers which can act as

constraints in developing an international orientation. First, they lack financial

resources that may hinder their ability to identify opportunities arising from the

opening-up of national markets, also inadequate financial resources may restrict the

exploitation of opportunities already identified (Kalantaridis, 2001). Second, they are

faced with a lack of human and managerial resources. And finally, SMEs experience

difficulties in acquiring information (Rothwell and Dodgson, 1991; Erramilli and

D'Souza, 1993; Buckley, 1997; and Burpitt and Rondineeli, 2000). Such

disadvantages restrict SMEs interest in internationalising and may also frustrate their

efforts to internationalise (Naidu and Prasad, 1994).

However, of all the above constraints, acquisition of appropriate information and

knowledge are fundamental to the expansion of SMEs in foreign markets (Liesch and

Knight, 1999). The radical shifts and advances in information and communication

technology (i.e. the Internet and WWW) that make information and knowledge

acquisition efficient for all firms have increased the number of SMEs who have

begun to take their first step toward internationalisation, and to play a key role in

international trade (Bonaccorsi, 1992; Bell, 1995; Leonidou and Katsikeas, 1996;

Coviello and Martin, 1999; Coviello and McAuley, 1999; Liesch and Knight, 1999;

Chulikavit and Rose, 2000; and Dean et al., 2000).

During the last 10 to 15 years, academics as well as policy-makers have turned their

attention to the internationalisation of small firms (Kalantaridis, 2001). There is

general agreement among researchers that exporting is the most popular mode of

international market entry and is especially favoured by SMEs (Diamontopoulos and

Schlegelmilch, 1994; Leonidou and Katsikeas, 1996; Chulikavit and Rose, 2000; and

Leonidou et al., 2002) partly because exporting is less likely to overextend their

capabilities or resources, and it also minimises the firm's exposure to risk (Young et

al., 1989). Also, exporting is an important source of revenue for many small and

medium sized firms due to its potential for enhancing sales growth, increasing

efficiency and improving quality (Burpitt and Rondineeli, 2000; and Masurel, 2001).
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UK SMEs contribute about 25% of UK GDP but they account for only 10% of

manufactured exports (Maltay and Mitra, 2000). Clearly, they do not play as great

part in export trade as they do in the economy as a whole (Tiessen et al., 2001).

Moreover, when compared with other EU countries, the export performance of UK

SMEs appears to be modest (Morgan and Katsikeas, 1997).

Therefore, UK based SMEs seem to be the best milieu to conduct this research due to

their entrepreneurial management style, their flexibility to adapt to advances in

information and communication technology, and acquire and possess the appropriate

information necessary to expand in foreign markets via their dominant mode of

entry, 'exporting'.

1/2 RESEARCH AIMS

Following what was stated earlier (see section 1/1) the current research attempts to

explore conceptually and empirically the possible role of entrepreneurship and

'Internet commitment' on UK based SMEs export performance.

In order to better understand UK SMEs export performance it is necessary to identify

the determinants of export success, thus helping SMEs improve and enhance their

performance according to their weight and value in UK export market. Where new

business environments are characterised by emerging technologies and fragmented

markets, thus pose challenges that will force them to modify or completely abandon

many current business practices.

The main aims of the research are to:

. Examine the current level of Internet use among UK based SMEs, and also

introduce a general profile of high Internet use firms with respect to: the overall

level of Internet commitment, the entrepreneurship approaches, the firm and

industry characteristics, and export involvement and performance.

• Investigate the current level of entrepreneurial orientation behaviour among UK

based SMEs owner/managers, and establish a general profile of high EO

owner/managers with respect to: the overall level of Internet commitment, the
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entrepreneurship approaches, the firm and industry characteristics, and export

involvement and performance.

• Investigate the link between entrepreneurship approaches (the traits approach, the

social psychological approach, and the behavioural approach) and UK based

SMEs export performance.

• Explore and assess the impact of level of Internet commitment on UK based

SMEs export performance.

• Examine the effect of entrepreneurship approaches (the traits approach, the social

psychological approach, and the behavioural approach) on UK based SMEs level

of Internet commitment.

To achieve the research aims, based on the relevant literatures and the researcher's

knowledge, a set of propositions are addressed (see chapter five). The research

follows the positivist paradigm and is analytical in orientation. A mail survey is used

to empirically test the research propositions, where a pre-tested and validated

questiolmaire will be addressed to a total of 960 UK based SMEs manufacturing

exporting firms operating in the following industries: food and beverages, textiles,

clothing and fur, biotechnology and instrumentation, and computers and office

machinery. The selected industries are deemed to have a strong international

presence, a high level of exporting activities based on the assessment of the UK

Department of Trade and Industry 'DTI' (2001), and make a significant contribution

to the economic activity of the country (Poutziouris et al., 2000) (see chapter six for

more details).
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1/3 RESEARCH DEFINITIONS

Some of the key concepts used throughout the thesis are set out in the following

section.

1/3/1 Small and Medium Sized Enterprises (SMEs)

There is no single definition of small and medium sized firms in the UK (OECD,

1999). As mentioned earlier (see section 1/2) both quantitative and qualitative

criteria are used by researchers to define small and medium sized enterprises. The

definition used in this study is a quantitative one namely, number of employees. This

conforms with European Union (EU) conventions (Official Journal of the European

Communities, 1996). Accordingly, SMEs are classified in two categories by

employment size: 1) firms that have one to forty nine employees constitute the

category of small firms and 2) firms that employ fifty to two-hundred and fifty

people are classified as medium size firms.

The reasons behind choosing to classify firms according to number of employees

instead of sales are: firstly, because it is commonly used in the literature, hence it

eases the comparison of the research findings with other studies in the field, and

secondly, because it is easily accessible (Kalantaradis, 2000).

1/3/2 Internationalisation

Compared with other internationalisation modes (e.g. licensing, franchising, joint

ventures, foreign direct investment), exporting is the dominant approach for SMEs

(Poutziouris et a!., 2000). The current research looks specifically at

internationalisation in terms of exporting. The study adopts Ibeh (1998, p.20) and

Ibeh and Young (2001, p.567) definition of exporting as an entrepreneurial act. The

authors define exporting as "the process by which individuals either on their own or

inside organisations pursue export market opportunities without regard to the

resources which they currently control or environmental disincentives which they

face".
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1/3/3 Entrepreneurship

There is no general agreement on 'who is the entrepreneur?' despite decades of

research in the field of entrepreneurship (Shaver and Scott, 1991; and Ensley et al.,

2000). Schumpeter (1962) and Carland et al. (1984) argue that one can be

entrepreneurial without being self-employed and be self-employed without being

entrepreneurial. Therefore, the current research defines the entrepreneur as "the

person who has or acquires entrepreneurial characteristics whether s/he is the owner

or the manager of the firm and irrespective of the firm age or sector".

1/3/4 The Internet

The current research adopts Vadapalli and Ramamurthy (1997, p.112) definition of

the Internet. The authors define the Internet as "an innovative process, supported or

made feasible by technology, by which organisations and individuals communicate,

network and do business".

1/4 RESEARCH CONTRIBUTIONS

It is expected that this research will contribute to the activities of academics,

practitioners and policy makers.

With respect to the academic community, the firm's performance is often considered

the ultimate criterion in both conceptual and empirical studies whether in

entrepreneurship, exporting, or small business research. Clearly, improving SMEs

performance will contribute significantly to export growth. Therefore, it becomes

critical to understand the determinants of successful exporting for smaller firms in

the new economy (i.e. the Internet and e-commerce). The vast majority of results

reported on export performance andlor SMEs are characterised as inconsistent and

sometimes conflicting. In addition, the link between entrepreneurship and the role of

the Internet on firms' performance in international markets is still underdeveloped. In

addressing this, the current research aims to shed more light on these issues.

For practitioners, the present study will be of value in identifying a profile of the

successful entrepreneur, which can be used to help SMEs to be more successful in

international markets. Also, having more knowledge about Internet enabled SME
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internationalisation may lead to more opportunities for those already engaged in

international markets, and may stimulate inactive SMEs to go international. This will

make some contributions to the national economic well being.

With respect to policy makers, export performance remains crucial to the overall

competitiveness of UK economy, as it represented the main driving force behind the

recovery in UK production output in the early 1990's (Poutziouris et al., 2000). It is

evident that the prosperity of the UK will be improved if the SME sector engages

more actively in the internationalisation process, while with today's changing

business environment, the use of the Internet will be a significant help for both large

and small firms. Policy makers could and should facilitate the diffusion of the

Internet among businesses and eliminate any possible barriers that may hinder its

adoption and dissemination. Also, it may be helpful organising a national programme

to introduce businesses to the new technology, and advise them how to use the

Internet and e-commerce effectively in order to improve their performance in

international markets.

1/5 RESEARCH STRUCTURE

Figure 1.1 depicts the thesis structure, and the following section briefly illustrates the

contents of the research chapters.

1/5/1 Chapter One outlines the research context and the study aims. The key

concepts used throughout the research are defined. Subsequently, the research

contributions to different audiences namely, academics, practitioners and policy

makers are stated. The chapter concludes with a brief review of the structure of the

thesis.

1/5/2 Chapter Two discusses the main issues highlighted in the 'entrepreneurship'

literature. After illustrating the conceptualisations of entrepreneurship, an assessment

of entrepreneur typologies is reviewed. Empirical evidence from entrepreneurship

research is examined. Then, an overview of the limited empirical studies

concentrating on the international aspect of entrepreneurship is outlined.
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1/5/3 Chapter Three highlights different issues related to the Internet and SME

internationalisation. It discusses the origin of the Internet and its proposed

definitions, followed by different perspectives of electronic commerce (e-

commerce). The chapter discusses the Internet and communication with special

reference to electronic mail (email), 'Intranet' and 'Extranet'. Then, the Internet—

marketing strategy relationship is analysed. The chapter proceeds with an attempted

synthesis of the limited empirical studies that emphasise the impact of the Internet

and e-commerce on SMEs internationalisation, followed by an examination and

evaluation of the main theoretical foundations underpinning this research. These

include: transaction costs theory, the Uppsala model, the Innovation models, the

'born global', the 'early international' and the 'born-again global' phenomena, the

network perspective, and the Resource Based View (RBV).

1/5/4 Chapter Four reviews the most extensively researched models of the

determinants of export performance namely, the Aaby and Slater model, the Madsen

contingency approach, and the Zou and Stan model. It then assesses a very

fragmented literature on export performance of the firm following the categorisation

of Zou and Stan (1998). The chapter concludes with a comprehensive presentation on

the different measures of export performance reported in past research, along with

the advantages and disadvantages of using single performance measure versus

multiple measures.

1/5/5 Chapter Five synthesises the literatures from chapters two to four relating to

the entrepreneurship literature (chapter two), the Internet and SME

internationalisation and the theoretical hypotheses supporting the research (chapter

three), and export performance determinants and measures (chapter four). Based on

the synthesis of the literature a working model is developed, the study aims are

elaborated, and the associated propositions are outlined.
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1/5/6 Chapter Six justifies the research philosophy adopted. It evaluates the

exploratory study results and its conclusions. The chapter also delineates the process

undertaken to design, pre-test, validate, and administer the research instrument. A

description of the statistical techniques used to test and examine the pre-specified

propositions is presented.

1/5/7 Chapter Seven incorporates the findings of the study. It begins by profiling the

demographic characteristics of the responding firms. Then, the reliability and validity

of the multi-dimensional constructs are highlighted. Thereafter, it proceeds to

differentiate firms according to their level of Internet use, followed by analysis that

investigate existing differences between high and low Internet use firms with respect

to: level of Internet commitment, owner/managers personality traits, entrepreneurial

orientation behaviour, export perceptions, social psychological characteristics, firm and

industry characteristics, export involvement and export performance indicators. Further

analyses are also made in order to evaluate firms according to their owner/managers

entrepreneurial orientation behaviour with respect to the foregoing highlighted issues.

Finally, a number of stepwise regression models are built, their aim is to identify the

significant determinants of UK based SMEs export performance, as well as the critical

antecedents of their level of Internet commitment. In general, the causal factors include

owner/managers personality traits, entrepreneurial orientation behaviour, export

perceptions, and social psychological characteristics.

1/5/8 Chapter Eight discusses the key findings, contributions, recommendations,

limitations and suggestions for future research. The discussion follows the order of the

statistical analysis conducted in chapter seven. The level of Internet use among UK

based SMEs is highlighted, followed by a discussion regarding entrepreneurship

approaches, firm and industry characteristics, and export involvement and export

performance indicators of UK based SMEs high Internet use firms. Further discussion

also links UK based SMEs high entrepreneurial orientation owner/managers with the

foregoing highlighted issues. Finally, discussion on the determinants of UK based

SMEs export performance and level of Internet commitment is drawn.
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Using a needs-based approach the study's recommendations are presented in a 2 x 2

matrix, where firms' level of Internet use and owner/managers entrepreneurial

orientation behaviour are the controlling aspects. Four categories of firms are

established and targeted with pertinent recommendations. Further, general

implications for UK based SMEs and policy makers are addressed. Then the chapter

as well as this thesis conclude with the research limitations and suggestions for future

research.
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CHAPTER TWO

ENTREPRENEURSHIP: REVIEW OF LITERATURE

Chapter Objectives

. To discuss the entrepreneurship phenomenon and how entrepreneurship

has been conceptualised from multiple perspectives.

• To assess the entrepreneur typologies, and examine the entrepreneurship

approaches namely, the traits approach, the social psychological

approach, and the behavioural approach, and empirical evidence from

entrepreneurship research.

• To present and review the limited empirical studies focusing on the

international dimension of entrepreneurship.
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CHAPTER TWO

ENTREPRENEURSHIP: REVIEW OF LITERATURE

This chapter discusses different conceptualisations of entrepreneurship and

differentiates between the entrepreneur and intrapreneur. An assessment of the

entrepreneur typologies is reported, followed by an examination of the

entrepreneurship approaches. These include the traits approach, the social

psychological approach, and the behavioural approach along with empirical evidence

from the field. Evidence on the international aspect of entrepreneurship is reviewed,

and the chapter concludes with a brief summary.

2/1 INTRODUCTION

Oliver Wendell Holmes states that "I find the great thing in this world is not so much

where we stand, as in what direction we are moving", such comment reflects the

status of entrepreneurship discipline today (cf. Landstrom and Sexton, 2000, p.443).

Entrepreneurship has been referred to as the 'parent of innovation' (Meyers, 1986),

because of a belief that 'entrepreneurship' serves as the innovative change agent that

stimulates economic activity at both national and corporate levels (McClleland,

1961; and Covin and Slevin, 1991).

At the national level, entrepreneurial firms are a major source of new jobs and

growth in employment, and help to raise exports and national productivity in general

(Low and MacMillan, 1988; and Birley and Weasthead, 1990). As a consequence,

governments around the world encourage entrepreneurial behaviour.

At the corporate level, being entrepreneurial helps sustain a high level of

performance (Covin and slevin, 1991; and Yeoh and Jeong, 1995), facilitates

competitive advantage (Scholihamer, 1982), enhances and improves the corporate

financial performance (Peters and Waterman, 1982).

However, "surprisingly little systematic empirical evidence is available to support

the belief in a strong positive relationship between entrepreneurial posture and firm

performance" (Covin and Slevin, 1991, p.19). This is largely due to the
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operationalisation and measurement of entrepreneurship (Lyon et al., 2000). Also,

the field of entrepreneurship has been characterised as being in a premature and

formative stage (Cunningham and Lischeron, 1991).

2/2 CONCEPTUALISATIONS OF ENTREPRENEURSHIP

Undoubtedly defining entrepreneurship creates a challenge for researchers exploring

this phenomenon (Jones, 2000). Despite agreement among scholars about the

positive effects of entrepreneurship on nations and firms prosperity, researchers are

still confused as to who is to be considered an entrepreneur, and still argue about the

operationalisation of entrepreneurship (e.g. Cunningham and Lischeron, 1991; Lyon

et al., 2000; and Hansemark, 2000).

There are different views of who is an entrepreneur. The original meaning of the

word 'entrepreneur' comes from the French verb (entreprendre), meaning literally

{to take, or grasp} [prendre] from {between} [entre]" (Burt, 1992, p.274).

Economists like Cantillon, Schumpeter, Schultz and Kirzner view the entrepreneur as

"someone who specialises in taking responsibility and making judgemental decisions

that affect the location, form, and the use of goods, resources, or institutions" (Hebert

and Link, 1989, p.47)

Knight (1921) takes the view that the entrepreneur is a risk taker and acts in the face

of uncertainty, some classicalists perceive the entrepreneur as an owner of capital

risked on highly uncertain ventures, which makes him/her the bearer of uncertainty

(Batstone and Pheby, 1996).

Behaviourists' describe the entrepreneurship process as managerial behaviour by

which individuals consistently exploit oppottunities to deliver results beyond one's

own capabilities and without regard to the resources they currently control

(Stevenson and Jarillo, 1990; and Stevenson, 1997). Further, Drucker (1985, p.28)

says that "the entrepreneur always searches for change, responds to it and exploits it

as an opportunity". Accordingly, entrepreneurship is identified as a characteristic of

employees and managers in the firm (Krackhardt, 1995). A contradictory view about
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resources is held by Thompson (1999) who asserts that entrepreneurship is concerned

with obtaining and managing resources to exploit opportunity.

There is some agreement that the entrepreneur is someone who is alert to the

opportunity and creates an organisation to pursue it (Kirzner, 1983; Bygrave and

Hofer, 1991, p.14; and Caruana et a!., 1998). Besides sensing the opportunity, some

scholars suggest that entrepreneurs have a diverse set of dynamic characteristics such

as being an innovator, risk taker, developer of new goods and services, an industrial

leader, an organiser, co-ordinator, allocator of economic resources, a contractor and

an arbitrator (Schumpeter, 1962; Carland et al., 1984; Batstone and Pheby, 1996; and

OECD, 2000). Schumpeter (1962) further describes the innovative entrepreneur as a

rare individual who has the ability to envision an invention, acquire the resources to

put the invention in a useful form, start a new firm and use the innovation to grow

the business successfully. Schumpeter's view of entrepreneurship was criticised

because Schumpeter proposed that the entrepreneurs once they have started a

business and it is growing successfully they will leave that business to start a fresh

(Gunderson, 1990).

Other researchers perceive the nature of entrepreneurship as the process of

organisational creation (Gartner et al., 1992), and the entrepreneur as the one who

starts up andlor operates a business where there was none before (Hornaday and

Aboud, 1971, p.6; and Longenecker et al., 1994). According to this perspective,

entrepreneurship ends in the firm when the venture creation stage is complete

(Gamier, 1996).

In common with Gartner et al. (1992), Hansemark (2000) highlights two general

approaches to defining an entrepreneur. First, the functionalist approach which

depends on what an entrepreneur does or has done, according to this approach the

entrepreneur is the person who starts a new business. Second, the indicative approach

which describes the way an entrepreneur could be recognised, for instance according

to his/her occupation or legal status.
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The focus of the conceptualisations above is the individual entrepreneur, it is likely

that for a firm to be entrepreneurial, the top management or key managers will be

entrepreneurs, hence the top management or key managers entrepreneurial behaviour

collectively reflect the entrepreneurial behaviour of the firm. Hence, the focus is on

the individual entrepreneur within the entrepreneurial firm which is, in general,

characterised by risk taking, iimovativeness and proactiveness. Conceptually this is

the opposite of a conservative firm characterised by risk-averse, reluctance to

innovate and reactiveness (Khandwalla, 1977; Miller and Friesen, 1982; and Covin

and Slevin, 1989). The 'conservative-entrepreneurial' taxonomy is consistent with

earlier taxonomies highlighted in the relevant literatures for instance Miles and Snow

(1978) 'defender-prospector' taxonomy, also Mintzberg's (1973) 'adapters-

entrepreneurial' organisation taxonomy.

Having explored different views of 'entrepreneurship', it seems that Sexton's (1988,

pA) question is still relevant "is the field of entrepreneurship growing, or just getting

bigger?". Defining entrepreneurship creates a challenge for researchers, particularly

with such a variation in approaches to entrepreneurship, it is not surprising though

that no one definition captures the whole picture and that consensus has not been yet

reached about who the entrepreneur is or what s/he does. This problem is partly a

consequence of the overlap between entrepreneurship as a speciality and many other

disciplines such as economics, finance, history and psychology and despite decades

of research in the field, a common definition of 'entrepreneurship' is still elusive

(Shaver and Scott, 1991; and Ensley et al., 2000). Finally, Brazeal and Herbert

(1999, pA3) note that "for the field of entrepreneurship to move on and to make

contributions to the practice of management, consistency and agreement by its

practitioners and its researchers should begin".

2/2/1 Entrepreneur versus Intrapreneur

Due to the difficulty that faces entrepreneurship researchers in distinguishing

between small-scale entrepreneurs and managers, it is worth defining who is an

'intrapreneur'. Knight (1987, p.285) asserts that "the intrapreneur is a corporate

employee who introduces and manages an innovative project within the corporate
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environment, as if s/he was an independent entrepreneur". Pinchott (1985, p.6)

defines 'intrapreneurship' as "entrepreneurship inside of the corporation". It may

also take different forms as suggested by Scholihammer (1982) for instance,

administrative, opportunistic, imitative, acquisitive and incubative. The

'intrapreneur' innovates on behalf of an existing firm and must be selected or

recognised by, or imposes him/her self on, the firm (Carrier, 1996; and Glancey,

1998).

Despite the importance of the intrapreneur for smaller firms (Zahra and Pearce,

1994), Wortman (1987) observes that most research on intrapreneurship was applied

within the context of large firms with an existing lack of empirical research on the

smaller ones. Cox and Jennings (1995) report that British intrapreneurs are often

chief executives of successful companies, have started without any family

connections, have strong loyalty to their current employing organisations, are more

innovative, and are challenging, but usually take calculated risks as compared to their

British entrepreneurs counterparts, who are risk takers, and who establish their own

firms where they are the major shareholders. Consistently, Busenitz and Barney

(1997) reveal that managers in more established firms are characterised by being risk

averse and are more likely to stick to traditions. Furthermore, Gagnon et al. (2000)

find that entrepreneurial Canadian SMEs managers are less successful when adopting

the technology. Antoncic and Hisrich (2001) report a statistical positive association

between intrapreneurship and Slovenia firms' growth and profitability, meanwhile

similar correlation was observed with US firms' growth only.

Evidently, it is hard to significantly differentiate between small-scale entrepreneurs

and managers as most scholars use the terms interchangeably (LJtsch et al., 1996),

despite the fact that one can be entrepreneurial without being self-employed and be-

self-employed without being entrepreneurial (Schumpeter, 1962; and Carland et al.,

1984).
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2/3 ENTREPRENEURIAL TYPOLOGIES

Different authors have discussed different types of entrepreneurs, this section focuses

on various entrepreneurs' typologies/styles, second generation entrepreneurs, and

continued entrepreneurs. There are a host of names given to entrepreneurial style in

the literature, for example 'craftsman, opportunist, caretaker, manager, promotion,

administrative, independent, growth oriented, achiever, security, risk challenge,

network, hard worker, teclmician, proprietaire' (Bamberger, 1982; Woo et al., 1991;

and Lee and Chan, 1998) (see Table 2.1). The two most commonly discussed

typologies are the 'Craftsmen' and the 'Opportunists' typologies (Smith and Miner,

1983; Lorraine and Dussault, 1987; and Davidsson, 1989). Smith and Miner (1983,

p.326) compare "the craftsman and the opportunistic... [types].....[they find] that

the 'craftsman' is characterised by narrowness in education and training, low social

awareness and involvement, feeling of incompetence when dealing with the social

environment, and a limited time orientation, while on the other hand the

'opportunistic' [type] exhibits breadth in education and training, high social

awareness and involvement, confidence while dealing with the social environment,

and an awareness of, and orientation to, the future".

The craftsman entrepreneur also refers to the 'craft entrepreneur' or sometimes the

'artisan entrepreneur'. The craftsman entrepreneur is also popularly labelled as the

Small Business Owner or SME owner (Katz and Peters, 2001, p.36'7). In general, the

craft entrepreneur starts a business with primarily technical skills, and little business

knowledge, s/he is characterised by being paternalistic, reluctant to delegate

authority, reactive to changes in market demand rather than proactive in generating

new business, and is generally not growth-orientated. Whereas, the 'opportunistic

entrepreneur' enters business with sophisticated managerial skills, technical

knowledge, adopts a professional management style, employs strategic practices to

create and exploit market opportunities, delegates authority and avoids paternalism

(Longenecker et al., 1994). The opportunistic entrepreneur is also growth and future

orientated and looks for something beyond just making a living today (Katz and

Peters, 2001). Hence, firms run by the 'opportunistic entrepreneur' are more likely to

achieve higher levels of growth and profitability (Smith and Miner, 1983).
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A further attempt was made to associate management styles namely (craft, promotion

and administrative) with small firms' growth and profitability. Hornaday and

Wheatley (1986) conclude that firms controlled by 'craft' type managers demonstrate

the lowest growth rates, because once managers achieve sales and revenue levels that

fulfil their need for independence, growing the business is no longer a high priority.

In the same study, Hornaday and Wheatley (1986) observe that personal wealth was

the crucial motive behind the promotional management style. Finally, firms which

have the 'administrative' style management have steady growth rate, are often large

firms and the managers are better educated than the craft and promotional style

management. Overall, Hornaday and Wheatley (1986) only find slight differences for

craft and administrative types in growth rates and profitability.
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Venkatapathy (1986) distinguishes between first generation entrepreneurs (FGBs)

and second generation entrepreneurs (SGEs). The author finds that SGEs pay more

attention to running the existing firm, whereas, FGE are more social, more

innovative, more self-confident, and exert more effort to have innovative ventures. In

a second study, Venkatapathy (1996) finds clear differences between FGEs and

SGEs with respect to personality traits, attitudes and self concept.

In the same vein, Lee and Chan (1998) identify three typologies of SGE Chinese in

Singapore developed by clustering motivation factors and key characteristics. The

first group, the 'achievers' are motivated by the desire to be independent, to own

their business and they have a high need for achievement. The second group, the

'networkers' are influenced by their family backgrounds which usually motivate

them to start their own business. They also rely on their relationships with their

customers in order to keep the business going. The third group, the 'hard workers'

are largely inspired by negative circumstances in their lives which rather than

discouraging them drive them onward. They are known for their hard work and

persistence in overcoming obstacles.

Davidsson (1989) describes a tendency among individuals and organisations that are

more entrepreneurial, to pursue novel opportunities on an ongoing basis, this

tendency is called 'continued entrepreneurship'. Merz et al. (1994) carry out an

investigation to measure 'continued entrepreneurship', which they define as tracking

the changes in CEO's managerial styles according to growth rate variations by using

'sales change pattern matrix' (see Figure 2.1). The matrix consists of two

components of revenue change, where the vertical axis is the average annual sales

growth rate that represents market strength, while the horizontal axis describes sales

variance which represents market risk. Overall, the matrix defines four different

types of entrepreneurs according to variations in growth rate (Merz et al., 1994).
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Low High
Greater
market
strength

Sales variance

Figure (2.1) Sales Change Pattern Matrix

High

Average
annual sales
growth rate

Low

Focused	 Adventurist
entrepreneurs	 entrepreneurs

Survivor	 Unfocused
entrepreneurs	 entrepreneurs

Increasing market risk

Source: Merz et al. (1994, p.51).

These are adventurist, focused, survivor and unfocused entrepreneurs. Table 2.2

summarises the key differences between the four types with respect to number of

variables (e.g. annual sales growth rate, market strength etc).

The results in Table 2.2 below reveal that the 'adventurist' entrepreneur has the

highest annual sales growth, the greatest market strength and the highest market risk,

s/he is the most proactive and innovative, and works in the least hostile environment.

The 'focused' entrepreneur is the youngest, works in small finn, and is the least

specialised. The 'survivor' entrepreneur has the least annual sales growth, the least

market strength and the lowest market risk, while the highest profit and s/he is the

least proactive and innovative. The reason for achieving high profits might be the

result of operating in a less diverse and heterogeneous environment. Finally, the

'unfocused' entrepreneur is the oldest, like the survivor entrepreneur, has the least

market strength, s/he works in the largest firm, is more analytical, heavily specialised

and most decentralised.
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Table (2. 2) Types of Entrepreneurs by Variations in Growth Rate

Types

Adventurist	 Focused	 Survivor	 Unfocused
Variables

Annual sales	 Highest	 Higher	 Least	 Average
growth rate

Market strength	 Greatest	 Greater	 Least	 Least

Market risk	 Highest	 Low	 Lowest	 Higher

Age	 Younger	 Youngest	 Older than	 Oldest
Focused and
Adventurist

Size	 Large	 Smallest	 Smaller than	 Largest
_________________ ______________ ______________ Focused 	 ______________
Profit level	 Average 4.2%	 Higher profit	 Highest profit	 Average 4.2%

of sales	 level 6.1% of	 level 6.6% of	 of sales
_____________________ __________________ sales 	 sales	 __________________
Organisational	 Moderate	 Very moderate	 Minimal	 More analytical
strategy

Organising	 High	 The least	 Average in	 Most heavily
(specialisation in	 specialised than specialised and terms of	 specialised and
job tasks &	 Focused and	 average	 specialisation	 most
decentralisation	 Survivor. More decentralised	 and least	 decentralised
in decision	 decentralised	 decentralised
making)	 than both types

as well

Strategic	 Most proactive Moderate in	 The least	 Moderate in
direction	 and innovative both terms	 proactive and	 both terms
(proactiveness &	 innovative
innovativeness)

Business	 The least	 Less dynamic	 Low	 More dynamic
environment	 hostile	 and more	 heterogeneity	 and hostile than

heterogeneous	 (little diverse)	 the other types

Source: Merz et al. (1994, p.51) and the researcher.
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The foregoing section has discussed different styles of entrepreneurs including craft

entrepreneur, opportunistic entrepreneur, second generation entrepreneur, and

continued entrepreneur. These various types imply that the entrepreneurs are

heterogeneous in nature, they come from different backgrounds, exhibit different

management styles, and they are further motivated by different factors (Woo et al.,

1991).

2/4 ENTREPRENEURSHIP APPROACHES

The entrepreneur's psychological, demographic, and behavioural characteristics, as

well as his/her managerial skills are often cited as the most influential factors related

to SMEs performance (Man et al., 2002). Responding to Carland et al.'s (1988) call

that in order to understand the concept of entrepreneurship, researchers cannot isolate

research efforts on only part of the whole, implying that researchers should not focus

on only the psychological aspects, or the demographic characteristics, or the

behavioural characteristics, subsequently, three approaches are discussed hereafter.

These are, the traits approach, which deals with entrepreneurs' personality

characteristics, the social psychological approach, which deals with the social

context from which the entrepreneur is coming from, and finally the behavioural

approach, which answers the question 'what do entrepreneurs do?' in diverse

situations and under different circumstances. The behavioural approach dominates

the research in the field of entrepreneurship today, whereas the traits approach and

the social psychological approach are perceived as complementary (Gartner, 1988;

Covin and Slevin, 1991; Zahra, 1993; and Carson et a!., 1995).

2/4/1 THE TRAITS APPROACH

The entrepreneurship literature is replete with a large number of personality traits of

successful entrepreneurs. These include "calculated risk taking and risk sharing

propensity, need for achievement, locus of control, personal values, integrity, need

for power, need for affiliation, commitment, determination and perseverance,

assuming personal responsibility, a grip on reality, sense of humour, tolerance of

ambiguity, stress and uncertainty, decisive, urgent, and tolerance of failure" (Carson

et a!., 1995, p.51). Lachman (1980) finds that "people who possess the same
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characteristics as entrepreneurs do will have a higher tendency or potential to

perform entrepreneurial acts, than do people who do not possess such

characteristics". Therefore, in a specific context or society, entrepreneurs could be

differentiated from their counterparts using these personality characteristics

(Cunningham and Lischeron, 1991).

Despite the fact that personality traits are associated with entrepreneurial behaviour

(Collins and Moore, 1970; Shapero, 1975; Schein, 1983; and Kets de Vries, 1985),

some authors argue against the use of personality traits to characterise entrepreneurs.

Their reasoning is that individual behaviour is not consistent over time, and that

personality traits do not predict behaviour (Gartner, 1988; and Shaver and Scott,

1991).

However, a growing number of studies have associated the individual characteristics

and personality traits of entrepreneurs with growth and profitability largely within

the context of small businesses (Brockhaus, 1980, 1982; Gamier, 1982; Kirzner,

1983; Ronen, 1983; Miller and Friesen, 1983; Carland et al., 1984; Holzmuller and

Kasper, 1991; Covin and Slevin, 1991; Robinson and Sexton, 1994; Naidu and

Prasad, 1994; Jones-Evans, 1995; Smailbone et al., 1995; Green and Dent 1996;

Glancey et al., 1998; Glancey, 1998; and Mazzarol et a!., 1999).

In the literature four personality traits have been extensively researched and are seen

by many as best describing the entrepreneur's personality. These personality traits

are, need for achievement, locus of control, propensity towards risk, and tolerance of

ambiguity, and are reviewed in this section.

2/4/1/1 Need for Achievement (nAch)

Most of the recent definitions of nAch are based on Murray's (1959) definition:

the desire or tendency to do things as rapidly and/or as well as possible, [it also
includes the desire] to accomplish something dfJIcult. To master, manipulate and
organ ise physical objects, human beings or ideas. To do this as rapidly and as
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independently as possible. To overcome obstacles and attain a high standard. To
excel one self To rival and surpass others. To increase self-regard by the
successful exercise of talent" (Murray, 1959, p.1 64).

Need for achievement is defined as a person's desire to succeed and to do well, to

attain an inner feeling of personal accomplishment, where success is the degree of

striving to meet standard of excellence (McClleland, 1961; and Longenecker et al.,

1994). Need for achievement is culturally acquired, it symbolises a way of life or a

basic attitude toward life rather than a simple drive (McClleland, 1961). Moreover, it

represents a key psychological characteristic of an entrepreneur, where high

achievers are characterised as taking immediate responsibility for doing things,

seeking frequent and concrete feedback on their progress, maintaining control and

anticipating things, thus they always plan ahead (Hull et al., 1980; and Miller and

Droge, 1986).

In a domestic context, nAch has been used extensively to differentiate entrepreneurs

from non-entrepreneurial engineers, accountants, and middle managers (Meyer et al.,

1961; Hornaday and Aboud, 1971; Lachman, 1982; Sexton and Bowman, 1985;

Begley and Boyd, 1987; and Green and Dent, 1996). However, Cromie and Johns

(1982) report no statistically significant difference between entrepreneurs and

managers as far as need for achievement is concerned.

Many studies positively associate nAch with successful small firms' owner/managers

'entrepreneurs' and with successful corporate-executives 'intrapreneurs'

(McClleland, 1961; Schrage, 1965; Lynn, 1969; Wainer and Rubin, 1969; Ahmed,

1985; Begley and Boyd, 1987; Longenecker et al., 1994; and Utsch et al., 1996).

Moreover, Hansemark (2000) associates nAch with gender, finding that Swedish

male entrepreneurs as opposed to Swedish female entrepreneurs who started a new

business have higher scores for nAch, whilst Swedish female entrepreneurs had

lower scores on the same characteristic, even when compared with men who have

not yet started a new business.
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If nAch is pronounced among entrepreneurs, then it is reasonable to expect that this

particular need will drive them towards high performance (Lee and Tsang, 2001).

However, the relationship between nAch and firm performance is quite confusing

and inconsistent, with some studies finding a relationship with high performance

expressed as profit and growth (Scharge, 1965; Wainer and Rubin, 1969; and Lee

and Tsang, 2001), while others find no strong relationship between need for

achievement and performance (Miller and Toulouse, 1986; Begley and Boyd, 1987;

and Entrialgo et a!., 2000).

Need for achievement theory is criticised in two ways, firstly, the theory does not

differentiate entrepreneurs from non-entrepreneurs as it is applicable to all parties,

and secondly, there is no evidence from later research that links nAch to the decision

to start a business (Sexton and Bowman, 1985). Hansemark (2000) maintains that

nAch is unimportant factor for entrepreneurship.

2/4/1/2 Locus of Control

Locus of control has been the focus of much of the research in social psychology and

management disciplines (e.g. Miller, 1983; Miller and Toulouse, 1986; Roth, 1992;

and Boone and DeBrabander, 1993). In general, locus of control refers to the degree

to which an individual perceives success and failure as being contingent on personal

initiative (Rotter, 1966; and Brockhaus, 1982). It also refers to "an individual's

perceived ability to influence events encountered in the person's life" (Lee and

Tsang, 2001, p.586). Locus of control may be thought of as internal or external to the

individual. Internal locus of control refers to those who believe that they themselves

rather than external events are in control of their destiny and can influence events in

their lives (e.g. Brockhaus, 1982; and Begley and Boyd, 1987). In other words

entrepreneurs are thought to believe that their own behaviour and abilities shape

events. It stands to reason that these entrepreneurs are more willing to venture out on

their own without the protection of a large firm (McGrath et al., 1992). On the other

hand, an external locus of control represents the belief that a person's life is
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controlled more by luck or fate (e.g. Longenecker et al., 1994; and Entrialgo et al.,

2000).

Internal locus of control is related to learning which motivates and supports active

striving, whereas an external locus of control is suggested to impede learning and

encourages passivity (Rotter, 1966; and Littunen, 2000, p.296). A number of studies

find that entrepreneurs have a higher internal locus of control than non-entrepreneurs

(Shapero, 1975; Cooper et al., 1988; and Longencker et al., 1994), and Brockhaus

(1980) finds that internal locus of control is capable of differentiating successful

entrepreneurs from unsuccessful ones. However, Sexton and Bowman (1985) and

Begely and Boyd (1987) find that internal locus of control is as insignificant as need

for achievement in distinguishing entrepreneurs from their non-founders counterparts

(i.e. small business managers).

There is some evidence to suggest a link between locus of control and firm

performance. Miller and Toulouse (1986) confirm that CEO's locus of control leads

to higher sales growth and a better return on investment (ROT). Further, Boone and

DeBrabander (1993) find that firms directed by CEO's with an internal locus of

control perform better than those led by CEO's with an external locus of control.

Similarly, Anderson (1977) associates internal locus of control with corporate

financial performance, and Lee and Tsang (2001) correlate the construct with the

growth of the venture. However, Entrialgo et al. (2000) report no association

between managers' internal locus of control and firm success.

Rotter (1966) argues that locus of control is stable across situations rather than

situation specific. Anderson (1977) implies that individuals that exhibit an internal

locus of control tend to remain 'internals' throughout their lives, and those with an

external locus of control remain 'externals' no matter what experiences or situations

they face.
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2/4/1/3 Propensity Towards Risk

As mentioned earlier propensity towards risk is one of the four personality traits that

have been extensively researched and is thought to best portray the entrepreneur

personality (Carland et al., 1984; Busenitz and Barney, 1997; and Thompson, 1999).

In psychological terms, risk taking propensity can be defined as "dealing with

uncertainties and the degree of readiness to bear it" (Ahmed, 1985, p.'78l). However,

there is a view that propensity towards risk is situation specific with some

entrepreneurs being cautious and risk averse under certain circumstances and risk

takers in others (Brockhaus, 1980; and Kirzner, 1983). For instance, individuals may

be reluctant to take risks if they perceive themselves in a win situation and vice-versa

(Delmar, 2000), put differently the entrepreneur is sometimes moderate risk taker or

even risk averse, when an entrepreneur faces two projects that promise the same rate

of return, s/he will systematically choose the one with the lower risk (Meyer et al.,

1961; Brockhaus, 1982; Gamier, 1982; Sexton and Bowman, 1983; Ahmed, 1985;

and Palich and Begby, 1995).

Accordingly, entrepreneurs are characterised as risk averse and sometimes moderate

risk takers. McClleland (1961) and Thompson (1999) argue that entrepreneurs do

take risks but only calculated risks which they can understand, can manage, and to a

certain extent can control. Katz and Peters (2001, p.367) support this view and argue

that entrepreneurs do not take risks but they manage them. Similarly, Davis et al.

(1991, p.44) say that "entrepreneurship does not entail reckless decision making, but

rather, a reasonable awareness of the risks involved, and an attempt to manage these

risks".

The second view though, is that entrepreneurs do perceive themselves as high-risk

takers and sometimes even gamblers (Cox and Jennings, 1995). Buckley (1997, p.'72)

states that "owners managers often act on impulse and are often greater risk takers

than more 'managerialist' entrepreneurs".
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Research tends to concentrate on financial risks only, and in general the majority of

the studies have not clearly identified the type of risk that has been investigated.

However, Jackson et al. (1972, p.486) identify four major categories of situations

where risk taking may differ namely: 1) Monetary risk taking, where there is some

element of financial risk, 2) Physical risk taking, i.e. taking chances in situations

involving bodily harm or physical risk, 3) Ethical risk taking, which is taking

chances in situations in which normative ethical values are involved, and 4) Social

risk taking, i.e. situations in which the subject's esteem in the eyes of others is at

stake. One way to incorporate the different types of risks taking in a study is to

follow Slovic (1964) suggestion that conceptualises risk taking as a multidimensional

construct, where an individual's risk taking propensities are explored across a range

of risky situations.

Begley and Boyd (1987) and Carland et al. (1995) report different levels of risk

taking propensity when comparing founders of small businesses to managers in small

businesses (non-founders). The results indicate that the founders are less averse to

risk than their counterparts. Sexton and Bowman (1985) suggest that propensity

towards risk could be used to distinguish between founders and non-founders.

Nevertheless, Brockhaus (1980) finds that managers have the same propensity

towards risk as entrepreneurs and the general public.

However, the evidence for an association between propensity towards risk and firm

performance is mixed. Brockhaus (1980) reports no relationship between risk taking

propensity and financial performance, whereas Smith and Miner (1983) find that

relative to their counterparts, founders of firms that experience fast growth rates are

much more risk averse, which is consistent with the view that entrepreneurs prefer to

take calculated risks, which to a certain extent have control over (McClelland, 1961).

Clearly, risk taking studies have not produced uniform findings, the inconclusiveness

of the results though may be a consequence of methodological issues (e.g. using

different measures of risk taking and different levels of analysis such as, the firm or

the individual), also, it could be attributed to the variant definitions of what

constitutes an entrepreneur (Stewart et al., 1998; and Delmar, 2000).
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2/4/1/4 Tolerance of Ambiguity

Tolerance of ambiguity is perhaps the one psychological characteristic that

distinguishes the entrepreneurial personality (Low and MacMillan, 1988). Green and

Dent (1996) say that tolerance of ambiguity can be acquired and developed through

socialisation, learning, and experience rather than being inborn. Budner (1962, p.29)

defines tolerance of ambiguity "as the tendency to perceive ambiguous situations as

desirable" and Delmar (2000, p.141) argues that tolerance of ambiguity "is an

emotional reaction to such ambiguity and uncertainty, and low tolerance results in

stress and unpleasantness in a complex situation". Budner's (1962) and Delmar's

(2000) definitions of 'tolerance of ambiguity' complement each other, for instance

according to Budner if the individual will feel threatened in an ambiguous situation

then clearly as highlighted by Delmar s/he will feel anxious and uncomfortable.

The evidence suggests that tolerance of ambiguity differentiates entrepreneurs from

non-entrepreneurs and is positively associated with firm performance. There is

agreement that entrepreneurs exhibit greater capacity to tolerate ambiguity when

compared with top executives and non-founders respectively (Schere, 1982; Sexton

and Bowman, 1985; and Begley and Boyd, 1987). Moreover, researchers have

associated tolerance of ambiguity with firm success (Gupta and Govindarajan, 1984;

Dubinin and MacMillan, 1988; and Entrialgo et a!., 2000).

2/4/1/5 Limitations of the Traits Approach

The traits approach has been criticised for a number of reasons (Carson et al., 1995).

First, the approach cannot distinguish ownei s of small entrepreneurial firms from

successful professional executives in more established organisations. Second, the

traits approach perceives entrepreneurship as a static process rather than a dynamic

one which changes according to the development stage that the entrepreneur and the

firm have reached. Finally, defining the entrepreneur only as the one who starts up a

new venture is a very narrow definition of an entrepreneur. To overcome such

criticisms, Carson et a!. (1995) suggest studying psychological traits in clusters to
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allow more people to be seen as 'potential entrepreneurs'. For instance, Timmons

and Olin (1999, p.221) introduce an example of clustering of what they call

'desirable and acquirable attitudes and behaviours' for entrepreneurs, which

includes: "commitment and determination, leadership, opportunity obsession,

tolerance of risk, ambiguity and uncertainty, creativity, self-reliance and ability to

adapt and motivation to excel". This proposition is consistent with the view put

forward by Schumpeter (1962) and Carland et al. (1984) that the entrepreneur could

either be the owner of the firm or an employee in a firm.

Nevertheless, the traits approach continues to be a valuable approach to

entrepreneurship with researchers still investigating the possible association between

entrepreneurs' personality traits and firms' performance in both domestic and

international contexts. The ability of these traits to successfully distinguish

entrepreneurs from their counterparts still represents an area of interest to many

scholars.

2/4/2 THE SOCIAL PSYCHOLOGICAL APPROACH

The social psychological approach identifies the external factors which are more

likely to stimulate entrepreneurial activity. These factors include previous

employment andlor work experience, level of education and age (Carson et al.,

1995).

2/4/2/1 Previous Employment and/or Work Experience

Much of the research on previous employment and work experience indicates that

entrepreneurs in small firms are highly qualified individuals with previous

managerial experience (i.e. general managers, sales managers). They may have

worked in large companies before (Hisrich, 1988; Bryson, 1996; and Kirby and

Jones-Evans, 1997), or have worked in the family business before starting out on

their own (Shapero and Sokol, 1982; and Basu and Goswami, 1999). For

Bangladeshi entrepreneurs, Afza (2001) finds that 'trading' is the dominant source of
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entrepreneurship. Although not all the evidence supports the influence of work

experience on the entrepreneur, nevertheless, there is evidence that such experience

helps to build the entrepreneur's knowledge base, develops access to market

information and business networks, and improves his/her managerial capability

(Green and Dent, 1996; and Lee and Chan, 1998). Also, owner/managers past

experience can compensate for lack of firm experience (Cooper et al., 1989), and if

the work experience is international the owner/managers may accelerate the

internationalisation process of new ventures (Shrader et al., 2000).

Cooper et al. (1988) and Lee and Tsang (2001) establish a positive relationship

between prior experience and firm performance. The authors fmd that the

entrepreneur's diverse prior experience (e.g. industrial, managerial) is correlated with

greater venture growth. However, Evans (1987) and Basu and Goswami (1999)

report an inverse relationship between number of years the entrepreneur spends in

business and firms' growth rate. The negative association between the entrepreneur's

work experience and the firm growth rate implies that the firms grow faster in their

first years. Finally, Afza (2001) fmds no association between Bangladesh

entrepreneurs previous work experience and success.

The exporting literature emphasises the importance of life and professional

experience of the entrepreneur as key elements iiifluencing the decision to export

(Gamier, 1982). There is evidence that managers with overseas work experience are

more likely to intemationalise when compared to their counterparts (Kwei-Cheong

and Wai-Chong, 1988). Further, Gamier (1982) hypothesises that managers who

have lived abroad, worked in a multinational-corporation, andlor spent some time in

foreign-service are more likely to export. Moreover, Busenitz and Barney (1997)

report that experienced entrepreneurs can significantly influence - if not control -

risks associated with international business (e.g. they can gather additional

information about foreign markets when required).
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2/4/2/2 Level of Education

Both the entrepreneurship and exporting literatures highlight the level of education as

a distinctive element affecting entrepreneurial and exporting behaviours. There are

differing views on how the level of education affects entrepreneurial behaviour. One

view put forward by Pickles and O'Farrell (1987) is that a higher level of education

may reduce the individual's motivation to start a new business, the authors argue that

basically there are quite enough job opportunities for those holding higher degrees

and not vice versa. On the other hand, Gamier (1982) argues that entrepreneurs with

a higher level of education will be more open minded, more interested in foreign

markets, and thus more willing to assess the feasibility of entering export markets.

There are a number of scholars who have investigated the level of education of the

entrepreneur in different contexts. Hisrich (1988), Green and Dent (1996) and Lee

and Chan (1998) reveal that entrepreneurs from Russia, China, Northern Ireland and

UK respectively possess a medium level of education (i.e. approximating to school

level exams like '0' grade). Whereas, authors like Lafuente and Salas (1989), Basu

and Goswami (1999) and Afza (2001) report that entrepreneurs from South Asia,

Spain, US and Bangladesh correspondingly have a high level of education. Hence, it

seems that coming from either developed or developing country does not have much

effect on the entrepreneur level of education.

There is support for the positive impact of the entrepreneur's level of education on

firm performance and growth rate (Storey et al., 1989; Lafuente and Salas, 1998;

Basu and Goswami, 1999; and Kundu and Katz, 2000). Lee and Tsang (2001)

observe that in large firms, level of education has an indirect positive association

with venture growth moderated by firm size, while an inverse relationship was found

in smaller firms. However, Afza (2001) fnds no significant association between

entrepreneurs' level of education and success in Bangladesh. Although, Storey et al.

(1989) argue that academic qualifications do not guarantee success, there is evidence

to suggest that even if level of education is not directly relevant to the business, it can

still contribute to growth by enhancing the entrepreneur's communication skills and

developing his/her analytical and managerial abilities, thus lowering business
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development barriers and helping business to expand (Carson, 1990; and Lee and

Tsang, 2001).

International business researchers (Reid, 1983; Axinn, 1988; and Thomas and

Peyrefilte, 1996) have proposed that educated international managers are assumed to

be more 'cosmopolitan', more willing to deal with foreign contacts than less

educated managers, more receptive to new ideas, and are expected to perform better

than their counterparts as well. However, the relationship between the

owner/manager's level of education and international business performance is

inconsistent with some researchers reporting an association with export sales and

export profitability (e.g. Nakos et al., 1998), while others reveal a weak relationship

(e.g. Cavusgil and Naor, 1987), or even no association (e.g. Evangelista, 1994; and

Moini, 1995).

2/4/2/3 Entrepreneur Age

Different age groups may be associated with different sets of personal motivations

and objectives, and different levels of human and fmancial capital (Storey, 1994).

Longenecker et al. (1994) and Glancey et al. (1998) suggest that the entrepreneur's

age at the time of firm formation could be a determinant of subsequent performance.

They conclude that younger individuals may have ambition and drive, but are less

likely to have the experience and financial capital of older managers. The average

age of entrepreneurs reported in the literature varies widely, for instance the average

age reported for Russian entrepreneurs' was 34 years, for Northern Irish and Chinese

entrepreneurs, their 40's, and for Bangladeshi entrepreneurs the late 30's (Hisrich,

1988; Hisrich and Grachev, 1995; Lee and Chan, 1998; and Afza, 2001). More

generally, Thomas and Peyrefilte (1996) find that younger managers are associated

with growth, innovation and risk taking, while older managers are more risk averse,

and tend to make more conservative decisions. Afza (2001) reports no significant

association between the entrepreneurs' age at Bangladesh and level of success.
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Aaby and Slater (1989) and Longenecker et al. (1994) suggest that international

firms with older managers tend to take fewer risks, and be less willing to innovate

and expand internationally. Also, Czinkota and Ursic (1991) report that younger

managers tend to be more 'cosmopolitan', more entrepreneurial, and less averse

towards risks associated with exporting. As mentioned earlier, the findings that

correlate the age of the entrepreneur with firm performance are inconsistent, the

researcher supports the view that there is no ideal age for an entrepreneur, implying

that there are other factors that may affect firms performance along with the

entrepreneur age for instance, industry sector, market served, andlor tecimology

intensity.

2/4/3 THE BEHAVIOURAL APPROACH

The behavioural approach complements the traits and the social psychological

approaches. It deals with what the entrepreneurs do, for example, in dealing with

their competitors, or when confronted with decision making situations involving

uncertainty. Hence, the entrepreneurial orientation (EO) terminology which

encompasses innovativeness, proactiveness, and risk taking is used as a general

theme to define the behavioural approach (Covin and Slevin, 1989, 1991; Lumpkin

and Dess, 1996; Dess et a!., 1997; and Zahra and Garvis, 2000).

Entrepreneurial orientation is a multi-dimensional concept, represented as an

aggregate measure of innovativeness, proactiveness and risk taking (Kets de Vries,

1977; and Covin and Slevin, 1989). Lyon et a!. (2000) state that there are very few

studies that have investigated these three dimensions of entrepreneurial orientation.

Table 2.3 below summarises some of the key concepts of the 'entrepreneurial

orientation' which have been used in past research.

Miller (1983, p.770) suggests that an entrepreneurial firm is one that "engages in

product market innovativeness, undertakes somewhat risky ventures, and is first to

come up with proactive innovations, beating competitors to the punch. A non-
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entrepreneurial firm is one that innovates very little, is highly risk averse, and

imitates the moves of competitors instead of leading the way". Covin and Slevin

(1989, p.79) define the entrepreneurial strategic posture as the one "characterised by

frequent and extensive technological and product iimovation, an aggressive

competitive orientation, and a strong risk taking propensity by top management".

Table (2.3) Entrepreneurial Orientation Definitional Keywords

Author	 Definitional keywords

McClelIand (1976)	 • Innovation, need to achieve, risk accepting, proactive.

Meyers (1976)	 • hmovative.

Khandwalla (1977)	 • Financial innovation, proactive, pragmatic.

Shapero and Sokol (1982)	 • Proactive, functional, initiator management, decentralisation,
rewards to risk-takers.

Miller and Friesen (1983)	 • Agressiveness, innovative new products, novel solutions,
logistical innovation, emphasis on research and development.

Foxall (1984)	 • Opportunity seeking, control of external parties for own gain.

Ginsberg (1985)	 • Aggressive, seek novel solutions, innovative, new products,
innovative distribution.

Morris and Paul (1987) • New product introductions, innovative production and logistics,
risk taking, aggressive, seek novel solutions, research and
development emphasis, active opportunity scans, bold, growth
oriented, pragmatic, compromising, charismatic leaders.

Covin and Slevin (1989)	 • Innovative, aggressive, proactive.

Source: Miles and Arnold (1991, p.51).

Recently, Lumpkin and Dess (2001, p.431) define the three dimensions used to

operationalise EO as follows, "innovativeness is the willingness to support creativity

and experimentation in introducing new products/services, and novelty,

technological leadership and R&D in developing new processes, proactiveness is an

opportunity seeking, forward looking perspective involving introducing new

products or services ahead of the competition and acting in anticipation of future

demand to create change and shape the environment. Risk taking is the tendency to
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take bold actions such as venturing into unknown new markets, committing a large

portion of resources to ventures with uncertain outcomes, andlor borrowing heavily".

Several attempts were made to associate the three dimensions of EQ highlighted

earlier by Lumpkin and Dess (2001) with the financial performance of firms. The

research does support the view that EQ improves firm's financial performance in

terms of sales growth and profitability (Peters and Waterman, 1982; Schoolihammer,

1982; Namen and Slevin, 1993; Brown, 1996; Wikiund, 1999; and Barrett et al.,

2000). Consistently, Becherer and Maurer (1997) report that EQ is directly related to

change in profits. Collectively, these activities improve the firms' capability to

perceive and recognise market opportunities before their rivals (Zahra and Garvis,

2000). Moreover, Barrett et al. (2000, p.60) conclude that "the more management is

proactive toward customers and competitors, innovative in its products and

processes, and realistic in its risk-taking behaviour, the stronger will be the firm's

business performance". These contradict Zahra's (1993, p.11) assertion that there is

"a paucity of empirical documentation of the effect of entrepreneurship on company

financial performance".

There is a common belief among entrepreneurship scholars that the external

environment moderates the firm-performance relationship (e.g. Covin and Slevin,

1989; and Zahra and Covin, 1995). The external environment is characterised as

either 'hostile' or 'benign'. There are a number of approaches in the literature to

define a 'hostile' environment. Khandwalla (1977, p.135) describes a hostile

environment as "risky, stressful and dominating". Zahra and Covin (1995, p.48)

define hostility as "high levels of competitive intensity, a paucity of readily

exploitable market opportunities, tremendous competitive-market-, andlor product-

related uncertainties, and a general vulnerability to influence from forces and

elements external to the firm's external environment". Zahra (1993, p.324) further

asserts that "hostility arises from several sources, including declining demand or

radically changing innovations that render a firm's technology obsolete". Covin and

Slevin (1989, p.75) characterise hostile environment as "precarious industry settings,

intense competition, harsh overwhelming business climates, and the relative lack of
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exploitable opportunities", and Merz et al. (1994, p.50) assert that "hostility is the

degree to which the environment is threatening to firm survival", whereas, a 'benign'

or 'non-hostile' environment provides rich and plentiful investment and marketing

opportunities (Khandwall, 1977; and Covin and Slevin, 1989).

Attempts were undertaken to associate EU with firms operating in 'hostile' andlor

'benign' environments. Miller and Friesen (1982) find that compared with non-

entrepreneurial firms, the environment of entrepreneurial firms' is significantly

hostile. One year later, Miller and Friesen (1983, p.233) separately examined the

consequences of performance on the relationship between environmental hostility

and entrepreneurial behaviour. The authors argue that "extensive risk taking, forceful

proactiveness and a strong emphasis on novelty can be very hazardous when

competitive or economic conditions are becoming more taxing (i.e. hostile)". The

authors report that environmental hostility, heterogeneity arid dynamism are

significantly associated with entrepreneurial behaviour (i.e. proactive, risk-taking,

innovative behaviour) in successful firms and not vice-versa.

A number of researchers report a positive association between EU and firms'

performance especially among those operating in hostile environments (Covin and

Slevin, 1989, 1991; Davis et al., 1991; and Zabra and Covin, 1995). Miller and

Friesen (1983) observe a negative relationship between entrepreneurial firm and

performance in non-hostile environment. Covin (1991) finds that entrepreneurial

firms outperform conservative firms with respect to growth. However, some authors

agree that conservative firms can be successful if they are located in the appropriate

environment (Khandwalla, 1977; Miller and Friesen, 1982; and Covin and Slevin,

1989). This result supports Covin and Slevin's (1988, p.217) argument based on a

contingency approach that "an entrepreneurial orientation per se may not necessarily

be desirable in all situations, rather it should only be regarded as good or bad when

considered in a particular organisational and environmental context".
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The inconsistent results characterised entrepreneurship research encourages some

authors to propose three complementary approaches for measuring EO, namely,

managerial perceptions, firm behaviour, and resource allocations (see Table 2.4), the

aim of these approaches is to have more valid and reliable entrepreneurship research

(Lyon et a!., 2000).
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2/5 INTERNATIONAL ENTREPRENEURSHIP

International entrepreneurship is one of the emerging areas of international business

research (Wright and Ricks, 1994). McDougall and Oviatt (1997, p.291) place

international entrepreneurship "at the intersection of both entrepreneurship and

international business fields which represent two growing areas of interest

respectively". However, international entrepreneurship has not yet been explored

rigorously and research findings are still relatively scarce (Zahra, 1993; Oviatt and

McDougall, 1994; Coviello and Munro, 1995; and Rhee, 2002).

Zahra (1993, p.9) defines international entrepreneurship as "the study of the nature

and consequences of a firm's risk-taking behaviours as it ventures into international

markets". McDougall and Oviatt (2000, p.903) put forward a more comprehensive

definition of international entrepreneurship as "a combination of innovative,

proactive, and risk-seeking behaviour that crosses national borders and is intended to

create value in organisation". Their definition includes all three dimensions of EO,

whereas Zahra (1993) concentrates on risk-taking behaviour only. Also, a number of

authors agree that international entrepreneurial orientation reflects the firm's overall

proactiveness and aggressiveness in its pursuit of international markets, it is

associated with managerial vision, innovativeness and proactive competitive posture

overseas (Jennings and Young, 1990; Davis et al., 1991; Miles and Arnold, 1991;

Caruana et al., 1998; and Knight, 2000).

Tables 2.5 and 2.6 below illustrate some interesting findings with respect to the

entrepreneurial taxonomies and the three common dimensions of "entrepreneurial

orientation" that have been examined arid tested in previous exporting research

(Yeoh and Jeong, 1995).
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Table (2.5) Entrepreneurial Taxonomies in Exporting Research

Authors	 Key findings

Aggressive exporters view exporting as a main source of growth for
the company while reactive exporters wait for unsolicited orders orPiercy (1981) only export when excess capacity cannot be absorbed by the
domestic market. Aggressive exporters place greater emphasis on
product quality, design and a market-based pricing strategy.

Aggressive exporters actively seek their first order, while passive
exporters tend to receive their first order unexpectedly from foreignTesar and Tarleton

	

1982'	 buyers without any particular effort. Passive exporters also have
'	 '	 fewer years of experience in the exporting activities.

Aggressive (proactive) exporters tend to acquire more information

Johnston and	 about foreign markets, possess greater managerial desire to export,

Czinkota 1985'	 products tend to be more unique, and have greater marketing or
'	 '	 technological advantage.

Innate (aggressive) exporting firms are new ventures established for
the purpose of serving overseas markets. They have a polycentric
orientation and view foreign market opportunities as being more

Gantisky (1989) attractive than those of the local market. In contrast, adoptive
(passive) exporters tend to be ethnocentric, are more committed to
the firm's domestic opportunities, and allocate fewer resources to
exporting than required.

Aggressive exporters tend to have more direct contact with their

Da Rocha et al	 overseas buyers, export involvement of the CEO, greater emphasis

'1990'	 on product quality, market diversification, sophisticated planning
'	 '	 techniques and quality control activities.

Passive exporting firms tend to be dominated by managers with a
negative attitude towards exporting. These firms are not likely to be
strongly committed to export markets because their participation in

Eshghi (1992) exporting was accidental rather than a deliberate decision process,
and the decision to export was purely reactive (e.g. declining sales
in the domestic market).

High innovative exporters relative to their low innovative
counterparts have a greater likelihood of establishing export-
specific organisation, undertaking export activity on an ongoing

Samiee et al. (1993) basis, using more sources of export information, and relying
significantly more on its internal sales personnel for export market
contact.

Source: Yeoh and Jeong (1995, p.100).
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The table above illustrates the common terminologies used in entrepreneurship and

exporting literatures. These include active/reactive (Piercy, 1981), aggressive/passive

(Tesar and Tarleton, 1982; and DaRocha et al., 1990), active/passive (Eshghi, 1992)

and innate/adoptive (Gantisky, 1989). As Miller (1983, p.'77l) says "the factors

associated with exporting and export performance are, not surprisingly, the same

orientations and behaviours identified more generally with 'entrepreneurship'.

Table (2.6) Empirical Findings on Dimensions of Export Entrepreneurship

	

Dimension	 Empirical Findings

Compared to conservative exporting firms, entrepreneurial
exporting firms:

• Emphasise customer service and support for overseas customers
(Ginsberg & Venkartman, 1985; and Beamish et al., 1993).

• Are characterised by a heavy emphasis on R&D (McGuinness
& Little, 1981; Carisson & Hansen, 1982; and Cavusgil &
Nevin, 1981).

	

Inn ovativeness	 • Are likely to emphasise development of new products (Namiki,
1989; and Carlsson & Hansen, 1982).

• Expand export volume through market spreading (Reid, 1987;
Beamish et al., 1993; Tumbull, 1987; and Diamantopoulos &
Inglis, 1988).

• Supply innovative, high technology products to overseas market
(Namiki, 1989; Beamish et al., 1993; and Suzman & Wortzel,

____________________	 1984).
Compared to conservative exporting firms, entrepreneurial
exporting firms:

• Actively search for new opportunities in additional country
markets (Cavusgil, 1984).

	

Proactiveness	 • Implement formal export research in a systematic fashion
(Walters, 1993; and Cavusgil, 1984).

• Undertake export planning activities (AyaI & Raban, 1987;
Cavusgil & Nevin, 1981; Denis & Depelteau, 1985; Stevenson
& Gumpert, 1985; Burton & Schlegelmilch, 1987; and

____________________	 Seringhaus & Rosson, 1990).
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• Devote significant amount of resources to information
gathering activities (Ayal & Raban, 1987; and Diamantopoulos
& Inglis, 1988).

• Take advantage of resources provided by various external

	

Proactiveness	 sources (Cooper et al., 1970; Denis & Depelteau, 1985;
Karafakioglu, 1986; and Samiee & Walters, 1991).

(continued)

• Are less likely to rely on unsolicited export orders (Eshghi,
1992; Suzman & Wortzel, 1984; and Kaynak, 1992).

• Are motivated to export for 'proactive reasons' (e.g. market
share, profits, planning, expansion) (Koh, 1981; Eshghi, 1992;
and lee & Brasch, 1978).

Compared to conservative exporting firms, entrepreneurial
exporting firms:

• Perceive competition in export markets as less risky (Tesar
& Tariton, 1982; and Christensen et al., 1987).

• Exhibit a stronger international market orientation (Cooper
& Kleinschmidt, 1985; Namiki, 1989; Kleinschrnidt &
Cooper, 1984; Dichtl et al., 1986; and Dichtl et al., 1990).

	

Risk taking	
• Tend to perceive government rules and regulations as less

of an obstacle to exporting (Rabino, 1980).

• Are likely to view their conmiitment to, and investment in
exporting activities as comparable to a domestic counterpart
in terms of riskiness (Tesar & Tarleton, 1982; Dichtl et al.,
1990; Axinn, 1988; Kaynak & Stevenson, 1982; and Louter
et al., 1991).

• Tend to perceive the distribution, service, delivery
problems and costs as less of an obstacle to exporting
(Diamantopoulos & Jnglis, 1988; and Lee & Brasch, 1978).

Source: Yeoh and Jeong (1995, p.101).

Thomas and Mueller (2000, p.290) investigate whether "the entrepreneurial attributes

namely innovation, locus of control, propensity toward risk, and energy level are

universal or .....vary systematically across cultures". In their study of nine countries,

the posture of the US entrepreneur was used as the 'ideal' model in examining
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cultural distance. The results indicate that internal locus of control, moderate risk

taking propensity, and high energy level decrease as cultural distance from the 'ideal'

increases. No variations were reported with respect to innovation orientation. Earlier,

McGrath and McMillan (1992) investigated entrepreneurs from three diverse cultural

regions. The regions are called, Anglo (i.e. US, UK and Australia), Chinese (i.e.

Taiwan and China), and Nordic (i.e. Denmark, Norway, Sweden and Finland). The

authors find that entrepreneurs from the three regions share a set of similar beliefs

despite the diverse culture surrounding their society. These sets of beliefs

successfully differentiate entrepreneurs from non-entrepreneurs in the respective

countries.

In the international entrepreneurship literature there is a debate on the key influences

of instant internationals. In McAuley's (1999, p.7O) study of Scottish arts and crafts

sector the term "instant internationals is used to convey what happens to a firm under

certain influences". McAuley (1999) identifies four sets of key influences on instant

exporters namely, product, personal and psychological, industry, and cognitive (see

Figure 2.2). The result reveals that these firms are born global, they neither start with

the domestic market, nor with the psychologically close markets, their

internationalisation process did not progress in incremental steps, further in most of

the cases the exporting experience was unplanned, finally, the author finds that the

network theory dominates the 'instant exporters' behaviours.
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Figure (2.2) Key Influences on the Instant Internationals

Product

*Good design
*Quality
*Pflce
*Deljvel.y
* Scottish image

Personal &
psychological

*Business attitude
*Family
*personality
*Education & training
* Fearless

Opportunity
Instant internationals

Cognitive
	 Industry

*Networks	 *Sectoral influences
*Access to know how	 *Global market
*Customer focused
*Business skills

Source: McAuley, A. (1999, p.77).

Knight (2000) examines the central role entrepreneurial orientation plays in SME

internationalisation. The results indicate that entrepreneurial orientation directs or

guides marketing strategy, international preparation and technology acquisition, and

indirectly promotes and improves the firm overall international performance. Zahra

and Garvis (2000) positively associate International Corporate Entrepreneurship

(ICE) with the overall profitability of the firm and growth in both national and

international markets. Caruana et al. (1998) explore the role of centralisation and

formalisation in explaining entrepreneurial behaviour among manufacturing

exporters in Malta. They find that entrepreneurial behaviour is negatively associated

with increased centralisation, and positively associated with increased formalisation,

and that, smaller firms exhibit more entrepreneurial behaviour in comparison with

larger firms. Moreover McDougall (1989) finds that internationally orientated new

ventures pursue much more aggressive strategies when compared to their domestic

counterparts in the computer and communication manufacturing industry.
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Furthermore, following the contingency approach premise that no single structure is

appropriate for all tasks, Robertson and Chetty (2000) find that when the New

Zealand exporters' strategic orientation (i.e. entrepreneurial or conservative) matches

their environments, they both perform equally. Also, Yeoh and Jeong (1995) highly

recommend entrepreneurial orientation posture for small exporting firms operating in

hostile environments. Finally, Dimitratos et al. (2003) find that the environmental

uncertainty of the domestic country, individually, and collectively with the

uncertainty of the environment of the foreign country, positively moderate the

entrepreneurial style - international performance relationship among Greek firms.

In summary, the studies described briefly above indicate that the relationship

between international entrepreneurship and firm performance has only been explored

to a limited extent, yet the initial indications are that international entrepreneurship

has a positive effect on firm performance.

2/6 CHAPTER SUMMARY

After reviewing various entrepreneurial typologies extensively, it can be concluded

that the 'craftsmen' and the 'opportunists' styles are inadequate in describing

entrepreneurs, and that illustrating each possible combination of entrepreneurs is far

from practical.

Three different approaches to understanding the entrepreneurship phenomenon have

been reviewed. These are the traits approach, which focuses on personality

characteristics (i.e. need for achievement, locus of control, propensity towards risk,

and tolerance of ambiguity), the social psychological approach, which emphasises

the context from which the entrepreneur comes, and finally, the behavioural

approach. The interrelationship and the interaction between the three approaches are

believed to provide more insights into entrepreneurship phenomenon than any one of

the approaches by itself. The nature of international entrepreneurship was discussed,

and attention has been drawn to the limited empirical research in the area. This

suggests that the field is still immature and more research is needed to move the
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entrepreneurship discipline forward. For instance, researchers need to reach a

consensus with respect to 'who is an entrepreneur'. Also, testing the three

dimensions underlying the entrepreneurial orientation concept using the pre-tested

and validated construct of Covin and Slevin (1988) regardless of the age of the firm

(i.e. young versus well established), firm size (i.e. small versus large), or sector (i.e.

traditional versus high tecimology), to illuminate to what extent the construct is

applicable to a wide range of firms. Moreover, empirically testing Lyon et al. (2000)

complementary approach for EO namely, managerial perceptions, firm behaviour

and resource allocations in order to overcome some of the inconsistencies that

characterise entrepreneurship research.

Having emphasised the importance of the owner/managers characteristics, and drawing

on the belief that having an owner/manager with particular features is a way of

exploiting the potential benefits of the Internet, and make them more tangible at the

firm level, the next chapter will change the focus of the research from the

owner/managers level to the level of the firm, where the Internet - e-commerce and

SME internationalisation will be investigated and analysed.
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CHAPTER THREE

INTERNET AND SME INTERNATIONALISATION

Chapter Objectives

• To briefly discuss the origin of the Internet and propose definitions of the

Internet and e-commerce.

• To analyse the relationship between the Internet and marketing strategy with

special reference to product type, the World Wide Web, advertising, pricing,

and distribution on the Internet.

• To present an attempted synthesis of very limited empirical evidence

discussing the Internet - e-commerce and SME internationalisation.

• To evaluate the advantages, barriers and threats to the internationalisation of

SMEs as a result of using the Internet.

• To examine and evaluate the theoretical explanations of firm

internationalisation.
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CHAPTER THREE

INTERNET AND SME INTERNATIONALISATION

'The Internet' is often portrayed as one of the most transforming technological

inventions since the industrial revolution (The Economist, 1999). According to

James H. Clark, co-founder and chairman of Netscape Communications:

"The Internet is the biggest thing that has happened in telecommunications
since the telephone. It is going to become as fundamental to the operations of
businesses as having a telephone. You won 't be able to be in business ........
[wJithout an Internet connection, because there will be so much business
conducted that way" (The Business Times, 1996, cf Soh et al., 1997, p.217).

The advances in information and communication technology, particularly the wide

spread use of the Internet and e-commerce have provided more opportunities for

small firms' internationalisation. This chapter highlights issues that are concerned

with the Internet and SME internationalisation. It begins with a brief discussion of

the origin of the Internet, and the proposed definitions of the Internet and electronic

commerce. The next section deals with the Internet and communication with special

reference to electronic mail (email), 'the Intranet' and 'the Extranet'. Then, the

Internet—marketing strategy relationship is outlined, followed by a review of the

limited empirical studies that address the impact of the Internet on SME

internationalisation. The chapter then concludes with a discussion of the main

theoretical foundations underpinning this research. The theories and phenomena

reviewed are, transaction costs, the Uppsala model, Innovation models, the 'born

global', 'early international', and 'born-again global', the network perspective, and

the Resource Based View (RBV).

3/1 INTERNET AND ELECTRONIC COMMERCE DEFINITIONS

3/1/1 Internet Origin and Definitions

The Internet was developed by scientists employed by the US Defence Advanced

Research Projects Agency (DARPA) in the early 1960's, who saw great potential in

allowing computers to share information on research and development in scientific

and military fields (Hoffman and Novak, 1994; Goodman et al., 1994; Leiner et a!.,
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1997; and Howe, 2000). It was not until the early 1990's that the Internet has been

'opened for business' (Gogan, 1997; and Howe, 2000).

The Internet is a digital communication network that links millions of computers

connected to thousands of networks around the world (Chen et al., 1998). It is a

mechanism for information dissemination, and a medium for collaboration and

interaction between individuals and their computers regardless of geographic

location (Griffiths, 1999). The Internet is also an interconnection and collaboration

of networks that allows users of disparate heterogeneous computer network to

communicate with each other across organisational and geographical boundaries

(Nicoll, 1994). The Internet operates on a standard protocol, which allows data to be

transferred between otherwise incompatible machines (Hamill, 1997). The Internet is

"an innovative process, supported or made feasible by technology, by which

organisations and individuals communicate, network and do business" (Vadapalli

and Ramamurthy, 1997, p.1 12). The Internet is a new and highly efficient medium

for accessing, organising, and sharing information (Ainscough and Luckett, 1996;

and Peterson et a!., 1997). The Internet is also an ever changing, increasingly popular

medium, that offers new opportunities for SMEs to internationalise (McCue, 1998),

given that in many cases, SMEs reflect the more personal and unique characteristics

of a community than larger firms' (OECD, 1999).

3/1/2 Electronic Commerce Definitions

Electronic commerce has existed for many decades as Electronic Data Interchange

(EDI), or Electronic Funds Transfer (EFT), however, it became more widely used

following the introduction of the World Wide Web (WWW) and the liberalisation of

the telecommunication sector (Hill, 1997; and OECD, 1999).

It is expected that the largest impact of e-commerce will be on small and medium

sized firms, a detailed argument is highlighted later in the chapter (see section 3/4),

where the transactional tools associated with e-commerce allow SMEs to extend

their geographical reach, enter new product markets, expand and enhance the

number of customers within defined target market, and collaborate and access
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important information that previously was difficult to acquire (Haynes et al., 1998;

Darbyshire et a!., 1998; and OECD, 1999, 2000).

The term e-commerce has no widely accepted definition, and could be described in

different ways. Broadly speaking, it includes any form of economic activity

conducted via electronic connections (Wigand, 1997; OECD, 2000; and Baron et a!.,

2000). E-commerce is more than buying and selling goods or services electronically,

it is the sharing of business information generated, stored or communicated by

electronic, optical, or analogous means including Electronic Data Interchange (ED1),

email, maintaining business relationships, and conducting business transactions by

means of telecommunications networks (Applegate et al., 1996; Zwass, 1996;

Kalakota and Whinston, 1996; Hill, 1997; and Baron et al., 2000). Kilian et al.

(1994) and Wigand (1997) assert that both EDI and email are central tools

underlying the operation of e-commerce, and they may be perceived as value added

network services, that allow the user to substitute electronic forms for their paper

based counterparts. As a consequence, e-commerce addresses the needs of firms,

merchants, and consumers to cut costs while improving the quality of goods and

services, and increasing the speed of service delivery (Strader and Shaw, 1997).

To sum up e-commerce is viewed as equivalent to all business related Internet

activities such as: gathering market research, providing market intelligence, linking

business contacts, posting product and service descriptions, and interacting in

business related news groups (Domeisen, 1999). Recently, De-Wuif et al. (2002)

develop a reliable model to measure e-commerce effectiveness using the consumer

buying process as a framework. The model consists of 7 main stages namely:

awareness, navigation, information, transaction, delivery, service, and relationship,

the model stages are disaggregated to 25 sub-dimensions.

The above discussion of e-commerce addresses the academic point of view, where

academics recognise that e-commerce encompasses a wide range of

telecommunications applications with the overall goal of providing sales and

services to the customer.
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Arguably, practitioners have a different view of e-commerce and may perceive it as

mainly buying and selling goods and services via the Internet. This may be quite a

narrow perspective and raises concerns that managers may not consider the strategic

importance of e-commerce technologies. Hence, they may not invest sufficient funds

to fully implement e-commerce applications (Rebello, 1996; and Riggins and Rhee,

1998).

Another perspective of electronic commerce is presented by OECD. The definition

below is an example of an international institution's point of view of e-commerce

that emphasises both the academics and practitioners perspectives of e-commerce:

"...Electronic commerce is concerned specifically with business occurring
over networks which use non-proprietary protocols that are established
through an open standard setting process such as the Internet. The term
'business' broadly means all activity that generates value both within a firm
(internally) and with suppliers and customers (externally). In this sense it
would include internal networks (e.g. Intranets) as well as networks that
extend to a limited number of participants (e.g. Extranets). Some of this
activity may result in monetary transaction and some will not (OECD, 1999,
p.28,).

Academics, practitioners, and international institutions have different perspectives of

e-commerce, yet, they all agree upon a narrow definition that includes buying and

selling over the Internet, as well as conducting monetary transactions electronically.

3/2 COMMUNICATION VIA THE INTERNET

3/2/1 Electronic Mail

Email is defined as a "computer-based message that can be electronically

manipulated, stored, combined with other information and exchanged with other

computers" (Stevens and McElhill, 2000, p.272). No wonder the use of email has

changed the way communication is carried out within companies (McBride, 1996).

For example, firms can use their email to send documents to their sales force, picture

files of new products, sales reports or pricing charts (Avlonitis and Karayanni,

2000). As a consequence, the firms are saving large amount of time and money,

besides greatly reducing the need for expensive face-to-face meetings (Sterne, 1995;

Knight and Cavusgil, 1996; Collin, 1997; and Howe, 2000). Thus, email enables the
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firms to lower their communication costs, and minimises the time and effort needed

to deliver communications, which makes the Internet a valuable medium particularly

for firms engaged in international trade (Gallagher, 1999).

Compared with regular mail, the telephone or the use of the telegram, electronic mail

is a fast and cost effective mean of communicating globally. Thereby, it is one of the

more controversial mediums for marketing today, as it allows individuals and/or

businesses to reach anyone connected to the Internet, no matter how far away, at no

extra cost, at the touch of a button (livinginternet.com ; Sterne, 1995; Leiner et al.,

1997; Lenug, 1998; and Abraham, 2001).

Email is changing the nature of the relationship firms have with their customers

and/or suppliers from "one of reactiveness to one of involvement and dialogue"

(Kalakota and Whinston, 1997, p.33 1). It is the quickest and easiest way to keep in

touch with both groups by sending updates of manuals, new information on a

product, or even software that allows a virtual demonstration of the product (Wilson

and Abel, 2002). Moreover, email links to company Web pages allow the

development of online consumer panels, where feedback from the panels can

instantly be communicated to the appropriate staff, thereby giving the customers one

more method to communicate with the firm (Hoffman et al., 1995; Sterne, 1995;

Wigand, 1997; Auger and Gallaugher, 1997; Hamill and Gregory, 1997; and Wilson

and Abel, 2002). Email also allows firms to organise their after sales service in a

more attractive and efficient way and to support their customers while they make

their buying decision (Sieber, 1996).

3/2/2 Intranet and Extranet

The emergence of the Intranet and the Extranet in recent years has transformed the

way firms manage and distribute information (Chen et al., 1998). The Intranet and

the Extranet allow cross-functional coordination within the firms by keeping in

touch with their offices and/or employees via the Intranet, and collaborating with

their suppliers, vendors, partners, and customers via the Extranet. Such cross

functional coordination has an important influence on the firm's innovation and

marketing effectiveness (Papows, 1998).
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3/2/2/1 Intranet

The term 'Intranet' describes a private computing network internal to an

organisation, that uses World Wide Web technology to allow only authorised

users/employees online access to a company's information resources through

individual desktop computers (Ellsworth and Ellsworth, 1997; Auger and

Gallaugher, 1997; Chen et a!., 1998; Howe, 2000; and Curry and Stancich, 2000).

The 'Intranet' "provides global communication within the corporate environment

internally rather than externally" (Curry and Stancich, 2000, p.250).

The advantages of the 'Intranet' include the rapid dissemination of up-to-date

information among employees in a much more cost-effective way when compared

with older means (e.g. memos and newsletters), the reduction in duplication of

information, improved communication flows, knowledge enhancement as a result of

having more direct access to information, the sharing of best practice and

encouragement of innovation through the sharing of preliminary drawings, designs

and data online via a virtual meeting, where each participant can be at his or her own

desk discussing issues via the phone or using online telephony. This means that less

time is spent in face-to-face meetings and faster research and development (Auger

and Gallaugher, 1997; Baker, 1997; and Curry and Stancich, 2000).

Despite these benefits the potential contribution of the Intranet to business has not

been fully exploited yet. There are problems associated with the use of the Jntranet

which include the control of the contents on the Intranet, ownership of data and

information, control of access to different levels of information, information

overload and unofficial use of the Intranets (Healy and Iles, 2002).

3/2/2/2 Extranet

An Extranet is a selective extension of a firm's Intranet that uses the Internet

protocols and the public telecommunication system to securely communicate and

share information with external partners such as suppliers, vendors, or customers

(Chen et a!., 1998; OECD, 1999; and Healy and Iles, 2002). Hence, the aim of using

the Extranet is to promote an open, interactive and collaborative working

environment between the firm and its external partners (Healy and Iles, 2002). Firms
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can use the Extranet in several ways such as for the exchange of large volumes of

data using Electronic Data Interchange (EDT), sharing product catalogues with

wholesalers, collaborating with other companies on joint development efforts, jointly

developing and using training programmes with other companies, and sharing news

of common interest with partners (Anonymous [Marketing News], 1997). The

Extranet enables direct contact with customers, which allows marketing

communications managers to engage with customers in one-to-one conversation,

hence, provides them with market information as well as with demographic and

psychographic data (Van Doren et al., 2000).

The Extranet is a powerful tool for market research that provides the firms decision

makers with the information needed to develop marketing strategies that better

match their customers needs (Sieber, 1996; and Paul, 1996). However, there is

evidence that the Extranets are not widely used, therefore, their contribution are not

yet fully realised (Perry and Bodkin, 2002; and Healy and Iles, 2002).

3/3 THE INTERNET - MARKETING STRATEGY RELATIONSHIP

The wide spread use of the Internet in marketing in the last decade reflects the

agreement in the literature about the Internet efficiency as a marketing and

advertising medium (Hoffman et al., 1995; Hoffman and Novak, 1997; Alba et al.,

1997; and Sharma, 2002). The Internet is an 'additive' marketing channel where its

strength is perceived as a complementary resource rather than a 'substitutive' for the

finns' traditional resources, activities and ways of competing (Swatman, 2000; and

Porter, 2001). Some authors argue that marketing managers should integrate the

Internet into their marketing strategy and be prepared to deal with the transition from

the traditional approach in marketing to the one in cyberspace (Collin, 1997;

Avionitis and Karayanni, 2000; Van Doren et al., 2000; and Deeter-Schmelz and

Kennedy, 2002). Paul (1996) and Avionitis and Karayanni (2000) suggest that firms

who do not incorporate the Internet into their marketing strategy will be at a

competitive disadvantage.
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3/3/1 The Internet and Product Type

Particularly for marketing to consumers some types of products/services are more

suitable to be marketed on the Internet (Peterson et al., 1997; Poon and Joseph,

2000; and Chaffey et a!., 2000). For instance, digitisable products (CD, music,

newspapers and magasines) are particularly appropriate for electronic markets, as

they are taking advantage of both market and distribution mechanisms, resulting in

very low transaction costs, and minimising of time needed to fulfil products orders

(Strader and Shaw, 1997).

Peterson et al. (1997) set out three dimensions for the categorisation of products and

services sold over the Internet. Firstly, the cost and frequency of purchase, where the

more frequent the purchase and the lower the cost, the less likely the products are to

be sold online. Secondly, when a product or a service has an intangible value in the

marketplace such as flight tickets, the advantage of the Internet as a transaction and

distribution medium is likely to be higher. Finally, as long as the products or services

can be differentiated, then the Internet can serve as an effective segmentation

mechanism to guide buyers to their ideal product or service. Therefore, sellers can

control the fit between the buyers' requirements and product characteristics.

Lynn et a!. (2002) find that products/services with a low purchase risk for the

customer are good candidates for the Internet, whereas, high risk purchase

products/services are not. Poon and Joseph (2000) investigate the relationship of

search/experience goods and tangibility. Where experience goods are those goods

whose features can only be evaluated by trying or inspecting the product, while the

features of search goods can be evaluated based on externally available information

(Poon and Joseph, 2000, p.22). The authors identify four categories of products,

namely experience goods/high tangibility, experience goods/low tangibility, search

goods/high tangibility and search goods/low tangibility. The results indicate that

product characteristics are insufficient to undet stand the benefit of Internet

commerce among small businesses and that other areas such as characteristics of the

business sector and value chain should be studied. Peterson et al. (1997) and Poon

and Joseph (2000) use different products/services classifications and the findings

lead to the conclusion that different categories of products/services may lead to
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different results and that further investigation is needed to clarify the relationship

between product characteristics and the Internet.

3/3/2 The Internet and Promotion

3/3/2/1 World Wide Web (WWW)

The introduction of the Web has made the Internet a mass phenomenon (Kalakota

and Whinston, 1996, 1997; Nua Internet Surveys; and GVU, 1998). The WWW has

turned the Internet into a global, distributed and hyper-linked multimedia database,

supplying people with useful information without the need for detailed technical

knowledge (Sterne, 1995; Zwass, 1996; Collin, 1997; Frost and Strauss, 1998;

Lymer et a!., 1998; Van Doren et al., 2000; and Benners-Lee, 2001). Burstein and

Kline (1995) refer to the Web as the great marketing superhighway.

Today the World Wide Web is the most dominant commercial use of the Internet,

and is regarded by users as 'indispensable technology' (Gray, 1996; and GVU,

1998). Firms have developed Web sites full of information, pictures and product

descriptions (Steme, 1995). However, as more firms use the WWW, the less having

a Web site will be a competitive advantage (Lituchy and Rail, 2000).

As a direct marketing channel, the Web supports two-way communication between

the merchant and the consumer which could not be found when using other

traditional media (Avionitis and Karayanni, 2000). It also provides a direct

interactive shopping charmel without a geographical and temporal limit, which

facilitates customer's support as well as market activities to a greater degree than

traditional media (Hoffman and Novak, 1994; Hoffman et a!., 1995; Kalakota and

Whinston, 1996, 1997; Poon and Jevons, 1997; and Ernst and Young, 1998).

The WWW is non-linear by nature and by design, the user can jump from topic to

topic and site to site all over the Web, and as a result, individual readers will not

follow the same path to acquire the necessary information (Ellsworth and Ellsworth,

1997). The WWW is also a pull medium not a push one, thus it offers information to

people who are willing to navigate properly and pull it out. Television for instance,

is perceived as a push medium, where viewers are receptive to the broadcast
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information and they have less control over it than the users of the WWW who have

to navigate and search the Web, and may have to try more than one search engine to

find what they want. Different authors argue that the better looking, the more

appealing to different segments, the easier to navigate, and the more fun and more

informative the Web site is, the more likely it is that people will visit the site and

return (Steme, 1995; Auger and Gallaugher, 1997; Hamill, 1997; Bennett, 1997,

1998; and Higley, 1998). Liu and Arnett (2000) describe a successful Web site as the

one that attracts customers, makes them feel the site is trustworthy, is dependable,

reliable and generates customer satisfaction. There is evidence that a Web site that

adds value, is highly interactive, is customised to the audience, contains information

needed to make a buying decision, is large and expensive, is also enjoyable and

entertaining -, is likely to attract new and repeat customers (Rice, 1997; McCue,

1999; Wilson and Abel, 2002; and Huizingh, 2002). Huizingh (2002) reports that

among small Internet start-ups and large firms, a customised Web site have a

positive effect on management satisfaction with the Web site and the number of its

visitors, Web sites were identified using Yahoo and Dutch yellow pages.

Summarising the evidence above, a Web site should be characterised by "constant

availability of information, interactivity, efficient transfer of information,

individuality and integration of communication and transaction" (Bauer et al., 2002,

p.157).

Ainscough and Luckett (1996) develop a typology that presents their personal view

of how to make the best out of the WWW. The typology aims to reinforce and

tighten 'firm - customer' relationship by providing customers with information with

respect to the product line, the purchasing process either by buying online or by

traditional means of ordering, and providing online customer service. 1) The

Interactive Brochure may contain information about the company, its products

and/or services and contact information. Online material has advantages over hard

copy brochures for instance, low origination costs, no printing costs and instant

correction of errors (Davenport, 1996; Auger and Gallaugher, 1997; Hamill, 1997;

Bennett, 1997, 1998; Wilson and Abel, 2002; and Carroll, 2002). This type of Web

site is suitable for start up firms with limited resources. Because it is easy to set up,

is an inexpensive method of rapidly disseminating information world-wide, and
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carries relatively low risk (Van Doren et a!., 2000). 2) The Virtual Storefront is

similar to an interactive brochure, besides it allows consumers to purchase items

online by completing the required forms, either directly if the product consists of

digital assets, or indirectly if it is not digital (Rayport and Sviokla, 1994; Urban et

a!., 1996; Frost and Strauss, 1998; and Van Doren et a!., 2000). 3) The Information

Clearinghouse is a place where questions about products can be answered online,

meetings and conferences can be held online at a very low cost to the sponsor.

Current technology allows participants to have real time video and audio interaction

via the Internet. Finally, 4) The Customer Service Tool where firms can set up a

frequently asked questions (FAQ) page on their Web site, this could deal with

questions about common technical problems, and their solutions which are available

to customers 24hours/7days a week (Sterne, 1995; and Ainscough and Luckett,

1996). Also, questions could be answered by providing an email ioop (Sterne, 1995).

In this way, the Web offers firms the opportunity to nurture loyalty and establish

enduring, and more personalised relationships with customers, which is the basis of

customer relationship management (Herbig and Hale, 1997; Coltman et al., 2001;

and McGowan and Durkin, 2002).

Ainscough and Luckett (1996) say that the typology categories are independent. But

the typology does not address quality or ease of use issues and how well firms

implement the use of Web pages. Mousley and Simintiras (2001) put forward key

success factors for the effective management of Web strategy illustrated in Table

3.1. They classify Web management success factors under the following major

categories: the company's outlook and orientation, information content, Web site

design, quality of service, publicity and promotion, and maintenance and monitoring.

Each category includes a number of pertinent items, which if taken into

consideration, will according to the authors, guarantee having an effective Web

management and strategy.

It seems that the key success factors presented by Mousley and Simintiras (2001) are

a comprehensive version of Ainscough and Luckett (1996) typology. Mousley and

Simintiras (2001) have developed the discussion of Web information content and

quality of service in addition to other elements. However, Mousley and Simintiras
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(2001) do not directly discuss whether or not all the factors in their framework

should be implemented for the successful management of a Web site.
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To sum up, "the Web enables firms to provide detailed product information,

establish a presence in new markets, enhance their corporate image, encourage

consumers involvement in developing their products, establish interactivity with the

consumer and handle customer complaints and queries" (Berthon et al., 1996).

Recently, Adam et al. (2002) have compared the results of three studies carried out

in UK, New Zealand and Australia which explored the commercial use of the

Internet. The results indicate that UK firms outperform their counterparts in New

Zealand and Australia with respect to, the strategic use of the Internet to gain

competitive advantage, improve cost-effectiveness, and other aspects of relationship

management like: handling customers' queries promptly, maintaining relationships

with customers, and providing online customer service. The authors state that the

reason for these results is that UK firms may have greater use of the Internet than

Australian and New Zealand firms.

With respect to Web sites that are used for export marketing, Bennett (1997)

indicates that UK exporters look positively on benefits provided by the Internet,

particularly in areas such as market research, image enhancement, cost reduction and

improve sales. These benefits are similar to those reported previously by Sterne

(1995), Quelch and Klein (1996) and Ellsworth and Ellsworth (1997). However, UK

exporters without Web sites believe that the Internet is technically sophisticated and

expensive, and above all they perceive personal contact as opposed to electronic

contact with customers as highly valuable.

In a later study, Bennett (1998) investigated UK and German perceptions of the

contributions of their Web site to their firm's export marketing activities, and their

overall level of satisfaction with the Internet as an international marketing tool. Both

groups perceive the following major barriers to exporting: transport and

documentation problems, exchange rate fluctuations, import restrictions, getting paid

and concerns about intense competition in foreign markets. However, compared with

UK exporters, German exporters are less concerned about the expenses of exporting,

understanding foreign languages, psychic distance, foreign representation and the

need to recruit skilled export staff. Also, they adopt a more structured and
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professional approach to Internet management and use, and are more positive about

the potential contributions of the Web to export marketing. Furthermore, they are

more likely to expand their Web sites activities compared to UK firms. However, the

author concludes that German and UK exporters with Web sites perceive traditional

export barriers as less problematic than before.

McCue (1999) studied the experiences of 15 small firms' exporters in the US as they

marketed their products and services on the Internet. Help was provided to the firms

to set up their Web sites and monitor them for one year. After facing lots of starting

difficulties such as decreasing sales, low number of Web visitors, and lack of

financial resources to market the site, firms that remained in the study accomplished

their objectives namely: get new business, attract more customers, and penetrate new

markets.

Bennett (1997, 1998) and McCue (1999) give further support to Oviatt and

McDougall's (1999, p.29) argument that "the Internet may greatly decrease the time

to internationalise and may increase the level of internationalisation among the

smallest businesses of the twenty first century". This implies that the earlier the

small businesses adopt the constituent technologies of the Internet (e.g. email,

Intranet, Extranet, access to the WWW), the faster they will reap the benefits of

internationalisation such as economies of scale, increased market share, and building

good customer relationships (Kleindl, 2000).

Foreign language Web sites have been investigated in several studies, Pitis and

Vlosky (2000) find that American wood exporters multilingual Web sites (i.e. French

and Japanese) were no more successful than those with English language sites only.

This result contradicts MacLeod's view that "[t]he idea that English as the language

of the Internet, and hence of e-commerce, is flawed..........while as many as 98% of e-

commerce sites are believed to be in English, over half the people using the Web

don't speak it...............firms wishing to trade globally may have to consider

providing content in a number of languages" (MacLeod, 2000, p.37).
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Also, Shannon (2000, p.66) emphasises that "the businesses that first acknowledge

that the 'e' in "e-commerce" does not stand for "English" will be the ones that

succeed in capturing the market of non-English speakers accessing the Web".

Therefore, if firms aim to attract new customers from different geographic regions,

they should communicate with their customers in their home language (Mousley and

Simintiras, 2001; and Wilson and Abel, 2002). Further, there is evidence that by

2004, almost 50% of all online sales will be outside the US, thus businesses that fail

to prepare for the new global economy will certainly be left behind (MacLeod, 2000;

CyberAtlas, 2000b; Shannon, 2000; and Mousley and Simintiras, 2001).

3/3/2/2 The Internet and Advertising

Traditionally, advertising has been one of the major forms of communication

between the firm and its customers (Paul, 1996). Today, with the introduction of the

Internet, a global advertising communication environment has emerged (Yang,

1997). However, advertising still has the same principal functions in cyberspace as in

the physical market place (Perry and Bodkin, 2002), namely to create awareness, to

communicate benefits, to promote the trial of products, and encourage customers to

make a purchase decision.

The Internet provides the advertising industry with new opportunities as it serves as a

catalogue of marketing messages as well as advertising in an interactive fashion

(Paul, 1996; Yang, 1997; and Wigand, 1997). Such interactivity, sometimes called

'interactability', increases customers' involvement and acts as a feedback ioop

between the customers and the firm, resulting in more effective advertising (Levin,

1993; and Wigand, 1997). This allows firms to identify individual customer's needs

which perfectly suit the growing international demand to customise products (Oviatt

and McDougall, 1994). This "mass customisation and market-of-one process allows

marketers to develop tight customer relationships" (Peppers and Rogers, 1996), and

helps firms to retain their customers as long as their needs are met (Kleindl, 2000).

Such customisation is almost impossible though when using traditional advertising

channels (Kleindl, 2000), therefore, if firms wish to participate in market to one

process, particularly SMEs with their limited resources, they need to have a presence
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on the Internet (Wigand, 1997). This will add new impetus to the debate on

standardisation versus customisation (Yang, 1997; and Wigand, 1997).

In the past, opponents of advertising standardisation have concentrated on

differences among consumers in areas such as: language, culture, traditions and

habits, while today where the English is the dominant language of the Internet there

are fewer apparent differences between consumers, which evidently makes

advertising standardisation more appealing then ever (Yang, 1997).

Poon and Jevons (1997) find that when marketers use the same promotional

campaigns in traditional media on the Internet, they always achieve disappointing

results. An explanation for this is that the Internet users have different demographic

characteristics and that marketers should regard the Internet as an alternative to real

world environments rather than a simulation of the real world (Gupta, 1995; and

HoffilTian and Novak, 1997). Compared to traditional advertising, interactive

advertising allows consumers to access a variety of product information and search

for the product they wish to buy (Ray, 1985; and Winski, 1993). Because of the

global reach of the Internet, advertising can target larger markets in a more cost-

effective way than traditional tools (McCue, 1999). Small and large firms can use the

Internet to advertise their products and services 24-hours a day, however, Paul

(1996) argues that there are so many Web sites on the Internet and that potential

customers may not be able to locate the firms particular Web site. Hence, a firm may

consider promoting its products using both traditional media as well as the Internet

(Davenport, 1996; and Higley, 1998).

3/3/3 The Internet and Price

The literature on Internet and price has to date focused on electronic markets place

(e-markets) which as Hamid and Baharun (2002) point out is rapidly growing. Bakos

(1991) defines an electronic market as an "inter-organisational information system

that allows the participants buyers and sellers to exchange information about prices

and product offerings". The suggestion is that there is more price competition and

greater choices for buyers in e-markets (Smith et al., 1999; The Economist, 2000;
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and The New York Times, 2000). E-markets allow firms to reach large groups of

customers at low costs, provide buyers with an additional sales channel, and widen

the markets and increase efficiencies (Benjamin and Wigand, 1995; Spar and

Bussgang, 1996; and Strader and Shaw, 1999).

E-markets make comparing the prices of a broad range of goods easier online for

customers than by traditional means (Strader and Shaw, 1997). The low search costs

associated with e-markets encourage the entry of new businesses creating increased

competition and pressure to sell to consumers at lower prices (Strader and Shaw,

1997; Peterson et al., 1997; and OECD, 1999). As consumers become more aware of

price differentials, there is likely to be a move to more price standardisation across

borders or at least a narrowing down of price differences (Benjamin and Wigand,

1995; Quelch and Klein, 1996; Hamill and Gregory, 1997; and Strader and Shaw,

1997).

Although consumers benefit from the low prices and costs associated with e-

markets, their decision making process may become more complicated (Strader and

Shaw, 1999). Jarvenpaa and Todd (1997) describe the different types of risks

encountered by buyers as economic, performance, personal and privacy risks. For

instance, perceived economic risk is higher when buying products via e-markets

because consumers cannot be assured that they have value for money until they

receive the products they have ordered (Peterson et al., 1997). Perceived

performance risk emerges when the buyers do not have the opportunity to try the

product/service prior to purchase, therefore, do not know if the purchase will meet

their expectations (Strader and Shaw, 1997; and Peterson et al., 1997). Personal and

privacy risks concern the theft of personal and private information collected from

consumers shopping online such as credit card numbers (Strader and Shaw, 1997;

and Jarvenpaa and Todd, 1997). Consumers acknowledge that these risks are barriers

to buying online (GVU, 1998). However, significant progress is being made to

develop standards for secure transactions via e-markets (Poon and Jevons, 1997;

Jarvenpaa and Todd, 1997; Gogan, 1997; and Samiee, 1998).
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However, there is a contrary argument that e-markets will lead to higher prices. The

OECD (1999) put forward two reasons why shopping online will lead to higher

prices. Firstly, online shopping encourages impulse and spontaneous purchasing that

allow the merchant to sell at a higher price. Secondly, online merchants do not want

to lose their traditional distribution chatmels, therefore, they will charge the same

price despite the fact that their online costs are lower than selling via traditional

means. Also, Grover and Ramanlal (1999) suggest that customisation,

personalisation, and bundling strategies lead to higher switching costs, hence,

providing firms with the potential to increase prices.

Baker et al. (2001) propose that the value of the Internet lies not in lowering prices,

but in optimising them. Firms can take full advantage of the flexibility provided by

the Internet, by responding to the fluctuations in supply and demand and charging

prices tailored to particular market segments.

Clearly, there are doubts that the Internet will always lead to lower prices. Yet,

marketers may be forced to lower prices if low search and entry costs create intense

competition, hence, putting pressure on firms to maintain their profit margins

(Sharma, 2002). However, shopping online is still in its infancy and much of this

thinking is based on early stages of research.

3/3/4 The Internet and Distribution

The effects of the Internet on distribution are complex and varied and not yet fully

understood. Traditionally, distribution channels play a significant role in

international business. Today, the growth of the Internet is changing the role of the

intermediaries where under certain circumstances it is possible that intermediaries

become obsolete, a process called 'disintermediation' (Malone et al., 1987;

Benjamin and Wigand, 1995; and Strader and Shaw, 1999). However, while the

Internet will replace certain elements of the value chain, the complete elimination of

traditional intermediaries is likely to be rare (Porter, 2001, p.'73). The Department of

Trade and Industry 'DTI' (2001) in a recent international benchmarking study

indicates that while Web site adoption within SMEs is increasing, the main use of

Web sites is for promotion and not for e-commerce.
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There is a strong belief that the special communication characteristics of the Internet

are creating new channels such as, interactive service providers (ISPs), online better

business bureaux, and automated ordering services, which represent a transformation

in some traditional market channels, this process is called 'reintermediation' (Sarkar

et al., 1995; Poon and Jevons, 1997; Samiee, 1998; OECD, 1999; Shaw and Strader,

1999; Adelaar, 2000; Klein and Selz, 2000; Palmer et al., 2000; Schmitz, 2000; and

Scott, 2000).

3/3/4/1 The Debate of Disintermediation versus Reintermediation

Zwass (1996) and Wigand (1997) argue that one impact of using the Internet is to

remove the middleman leading to 'disintermediation'. This is defined as the

disappearance of the role of an intermediary such as, a dealer, or a broker, or simply

the displacement or elimination of market intermediaries, hence, enabling direct

trade with buyers and consumers without agents (see Figure 3.1).

Figure (3.1) "Disintermediation" of the Market Hierarchy

Source: Wigand (1997, p.5).
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Obviously, the existence of the Internet allows the manufacturers to efficiently

interact with individual and potential customers, given the lack of distance and time

constraints, producers can internalise the transaction functions previously handled by

local intermediaries in geographically diffused markets (Peterson et al., 1997).

In the view of Coltman et al. (2001, p.63) disintermediation is not about the

generation of profits, but rather the difficulty of working out how to move into a new

distribution channel without jeopardising existing channel relationships.

On the other hand, intermediaries play an important role in exchange by limiting the

risk to the trading parties, creating economies of scale, and offering functions not

easily provided by the exporter (Sarkar et al., 1995). Hence, it is possible that

intermediaries who are bypassed by the use of e-markets will resist the system and

might be able to unite against the initiating firm, as a consequence, a firm would risk

the loss of the majority of its business (Lee and Clark, 1996).

Clearly, the Internet may reinforce the position of traditional intermediaries or

promote the growth of new types, put differently 'disintermediation' can not be

generalised to all intermediaries services (Schmitz, 2000).

For instance, Quelch and Klein (1996), Hamill and Gregory (1997) and Libersco,

(1997) argue that the traditional role of intermediaries has changed in the Internet era

only in respect to implementation, and that the strength of the Internet lies in its

ability to organise and provide end users with superior information. Further, Bakos

(1991), Zwass (1996), Barling and Stark (1998) and Scott (2000) agree that new

roles of intermediaries have emerged, for example: 'infomediairies' whose major

function is discovering prices, aggregators, match-makers and bringing together

buyers and sellers in a specific industry, and third-party guarantors who provide trust

based relationships.

As mentioned earlier, the 'disintermediation' phenomenon is associated with low

transaction cost, high speed and responsiveness of transactions (see Figure 3.2)

(Sarkar et al., 1995; and Prasad et al., 2001).
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Figure (3.2) Disintermediation and Transaction Cost

Intermediary

Producer____________________ Consumer
Tp-c

Source: Sarkar et al. (1995).
Note: Tp-c (transaction cost between producer-consumer).
Tp-i (transaction cost between producer-intermediary).
Ti-c (transaction cost between intermediary-consumer).

In a traditional market, (Tp-c) is usually bigger than (Tp-i + Ti-c), therefore, the use

of intermediaries is necessary to facilitate producer - consumer contact. While in

today's e-market, researchers assume that bypassing intermediaries will reduce

transaction costs to zero, and that (Tp-c) will be smaller than (Tp-i + Ti-c), resulting

in 'disintermediation' (Malone et al., 1987). Sarkar et al. (1995) and Adelaar (2000)

argue that there are different classes of transactions and that not all of them will be

affected in the same way, if at all, by e-commerce. Four possible sets of effects on

transaction costs are illustrated in the following matrix (see Figure 3.2.1).

Figure (3.2.1) Disintermediation and Transaction Cost

Pre-Internet

Tp-c <Tp-i+ Ti-c	 Tp-c > Tp-i + Ti-c

Internet supplements direct	 Disintermediation.
Tp-c <Tp-i + Ti-c 	 market.	 4	 Threatened	 1

Post	 Internet direct sellers, 	 intermediaries.
Internet_____________________ _____________________________ ______________________________

Tp-c >Tp-i + Ti-c	 Extra-intermediation	 Reintermediation
cybermediaries.	 3	 supplemented	 2

intermediaries.

Source: Sarkar et al. (1995).
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The matrix starts with the 'disintermediation' process in the first quadrant, which is

the result of the use of e-commerce where the transaction cost of the producer-

consumer in post Internet use has decreased compared to pre Internet use. The

second quadrant is looking at the 'reintermediation', where the transaction cost of

producer-consumer is the same in post and pre Internet use, therefore, restructuring

the intermediaries' original roles and create great dependency on them to cope with

the introduction of the Web. Then in quadrant three where transaction cost of

producer-consumer is greater in post Internet relative to pre Internet, hence, allows

'cybermediaries' to emerge and to perform completely new roles relative to the

traditional ones. Finally, in quadrant four transaction cost of producer-consumer in

pre Internet is low as the one in post Internet, meaning that the Internet complements

and adds to the existing distribution and communication strategies rather than

eliminates or substitutes the traditional ways (Hymers, 1996).

It should be noted that the new types of intermediaries have value whether created

by 'reintermediation', or are totally new intermediaries, 'cybermediaries'. These

intermediaries can facilitate product search, evaluation and distribution in the form

of virtual malls, and also provide packaging and enhancement of information based

goods (OECD, 1999).

Transformations are taking place in the retail market following the introduction of

the Internet and e-commerce (Lee and Clarck, 1996) (see Figure 3.3). The Internet

enables some producers to market directly to consumers with limited intermediation,

giving support to the situation demonstrated in quadrant one and two in Sarkar et

al.'s (1995) matrix, where both disintermediation and reintermediation phenomena

were encountered. On the other hand, it may lead to an increased number of new

intermediaries or may complement the existing distribution infrastructure, thus again

confirming Sarkar et al.'s (1995) work particularly with respect to the situations in

quadrant three and four in the foregoing matrix (cyberrnediairies and Internet

supplement direct market respectively) (see Figure 3.2.1).
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Figure (3.3) The Impact of the Internet on Industry Value Chain

New Intermediaries

Producer	 I Wholesalers	 Retailers
	

Consumers

Direct Sales

. Traditional market channel
	

New market channel

Source: Lee and Clarck (1996, p.141).

To sum up, despite the on-going debate about disintermediation and

reintermediation, Internet applications are not stand-alone technologies, but must be

integrated into the overall value chain, where the Internet enabled e-commerce can

cause major transformations in the traditional role of the distribution chamiels

(Porter, 2001). These changes will include bypassing some intermediaries, or

restructuring of their original role, or creating completely new cybermediaries which

supplement the traditional channels.

3/4 THE INTERNET, E COMMERCE AND SME
INTERNATIONALISATION

SMEs are rapidly recognising the importance of the Internet in their day-to-day

business, and they are investing in a more technologically advanced commercial

environment (OECD, 1999). Firms with less than 500 employees spent over $200

billion on the technology in 1998, which represent over five times as much spent by

larger companies (OECD, 2000). Nevertheless, the DTI (2001) study finds that

although the Internet connection rates are high among UK SMEs, few of them are

actively exploiting the Internet as a mechanism for improving business performance.
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3/4/1 The Internet and SME Performance

There is evidence in the relevant literature of an existing relationship between the

adoption and use of the Internet and SME performance. A study by the OECD

(2000) establishes a positive association between SMEs growth and performance and

their use of computers and the Internet, particularly among micro businesses. The

OECD also observes that SMEs who are using the Internet are more dynamic in

terms of turnover, profitability, investment and job creation. Smith (1999) also finds

some association between the level of IT usage and better performance in Scottish

firms. Also, Liu and Barrar (2002) assert that level of investment in computer-based

manufacturing technologies (CMTs) is positively correlated with UK manufacturing

firms' financial performance. Bharadwaj (2000) observes a positive association

between superior IT capability and superior performance in US firms. Finally,

Avlonitis and Karayanni (2000) and Prasad et al. (2001) report an indirect effect of

the Internet on firms' export performance whether via its integration into the firm's

marketing technology or via sales management activities.

However, Anonymous (Management Services, 2000), Avionitis and Karayanni

(2000) and Bharadwaj (2000) find that the Internet, information technology and IT

investments together have no effect neither on UK SMEs businesses nor on US and

Canadian business-to-business profitability. These contradictory views provide

support for the view that "there is still a lack of systematic empirical results

regarding the role of the Internet vis-à-vis the marketing activities and performance

of business organisations" (Avlonitis and Karayanni, 2000, p.442). The inconsistent

findings with respect to IT and firm performance may be due to a lack of

understanding of the nature of the firm's IT resources and skills and to the fact that

investment in IT serves as a surrogate for assessing a firm's IT intensiveness

(Bharadwaj, 2000, p.186).

3/4/2 The Internet and Firm Size

Despite the Internet's popularity among businesses, there is still a great deal of

confusion about what the Internet has to offer small exporting firms in particular

(Ainscough and Luckett, 1996; Auger and Gallaugher, 1997; and Sarniee, 1998). As
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it is the size of a firm that provides the financial resources to acquire new teclmology

and enables spending on innovative activities (La!, 2002, p.1204.). For the SME, the

Internet provides access to potentially millions of buyers and sellers who can

complete their transactions cheaply, instantaneously and anonymously (Sterne, 1995;

and Spar and Bussgang, 1996). Hamill and Gregory (1997) stress that "the Internet

provides a low cost gateway to global markets for SMEs exporters". Subsequently,

Lymer et al. (1997) and Pitis and Vlosky (2000) suggest that the Internet will

provide new marketing opportunities domestically and internationally. Also, Oviatt

and McDougall (1999) argue that the advancement in computer and communication

technology may permit younger and smaller firms to internationalise and to manage

more complex foreign transactions than in the past.

While investigating the relationship between firms size - measured by number of

employees - and the frequency of Internet use among US small firms, Dandridge and

Levenburg (1998) find that the larger the firm the higher the rate of Internet use.

Firms that are using the Internet more frequently have plans for growth and

exporting, usually have a high rate of Web sites and a strong tendency to search for

information with respect to competitors. Palvia et a!. (1994) examine the relationship

between firm size and the use of new technology. The authors find that large firms

exhibit significantly higher profile of technology use, implying that SMEs have a

lower level of innovation and slower rates of diffusion. Lal (2002) reports a positive

relationship between e-business technologies adopted by firms and firm size,

although firm size is not clearly defined. Whilst Lymer et al. (1998) observe that

large firms with more established business are slower in adopting new technology

and are less influenced by the use of the Internet. Interestingly, Brynjolfsson et al.

(1994) find that on the long run the use of IT will have an inverse relationship with

firm size implying that the more the firm is involved in IT, the less the size of the

firm measured by number of employees will be, however, such relation will not be

realised before one or two years following the investments in IT. In summary, the

Internet has the potential to make firm size irrelevant, as the efficient use of the

Internet is available to all firms of all sizes (Bennett, 1998; and OECD, 1999).
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3/4/3 The Internet and Information

The Internet is a powerful, global network, allowing customers to access information

about products and firms rapidly at no cost (Tiessen et al., 2000). The relatively low

cost of setting up a Web site enables small firms to extend their reach worldwide.

SMEs can also gain more and easier access to suppliers, government agencies,

networking agencies and their competitors, making them more competitive with

large firms (Lymer et al., 1997; and Favaretto and Vescovi, 2002). As Hamill and

Gregory (1997, p.11) say that "the Internet ......level[s] ... the corporate field thus

allowing small players to compete on equal footing with the multinationals and

consequently expand market share". As a result, firms become global players at an

early stage of their development (Herbig and Hale, 1997). The Internet enables small

firms to have similar appearance to corporate giants and to operate internationally in

ways that previously were impossible (Hoffman and Novak, 1994; Paul, 1996;

Quelch and Klein, 1996; Auger and Gallaugher, 1997; Gogan, 1997; Poon and

Jevons, 1997; Knight and Cavusgil, 1997; Oviatt and McDougal, 1999; Dandridge

and Levenburg, 1998, 2000; OECD, 1999; and Abraham, 2001).

The Internet is believed to be the fastest growing information source for UK Small

exporters (Anonymous, [Works Management], 1998). Young (1995) asserts that

export information is a barrier for small firms intemationalisation. Relatively,

Voerman et al. (2002) indicate that the more information European SMEs collect the

better their export performance. The Internet can help exporters with their diverse

information needs to successfully enter international markets by identifying potential

market demand, distributors, business partners and customers. The availability of

such information to exporters influences the decision to internationalise and the

speed of internationalisation as well, thus reducing the significance of information as

a barrier to exporting.

Further, Jacobsen (1998) recognises the use of the Internet as a communication tool

and a source of information among Connecticut SMEs exporters and suggests five

key uses of the Internet: 1) the use of email, although security is an issue, and

therefore, safeguards should be in place to maintain information confidentiality, 2)

the firm's foreign agents, representatives, or distributors have access to

84



product/pricing information, 3) as a way of ordering online, particularly for use by

agents, distributors, or representatives of the firm, 4) using the Web site as a

promotional tool to interest potential customers and agents, and 5) to access market

information through sources like foreign directories and Web sites.

Sorensen and Buatsi (2002) provide support to Jacobsen (1998) in a study of

Ghanaian exporters who use email to manage day-to-day business and Web pages to

promote their firms. They made less use of the Internet for market research and after

sales service. Interestingly, some 40% of the exporters surveyed were using the

Internet for e-commerce to buy and sell their products electronically.

Tiessen et a!. (2000) and OECD (2000) propose that in general SMEs start using the

Internet as a communication tool and information source, then consider basic e-

commerce activities such as buying and selling, and finally start to conduct banking

and financial transactions electronically.

3/4/4 The Internet and Management Characteristics

Top management characteristics, attitudes and experiences are key success factors in

the adoption and implementation of any IT innovation like the Internet (e.g. Rockard

and Cresecenzi, 1984; Gagnon et a!., 2000; and Chulikavit and Rose, 2000). One

aspect of management characteristics such as socio-demographic variables which

include age, gender, and level of education have been repeatedly associated with

positive computer and work related attitudes in management, psychological, and

sociological research (Gattiker et al., 2000). There is evidence that elderly managers

in general are slow to adopt new technology, unless they believe there is an

advantage in adopting it, particularly when compared to younger managers (Zeithami

and Gilly, 1983; Igbaria and Parasuraman, 1989; and Lynn et a!., 2002).

With respect to the level of education, Zeithaml and Gilly (1983) find that early IT

adopters have a better education compared to their counterparts, and Hamid and

Baharun (2002) find that the level of education is the most important determinant of
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the level of awareness of the potential of e-commerce among Malaysian SMEs.

However, Lynn et a!. (2002) find that the level of education has no impact on the

adoption of the Web.

Lymer et al. (1998) investigate the adoption of the Internet and the attributes of the

entrepreneur in six case studies of UK SMEs. They find that whoever is responsible

for the introduction of the Internet to the firm exhibits entrepreneurial characteristics

being proactive, challenging, innovative and computer literate. Poon and Swatman

(1999) also find that Australian small businesses display entrepreneurial

characteristics when developing their Internet activities. In this study,

entrepreneurship is seen as the ability to create, innovate, bear risk, manage and

achieve targets. Finally, Lal (2002) stresses that the entrepreneurs' knowledge and

qualifications play a fundamental role in influencing the degree of adoption of ICT.

Turning to the role of personality, Internet and WWW use, Hoffman et al. (2000)

find that those with an internal locus of control use the WWW for more years than

externals, also they use the WWW for job/work, shopping, research and references,

while externals use it for entertainment, time wasting and chat. The authors assert

that the locus of control construct is relevant in understanding Web use and

activities. Also, Lomax et al. (2002) report that personality is relevant in

understanding the adoption of the Internet, and that different types of personality

have different perceptions of the Internet and how to use it. In conclusion, Rubin

(1993) describes the absence of research into the usefulness of personality in

understanding Internet usage, as a missing piece of the media equation.

3/4/5 Internet Advantages and SMEs

Theoretically, the Internet enables SMEs to gain some business advantages in a cost

effective way (Poon and Swatman, 1997, 1999). The OECD (2000) reports that

SMEs had the following perceptions of the Internet benefits prior to use:

strengthening customer relationships, reaching new customers, optimising business

processes, creating new products and services, and reducing costs. In practice, the
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Internet can help firms to overcome barriers to exporting which have been identified

in export behaviour literature (e.g. Bilkey, 1978; Aaby and Slater, 1989; Chetty and

Hamilton, 1993; Cavusgil and Zou, 1994; and Styles and Ambler, 1996). Hamill

(1997) identifies critical success factors for exporting. These are: finding the right

overseas agent or distributor, effective management of the agency/distributor

relationship, strong commitment to exporting, international awareness knowledge

and orientation, selectivity in market selection, respect for and orientation to foreign

customers, export planning and strategy development, fast communications and

documentation procedures, effective marketing mix policies, and taking a long term

perspective. The Internet's major contribution for SMEs international success (see

Table 3.2) lies in ease of communication (e.g. electronic contacts with foreign

agents/distributors) and information (e.g. use of online databases, participating in

global electronic networks, and access to global information sources).
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Engler (1999) argues that one way for SMEs to stay competitive is to use one of the

technology strategies identified in her study (see Table 3.3). Like Hamill's (1997)

perception of the Internet's contributions in operationalising SMEs critical success

factors, Engler (1999) identifies four technology strategies and their advantages.

These are: 1) improved customer service, where online systems allow channel

members and consumers to have access to the firm's products and inventory

information, 2) electronic commerce strategy, which allows SMEs to access larger

markets without incurring substantial costs with respect to setting up new

distribution systems, 3) customer-relationship management applications, where

online communications help SMEs to develop close and enduring relationships with

its customers, and 4) increased business-to-business connections, where SMEs can

act as a virtual marketing intermediary linking large businesses with very small

suppliers. The corresponding advantages of these strategies are based on

communication (e.g. online connections between SMEs and its customers) and

information (e.g. online access to inventory and supplies). In summary, the thrust of

the argument put forward by Hamill (1997) and Engler (1999) is that difficulties in

communication and lack of information coupled with limited resources in SMEs are

major impediments for their internationalisation.

Table (3.3) Technology Strategies and their Advantages

Strategy	 Advantages

Improved customer service Online systems allow channel members and consumers to gain
access to product and inventory information.

This allows SMEs access to larger markets without the cost of
Electronic commerce setting up new distribution systems. It also allows the SME to

target narrow markets faster than larger competitors. Lower
overhead costs can be carried over to lower prices to customers.

Online connections between the SME and its customers increase
Customer-relationship	 the speed of response and allow for close to instant

management applications 	 communication. Linked Extranets allow SMEs to act as virtual
partners with other businesses.

Increased business-to- 	 SMEs can act as a virtual marketing intermediary linking larger
business connections	 businesses with very small suppliers. Online access to inventory

(Extranets)	 and supplies helps control costs.
Source: Adapted ftom Engler, 1999 (ci. Kleindl, 2000, p.l).
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31416 Internet Threats and Barriers for SMEs

3/4/6/1 Threats

Kleindl (2000) analyses different types of threats facing SMEs that do not have a

presence on the Internet. He argues that traditional advantages of SMEs like

serving niche markets and having close relationships with customers in the pre

Internet era are threatened in today's 'Information Technology' age (see Figure

3.4).

Firstly, SMEs face the threat of entry into their markets by larger firms, because

larger firms now have lower entry cost and can target and serve niche markets

which used to be seen as not profitable. Larger firms may also enjoy first mover

advantages benefiting from economies of scale, capturing market share, and

building good relationships with customers.

Secondly, with respect to power of suppliers, the Internet incurs some benefits that

include lower selling costs, lower transaction costs, access to wider markets, yet

transaction savings will result in shorter channels leading to channel conflict

(Porter, 2001). Hence, in order not to jeopardise the business with traditional

channels some manufacturers will use the Web as a promotional tool only rather

than conducting transactions over it.

Finally, low consumer search costs and the easy access to competitive information

will decrease the consumers' loyalty to their initial suppliers, as they will be able to

choose between suppliers selling same products at lower price, also the low

switching cost will enable them to even switch to another supplier (Kleindl, 2000;

and Porter, 2001).

However, Manceau and LeNagard Assayag (2002) argue that advantages

traditionally attributed to first mover (e.g. costs, technological advance) are less

significant with the Internet than with traditional businesses. They explain this by

reference to the change in the number of Internet users, the rapid change in

technology, and the difficulty of protecting innovations from copycats. Also,
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Coitman et al. (2001, p.63) argue that an early adopter of the Internet does not

guarantee maintaining his/her position as the market evolves. They add that

information technologies by themselves will not produce sustainable competitive

advantage, where the first mover has failed to build a defensible position, the early

follower is more likely to be well positioned to exploit his/her existing resources

and core competencies.
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3/4/6/2 Barriers

Although the Internet is removing barriers that traditionally impede SMEs

internationalisation, it is likely that the dynamics of e-markets will create

limitations that may prevent SMEs from expanding their business (Auger and

Gallaugher, 1997, OECD, 1999; and Turban et al., 2000). Venkatraman (2000)

argues that for SMEs to effectively utilise the Internet and improve export

performance relies on the availability of human, technological, and financial

resources. Chaston and Mangles (2002) argue that SMEs have to develop

distinctive competencies and suggest that a 'resource-based view' of the firm may

provide the basis for assessing the ability of SMEs to exploit the Internet as a route

through which they enhance their performance in cyberspace markets.

Studies have highlighted a number of barriers to the adoption and use of the

Internet and e-commerce among SMEs such as, lack of experienced IT staff andlor

management interested in information technology, access problems, negative

perceptions towards the use of the Internet like cost and security concerns with

Internet-based transactions, lack of financial resources needed to develop electronic

strategies, and lack of the awareness of the extensive benefits of e-commerce

(Hamill and Gregory, 1997; Bennett, 1997; OECD, 1999; 2000; Turban et al.,

2000; Anonymous [Management Services], 2000; Chaston et al., 2001; Dunt and

Harper, 2002; Hamid and Baharun, 2002; and Sorensen and Buatsi, 2002).

This brief review of literature on the Internet and international business supports

Samiee's (1998 pA.24) view that the "conceptual and empirical evidence regarding

the role and the impact of the Internet in business and exporting is quite scant".

Needless to say, businesses have become rapidly aware of the Internet's potential

impact and the need to adapt their strategies to take advantage of its potential (Sashi

and O'Leary, 2002). However, this lacuna is only just beginning to be addressed

and research is still at an early stage and most studies only report on how the

Internet is used, as Hoque and Lohse (1999, p.393) say, "somewhere between the

hype and the hope lies the new frontier of interactive marketing on the Internet and
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various online services". Wider issues including the impact of the Internet on export

marketing strategy and export performance are as yet largely unexplored.

3/5 INTERNATIONALISATION THEORIES

This section discusses the main theoretical foundations underpinning this research.

The theories and phenomena reviewed are transaction costs, the Uppsala model,

Innovation models, the 'born global', 'early international', and 'born-again global',

the network perspective, and the Resource Based View (RBV). The rationale

behind discussing these particular theories and phenomena is threefold. As

delineated by Coviello and McAuley (1999, p.243) "philosophically, the SME

literature has evolved to now encompass: 1) the positivist's analysis of transaction

costs and structural market imperfections in the context of international investment,

2) the modern empiricist's examination of managerial learning and organisational

commitment in the process of international expansion, and 3) the relativist's view,

recognising the potential influence of formal and informal network relationships on

internationalisation". Also, the RBV has become an influential theoretical

perspective in recent international business research (Peng, 2001, p.803).

3/5/1 TRANSACTION COSTS THEORY

Coase (1937) and Williamson (1975, 1979) are pioneers in the development of

transaction costs theory. Over time different conceptualisations and views of

transaction costs have appeared. Coase (1937) was the first to recognise that to use the

market mechanism particular types of costs should be identified. These costs are: 1)

search costs (i.e. the costs of searching for products, sellers, and buyers), 2)

contracting costs (i.e. the cost of setting up and carrying out the contract), 3)

monitoring costs (i.e. the costs ensuring that the terms of the contract have been met)

and 4) adaptation costs (i.e. the cost incurred in making changes during the life of the

contract)" (Wigand, 1997, p.8). Together these costs define 'transaction costs'.

For instance, Lee and Clark (1996) argue that transaction costs are the costs of

carrying out a transaction by means of an exchange in the market, where every market

transaction consists of search, price discovery, and trade settlement. Picot et a!. (1997,

- 94 -



p.1 08) say that "a transaction is a transfer of property rights between two parties and

that preparation, agreement, settlement, adjustment and control of a transaction is

called transaction costs". Williamson (1985) and Mahoney (1992) identify two

categories of costs explicitly 'Ex-ante' (i.e. before) and 'Ex-post' (i.e. after), where

the 'Ex-ante' costs include search and information, drafting, bargaining and decision

making, and safeguarding costs, while 'Ex-post' costs consist of monitoring,

enforcement, adaptation, haggling, bonding and mal-adaptation costs. Mahoney

(1992) asserts that both categories 'Ex-ante' and 'Ex-post' costs are interdependent.

Evidently, different authors are using different names to identify transaction costs,

however, they are broadly similar. The ultimate goal of this theory is to reduce the

transaction costs (Picot et al., 1997).

Transaction costs can include the expenses associated with the acquisition of

information (Williamson, 1999). Wigand (1997) argue that transactions may be

broken down into production and coordination costs. In a typical market hierarchy

that progresses from 'manufacturer' to 'wholesaler', 'retailer', and 'consumer' (see

Figure 3.5), coordination costs include the transaction costs of the information

processing necessary to coordinate the work of people and machines performing

primary processes (Malone et al., 1987, p.485). The use of information and

communication technology (e.g. the Internet and the WWW) has speeded up

knowledge dissemination and diffusion, resulting in decreasing coordination costs,

and as a consequence, this leads to transaction cost savings within the entire market

hierarchy (Benjamin and Wigand, 1995; and Picot et al., 1997).
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Coase (1937) explains the existence of the firm in terms of 'natural market failure', and

argues that market failure results when bounded rationality (i.e. known as the limited

capacity of the people to accurately evaluate all possible decisions), opportunism (i.e.

when individuals sometimes exploit a situation to their own advantage), asset

specflcity (i.e. when investing resources that are specific to a certain exchange and of

little or no value in an alternative use), and informational asymmetry are present

simultaneously in the market. Williamson (1975, 1985, pp.30-32) and Hobbs (1996)

maintain that the foregoing key concepts emphasise 'transaction costs signifying that

'transaction costs' appear only when 'bounded rationality', 'opportunism', 'asset

specificity' and 'information asymmetry' are concurrently exhibited in a market.

Transaction cost analysis is based on the premise that "the firm will expand until the

costs of organising an extra transaction within the firm becomes equal to the costs of

carrying out the same transaction by means of an exchange on the open market or the

costs of organising in another firm" (Coase, 1937, p.314). Similarly, Klein et a!. (1990)
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argue that the firm will internalise activities that it can perform at a lower cost, and will

rely on the market for activities which other providers have an advantage. The authors

add that in markets where competition is intense, transaction costs tend to be low

which discourages the internationalisation of activities.

Teece (1986) observes that firms expand their scope of activities in two respective

ways: firstly, when opportunistic potential is significant, and secondly, when the

threats associated with asset specificity (i.e. small numbers of suppliers), and

incomplete information as a result of carrying out activities with contractors are

insignificant. Accordingly, there is a trend among firms 'to make' rather than 'to buy'

when the assets characteristics are highly specific and very few suppliers dominate

these assets, also firms prefer 'to make' when they are uncertain and have inconsistent

and misleading information with respect to 'buying' contracts (Williamson, 1975).

The transaction costs theory provides a useful basis for assessing international

expansion, suggesting that firms grow by internationalising markets bringing

interdependent activities under common ownership, and control up to the point where

the benefits of further internationalisation are outweighed by the costs (Westhead et a!.,

2001, p.337). However, Johanson and Vahine (1990, p.18) note that firms in the early

stages of internationalisation are neither able nor willing to internalise the activities

performed by middleman, and once uncertainty falls below a certain level, the ability to

internalise is there but the willingness to do it may not exist until something triggers

the decision, alternatively when uncertainty is eliminated externalisation might be

feasible.

Evidently, transaction costs are neither easy to separate from other managerial costs,

nor readily measurable as they represent the potential consequences of alternative

decisions (Klein et a!., 1990; and Hobbs, 1996). To overcome such difficulty,

researchers examine whether organisational relations are aligned with the attributes or

the dimensions of transactions in terms of asset specificity, the frequency of economic

exchange, and the level of uncertainty. Within this context, the owner/manager exhibits

bounded rationality and seeks to minimise the cost of transactions associated with

entering international marketplace (Kalantaridis and Levanti, 2000). Asset specificity,
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the frequency of economic exchange, and the level of uncertainty are considered the

principal factors that make market mediated exchange inefficient (John and Weitz,

1988, pp.121-122), however, Williamson (1985) assures that even when one condition

is absent the market can still be effective.

3/5//2 INTERNATIONALISATION THEORIES

Although the term internationalisation has been used extensively, a universally

accepted definition remains out of reach (Young, 1987; Welch and Luostarinen, 1988;

Morgan and Katsikeas, 1997; and McAuley, 1999). Johanson and Wiedersheim-Paul

(1975) argue that the term international refers to either an attitude of the firm towards

foreign activities, or to the actual carrying out of activities abroad. Also the

internationalisation is perceived as an evolutionary process where the firm increases its

international involvement as a function of increased market knowledge and market

commitment of the decision maker (Johanson and Vahlrie, 1977; Melin, 1992; and

Manolova et al., 2002). It is the outward movement of a firm's operations that increase

the likelihood of resource commitment to both market spreading and market penetration

activities (Piercy; 1981; Turnbull, 1987; and Welch and Luostarinen, 1988). Recently,

inward activities and co-operation are identified as part of the intemationalisation

process (Welch and Luostarinen, 1993; and Korhonene et al., 1996).

Beamish (1990, p.77) defines internationalisation as "the process by which firms

increase both their awareness of the direct and indirect influence of international

transactions on their future, and establish and conduct transactions with other

countries". This is a comprehensive definition because it describes internationalisation

as a process, implying it is dynamic, moreover it includes both outward and inward

patterns, and it further implies that established relationships through international

transactions may influence the firm's growth and expansion to other countries (Coviello

and McAuley, 1999; and McAuley, 1999).

The next section discusses the Uppsala model and the hmovation-related

internationalisation models.
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3/5/2/1 The Establishment Chain, (Stage Model), Uppsala Model (U-Model)

Johanson and Wiedersheim-Paul (1975) introduced the first stages model of

internationalisation which was later developed and called the Uppsala model (Johanson

and Vahine, 1977). The Uppsala model includes four stages, starting with no regular

exporting activities, followed by export through independent representatives or agents,

then sales subsidiary, and finally overseas productionlmanufacturing units. It is

believed that each stage reflects the degree of the firm involvement in a particular

market (Johanson and Wiedersheim-Paul, 1975).

According to the Uppsala model firms pursue a gradual and sequential process in order

to internationalise, and their international expansion is mostly influenced by increased

market knowledge and commitment (Johanson and Wiedersheim-Paul, 1975; Johanson

and Vahine, 1977; Welch and Wiedersheim-Paul, 1980; Cavusgil and Nevin, 1981;

Dalli, 1994; Coviello and McAuley, 1999; and Coviello and Martin, 1999). In general,

firms begin to internationalise via indirect export to markets which are 'psychically

close' or similar to their own home market in order to reduce the risk associated with

investment in foreign operations (Johanson and Vahlne, 1977; Lau, 1992; and Dalli,

1994). By entering psychically close market, firms enhance their foreign market

knowledge, and consequently increase the likelihood of their commitment to further

overseas markets as a result of diminishing the perceived risk of market investment and

the increased desire to control sales (Johanson and Wiedersheim-Paul, 1975; and

Thomas and Araujo, 1985).

Psychic distance refers to "the extent of proximity in geography, language, culture,

political system,s and business factors like, industry structure, and competitive

environment" (Zafarullah et al., 1998, p.22) that prevent or disturb the flow of

information between firms and the market (Johanson and Wiedersheim-Paul, 1993).

The internationalisation stages theory has been widely researched, and studies have

confirmed the validity of its premises. For instance, Calof and Viviers (1995) find that

small Canadian and South African firms start exporting to their nearest country in terms

of geographic location and culture, and only after learning from their exporting

experience they extend their activities to more distant countries.
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Drawing on the Uppsala model, incremental commitments to internationalisation are

expected to be made in small steps, unless the firm has massive resources, works in a

quite stable and homogenous market, and has great experience gained from other

markets with similar conditions (Johanson and Vahlne, 1977). If this is the case, then

firms have the opportunity to select between various modes of internationalisation

(Rugman, 1980). These might include franchising, management contract, turnkey

contract, contract manufacturing/international subcontracting, industrial co-operation

agreements, contractual joint venture, equity, wholly owned subsidiaries, mergers

and acquisitions, and strategic alliances (Young, 1990).

Lindquist (1991) in a working paper from the Stockholm School of Economics has

investigated the process of internationalisation in three dimensions, i.e. speed of foreign

entry, pattern of foreign market selection, and choice of foreign entry form. The speed

of entry concerns the time lag between the establishment of the firm and its first

international activities and between subsequent entries, the pattern of foreign market

selection refers to the sequence of markets entered and penetrated by the firm, arid the

choice of entry mode refers to the organisation form used by the firm (pp.6-7) (cf.

Kandasaami, 1998)

These dimensions of the firm internationalisation process could be used to measure and

validate the U-model in three respective ways. Firstly, examining the speed of entry

identifies whether or not the firm is internationalising in small steps or is leapfrogging

stages to accelerate the process. Secondly, studying the pattern of foreign market

selection shows whether or not the firm is targeting psychically close country/market as

hypothesised in the U-model. Finally, choice of foreign entry mode reflects the firm's

actual resources, the type of market the firm operates in, and the amount of

international experience the firm has as a result of targeting other foreign markets with

similar conditions.

Recently, Manolova et al. (2002) differentiate between small internationalised and

non-intemationalised US firms with respect to four dimensions of human capital

namely: international business skills, international orientation, perceptions of the

environment, and demographic characteristics. The findings indicate that while
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managerial skills and environmental perceptions successfully distinguish between

both groups of firms, demographic factors and international orientation failed to do

so.

3/5/2/2 Innovation Related Internationalisation Taxonomies (I -models)

The innovation related models assert that internationalisation is incremental in nature,

with various stages reflecting changes in the attitude and behavioural commitment of

managers, and they explain internationalisation in terms of innovation adoption

behaviour (Bilkey and Tesar, 1977; Reid, 1981; Wortzel and Wortzel, 1981; Czinkota,

1982; Cavusgil, 1984; and Lim et a!., 1991). Simmonds and Smith (1968) were the first

to introduce the concept of innovation in the export behaviour literature, the rationale

behind this approach is that entering an export market is perceived as an innovation in

itself within the closed environment in which the firm operates. Roux (1987, p.95) also

describes export entry as "a novel action. . . .can be compared to a process of innovation

adoption".

Table 3.4 illustrates various stage models that are derived from Roger's (1983) theory

of 'diffusion of innovations' in which managers perceptions and beliefs are influenced

and shaped by additional involvement in foreign markets (Thomas and Araujo, 1985;

and Anderson, 1993). All of the models propose an incremental 'stages' approach,

where firms start with being unwilling to export, than proceed through various stages to

become experienced and highly committed to exporting (Zafarullah et al., 1998). It

should be noted that, these paths are not obligatory, put differently, for firms to

internationalise they do not have to go through every step in any of the chosen models.

In fact, firms may follow a variety of routes in establishing their international presence.

Basically, Welch and Welch (1996) argue that the actual path taken is of less

importance than the way in which earlier steps provide the basis for future growth. It

could be concluded that incremental success builds the confidence to broaden the firm

export activity, which in turn leads to greater intemationalisation. In the event of

failure, the firm may stay in the stage it has reached, or it may regress to an earlier stage

(Wolff and Pett, 2000).
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In a study of small computer software firms in Finland, Ireland, and Norway, Bell

(1995, p72) finds "very limited support for the view that firms internationalise in small

incremental steps and the findings suggest that the process is much less deterministic

than these theories and models imply". Also, Sullivan and Bauerschmidt's (1990) study

of Austrian, Finland's, Sweden's and West German forest products finns fails to

support the stages theory of internationalisation. Whereas, Gankema et al. (2000)

provide further support for the 'I-models', finding that European manufacturing SMEs

tend to progress through the stages proposed by Cavusgil.

Although there are a number of irmovation related models shown in Table 3.4 they have

a number of features in common. These are: internationalisation is a gradual process

that can be subdivided into a number of stages (Czinkota, 1982), the evolutionary

models shown in the Table have similar stages (Kotabe and Czinkota, 1992), and the

models lead to a classification of export behaviour that generates heterogeneous

profiles of firms reflecting different degrees of development along the

internationalisation process (Morgan and Katsikeas, 1997). In the view of Havnes and

Andersen (2001) the existing stage models of internationalisation represent a

categorical scale of increasing commitment. They see the 'stage models' as "following

the typical progression of change events in a life cycle model as described by Van de

Ven and Poole (1995), where the life cycle follows a single sequence of stage or phase

(a unitary sequence), which is cumulative (characteristics acquired in earlier stages are

retained in later stages), and conjunctive (the stages are related such that they derive

from a common underlying process)".

Like the Uppsala model, the innovation related internationalisation taxonomies (I -

models) confirm that a firm's internationalisation is explained by the amount of

knowledge the firm possesses, as well as the uncertainty associated with the decision to

internationalise (Morgan and Katsikeas, 1997).
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Recently, Wolff and Pett (2000) identified internationalisation as a continuum, with

internationalisation by stages at one end of the scale and international at founding at the

other end of the scale. Terms used interchangeably with 'international at founding'

include, 'born global', 'born international', 'global start ups', 'infant international',

'international new venture', and 'instant global' (Wolff and Pett, 2000).

Cavusgil (1994, p.18) states the consequences of the discovery of 'born globals'

exporters as follows: "there is emerging in Australia a new breed of exporting

companies, which contribute substantially to the nation's export capital. The emergence

of these exporters though not unique to the Australian economy, reflects 2 fundamental

phenomena of the 1990's: 1) small is beautiful and 2) gradual intemationalisation is

dead".

Oviatt and McDougall (1994) and McAuley (1999) find that 'international at founding'

firms do not follow the normal successive route of internationalisation by stages.

Further, 'the international at founding' phenomenon is partially attributed to advances

in communication, flow of information, transportation, and the growing trend among

entrepreneurs to view markets internationally rather than domestically (Oviatt and

McDougall, 1994). Knight and Cavusgil (1996) have described two more trends that

facilitate the 'born globals'. One trend is the increasing importance of niche markets,

forcing small firms into small niches in several countries in order to be competitive.

The second trend is the increasing speed of the diffusion of technology and the

increased importance of global networks. Knight et al. (2001) find that the majority of

exporting firms in New Zealand seafood sector demonstrate 'born global' features,

have no domestic market, and export to countries that are not psychically close like

Saudi Arabia. This finding confirms that the 'born global' phenomenon can be seen in

traditional sectors as well as high technology sectors. Bell et al. (2001, p.1 86) argue

that "born global is not an organisational form per se rather it may be seen as a strategy

to improve firm value through internationalisation".

The stages models do not recognise that some firms export from the outset and may

quickly generate more sales from exporting than from domestic sales (Westhead, 2001).

The 'accelerated internationalisation' phenomenon refers to firms engaged in
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international business activities earlier in their organisational life cycle than firms may

have done previously (Shrader et a!., 2000, p.l2T7). Firms that internationalise rapidly

aggressively take advantage of the market growth (Shrader et al., 2000). This behaviour

is not consistent with the early stages models of internationalisation, where small firms

are seen to have inherent disadvantages in the early part of the internationalisation

process (Liesch and Knight, 1999, p.3 85).

Recently, Bell et al. (2001) identify a third route to internationalisation namely, 'born-

again global'. The authors define 'born-again global' firms as "well established firms

that have previously focused on their domestic markets, but which suddenly embrace

rapid and dedicated intemationalisation" (2001, p.l'74). The authors add that sudden

change of focus from domestic to international orientation is triggered by an infusion of

new human andlor financial resources. The authors find support not only for the

emerging 'accelerated internationalisation' phenomenon, but also for the

internationalisation by stages theory, and 'born-again global' phenomenon among UK,

Australia and New Zealand firms.

The stages model of internationalisation are increasingly challenged by empirical

findings that some SMEs are able to internationalise more rapidly than the models

predict, and that it is not the only route by which small firms internationalise

(Bonaccorsi, 1992; Reuber and Fisher, 1999; Wolff and Pett, 2000; Knight, 2000; Bell

et a!., 2001; and Lu and Beamish, 2001).

3/5/2/3 A Critique of Internationalisation Theories

The critiques of the internationalisation theory argue that, the theory does not explain

the nature and character of the firms' international involvement (Sharma and

Johansson, 1987; Turnbull, 1987; and Gripsrud, 1990).

Millington and Bayliss (1990) contend that the incremental stepwise development of

firms is the exception rather than the rule and that in practice internationalisation paths

are often irregular and do not follow the path prescribed by the theory. However, there

is a scarcity of longitudinal studies that could fully confirm the truth of this premise

(Leonidou and Katsikeas, 1996).
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Moreover, Reid (1983), Melin (1992) and Dalli (1994) describe the stepwise process as

being too much deterministic as it excludes other strategic options such as, the initiation

of local production in a foreign country, which is not featured in many of the

innovation models. In fact, firms with an internationally experienced management team

can skip the early stages of internationalisation (Cannon and Willis, 1981; Tayeb, 1999;

and Gankema et al., 2000). 'Leapfrogging' of intermediate stages and stopping the

internationalisation process at an intermediate stage prior to full commitment are also

quite common (Welch and Luostarinen, 1988; and Gankema et al., 2000). Also,

recently Axinn and Mattyssens (2001, p.'444) have suggested that "in the new economy

[the Internet and e-commerce].... an experiential learning approach highlighted by

(Johanson and Vahlne, 1990) might even be prohibitive. Companies might be forced to

skip stages even if their knowledge is, objectively, too limited to do so".

Reid (1983) further recognises that internationalisation processes of individual firms

are unique and largely situation specific, and that the stage models do not take into

consideration individual differences and variations. The different numbers of

internationalisation stages across different models reflect semantic differences rather

than real ones with respect to the nature of the intemationalisation process.

Furthermore, there is an absence of clear-cut boundaries between stages, and lack of

tests of validity and reliability (Anderson, 1993).

Sharma and Johanson (1987), Engwall and Wallenstal (1988) and Buckley et al. (1992)

argue that for service industries the existing theories of internationalisation are

inappropriate, because of the special and unique characteristics of services like

intangibility, perish-ability, customisation and simultaneity of production and

consumption. Also, Bell (1995) and Kundu and Katz (2000) discuss the inadequacy of

the internationalisation theories in explaining the internationalisation of small high

technology firms and their patterns of entry mode and market selection, once again due

to the specific characteristics of high technology industry such as the high research and

development costs, short product life cycles, and a concentration of the market,

particularly for European-based firms (Young, 1987). Also, using linear models in

order to explain complex, dynamic, interactive and frequently non-linear behaviour is a

significant limitation to all stage theories (Bell, 1995). In the c-commerce context
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Axinn and Mattyssens (2001) contend that the static, gradual, linear view embedded in

the stages models of intemationalisation is hard to sustain, as it cannot accommodate

the speed at which international business is developing in the new Internet-based

economy. Also, evidence from UK, Australia and New Zealand reveals that in most

investigated cases the internationalisation process is not a linear, incremental,

unidirectional path (Bell et al., 2001).

Axinn and Mattyssens (2001) also highlight the difficulty of maintaining the 'psychic

distance' concept in the era of Internet enabled e-commerce which expands markets

regardless of geography and time zone. The authors suggest that internationalisation

theory has to be restructured either via adapting the existing internationalisation

models, or developing an entirely new theory of internationalisation to embrace the new

realities of the Internet.

Partly in response to the criticisms of internationalisation theory, academics have

turned to network theory as an alternative that can offer a fresh and rich perspective of

firms' internationalisation process (Coviello and Munro, 1995). This is discussed in the

next section.

3/5/3 THE NETWORK PERSPECTIVE

3/5/3/1 Conceptualisation

The network perspective draws on the theories of social exchange and resource

dependency and focuses on firm behaviour (Axeisson and Easton, 1992). Thus, the

boundaries of the firm are determined not only by formal relationships, but also by

informal personalised linkages (Coviello and McAuley, 1999; and Kalantaridis, 2000).

The network approach assumes that interconnected exchange relationships develop in a

dynamic, less structured manner, and that increased mutual knowledge, power, and

trust are factors dominating the network which lead to greater commitment between

international market actors (Thorelli, 1986; Blankenberg, 1992; Johanson and

Mattsson, 1995; and Gulati et al., 2000).
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In general, a network consists of sets of two or more connected exchange relations

(Cook and Emerson, 1978, p.725). From a firm's perspective a network includes a

number of different types of relationships, some are direct exchange relationships and

others are not (Blankenburg, 1992). Firms are part of a wider industrial network in

which buyers and sellers are tied together through exchanges of technical, commercial,

and social nature (Hakansson, 1986). It should be noted that a network is invisible and

incomprehensible to outsiders, implying that any firm that is not a member in the

industrial network will not realise the existence of the network, and if it does, it will not

be able to understand the nature of the relationship among its members.

The advantages of any type of network are to reallocate resources, broaden the firm's

capacity by benefiting from other network members capacities, respond quickly to

opportunities, access other resources, information, markets, technologies, and skills that

are not owned by the firm itself, create barriers for firms who want to join the group,

and finally reducing uncertainty (Child and Faulkner, 1998; and Gulati et al, 2000).

However, networks can also become a source of constraint on the firm for example, by

locking the firm into unproductive relationships, or undesirable strategic situations, and

working as entry barriers for firms trying to enter the industry, therefore, 'networks'

could be perceived both as a source of opportunity and constraint (Gulati et al., 2000).

3/5/3/2 Networking and Internation alisation

In terms of networks, internationalisation means that the firms develop business

relationships in networks in other countries (Johanson and Mattsson, 1995). This can be

achieved: 1) through the establishment of relationships in country networks that are

new to the firm, i.e. international extension, 2) through the further development of

relationships in these networks, i.e. penetration and 3) by connecting networks in

different countries, i.e. international integration (Johanson and Vahlne, 1990, p.20).

The network approach perceives internationalisation as more complicated and a less

structured process than earlier theories have implied (Bell, 1995). The network

approach focuses on non-hierarchical systems, where firms invest to strengthen and

monitor their position in international networks, where firms' boundaries signify both

formal relationships (e.g. with business, banks, accountants, trade associations) and
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informal relationships (e.g. social, personal relationships, families) (Sharma, 1992;

Johanson and Mattsson, 1995; and Littunen, 2000). Styles and Ambler (1994) argue

that "a firm begins the export process by forming relationships that will deliver

experiential knowledge about a market, and then commits resources in accordance with

the degree of experiential knowledge it progressively gains from these relationships".

Moreover, according to this school of thought, intemationalisation decisions and

activities emerge as patterns of behaviour that are largely influenced by the network

members (Coviello and Munro, 1995, 1997; Coviello and Martin, 1999; and Coviello

and McAuley 1999).

The network approach is frequently used to explain the behaviour of small andlor

entrepreneurial firms. According to this approach developing and managing business

and social network relationships help small and entrepreneurial firms overcome

resources constraints, lack of international experience and their dependency on

relationships with others in what so called 'personal contact network' (PCN) (Coviello

and Munro, 1995; and Zafarullah et al., 1998). Aldrich and Zimmer (1986) argue that

the entrepreneur's personal network acts as a route to resources, opportunities and

guidance, hence expanding the capabilities of the individual entrepreneur. Bonaccorsi

(1992) acknowledges that small firms do exchange information among themselves via

social networks, therefore accelerating the exporting process as well as improving their

ability to compete. Evidently, developing foreign business and social network

relationships make international business easier for SMEs as they provide good

opportunities for growth by overcoming size-related barriers, hence, allowing them to

gain advantages that in other circumstances would be unattainable (Hakansson, 1986;

and Knight, 2000).

Johansson and Mattsson (1995) have proposed a network model of internationalisation

based on the degree of internationalisation of both the firm and the market. The

network model of internationalisation involves considering how relationships in the

domestic, target, and third markets are utilised for market entry, the model identifies

four different internationalisation situations (see Figure 3.6).
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Figure (3.6) Network Model of Internationalisation

Degree of Internationalisation of the Market

	

Low	 High

Low	 The early starter	 The late starter
Degree of

Internationalisation	The	 The
of the Firm	 High	 lonely	 international

international	 among others

Source: Johansson and Mattsson (1995, p.63).

Firms in the early starter cell in Figure 3.6 are characterised by a low level of

internationalisation at both the firm and the market level. They often seek close export

markets, where customers' preferences are more like their domestic customers

preferences, and they follow the stepwise internationalisation process (Tayeb, 1999).

When the firms' degree of internationalisation is high and the degree of market

internationalisation is low, the result is 'the lonely international' firm, which has

extensive experience and overseas relationships, and is therefore able to target distant

international markets in order to gain the 'first mover' advantages (Johanson and

Mattsson, 1995). By contrast, 'late starter' firms are the least international orientated,

but are operating in highly internationalised markets, and are forced to go international

even though the firms have low degree of internationalisation. Unlike 'the early starter'

though, customers' preferences are more homogeneous, therefore providing the

opportunity for late starter firms to internationalise quickly. Finally, the Uppsala

researchers argue that if 'the late starter' firms continue internationalising they will turn

into 'the international among others', where both the firm and market are highly

international. These firms are characterised as being less focused on market extension

and penetration, and more focused on market co-ordination. The emphasis on market

co-ordination is more commonly associated with the activities of MNIEs, and therefore,

this category is less relevant in explaining the internationalisation of SMEs (Tayeb,

1999, p.207).
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Coviello and Munro (1995) examine the impact of network relationships on

international market development and the international marketing related activities of

entrepreneurial software firms in New Zealand. They notice that firms' internationalise

quite rapidly, hence confirming work elsewhere that the traditional internationalisation

stages theory is not applicable in all situations and among all industries (e.g. Young,

1987; Sharma and Johansson, 1987; Turnbull, 1987; and Bell, 1995). Moreover, the

network relationships with other firms provide the New Zealand entrepreneurial firms

with the power to control and to use both marketing infrastructure and capabilities

successfully. Johaimisson (2000) observes that rapid growth in firms is the result of

participating in international networks, where market development is influenced by

major network partners, thus supporting the proposition that personal networking in

general enhances the firm survival and growth.

3/5/4 RESOURCE BASED VIEW (RBV)

The Resource Based View (RBV) of the firm has become an influential theoretical

perspective in recent International Business (IB) research (Peng, 2001, p.803).

However, the status of the RBV is quite vague (Barney, 2001), with some authors

arguing that "the RBV could be seen as a paradigm, while others criticise its lack of

tight definition and explanatory power, and others suggest that RBV represents an

innovation" (Peng, 2001, p.806).

The RBV perceives the firm as bundles of resources and competences, that enable

certain capabilities, options and accomplishments, which act as the driving force for

firm expansion to make the best use of their pre-existing skills and resources (e.g.

Penrose, 1959; Wernerfelt, 1984; Barney, 1991; Conner, 1991; Peteraf, 1993; and Seth

and Houston, 1994). These resources and competences, if they are distinctive or

superior relative to those of competing firms, constitute the firm-specific assets that are

the basis of the firm competitive advantage (Reuber and Fischer, 1999, p.88). Bell et al.

(1998a, b) assert that "the resource-based perspective presents a holistic view of the

firm".
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Various definitions of resources have been proposed in the literature. For example,

Wernerfelt (1984, p.172) says that a resource is "anything which could be thought of as

a strength or weakness of a given firm. More formally, a firm's resources at a given

time could be defined as those (tangible and intangible) assets which are tied semi-

permanently to the firm. Examples of resources are: brand names, in-house knowledge

of technology, employment of skilled personnel, trade contracts, machinery, efficient

procedures, [and] capital". Porter (1990) and Collis (1991) argue that resources include

all assets, capabilities, organisational processes, information, technologies, knowledge,

and so forth, controlled by firms that enable them to conceive and implement strategies

that improve their effectiveness and efficiency and, in the case of SMEs, allow them to

obtain differential advantages in foreign markets.

In general, the RBV assumes that firms somehow develop such resources internally,

these resources are called 'strategic resources' i.e. those that form the basis of the

firm's sustainable competitive advantage (Rangone, 1999). These resources influence

the direction of firm growth, as firms can expand efficiently into activities that draw

upon existing resources rather than into activities with no relation to current resources.

Part of the efficient expansion of the firm is assigning new managers/employees to

where they have higher productivity in the firm, which helps to accelerate the growth

of the firm (Combs and Ketchen, 1999).

A distinction is also made between resources and capabilities. Grant (1991) implies

that resources are inputs into the production process and are the basic unit of analysis,

although on their own few resources are considered productive. The author also

stipulates that capabilities are the capacity for a team or group of resources to perform

some task or activity. While resources are the source of a firm's capabilities,

capabilities are the main source of its competitive advantage. Furthermore, a key

ingredient in the relationship between resources and capabilities is the ability of an

organisation to achieve co-operation and co-ordination within teams. Capabilities refer

to skills based in human competencies, while resources refer to all other assets

(Markides and Williamson, 1996).
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3/5/411 The Effects of Resource Endowments on Managerial Action and
Performance

The RBV focuses on the effects of resource endowments on managerial action and

performance. According to this perspective inter-firm co-operation attracts managers to

share resources within firms and thereby overcome resource-based constraints to

growth (Combs and Ketchen, 1999). Yet, on the other hand, Wernerfelt (1984) argues

that the firm resources can limit its rate of growth by limiting the firm's choice of

markets it may enter, and the levels of profits it may expect. The author further

identifies the major resource limitations that might be the reason behind the inadequate

growth rate as: shortage of labour and finance, lack of suitable investment

opportunities, and insufficient managerial capacity. The RBV perspective suggests that

the main reason for firm growth and success may be found inside the firm (Pitelis and

Pseiridis, 1999). However, Bell et a!. (1998a, b) argue that "firms will have a different

mix of resources/competencies and resource/competence gaps, and their strategic

responses to these allow for the possibility of different paths to growth and

intemationalisation".

As for performance, resource-based variations among firms can help explain

performance differences as a result of the outputs that can emerge from any unique

resources. Wernerfelt (1984), Barney (1991, 2001), Porter (1990), Peteraf (1993) and

Rangone (1999) argue that the long term competitiveness of a firm differentiates it

from its competitors. The firm's ability to sustain above average performance depends

on its endowment of resources, which should be of great value, durable, difficult to

imitate, and non-substitutable. Put differently, the firm is focusing on the specialised

resources, assets and skills it possesses, which are the fundamental drivers of

performance and build its competitive advantage (Barney, 1991; Conner, 1991; Seth

and Houston, 1994; and Pitelis and Pseiridis, 1999). Firms with such unique resources

may have a greater tendency towards intemationalisation, hence, possibly giving firms

a competitive advantage over rivals (Bloodgood et a!., 1996).
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On the other hand, Penrose (1959, p.54) points out that this need not be true, as she

observes that a firm may achieve above normal returns not because it has better

resources which they are difficult to imitate, but rather the firm's distinctive

competence involves making better use of its resources'. Likewise, Priem and Butler

(2001, p.25) argue that "inimitability, non-substitutability, and non-transferability are

each necessary but not sufficient conditions for sustainability of an existing

competitive advantage". Further, Porter (1980) and Grant (1991) highlight that it is the

firm unique capability to deploy or transform its resources that results in a sustainable

competitive advantage.

Peteraf (1993) argues that the firm's superior resources together with its internal

capabilities represent the basis for its competitive advantage, if matched appropriately

with environmental opportunities. Hodgson (1998) contends that the firm management

is obliged to match and re-new its resources and relationships as time, competition and

change erode their value. Moreover, in order to sustain advantage over competitors and

evolving customer requirements, firms must develop their resources bases constantly,

this process is called upgrading of competitive advantage (Grant, 1991). Evidently,

neither unique resources, nor superior capabilities per se can maintain a finn's

competitive advantage, rather firms need to harmonise the exploitation of existing

resources and the development of its resources and capabilities to retain their

competitive advantage.

3/5/4/2 The Resource-Based View and Intern ation alisation

Based on the RBV perspective Wernerfelt (1984) and Bell et al. (1998) argue that

when a firm makes its major internationalisation decisions (i.e. country market choice,

market servicing mode, product market strategies) it takes into consideration all

available resources and capabilities. Additionally, Westhead et al. (2001) examine the

impact of resources (e.g. age of manager, information and knowledge) on the

internationalisation patterns of UK SMEs, and find that firms whose managers are

older, have rigorous information, considerable management know-how and industry-

specific knowledge are more likely to be exporters.
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Ibeh (2000) investigates how Nigerian SMEs internationalise, using resource-based

perspective. The author finds that firms' competencies and capabilities are critical

determinants of Nigerian SMEs internationalisation behaviour. He further argues that

decision-maker's international orientation and experience, product quality and

technology, networking/relationships, and finance and foreign market information are

the most important resources. The author finally suggests that firms should improve and

strengthen their resource position in order to support their internationalisation process.

However, firms should not only improve and strengthen their internal resources, but

also from a contingency approach, they should consider leveraging their external

resources, and take into account the nature of the firm's business position as well as the

environmental context (Walters and Samiee, 1990).

To sum up, although the RBV has received considerable attention in the literature, and

has helped to explain how possession of superior managerial orientations, as well as

other strategic resources can serve as fundamental advantages during the

internationalisation process of SMEs (Knight, 2000), yet, few empirical studies based

on this perspective currently exist. This is partially a result of the disagreement among

scholars with respect to the terminology used, for instance Wemerfelt (1984) uses the

term 'resources', Dierickx and Cool (1989) use 'strategic assets' and Prahalad and

Hamel (1990) utilise 'core competencies', and also to the difficulties of identifying and

measuring valuable resources and capabilities (Yeoh and Roth, 1999). Hence, one way

to develop the use of the RBV is to encourage scholars to unify the terms used in their

studies, and try to build constructs that are able to identify and measure valuable

resources.

3/6 CHAPTER SUMMARY

The evidence presented in this chapter reveals that using the Internet as a

communication tool (e.g. email, Intranet, Extranet) has changed the way firms are

doing business. In particular, the Internet is changing the relationship firms have with

their customers, employees, suppliers, and distributors from being reactive to being

involved and having a dialogue. Firms are better able to meet the needs of their

customers and develop closer relationships.
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A range of evidence has been reviewed with respect to Internet and marketing

strategy relationships. The literature indicates that the Internet-product type

relationship is controversial, where some authors argue that a cost of a product,

frequency of purchase, value tangibility, and differentiation of the product are

characteristics affecting the possibility of marketing a product on the Internet. Yet,

on the other hand, some authors argue that product characteristics are insufficient to

understand the benefit of Internet commerce among small businesses, and that other

areas such as characteristics of business sector and value chain should also be studied

and explored.

Evidence suggests that the Web enables firms to provide detailed product

information, establishes a presence in new markets, enhances their corporate image,

encourages consumer involvement in developing their products, establishes

interactivity with the consumer, and handles customer complaints and queries.

Moreover, the literature shows that firms are gaining very little profits from Web

promotion, and that its fundamental benefit is giving the firms the necessary

experience -as far as marketing strategies are concerned- to be used when the

Internet becomes a major commercial tool for everyone.

The Internet-price relationships raise doubts as to whether the Internet will lead to

lower prices. Marketers may be forced to lower their prices if low search and entry

costs create intense competition, hence putting too much pressure on firms to

maintain their profit margins (Sharma, 2002). However, shopping online is still in its

infancy and much of this thinking is based on early stages of research.

The impact of the Internet on distribution channels is controversial, with some

researchers arguing that the use of the Internet will eliminate some channels,

whereas other scholars argue that the Internet creates new distribution channels. The

Internet enabled e-commerce will cause a number of changes in the traditional role

of the distribution channels either by passing some intermediaries, or restructuring

their original role. Alternatively, completely new cybermediaries will emerge out of

the special characteristics of the Internet.
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There is evidence for a positive relationship between the use of the Internet and firm

performance, with larger firms' exhibiting a higher level of Internet adoption and

use. The role of the Internet as an information source enables small firms to identify

foreign partners, distributors and markets that previously would be inaccessible.

Having such information facilitates their international process. An association

between the Internet and management characteristics was also identified.

Finally, the Internet helps SMEs to overcome barriers to internationalisation.

However, there are limitations to the use of the Internet by SMEs, for instance

insufficient resources such as experienced IT and management staff interested in

information technology, lack of financial resources and lack of awareness of e-

commerce extensive benefits are some barriers hindering the uptake of the Internet

and c-commerce among this sector.

Following Rogers (1995) five attributes of innovation, namely: relative advantage,

compatibility, complexity, trialability and obeservability, the researcher suggests that

the entrepreneur appreciates the advantages of using the Internet, is more ready to

experiment with the innovation, does not perceive the complexity of the Internet as a

barrier to adoption, and believes that it represents an opportunity to develop a

competitive advantage. Hence, the Internet appears to be consistent with the

entrepreneur's values and experiences. Viewed in this light, adoption of the Internet

in order to pursue international sales appears to be an entrepreneurial act.

A number of authors have applied different models of technology adoption to the

Internet, for instance Triandis model (Chang and Cheung, 2001), the Technology

Acceptance Model (TAM) (Cheung et al., 2000; and O'Cass and Fenech, 2003), the

Bass model (Fornerino, 2003), and the Gompertz model of technology diffusion

(Kiiski and Pohjola, 2002). However, this research assumes adoption of the Internet,

as well as, Covin and Slevin (1988) entrepreneurial orientation scale used in this

study subsumed innovation, hence, covering adoption of innovation literature is

beyond the scope of this research.
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Moreover, having reviewed transaction costs theory, internationalisation theories,

network perspective and resource based view, each perspective has some relevance

to this study.

For instance, Hobbs (1996) argues that information is the common factor among the

transaction costs (e.g. search, price, monitoring), and that lack of information could be

considered an information cost. In common with Benjamin and Wigand (1995) and

Picot et al. (1997) who argue that the use of information and communication

technology has increased the speed of knowledge dissemination and diffusion, the

researcher believes that the use of the Internet among UK SMEs will provide the firms

with some of the information necessary with respect to foreign markets, competitors,

distributors, prices, and customers, and is likely to decrease the costs of information

processing and communication, hence, reducing the firms overall transaction costs.

Also, the researcher is very keen to examine the extent to which internationalisation

theories explain the behaviour of UK SMEs, for example do they expand gradually and

seek psychically close countries first, or do the 'born global' and 'early international'

phenomena explain their intemationalisation behaviour.

As mentioned earlier in the chapter, the network approach is largely used to explain the

behaviour of small and/or entrepreneurial firms, and help them overcome resource

constraints. Therefore, it is believed that the use of the Internet helps to create, widen,

broaden and maintain contacts.

Finally, from the RBV perspective firms are bundles of resources and competences

(e.g. Conner, 1991; and Peteraf, 1993). These resources and competences, if they are

distinctive or superior relative to competing finns, constitute firm-specific assets that

are the basis of the firm competitive advantage (Reuber and Fischer, 1999, p.88).

Consequently, this study will be looking at the resource based view at both the firm

level (i.e. IT resources and capabilities), and at the level of owner/managers of UK

based SMEs.

To continue the argument underlying this research outlined in chapter two where the

entrepreneur is defined as the one who is alert to the opportunity, is innovative and a
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risk taker, this chapter analyses the relationship between the use of the innovation (i.e.

the Internet) and SME internationalisation, the next chapter will discuss exporting

literature, where exporting has been explained by the innovation related models of

internationalisation as an innovation adoption behaviour (Bilkey and Tesar, 1977;

Cavusgil, 1984; and Lim et al., 1991), and perceived by Ibeh (1998, p.20) and Ibeh and

Young (2001, p.567) as an 'entrepreneurial act'.

120



CHAPTER FOUR

EXPORT PERFORMANCE: DETERMINANTS AND MEASURES

Cli apter Objectives

• To present key models of the determinants of export performance.

• To evaluate a veiy fragmented literature on export performance of the firm

following the structure of the models.

• To comprehensively categorise and discuss different approaches to

measuring export performance.
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CHAPTER FOUR

EXPORT PERFORMANCE: DETERMINANTS AND MEASURES

There is a substantial body of research on export performance, however there are

problems with the range of export performance determinants used in studies, as well

as the measures and methodologies used. These problems are largely due to the fact

that some research treats exporting as a marketing practice, others as management

practice, and still others as strategic choice (Axinn, 1994).

This chapter reviews key models of the determinants of export performance namely

the Aaby and Slater model, the Madsen contingency approach and the Zou and Stan

model. This leads firstly, to a discussion of the internallcontrollable determinants of

export performance - export marketing strategy and management attitudes and

perceptions - and secondly to a discussion of the internalluncontrollable determinants

of export performance, particularly management characteristics and firm

characteristics and competencies. Finally, export performance measures are

discussed, and the chapter then concludes with a brief summary.

4/1 INTRODUCTION

Since the post war period, liberalisation, integration and competition in world

economies have encouraged firms to engage in exporting activities (Douglas and

Craig, 1989). This trend and the generally held view that increased exports benefit

society, and the severe trade deficit pressures faced by many developed and

developing countries have stimulated academic interest in the export behaviour of

firms (Bilkey, 1978; Dichtl et al., 1984; Cavusgil arid Naor, 1987; Gripsrud, 1990;

and Katsikeas et a!., 1996).

Increasing exports can be achieved either by stimulating exporting firms to export

more, or by inducing non-exporters to export (Gripsrud, 1990; and Katsikeas, et al.,

1996). At a national level, governments formulate export oriented trade strategies

and develop assistance programmes to encourage export sales (Katsikeas and

Morgan, 1993), while at the firm level, exporting has become increasingly vital for

firm prosperity and long term commercial viability (Katsikeas, 1994). Moreover,
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exporting is one of the most common ways for firms, particularly SMEs, to

internationalise. Exporting compared with other market entry strategies, such as joint

ventures and overseas manufacturing, has lower financial risks, lower commitment

of resources, and a high degree of flexibility (Katsikeas and Morgan, 1994; and

Stottinger and Schlegelmilch, 1998).

4/2 MODELS OF EXPORT PERFORMANCE DETERMINANTS

The drive to understand the determinants of performance in business in general and

in international marketing in particular is not new. However, progress in

conceptualising and identifying factors that determine export performance has been

marked by several significant contributions. Aaby and Slater (1989) introduced the

'general model' for assessing export performance, which was considered to be the

first attempt to categorise the determinants of export performance. This stimulated

other researchers in the field (e.g. Madsen, 1994; and Zou and Stan, 1998) who

criticised Aaby and Slater's model and presented two additional models namely, the

'contingency approach' and 'internallexternal-controllable/uncontrollable' model

respectively. The rationale behind discussing these models is twofold: firstly, they

are extensively cited by several authors in the field, and secondly, to track the

development of the determinants of export performance from 1989.

4/2/1 The Aaby and Slater Model

Aaby and Slater (1989) have reviewed 55 studies of firms export behaviour between

1978 and 1988 and produced the general model for assessing export performance and

variables (see Figure 4.1). The framework employed in their study synthesised export

knowledge at two broad levels: 1) the external environment level, and 2) the firm

business strategy and functional level. However, the authors did not evaluate the

studies individually, and their review did not reflect their agreement or disagreement

with the particular measurement, methodology, or sampling used in the studies. Also,

they did not focus on export performance per se but included dimensions which

represent areas broader than just export performance, such as the exporter/non-

exporter dichotomy, propensity to export, and barriers to export (Zou and Stan,

1998). In addition, Bijmolt and Zwart (1994) argue that the factor 'firm
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characteristics' in the model (see Figure 4.1) contains a collection of variables that

do not have much in common like firm size and management commitment to, and

perceptions of, exporting. Firm size is linked to firm level capabilities and the

attitudes towards exporting, however by incorporating management commitment and

perceptions into the firm characteristics factor the focus has shifted to the level of the

owner/manager. The authors argue that firm characteristics may affect not only

export strategy as stated by Aaby and Slater (1989), but also all of export policy

instruments.

Figure (4.1) General Model for Assessing Export Performance and Variables

U)
— ci)

0
Environment

Competencies
	 Performance

• Technology
• Exportlmarket knowledge
• Planning
• Export policy
• Management control
• Quality
• Communication

U)ci)
0

3)

ci)
	 Firm characteristics I

4-.

• Finn size
• Management commitment
• Management perceptions towards

-financial incentives
-competition
-market potential
-distribution, delivery and service
-government incentives
-risk
-profit

Source: Aaby and Slater (1989, p.9).

S Propensity to export
• Export sales
. Exporters vs. non-exporters
S Level of export
S Perceptions towards export
S Export growth intensity
. Barriers to export

Strategy

• Market selection
• Use of intermediation
S Product mix
• Product development
S Promotion
• Pricing
• Staffing
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4/2/2 Madsen's Contingency Approach

One response to the inconsistencies in the export literature regarding the importance

of export success antecedents' is the 'contingency theory' (Walters and Samiee,

1990; and Katsikeas et a!., 2000). According to this approach exporting is perceived

as the "firm's strategic response to the interplay of internal as well as external

factors" (Reid, 1983; Madsen, 1989; Koh, 1991; Hoizumller and Kasper, 1991; and

Cavusgil and Zou, 1994). The contingency approach is based on two main premises:

firstly, there is no single structure appropriate for all tasks (Hickson et al., 1971; and

Ruekert et a!., 1985), and secondly, although wide variations regarding effectiveness

could possibly be observed, these variations are not random (Robertson and Chetty,

2000).

Walters and Samiee (1990) support the contingency approach and assert that:

"...a perspective that emphasises the importance of the exporter's contextual
situation offers a fruitful approach to a better understanding of determinants of
export success. This implies that universally valid prescriptions for success are
unlikely to be found, and that account needs to be taken of the nature of the firm '.s'
business position and the environmental context" (v.35).

Madsen (1994) has developed a model of the contingency approach to export

performance (see Figure 4.2).
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Figure (4.2) Determinants of Export Performance
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Source: Madsen (1994, p.29).

The basic assumption of Madsen's model is that the firm acts under certain financial

constraints and that the firm's home market conditions, its past experience and its

size affect the firm's top management attitudes, skills and resources, as well as the

firm's specific advantage. Both the financial status and home market conditions

along with their consequences are responsible for the choice of strategy and its

appropriateness. Once more management attitudes, skills and resources are

responsible for creating other management and organisational skills and resources,

which moderate the quality of strategy implementation. On the other hand, firm

specific advantage affects transaction and market conditions, which in turn moderate

the appropriateness of a particular strategy. Finally, as illustrated in Figure 4.2 export

performance appears to be influenced either directly, or indirectly, by all the

elements in the model. Accordingly, it is highly unlikely that one export strategy

could be suitable for all situations and in all contexts. Zou and Stan (1998) build on

the Madsen's (1994) 'contingency approach' which holds export strategy to be a

moderating factor between the firm and export performance. This is discussed in the

next section.
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4/2/3 The Zou and Stan InternaLlExternal-ControllablelUncontrollable Model

Zou and Stan (1998) have developed an analysis of the export performance literature

which overcomes the weaknesses of the Aaby and Slater (1989) model that were

highlighted earlier (see section 4/2/1). Unlike Aaby and Slater (1989), Zou and Stan

(1998) have reviewed and evaluated 50 studies that focus particularly on export

performance. Additionally, the factors (e.g. firm characteristics and competencies) in

the framework (see Table 4.1) include variables that are consistent with each other,

and reflect and describe the factor itself e.g. firm size, firm international competence,

firm age, firm technology. Therefore, the Zou and Stan (1998) model is perceived as

the most comprehensive, detailed, and updated framework that identifies the

determinants of export performance.

Table (4.1) Determinants of Export Performance

Internal	 External

Export Marketing Strategy
• General export strategy.
• Export planning.
• Export organisation.
• Market research

utilisation.
• Product adaptation.
• Product strengths.
• Price adaptation.
• Price competitiveness.
• Price determination.

Controllable
• Promotion adaptation.
• Promotion intensity.
• Distribution channel

adaptation.
• Distribution channel

relationships.
• Distribution channel

type.

Management Attitudes &
Perceptions

• Export commitment and
support.

• International orientation.
• Proactive export
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motivation.
• Perceived export

advantages.
• Perceived export

_____________________	 barriers.	 _____________________________

Management Characteristics	 Industry Characteristics
• Mgmt's international	 • Industry's

experience,	 technological
• Mgmt's	 intensity.

education/experience. 	 • Industry's level of
instability.Uncontrollable	 .Firm s Characteristics &

Competencies	 Foreign Market
• Firm's size.	 Characteristics
• Firm's international. 	 • Export market

competence.	 attractiveness.
• Firm's age.	 • Export market
• Firm's technology,	 competitiveness.
• Firm's characteristics.	 • Export market
• Firm's	 barriers.

capabilities/competency.
Domestic Market

Characteristics
• Domestic market.

Mgmt: management.
Source: Zou and Stan (1998, pL343).

After reviewing the different models of the determinants of export performance, it

becomes evident that the exporting field is burdened with a large and fragmented

number of export performance antecedents (firm characteristics, export marketing

strategy, management attitudes and perceptions, management characteristics, and

firm characteristics and competencies), in addition to the great inconsistency of the

research methodologies used that may be interpreted as a lack of coherence and

consensus among scholars in the field with respect to both issues (i.e. determinants

and methodologies) (Bodur, 1994; and Baladauf et al., 2000). Subsequently, very

few solid conclusions are available to guide further research (Baldauf et al., 2000),

highlighting the critical need for a comprehensive understanding of the determinants

of export performance in a global marketplace. There is also a need to conduct a

more focused review in order to circumvent such confusion and fragmentation (Zou

and Stan, 1998). The following section reviews the various determinants of export

performance using the Zou and Stan (1998) categorisation.
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4/3 Internal/Controllable Determinants of Export Performance

Following Zou and Stan's (1998) taxonomy, the following section discusses the

internal/controllable determinants of export performance, namely export marketing

strategy and management attitudes and perceptions.

4/3/1 Export Marketing Strategy

4/3/1/1 Export Planning

In this section the importance of export planning and the relationship with firm

export experience and stage of internationalisation is discussed, as well as the

relationship between export planning and firm size and export performance.

Although random events commonly play a role in the initiation of exporting (Bilkey,

1978), there is a consensus among researchers that formal market planning leads to

higher export propensity (Cavusgil and Nevin, 1981; Cavusgil, 1984a; Malekzadeh

and Nahavandi, 1985; Burton and Shegeimlich, 1987; Diamantopolous and Inglis,

1988; and Aaby and Slater, 1989).

Aaby and Slater (1989) underscore the improtance of systematic planning in export

operations. Cavusgil (1984) asserts that firms tend to adopt more formalised planning

procedures as they become more experienced in and committed to exporting. Also,

Barrett and Wilkinson (1986) find that firms in the early stages of

intemationalisation do not follow any formal or planned approaches and as their

level of involvement increases things get much better and more structured. However,

on the other hand, Amine and Cavusgil (1986) assure that very detailed export plans

do not guarrantee higher levels of export performance, however, giving more time to

planning for exporting is a critical success factor.

Barrett and Wilkinson (1986), Ayal and Raban (1987) and Samiee and Walters

(1990) associate firm size with export planning where they find, as anticipated, larger

firms are most effective export planners and enjoy more success in overseas markets

than their non-planners counterparts'.
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Generally, export planning and information acquisition have a direct relationship

with export success (Kirpalani and MacIntosh, 1980; Bilkey, 1987; Madsen, 1988;

Walters and Samiee, 1990; Evangelista, 1994; Bodur, 1994; and Da Rocha and

Christensen, 1994), and specifically, export planning is associated with improved

export sales, number of export markets, profitability, development of exporting

during the last five years and exporter satisfaction (Samiee and Walters, 1990;

Bijmolt and Zwart, 1994; and Shoham, 1996).

On the other hand, O'Neill et al. (1987, p.40) find a complex relationship between

planning and the performance of manufacturing firms in several north-eastern states

of the USA. However, Katsikeas et al. (1996) assert that this finding could be the

result of the increasing cost of export planning in specific situations.

It seems that there is wide agreement that planning is desirable (O'Neill et al., 1987).

These results emphasise the need for exporters to intentionally explore and develop

export markets. The deliberateness with which the firm carries out its export

activities coupled with the focus on exporting when plans are developed makes

planning an important determinant of export performance (Samiee and Walters,

1990).

4/3/1/2 Utilisation of Market Research

Several studies in the exporting literature have emphasised the need for market

research, here defined as "gathering, recording and analysing all facts about

problems relating to the transfer and sale of goods and services from the supplier to

the consumer or user" (The American Marketing Association, 1961). Studies have

highlighted that the utilisation of market research is associated with higher export

performance, and that the larger the firm the more market research is carried out (e.g.

Cooper and Kleinschmidt 1985; Koh and Robicheaux, 1988; Madsen, 1988; Seifert

and Ford, 1989; Lee and Yang, 1990; Koh 1991; Beamish et al., 1993; and Hart et

al., 1994).
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There is evidence that market research has a strong positive effect on export sales,

export growth and composite measures of export performance (Cunningham and

Spigel, 1971; Cavusgil, 1984; Madsen, 1987; and Katsikeas et al., 1996). Also,

Cooper and Kleinschmidt (1985) find a positive association between sales volume

and the use of different marketing tools namely marketing planning, marketing

research, segmentation and marketing control among the exporters of manufactured

goods. In contrast, Samiee and Walters (1990), Koh (1991) and De Luz (1993) report

a negative association between export sales and market research.

Kirpalani and MacIntosh (1980) and Madsen (1988) associate prior market research

and prior contacts in the latest market and close monitoring of market changes with

greater export achievement and export growth. Whereas, Langeard et al. (1976)

suggest that because of the high costs associated with primary research, small firms

that carry out secondary research are more successful in export markets. On the other

hand, Amine and Cavusgil (1986) find no clear relationship between prior market or

channel search and evaluation procedures and higher levels of export performance.

Further looking at firm size and market research, Samiee and Walters (1990) find

that large firms with longer market experience and a better financial situation are

more likely to allocate resources to marketing research activities. Hart et a!. (1994)

also associate firm size with the use of informal market research, although the

authors have noticed a lack of consensus among British SMEs exporters with respect

to the use of marketing research while taking exporting decisions. Moreover,

Cunnigham and Spigel (1971) and Cavusgil (1984b) find that the more the firm is

committed to exporting the more its market research department handles export

research and the more complex the research becomes. Also, Diamantopoulos and

Schlegelmilch (1990) in a study of 80 Finish SMEs exporters found a number of

differences with respect to the use andior non-use of export market research. These

were: 1) the users of export marketing research were larger, 2) they produced a wider

range of products, 3) they served more regions, 4) they perceived themselves as more

competitive in export distribution than their counterparts, and 5) they had separate
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department to carry out export research matters. These results confirm the

association between market research and firm size and exporting decisions.

4/3/1/3 General Export Strategy

The increasing globalisation of world markets has made international marketing

strategy more important than ever (Shoham, 1996). However, even though thousands

of words have been written in order to define 'strategy', there is a lack of agreement

about what exactly strategy is. For instance, Buzzell and Gale (1987, p.18) define

strategy as "the policies and key decisions adopted by management that have major

impacts on financial performance. These policies and decisions usually involve

significant resource commitments and are not easily reversible". In the same vein,

Hofer and Schendel (1978) define strategy as "management's scope and resource

commitments to achieve long-run success" (cf. Baldauf et al., 2000, p.66).

Furthermore, Galbraith and Schendel (1983) see strategy as a consistent stream or

pattern of managerially controllable decisions. Evidently, there is agreement among

scholars that 'strategy' refers to a management arrangement which includes

committing resources to accomplish long term success (e.g. financial, growth). This

is a general definition of the term strategy, however, what this research is really

concerned with is export marketing strategy

There are many definitions and views of export marketing strategy (Wind and

Robertson, 1983). For instance, Cavusgil and Zou (1994, pA) define export

marketing strategy as: "the means by which a firm responds to the interplay of

internal and external forces to meet the objectives of the export venture". This

definition considers all aspects of the traditional approach to marketing strategy (i.e.

product, promotion, pricing and distribution). Cavusgil (1983) identifies four

variables that influence successful export marketing strategy specifically: 1) the basic

company offering, 2) contractual links with foreign distributors and agents, 3)

promotion, and 4) pricing. Following Aidrish (1979), Porter (1980) and Venkatraman

and Prescott (1990), Cavusgil and Zou (1994) adopt the principal of strategy-

environment co-alignment, where the fit between the strategy and its external context
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has significant positive association with firm performance (Anderson and Zeithami,

1984; and Gupta and Govindarajan, 1984).

Namiki (1994) introduces an operational definition of export marketing strategy

where "strategy is a consistent pattern or combination of decision components

representing market selection (i.e. the degree of worldwide orientation and market

segmentation), marketing mix and marketing mix adaptation to foreign markets,

which characterises the way businesses tend to compete in export markets".

Namiki's working definition is comprehensive encompassing market selection and

adaptation of marketing mix. The discussion now turns to the issues of

concentrationldiversification, standardisation-adaptation, and generic strategies.

Concentrationlaccumulation strategies, sometimes referred to as

'concentrationldiversification' strategies, reflect one aspect of export marketing

strategy. In research studies very few firms are using export market concentration

policy, and so it is quite difficult to prove its validity, besides effectiveness of the

strategy may vary between industries and firms. However, Piercy (1981) supports the

general 'concentration' argument which states that "the greatest temptation is to

diffuse first-rate resources rather than to concentrate them". Also, Douglas (1996)

stresses the importance of concentration strategy to Peruvian SMEs and further

emphasises its positive impact on their export performance. Recently, Leonidou et

al.'s (2002) meta-analysis reveals that use of a market concentration strategy is

related positively to overall export performance. Meanwhile, Madsen (1987), Lee

and Yang (1990) and Donthu and Kim (1993) report that neither strategy

concentrationldiversification, nor being first mover or follower is associated with

higher export profitability and growth respectively, and that their effect are largley

insignificant. These results suggest that the type of export strategy per se does not

necessarily affect firms' export performance.

The key consideration in the debate on standardisation versus adaptation is whether

marketing strategy should be standardised or adapted according to foreign market

conditions (Douglas and Craig, 1989). Conceptually, the degree of marketing

standardisation versus adaptation is a function of product, industry, market,
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organisation and environmental characteristics, these factors -individually and

collectively- affect standardisation differently in various decision areas (Walters,

1986; Buzzell and Gale 1987; Jam, 1989; and Cavusgil et a!., 1993).

Standardisation also offers the opportunity to realise economies of scale (Levitt,

1983; and Jam, 1989). Levitt (1983) refers to standardisation of international

marketing strategy as using a common product, price, distribution and promotion

programme on a worldwide basis, particularly where technology is removing the

need to adapt elements of marketing strategy.

Table 4.2 highlights some of the findings with respect to the relationship between

export marketing strategy standardisation/adaptation and the finn export

performance.

The findings highlighted below show the disagreement among scholars about

whether firms should standardise or adapt their marketing strategy. However,

researchers strongly recommend that firms adapt their marketing mix to the

exporting country context (Samiee and Roth, 1992; and Bhaskaran, 1999).
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Table (4.2) Export Marketing Strategy-Export Performance Relationship

Export Marketing Strategy -
Export Performance Findings

Relationship

• Schneeweis (1985) and Shoham (1996) report
that standardising some strategies does enhance
firm performance.

Standardisation
• Seifert and Ford (1989) suggest that firms

exporting industrial goods would be better off
when standardising their marketing mix except
for promotion.

• Shoham and Albaum (1995) and Shoham (1996)
establish a positive relationship between general
adaptation and export performance.

• Louter et al. (1991) assert that SMEs are more
Adaptation	 into adaptation approach than standardisation

one.

• Bhaskaran (1999) argues that Australian
exporters have faced instability in their export
volume and market share as a result of not
adopting their marketing strategies to the specific
social and political conditions of the exporting
country Malaysia.

• Douglas (1996) reports that when Peruvian SMEs
adapt their marketing mix, it positively
influences their attitudes towards exporting, yet
their overall performance did not improve much.

No difference • Samiee and Roth (1992) find no differences in
performance among firms that standardise or
adapt their strategy.

Source: e.g. Shoham and Albaum (1995); Shoham (1996) and Bhaskaran (1999).

A less commonly used approach to categorise export marketing strategies is the

products/markets (P/M) typology introduced by Axinn et a!. (1996) and based on the

work of Buzzell (1968); Levitt (1983), Porter (1985) and Kotler (1991) (see Figure

4.3).

The P/M typology, an alternative approach to concentrationldiversification, is based

on where the firm exports and the degree of within country segmentation, as well as

on the degree to which the firm adapts its products.
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Figure (4.3) Products/Markets (P/M) Typology of Export Strategy

Adapt Products for Export 	 Do Hot Adapt Products for Export

Cell 2	 Cell 1

CUSTOMISED BROAD-BASED STANDARDISED BROAD-BASED
EXPORTERS	 EXPORTERS

Export to
Many	 Analogus frameworks:	 Analogus frameworks:

Countries	 Buzzell (1968)	 Global strategy (Levitt, 1983)
Multinational strategy (Levitt, 	 Overall cost leadership strategy
1983). Flexible Global Strategy 	 (Porter, 1985)

(Kotlerl 991)
Differentiation Strategy

______________	 (Porter] 985)	 ______________________________________

Cell 3	 Cell 4

Export to	 CUSTOMISED FOCUSED	 STANDARDISED FOCUSED
Few	 EXPORTERS	 EXPORTERS

Countries
Analogus framework:	 Analogus framework:

____________ D fferentiation focus (Porter, 1985)	 Cost focus (Porter, 1985)
Source: Axinn eta!. (1996, p.31).

Axinn et al. (1996) indicate that export performance of customised and standardised

broad based exporters is very poor when measured by either sales or profits.

Although significant differences between customised and standardised focused

exporters were found when using porfit as a measure of performance. The former

result could be explained in light of Porter's (1985) justification that cost focus

(standardised focused) exporters exploit differences in cost behaviour in some

segments, while differentiation focus (customised focused) exporters exploits the

needs of buyers in certain segments. Hence, if a focused exporter adopt a

standardisation (cost based) strategy then lowering costs to gain international market

entry could affect profit (Porter, 1985). On the other hand, there is no significant

association between customised and standardised focused exporters when using sales

as a meausre of performance (Axinn et al., 1996). According to Porter (1985), if a

firm can achieve sustainable cost leadership (cost focus) or differentiation
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(differentiation focus) then the focuser will be an above average performer in his/her

industry.

Cateora and Graham (1999, p.7) suggest that "international marketing involves

creating a marketing mix that is optimal with respect to the business environment of

each country to which the firm's product is sold. The authors argue that the

international marketing mix is controllable by management, but home and host

country business environments are not". Therefore, Cateora (1983) demonstrates a

typological model for analysing the firm's export marketing mix (see Figure 4.4).

This particular schematic model is preferred than more recent diagrams introduced

by Cateora as it fits the context of export marketing strategy

standardisation/adapatation well.
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Figure (4.4) Schematic model of the export marketing mix for a given type of
product in relation to the firm's characteristics, the firm's home country

business environment and the business environment of the country to which the
product is exported

FOREIGN
ENVIRONMENTS

uncontrollable

Political
forces

DOMESTIC
ENVIRONMENTS

Political uncontrollable
forces	 I

Economic
forces

Economic
forces

FIRM
CHARACTERISTICS

Short-run..uncontrollable Export
Size •	 volume

/	 --
-	 EXPORI

MARKETINGH	 MIX 1)
E	 (controllable)

Export	 Credit -
	 Export

etitivenes

Te of	

omp

export product	
Technology

level

Distribution
	 Technology

structure
	 level

Distribution
structure

Source: Cateora (1983, p.4).

"The above figure indicates that a firm's model for analysing its export marketing

mix should be appropriate to the firm's characteristics, the type of product exported,

the firm's home country business environment and the business environment of

every country to which the firm exports. Each consideration listed above (see Figure

4.4) is an aggregate of many components all of which should be examined when

selecting an appropriate export marketing mix" (Bilkey, 1987, p.158). It seems that
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the term marketing mix strategy is used synonymously and interchangeably with

export marketing strategy (Levitt, 1983; and Buzzell and Gale, 1987).

Namiki (1994) finds two types of export marketing strategies namely low price

leadership and innovative differentiation to correspond with above average export

profitability. Consistently and recently, Baldauf et al. (2000) examine the

relationship between the former export strategies reported by Namiki (1994) and

export performance measured by export effectiveness, export intensity, and export

sales among Austrian exporters. The results indicate a positive relationship between

differentiation strategies and export effectiveness and a negative association with

export intensity and export sales. On the other hand, the results show that low cost

strategy is negatively associated with export effectiveness, and its relationship with

export intensity and export sales was insignificant.

Amine and Cavusgil (1986) argue that there is relatively little empirical research that

associates specific types of marketing strategies with export success. Also, Namiki

(1994) finds a weak relationship between export market strategy and export growth

and that export intensity is not an adequate measure of export market strategy.

Admittedly, findings about a general relationship between export strategy and firm

performance deemed inconclusive (Shoham, 1996). Unfortunately, researchers

concerned with export marketing strategy are using simple measures of performance

and a limited number of explanatory strategy variables, therefore, more research is

needed to justify the effect of export marketing strategy on both single and multiple

measures of export performance (Shoham, 1996).

4/3/1/4 Product Adaptation

Product standardisation/adaptation policies are an important aspect of export

marketing strategy and are perceived as an antecedent of export performance. In this

section differing views of the association between product adaptation, product type

and product line management and export performance measures (e.g. export growth,

export profitability) are discussed.
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Although the cost savings from standardisation are appealing for firms, product

adaptation receives more attention in the literature, and arguably, marketing oriented

firms will modify their products to appeal to different groups of customers in

different markets. Product adaptation is defined in terms of the degree to which the

firm's actual and augmented product elements are adapted for export markets to

accommodate differences in environmental forces, consumer behaviour, usage

patterns and competitive situations (Leonidou et al., 2002, p.61). The findings on

product adaptation and export performance are mixed. A number of researchers

associate product adaptation with export growth, market share, export performance

and export profitability, largely due to the ability of an adapted product to better

satisfy foreign consumers' needs and preferences and to be transferred easily to the

foreign market (Cooper and Kleinschmidt, 1985; Walters and Samiee, 1990; Donthu

and Kim, 1993; Szymanski et a!., 1993; and Johnson and Arunthanes, 1995).

Leonidou et al. (2002) find that the only significant results linking product adaptation

and superior export performance come from studies using export sales based

performance measures.

On the other hand, Johnson and Arunthanes (1995) and Shoham (1996) report that

product adaptation has no influence on export performance measured by profitability

and sales, further its effect on financial performance is yet unclear. Moreover, Amine

and Cavusgil (1986) notice that firm's performance is improved with less product

adaptation for exporting.

Turning to the issue of 'product type' and its role in product adaptation decisions,

Das (1994) reports an association between the nature of the product and export

intensity, also Gripsrud (1990) finds that product categories influence the firms

attitudes towards future exports. Moreover, Jam (1989) and Johnson and Arunthanes

(1995) argue that consumer products require adaptation because they address human

needs and wants of various societies, meanwhile industrial products do not need

modifications for export markets. Evidently, empirical evidence concerning product

type and standardisationladpatation is equivocal.
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The relationship between product line management and export performance is

inconclusive, where some authors associate product lines customisation with export

profitability (Walters and Samiee,1990, and Shoham,1996). While Christensen et al.

(1987) conclude that firms with multiple product lines are more successful in their

export activities than their counterparts. Moreover, Beamish et al. (1993) find a

positive relationship between wide product line and the UK and Canadian SMEs

export sales. Whereas, Kirpalani and MacIntosh (1980) associate narrow product

lines with higher levels of export sales. The authors contend that a wide product line

may diffuse the firm's exporting resources, and consequently may diminishes its

success.

There is a consensus in the marketing literature that firms following a product

standardisation policy achieve superior performance and success which is explained

by economies of scale, learning curves effects, and improving quality by applying

standardised marketing concepts (Christensen et a!., 1987; Louter et al., 1991; De

Luz, 1993; and Styles and Ambler, 1994). Nevertheless, Samiee and Roth (1992)

report no association between product standardisation and export performance. They

argue that despite the well known advantages of standardisation, profitability may

suffer because sometimes standardised products may not match foreign customers'

needs.

4/3/1/5 Product Uniqueness

This section discusses the different views of scholars with respect to the relationship

between product uniqueness and export performance. The findings are inconsistent in

nature, with some authors reporting an association with performance and success in

export markets, while others present an opposing view, or even no association.

A number of authors suggest that a unique, differential, or very sophisticated product

and patent is a major export stimulus and the common explanation of export success

that influences firms' export behaviour (Tesar and Tarleton, 1982; Kaynak and

Kothari, 1984; Albaum et a!., 1994; and Thirkell and Rmadhani, 1998).
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Evidence indicates that product uniqueness significantly influences export

profitability, growth as compared to competitors, satisfaction with market share,

export proportion of sales, export success and export performance (Cunningham and

Spigel, 1971; Tesar and Tarleton, 1982; Madsen, 1988; Louter et al., 1991; Styles

and Ambler, 1993; and Moen, 2000). Product strength is also associated with export

sales (Hirsch, 1971; Bilkey, 1982; Rosson and Ford, 1982; and Cavusgil, 1984). In

addition, McGuiness and Little (1981) and Beamish et al. (1993) argue that product

characteristics have a positive influence on export success.

However, some negative findings about product uniqueness and export success have

been reported (Kirpalani and MacIntosh, 1980; and Louter et al., 1991). Louter et al.

(1991) find that due to the premium price associated with product uniqueness the

overall export sales ratio decreases. Whereas, the empirical findings show that

product uniqueness and quality do not contribute significantly to export success and

export profitability (Wiedersheim-Paul and Erland, 1979; Ayal and Hirsch, 1982;

Cooper and Kleinschmidt, 1985; Cavusgil and Naor, 1987; and Koh, 1991).

Overall, the evidence of a relationship between product uniqueness and export

performance is still ambiguous with some authors reporting a positive association,

while others find a negative or no association.

4/3/1/6 Price Adaptation

"Pricing is the moment of truth - all of marketing comes to focus in the pricing
decision" (Cory, 1962).

The following section highlights the importance of pricing as a key factor in

marketing strategy and export success.

There are two important reasons to regard price as a fundamental element in

marketing strategy (Samiee, 1987). Firstly, price translates the firm's efforts into

profits and revenues, hence indicates its success in the long run. Secondly, to change
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pricing policy usually requires minimal expenditures unlike other aspects of

marketing strategy. Yet, Myers and Cavusgil (1996) and Stottinger (2001) observe

that despite the importance of pricing it has attracted little research interest compared

with other marketing tools.

Cavusgil (1988) identifies a number of variables that influence export pricing: 1) the

nature of the product or industry, 2) the location of the production facility, 3) the

distribution system, 4) the location and environment of the foreign market, 5) U.s.

government regulations, and 6) the attitude of the finn's management. The author

adds that except for the fifth variable the rest of the variables could be generalised to

any other firm when making price decisions that are considered critical for marketing

executives. Particularly, since price is known as the most flexible and differentiated

marketing mix instrument (Louter et a!., 1991).

Exporters state that price is that part of the marketing mix that requires most

adaptation for exporting, where a growing number of researchers establish a

significant positive relationship between export price adaptationlcustomisation and

export success (Kirpalani and MacIntosh, 1980; Piercey, 1981; Bilkey, 1982; Koh

and Robicheaux, 1988; Koh, 1991; and Shoham, 1996). Leondiou et al.'s (2002)

meta-analysis shows a strong positive link between price adjustment and both overall

and individual export performance measures with the exception of export sales.

Piercy (1981) finds that some firms would largely differentiate their product prices

across markets while others do not. However, there are some contradictory findings

for example, Amine and Cavusgil (1986) report that the correlation between price

and performance is largely inconclusive, and Siefert and Ford (1989) conclude that

there is no significant difference in pricing patterns across firms size and exporting

expenence.

Turning to price competitiveness, the development of the Internet has given added

impetus to the debate about standardisationladaptation of pricing. The differentiation

of prices across markets becomes hard to sustain because of the transparency of

information and the availability of competitors prices.
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Stottinger (2001) indicates that only two German international business executives

out of 45 interviewed assert that they had to adjust their prices to their competitors'

prices - because of price comparisons on the Internet - rather than matching their

prices level across markets. The remaining 43 executives were quite confident that

the Internet will not put them under the pressure of standardising their prices.

Madsen (1987, 1988) argues that price competitiveness has a weak and marginal

effect on export performance. Similarly, Louter et al. (1991) report a weak

association between price competitiveness and profitability and a positive effect on

export sales ratio. Myers et al. (2002) expect that in a more competitive export

environment, competitive export pricing positively influences export performance.

Whereas, Hirsch (1971) and De Luz (1993) find no significant correlation between

price competitiveness and export growth. These negative results indicate that price

competitiveness has a minor effect on export performance.

In spite of the importance of export pricing as the only marketing strategy variable

that generates revenue, exporters perceive other factors like product quality and

customer service as critical aspects contributing to the firm export performance

(Wortzel and Wortzel, 1981). Admitteldy, further investigation is required to better

comprehend the dynamics of this variable taking into consideration the new

challenges forced by the new tecimology (i.e. the Internet).

4/3/1/7 Promotion Adaptation

Although the decision to standardise or adapt promotion strategy is a key concern for

exporters (Leonidou et al., 2002), few empirical investigations look at this particular

area. This section outlines the relationship between promotion adaptation and export

performance measures.

Cavusgil and Zou (1994) report a moderate and inverse relationship between

promotion adaptation and export performance. They argue that the sensitivity of

promotional efforts to cross cultural variables and the high cost of promotion

adaptation are the reasons for this result. While on the other hand, Jam (1989) reports

a positive association between standardising advertising and firm performance. Also,
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Louter et al. (1991) assert that a standardised promotion policy does improve export

profitability in certain industries.

In conclusion, Leonidou et a!. (2002) suggest that promotion adaptation exhibits a

strong positive association with overall export performance regardless of the time,

place and products focused on in the studies reviewed. However, analysis of

individual export performance measures reveals that promotion adaptation has a

strong effect only on export sales growth and export intensity, while its impact on

export profits is limited.

With respect to promotion intensity, a number of studies establish a positive

association between promotion intensity and export sales growth, export profits,

export intensity and satisfaction with exporting (Kirpalani and MacIntosh, 1980;

Cavusgil and Kaynak, 1982; Siefert and Ford 1989; Shoham, 1996; and Leonidou et

al., 2002). Siefert and Ford (1989) observe that small firms in the USA have different

levels of promotional budgets based on their exporting experience - the longer they

have been exporting the larger their promotional budgets. Also, the authors notice

that large firms are more satisfied with their exporting performance. The explanation

given is that firms with more export experience realise the value of promotion, and

are convinced that they cannot achieve a desirable level of export sales without that

promotion.

Clearly, the effect of promotional effort on various measures of export performance

is mixed and yet unclear, therefore it is an interesting area that needs further research

and investigation.

4/3/1/8 Distribution Channel Adaptation

Research into channels of distribution is relatively extensive and a growing number

of studies have established a positive relationship between distribution strategy and

export performance (Bilkey, 1982; Gronhaug and Lorenzen, 1982; Rosson and Ford,

1982; Yaprak, 1985; Chan, 1992; Axinn et a!., 1994; and Da Rocha and Christensen,

1994).
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However, compared with other areas of export marketing strategy, the

standardisationladaptation of distribution channels has not received much attention

(Rosenbloom et a!., 1997). Nevertheless, Louter et al. (1991) report that a

standardised distribution policy improves export profitability in certain industries,

while Leonidou et a!. (2002) report a strong positive association between distribution

adaptation and export intensity and export profit level.

4/3/1/9 Distribution Channel Relationships

Channel relationships are generally thought of as dealer/distributor support,

communication, motivation and involvement in decision making with the channel

members. A growing number of studies highlight channel relationships as a key

determinant of export sales, profits, growth and success (Bilkey, 1982, 1985; Rosson

and Ford, 1982; Cavusgil and Kaynak, 1982; Madsen, 1988; Kirpalani and Robinson,

1989; Koh, 1991; Chan, 1992; Styles and Ambler, 1994; and Moen, 2000).

Craig and Beamish (1989) hypothesise that successful exporters establish personal

relationships with their foreign representatives, and also meet them more frequently

than less successful exporters. Rosson and Ford (1982) find a positive association

between the intensity of contact among Canadian manufacturers and their UK

distributors, and export performance. The authors assess the intensity of contact by

the numbers of: letters, phone calls, visits, telex messages and other contact

frequency. Rosson and Ford's (1982, p.66) evidence leads them to "affirm the

importance of closeness in reducing the distance between manufacturer and

distributor in leading to enhanced performance". Further, Styles and Ambler (2000)

observe that the exporter/distributor relationship among Australian and UK SMEs

follows an evolutionary or developmental approach, this observation is supported by

Frazier (1983) and Dwyer et al. (1987).
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4/3/1/10 Satisfaction with International Marketing Channels

One of the most important decisions a firm takes when deciding to go international

particularly via exporting, is to identify the appropriate distribution channel

structures to use (Kim, 1998). For instance, Chan (1992) finds that firms who use

direct export channels have higher export profitability. On the other hand, Kirpalani

and MacIntosh (1980) find no significant relationship between the export channels

used and export success. It should be noted that international distribution channel

structures are very difficult to change for a variety of reasons including: foreign

government restrictions, resource scarcity, and the cost of changing channel. Also, an

incorrect choice of channel leads to poor results and low satisfaction because of low

operation performance in the initial entry market.

Hunt and Nevin (1974) and Lusch (1976) argue that satisfaction with international

marketing channels improves moral and cooperation among channel members and

reduces dysfunctional conflict. Even though, Ahmed (1977) argues that controlling

behavioural problems between channel members in international markets is very

difficult, nevertheless it is very important.

4/3/2 MANAGEMENT ATTITUDES AND PERCEPTIONS

4/3/2/1 Export Commitment and Support

In this section views on the relationship between top level management support,

commitment to exporting and export performance are examined.

The level of firm commitment to exporting is defined as a general willingness by

management to devote adequate financial andlor managerial and human resources to

export related activities (Aaby and Slater, 1989). There is a great deal of evidence

that top-level management support and commitment to export development has a

direct and positive impact on export performance, success and growth (Cunningham

and Spiegel, 1971; Bilkey and Tesar, 1977; Kirpalani and MacIntosh, 1980; Cavusgil

and Nevin, 1981; Gronhaug and Lorenzen, 1982; Rosson and Ford, 1982; Gomez-
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Mejia, 1988; Axinn, 1988; Sriram et al. 1989; Cavusgil and Kirpalani, 1993; Donthu

and Kim, 1993; Cavusgil and Zou, 1994; Bijmolt and Zwart, 1994; Gray, 1997; and

Cicic et al., 2002). Not suprisingly with so much research carried out on this topic

there are some weak or neutral findings, for instance, Madsen (1988) reports that top

management support exhibits a positive but weak impact on export performance.

Sriram et a!. (1989) establish a significant negative association between level of

commitment and export intensity. The authors explain this contradictory result by

reference to a gap between perceived and actual export performance assessed by

export managers. They suggest that export managers are not being honest in their

assessment of export performance.

There is a substantial body of evidence that associates management motivation and

commitment with export performance (Kirpalani and MacIntosh, 1980; Cavusgil and

Nevin, 1981; Rosson and Ford, 1982; Reid, 1983; Thomas and Araujo, 1985; Amine

and Cavusgil, 1986; Axinn, 1988; Madsen, 1988; Young et al., 1989; Cavusgil and

Kirpalani, 1993; Cavusgil and Zou, 1994; and Gray, 1997). Relatively few studies

report no signficant association with either export profitability or export sales growth

(Koh, 1991; De Luz, 1993; and Douglas, 1996).

Although there are some negative results, it seems reasonable to suggest that high

management commitment and motivation allow firms to proactively exploit export

market opportunities and pursue effective export marketing strategies that improve

their overall export performance.

4/3/2/2 Management Attitudes and Perceptions

Management attitudes and perceptions are fundamental determinants of export

performance and this relationship is well established in the pertinent literature. This

section discusses the empirical investigations that correlate management attitudes

and perceptions towards profits, costs, risks and complexity associated with

exporting with success in international markets.
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"Empirical evidence points exclusively to the decision makers' attitude, experience,

motivation and expectations as primary determinants in firms engaging in foreign

marketing activity" (Reid, 1983, p.109). Further, Hughes (1971, p.10, 11) asserts that

"attitudes are a hypothetical construct that describe potential human behaviour". A

large body of the existing literature positively associate management attitude toward

exporting, export orientation and commitment to export success (Cunningham and

Spigel, 1971; Fenwick and Amine, 1979; Kirpalani and MacIntosh, 1980; Cavusgil

and Nevin, 1981; Reid, 1983; Czinkota and Johnston, 1983; Cavusgil, 1984; Dichtl

et al., 1990; Calof, 1994; and Cicic et al., 2002). Moreover, Johnston and Czinkota

(1982) assert that relative to firms with a reactive attitude, proactive exporters enjoy

greater export sales, follow cohesive marketing strategies, and place more emphasis

upon customer service. By contrast, Bijmolt and Zwart (1994) argue that attitude

towards exporting is playing a weak role in determining export success among

SMEs.

Looking at managers' perceptions toward exporting, Roy and Simpson, (1981, p.17,

18) assert that "perception is the chief factor that determines the way a person adapts

to its world.... people do perceive selectively as a result of their needs, drives,

motives and attitudes". Miesenbock (1988) and Aaby and Slater (1989) conclude that

the management and/or the decision maker perceptions and characteristics are the

most important determinants of export success. Previous research relates perceived

barriers to export activities, and scholars note that perceived barriers reflect

management attitudes and perceptions towards exporting and the importance of

various export barriers (e.g. Bilkey and Tesar, 1977; Cavusgil and Nevin, 1981; and

Cavusgil, 1982). These findings suggest that it is important for the management to

maintain a positive attitude towards the outlook of export operations. Nevertheless,

Cooper and Kleinschmidt (1985) report that perceived export barriers has low

significance for strategy, and Gripsrud (1990) says that perceived export barriers has

no effect on management attitude towards future exports. In general, perceived

barriers associated with exporting may be considered as an indirect measure of a

firm's attitude toward exporting.
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Louter et al. (1991) have found that positive management perceptions towards risk

associated with exporting is a key success factor in export market. "Perception of

risk implies that risk is some physical entity that can be seen, tasted, smelled or

otherwise identified" (Katz and Peters, 2001, p.3'7l). Relative to non-exporters,

export managers tend to have lower perceptions towards risks and costs and higher

ones towards profits (Roy and Simpson, 1981; Cavusgil and Naor, 1987; and

Masurel, 2001). Further, the more the firms are involved in international business the

more likely it is their perceived risks associated with exporting diminish (Barrett and

Wilkinson, 1986). However, it is important to note that negative perceptions towards

the risks associated with exporting are substantial barriers to export, and that

perceived export complexity is negatively associated with export performance

(Axinn, 1988). Moini (1995) reports an insignificant association between perceived

export profits, risks and costs and export success among small Wisconsin

manufacturing firms.

Clearly, perceptions towards risks, profits, costs and complexity associated with

exporting are important factors that determine a firms' export orientation, and that

knowledge of the nature of management attitudes, perceptions and awareness

towards exporting are key antecedents of export performance.

4/4 Internal/Uncontrollable Determinants of Export Performance

Following Zou and Stan's (1998) classification, the next section discusses the

internal/uncontrollable antecedents of export performance, which consist of two

major components, namely: management characteristics, and firm characteristics and

competencies as highlighted in the related literature.

4/4/1 Management Characteristics

The personal characteristics, calibre and experience of management are key

ingredients in understanding the export behaviour of the firm, its decision processes

and its success (Kaynak, 1985; and Carson, 1990). Miesenbock (1988) asserts that

"the key variable in small business internationalisation is the decision maker of the
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firm. As he or she is the one to decide starting, ending, and increasing international

activities, as well as laying down the goals concerning exporting and determining the

organisational commitment". In the same vein, Holzmuller and Kasper (1990, p.218)

argue that "a company's decision to extend its marketing activities to markets abroad

is ultimately taken by the individual decision maker". Obviously, the importance of

management characteristics is particularly tangible in small firms "where the power

is generally concentrated in the hands of one or very few persons" (Gamier, 1982,

p.121).

As a consequence, a growing body of literature identifies management characteristics

that are believed to be associated with the level of firm internationalisation and/or

performance (Cavusgil and Nevin, 1981; Reid, 1983; Dichtl et al., 1990; and Louter

et al., 1991). Also, the work of Gomez-Mejia (1988) and Diamantopoulos and

Schlegelmilch (1994) associates the firm's human resources strategies with export

performance. However, Ibeh (2000) asserts that studies of the decision maker

characteristics that help SMEs to grow internationally are producing conflicting

results. Da Rocha (1994) reports that insufficient attention has been given to the

international dimension of the relationship between human resources management

and export performance. Like any debate, there are always two sides with some

authors running counter to the general notion and report insignificant results of the

relationship between management characteristics and export performance (Fenwick

and Amine, 1979; Schlegelmilch and Ross, 1987; and Moini, 1995).

4/4/1/1 Management's International Experience

In this section the importance of management's international experience in pursuing

and exploiting opportunities in international domains, different types of management

international exposure, the relationship between management's international

experience and export measures and success are discussed.
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Several authors argue that environmental characteristics (Roux, 1977) and

management knowledge and skills with respect to overseas markets and operations

(Moini, 1995; and Katsikeas et al., 1996) are key factors for firms' growth. These

factors reduce the ambiguity and complexity of pursuing international markets, hence

export executives become more capable of using appropriate marketing strategies

that allow them to accelerate their intemationalisation process. A highly

internationally orientated decision maker is more capable of recognising information

about exporting and acting upon that information (Olson and Wiedersheim-Paul,

1987). The more internationally experienced the top management team is, the earlier

the small firm enters the foreign market, implying that internationally orientated

managers are the driving force of small firms towards early and successful

internationalisation (Lim et al., 1993; and Reuber and Fisher 1999).

There are different types of international exposure, for instance, international

conferences, living, working and travelling abroad and personal visits to overseas

markets. These types of international exposure provide different opportunities and

advantages for export managers. For example, personal visits to overseas markets

can provide information for evaluating the appropriateness of the product, then

evaluating the risk in the foreign market and the opportunity for motivating overseas

agents (Cunningham and Spigel, 1971). Also, managers who travel abroad become

more familiar with foreign cultures, decreasing their concern about 'psychic

distance' and enhancing their likelihood of engaging in foreign trade (Axinn, 1988;

and Dichtl et al., 1990). In general, all types of international exposure allow export

managers to develop their own network of contacts (Oviatt and McDougall, 1994;

and Coviello and Munro, 1997). Finally, managers' international experience helps

firms to identify and develop international opportunities while reducing the risks of

operating in the international market place, hence the international experience of

managers is a predictor of attitude towards future exporting (Gripsrud, 1990).

The vast majority of authors indicate that the more international exposure top

management has (e.g. travel, work and live abroad) the more the firm is actively and

aggressively involved in exporting (Cunningham and Spigel, 1971; Tesar and
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Tarleton, 1982; Gamier, 1982; Barrett and Wilkinson, 1986, Kwei-Cheong and Wai-

Chong, 1988; Moini, 1995; Gray, 1997; and Thirkell and Dau, 1998).

Also, a growing number of scholars associate managers' international experience

with higher export growth rates, export intensity, export sales, export profitability

and stronger export performance (Schlegelmilch and Ross, 1987; Axinn, 1988;

Dichtl et al., 1990; Holzmuller and Kasper, 1990; Czinkota and Ursic, 1991; De Luz,

1993; Das, 1994; Nakos et al., 1998; and Kundu and Katz, 2000). However, a small

number of studies establish a negative association between managers' international

experience and anticipated export growth (Lignos and Ursic, 1984; and Ursic and

Czinkota, 1989).

4/4/1/2 Management Level of Education

Management's education is an important factor affecting the firm's decision to go

international, and the level of management education is a key determinant of export

performance.

Educated managers are assumed to be more 'cosmopolitan' and more willing to deal

with foreigners compared to less educated managers (Reid, 1983; and Axinn, 1988).

Kwei-Cheong and Wai-Chong (1988) report that Singaporean exporting managers

are better educated than their counterparts in non-exporting firms. Some authors

establish a positive relationship between the manager's level of education and export

propensity, export sales, export profitability and a positive attitude towards exporting

(Reid, 1983; Barrett and Wilkinson, 1986; Schlegelmilch and Ross, 1987; Axinn,

1988; and Nakos et al., 1998).

On the other hand, Cavusgil and Naor (1987) report a weak relationship between

export managers' level of education and export performance, and Ursic and Czinkota

(1989), Czinkota and Ursic (1991), Evangelista (1994), Moini (1995) and Gray

(1997) find no significant relationship between the managers formal level of

education and export performance. The suggestion is that level of education has an
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indirect effect on export performance and may be used as a secondary measure of

export performance in subsequent research.

Burton and Schelegelmilch (1987) and Kundu and Katz (2000) argue that managers

of successful exporting firms consider training as important element in exporting as

it reflects top management's commitment to recruit and retain 'internationally

minded' staff. Also, Kaynak and Kuan (1993) associate the number of well-trained

employees involved in exporting with the firm export performance.

4/4/1/3 Command of Foreign Languages

Many successful exporting companies have management with no language ability

and feel that a command of foreign languages is not fundamental for international

business (Swift, 1991). Although this may be true, it would seem that knowledge of

foreign languages is useful in exporting. This section discusses the relationship

between management's foreign language ability and export performance.

A number of researchers highlight the value of language ability for export

achievement (Hunt and Nevin 1974; Bilkey, 1978; Reid, 1983; and Tumbull and

Weiham, 1985). Empirical investigations correlate managers' proficiency in foreign

languages with higher export growth, export sales, export profitability and stronger

export performance (Schlegelmilch and Ross, 1987; Ursic and Czinkota, 1989;

Holzmuller and Kasper, 1990; Czinkota and Ursic, 1991; and Nakos et al., 1998).

Diamantopolous and Inglis (1988) and Dichtl et al. (1990) argue that managers who

are bilingual are more willing to conduct business with foreigners, and Reeves

(1990) finds that firms lacking managers with foreign language skills are more likely

to lose overseas business opportunities.

However, there are some weak or negative findings, Cavusgil and Naor (1987)

establish a weak association between foreign language skills and export marketing,

and Moini (1995) finds no significant association between manager's knowledge of

foreign languages and export performance. These results imply that exporters can
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still be successful and competent without possessing foreign language capabilities.

However, according to Quinn (1996) "a well implemented language strategy takes

the "beginners luck" out of exporting and injects far more security for continued

growth.... customers respond better when you demonstrate your commitment to

their country by learning their language.. . .hence profits increase" (cf. Cromie et al.,

1997, p.18). Evidently, language ability is fundamental to achieve the most

favourable outcomes, although it may not be a key success factors in international

markets. Needless to say, speaking your customers' language creates 'psychological

closeness', which in general leads to better export performance (Dichtl et al., 1990).

4/4/1/4 The Age of the Decision Maker

The age of the decision maker is believed to have a significant effect on firms' export

activity. The relationship between decision maker age and export performance and

success has been extensively researched in the international business literature,

though the findings are yet unclear.

Bilkey (1978), Aaby and Slater (1989) and Dichtl et al. (1990) associate the age of

the decision maker with export propensity, however Czinkota and Ursic (1989),

Evangelista (1994) and Nakos et al. (1998) report an inverse relationship between

age and export sales and export profitability. They argue that the inverse relationship

between decision maker age and export performance is attributable to the more

'cosmopolitan' nature of younger managers and to their positive perceptions towards

risk associated with exporting. This suggests that firms with older managers tend to

take fewer risks and are less willing to innovate and expand internationally (Aaby

and Slater, 1989).

However, Kaynak and Kuan (1993) find that firms with older managers tend to have

higher performance, whilst Czinkota and Ursic (1991), Moini (1995) and Nakos et al.

(1998) establish no significant relationship between export manager age and both of

export growth and export sales. There is some evidence for an industry effect as in

the Kwei-Cheong and Wai-Chong (1988) investigation of Singaporean SMEs in the
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electronic and furniture sectors, the authors find that export managers in the

electronic sector are younger than their non-exporters counterparts, whereas, in the

furniture sector exporters were comparatively older than non-exporters. This

suggests that decision maker age may be related to industry type and tecimological

intensity.

4/4/2 Firm Characteristics and Competencies

Firms' characteristics and competencies are a key influence on the

internationalisation process and export performance in both manufacturing and

service sectors, further they are dominating the general export literature (Axinn,

1988; Aaby and Slater, 1989; Cavusgil and Zou, 1994; and Kundu and Katz, 2000).

The following subsection discusses firms' characteristics and competencies, namely:

firm size, age, technology, international competence and capabilities/competencies.

4/4/2/1 Firm Size

Firm size is one of the most analysed variables in the exporting literature. Although

extenisvely researched, its impact on export performance is still ambiguous and

inconclusive (Bilkey, 1978; Reid 1983; Czinkota and Ursic 1983; Dichtl et al.,1984;

Cavusgil, 1984; and Bonaccorsi 1992).

It is argued in the literature that it is easier for large firms to start exporting and run

international business than small firms (Hirsch, 1971; Samiee and Walters, 1990; and

OECD, 1999). In this context, large firms have the following advantages, more

underutilised resources that enable them to direct greater efforts to export activities

(Bourgeois, 1980), a greater ability to expand resources and absorb risks (Gamier,

1982; and Erramilli and D'Souza, 1993), and a larger pool of financial and

managerial resources which enable them to become better competitors in

international arena (Reid 1983; Keng and Jivan, 1989; Bonaccorsi 1992; Chetty and

Hamilton, 1993; and Kaynak and Kuan, 1993). Finally, Bonaccorsi (1992) asserts

that large firms do not really have any other alternative except going international if

they are to increase their sales.
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There is some agreement that the greater the firm size the higher its export

performance, export profitability, export sales, export intentions, export propensity,

export intensity and export revenue (Hirsch, 1971; Cavusgil and Nevin, 1981;

McGuiness and Little, 198; Gamier, 1982; Reid, 1983; Cavusgil, 1984a; Yapark,

1985; Kaynak, 1985; Walters, 1985; Cavusgil and Naor, 1987; Burton and

Schlegelmilch, 1987; Kwei-Cheong and Wai-Chong, 1988; Keng and Jivan, 1988;

Miesenbock, 1988; Culpan, 1989; Craig and Beamish, 1989; Axinn et al., 1994;

Moini, 1995; Wagner, 1995; Douglas, 1996; Nakos et al., 1998; Beamish et a!.,

1999; Poutziouris et a!., 2000; Baldauf et al., 2000; and Moen, 2000). Czinkota and

Johnston (1983) believe that beyond a certain level of export sales larger firms do not

have superior export performance.

On the other hand, the proposition that the smaller the firm the less likely it is to be

an exporter is not universally accepted. Empirical investigations have provided

evidence to the contrary (e.g. Bonaccorsi, 1992; Oviatt and McDougall, 1994; Philp,

1998; and Wolff and Pett, 2000). Glancey (1998) and Wolff and Pett (2000) have

shown that SMEs can have higher growth rates in larger firms. This implies that

small firms are capable of competing side by side with large ones and their lack of

size is not a handicap in exporting. Further, a growing number of scholars find a

negative association between firms' size and international success, export

performance, future attitude towards exporting and export intensity (Cooper and

Kleinschmidt 1985; Gripsrud, 1990; Louter et a!., 1991; Naidu and Prasad, 1994;

Beamish et al., 1999; and Kundu and Katz, 2000).

There is a large body of evidence to suggest that firm size does not differentiate

between export performance and export propensity, export sales, export profitability,

export growth, importance of exporting, awareness and appreciation of export

advantages and benefits and stage of export development (Bilkey and Tesar, 1977;

Bilkey, 1978; Kirpalani and MacIntosh, 1980; Cavusgil, 1982; Czinkota, 1982;

Czinkota and Johnston, 1983; Cavusgil, 1984; Amine and Cavusgil, 1986; Gomez

Mejia, 1988; Axinn, 1988; Diamantopolous and Inglis, 1988; Moon and Lee, 1989;

Louter et al., 1991; Bodur, 1994; Evangelista, 1994; Atuahene-Gima, 1995;
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Katsikeas et al., 1996, Douglas, 1996; Philip, 1998; Gray, 1997; Moen, 1999; and

Wolff and Pett, 2000). Also, Cavusgil (1984), Bonaccorsi (1992), Lau (1992), Calof

(1994) and Bijmolt and Zwart (1994) assert that firm size does not represent a barrier

to successfully access foreign markets.

An explanation for the lack of a relationship between firm size and export activities

is that size acts as an accompanying variable or as a substitute for greater availability

of production, financial and human resources. Therefore, the effect of size on export

activities is indirect (Bilkey, 1978; and Cavusgil, 1982, 1984). However, it is

interesting to note that Wolff and Pett (2000) hypothesise that where a positive

relationship between firm size and export intensity is established this tends to be used

to confirm the stages model of internationalisation, whilst those studies where

negative or no relationship between firm size and export intensity is found support

the resource based view of the firm. However, the empirical evidence did not support

this hypothesis, and the results suggest that very small and medium-sized US firms

are exporting as effectively as their larger counterparts.

One possible explanation for the mass of contradictory fmdings is that different

measures are used to operationalise firm size. Some authors use number of

employees, level of sales, or sometimes value of firm assets, while others use

number of technical and non-technical employees, and number of product lines

(Reid, 1983).

4/4/2/2 Firm Age

A number of studies have investigated firm's age as a potential influence of firm's

behaviour in international market. The following section discusses different views

with respect to the relationship between firm's age and exporting.

Kirpalani and MacIntosh (1980), Gamier (1982), Ursic and Czinkota (1989),

Glancey (1998) and Autio et al. (2000) observe that younger firms are more active in

exporting and display significantly higher growth rates than the older firms. The

explanation for this is that younger firms tend to devote more managerial resources
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to their foreign market resulting in a better export performance. Also, younger firms

frequently face difficulties in saturated domestic markets and are forced to diversify

overseas. Keng and Jivan (1988) report no direct relationship between firm age and

being active exporter.

Kwei-Cheong and Wai-Chong (1988) note that Singaporean SMEs exporters in the

electronic sector are younger than non-exporting firms, whereas in the furniture

sector exporting firms are older than non-exporting. Das (1994) finds that older firms

have a higher export sales ratio, and Welch and Wiedersheim-Paul (1980) argue that

older firms are more likely to be exporters.

However, there are a number of weak or contradictory findings, Bilkey and Tesar

(1977) report that in general older firms are self-satisfied with their domestic market

position, and therefore, they are less inclined to expand abroad. Bodur (1994), Nakos

et al. (1998), Kundu and Katz (2000) and Baldauf et al. (2000) establish a negative

association between firm age expressed as the number of years in business and

export performance, export intensity, export profitability and export sales. These

negative relationships confirm earlier findings suggesting higher performers are

younger arid more likely to be successful exporters. Yet, on the other hand, Reid

(1983), Gomez-Mejia (1988), Bell (1994), Nakos et al. (1998) and Poutziouris et al.

(2000) find that firm age is not associated with export sales and does not have much

effect on export performance.

Hence, like firm size, the relationship between firm age and exporting activities is

not clear and more research needs to be undertaken.

4/4/2/3 Firm Technology

This section discusses studies that address the relationship between technology and

export performance. There is evidence for a positive association between

technological intensity and export sales, export growth and export performance

(McGuiness and Little, 1981; Cavusgil, 1984; Cooper and Kleinschmidt, 1985;

Schlegelmilch and Ross, 1987; Burton and Schlegelmilch, 1987; Gomez-Mejia,
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1988; Sriram et al., 1989; and Atuahene-Gima, 1995). However, Kirpalani and

MacIntosh (1980) establish a negative association between technology intensity and

overall export success. Further, Cavusgil and Naor (1987) and Axinn (1988) find a

weak association between technology intensiveness and export activities, and Hirsch

(1971), Reid (1983) and Christensen et al. (1987) report no association between these

variables.

Looking at firm size and R&D relationships, Poutziouris et al. (2000) find that UK

SME exporters invest less in research and development. The authors explain their

result by reference to the fact that SMEs do not capitalise in investment in intangible

assets like patents. Samiee and Walters (1990) establish significant relationship

between firm size and R&D and comment that regardless of size the firms are not

giving sufficient attention to the technology. Recently, Kalafsky and MacPherson

(2001) find a strong association between export performance and R&D activity

among US firms operating in the machine tool industry.

Reid (1983) and Aaby and Slater (1989) note that the effect of the firm technological

intensity on export performance is uncertain, and in their research they fmd that

simply generating technical knowledge does not in itself create competitive

advantage. Therefore, it seems that "any firm regardless of technological intensity,

may have a chance to compete successfully in export markets" (Madsen, 1987,

p.193).

It appears that evidence on technology intensity and export performance is

inconsistent, and future research should give more attention to the context in which

the technology level is studied.

4/4/2/4 Firm International Experience

Firms' international experience has been shown to influence firms' export behaviour

(Kaynak and Kuan 1983; Reid 1983; Diamantopoulos and Inglis 1988; and Cavusgil

andZou 1994).
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A number of scholars have established a positive relationship between export

experience and export success, export levels, and export performance (Fenwick and

Amine, 1979; Kirpalani and MacIntosh, 1980; Reid, 1983; Cavusgil, 1984b; Amine

and Cavusgil, 1986; Axinn, 1988; Madsen, 1988; Atuahene-Gima, 1995; and

Douglas, 1996). It is interesting to note that Lal (2002) finds a positive association

between the internationally orientated firms and the adoption of more advanced e-

business tools.

There is some evidence for no significant relationship between firm's international

experience and export involvement, export profitability, and export sales

(Diamantopoulos and Inglis, 1988; and Nakos et al., 1998). Bilkey (1982) and Louter

et al. (1991) report negative correlation between export experience and perceived

export profitability, also they notice that less experienced firms have better

performance. The explanation for such a negative relationship is that experienced

exporters are more willing to accept lower profits in order to increase export sales,

and in addition they may have a more realistic and lower perception of export

profitability than new exporters.

4/4/2/5 Firm Capabilities/Competencies

'Quality control' represents one of the commonly researched firm capabilities and

competencies highlighted in the pertinent literature. Quality control is often referred

to as one of the most important core competencies of a firm for entering and

remaining in foreign markets (Da Rocha and Christensen, 1994). Yet, as with all

other export performance determinants, the empirical evidence from international

studies in this area is uncertain and mixed (Aaby and Slater, 1989).

Several authors have established positive correlation between quality control and

export growth and performance (Kirpalani and MacIntosh, 1980; Burton and

Schlegelmilch, 1987; Dc Luz, 1993; and Thirkell and Dau, 1998). Christensen et al.

(1987) argue that quality control effectively discriminates between successful and

unsuccessful exporters. They conclude that relative to less successful exporters,

successful exporters have better quality control departments managed by better
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educated personnel. Also, Da Rocha et a!. (1990) show that quality control

successfully differentiates between aggressive and passive exporters. The aggressive

exporters are more likely to have a more formal system of quality control. However,

Katsikeas et al. (1996) establish a negative correlation between control activities and

export performance.

Evidently, quality control differentiates between successful and unsuccessful

exporters, as well as aggressive and passive exporters. However, the relationship

with export performance is inconsistent with some positive associations with export

growth reported, and some negative associations or even no correlation reported with

the stage of export development and involvement respectively. Further research is

needed on the relationship between firm capabilities/competencies and export

performance and involvement.

4/5 EXPORT PERFORMANCE MEASURES

Despite the central importance of performance in any discussion about export

strategy, most research has focused on the determinants of export performance rather

than the performance construct itself (Shoham, 1998). Appropriate performance

measurement is an issue that has been extensively debated in the marketing literature

(Avionitis and Karayanni, 2000). The following section reviews objective versus

subjective measures, and single versus multiple indicators, and summarises export

performance measures used in previous studies (see Table 4.3). The range of

measures used (i.e. economic, non-economic, miscellaneous, and generic) are the

reason for the fragmentation of the empirical findings on export performance and the

lack of theoretical development in the area (Madsen, 1987; Aaby and Slater, 1989;

Axinn, 1994; Cavusgil and Zou, 1994; and Zou et al., 1998).

Measuring export performance is a fundamental research issue, and the debate on

export performance measures centres on two types: namely, objective and subjective

measures, sometimes referred to as hard and soft measures or financial and non-

financial ones (Dess and Robinson, 1984; Ford and Leonidou, 1991; Griffin and

Page, 1993; Hart, 1993; Evangelista, 1994; Morgan and Katsikeas, 1997; Styles,

1998; and Shaw, 2000). Hard measures include export sales, export growth and
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export profitability, whereas soft measures focus on managers self-perceptions of

performance. Objective measures are usually the first preference of researchers,

however, confidentiality reasons and difficulty in obtaining the required data from

published sources are problems associated with this type of data. Using objective

measures often creates problems of comparisons across firms because of the

differences in accounting and sales recording procedures. Also, there is no standard

by which to judge whether the firm has exploited all the profitable opportunities

available, and hence raises doubts about what the data represents (Hunt and Nevin,

1974; Cavusgil, 1984; and Hart, 1993). On the other hand, subjective measures have

been shown to be valid indicators of performance and are now often used in

conjunction with objective measures to give a comprehensive assessment of export

performance (Venkatraman and Ramanujan, 1987; Doyle and Hooley, 1992; and

Douglas, 1996).

Recently, Zou et al. (1998) introduced a multidimensional performance construct -

the 'EXPERF'- scale. This consists of both objective and subjective measures and

contains three categories of measures (i.e. financial, strategic, and satisfaction). The

authors recommend and encourage other researchers to test the 'EXPERF' scale in as

many different contexts as possible in order to achieve and develop a universal and

acceptable construct of export performance. Currently, the ideal situation is using

both objective and subjective measures when assessing and evaluating export

performance (Morgan and Katsikeas, 1997).

The second part of the debate on measuring export performance is the use of single

versus multiple measures. Although traditionally export success has been measured

using a single indicator such as export sales or export intensity, these measures have

been criticised by many researchers as they are heavily influenced by firm

demographic characteristics, and the complexity of measuring export success

requires a measurement scale constructed from a set of variables (Cunningham and

Spigel 1971; Fenwick and Amine 1979; and Reid, 1983). Moreover, research that

only considers a single dimension of performance is more likely to produce
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misleading results that hinder theory building (Dominguez and Sequeria, 1993; and

Lumpkin and Dess, 1996).

Hence, recent export performance studies use multiple measures along two or three

sub-dimensions (Shoham, 1998; and Lages, 2000). Such practice is based on a

number of reasons: first, to enhance the accuracy of exporting studies by realising the

strengths of each indicator, and minimise the impact of their shortcomings, and by

improving the explanatory power between independent and dependent variables of

performance (Evangelista, 1994). Second, multi-indicator measures are believed to

be more reliable and have less measurement error than single ones (Churchill, 1987).

Finally, using multiple measures provides a reasonable and better picture of export

performance compared with using a single indicator, since different measures of

export performance capture different aspects of the strategic and operational

phenomena (Cooper and Kleinschmidt, 1985; and Dominguez and Sequeria, 1993).

As a consequence, there is increasing agreement that performance is a complex

multi-dimensional construct where no one criterion is adequate to provide a reliable

assessment (Reid, 1983; Cavusgil, 1984; Cooper and Kleinschmilt, 1985;

Chakravarthy, 1986; Madsen, 1988; Craig and Beamish, 1989; Samiee and Walters,

1990; Bijmolt and Zwart, 1994; Morgan and Katsikeas, 1997; Shoham, 1998; Styles,

1998; Katsikeas et al., 2000; and Man et a!., 2002). Even so, Matthyssens and

Pauwels (1996, p.91) argue that using multiple measures to assess performance has

two problems, namely: "the boundary between 'success' and 'failure' is difficult to

delineate, [and] further it is difficult to combine multiple measures in one overall

index".

There is a debate about the appropriate level of analysis, whether it should be at the

firm, product, industry, or national level. Export performance research is at a cross

roads, because it is impossible to be certain whether differences and conflicting

results are a consequence of the independent variables examined, or the result of

using different levels of analyses, or even an outcome of the different measurement

scales of export performance (Hart, 1993; and Zou et a!., 1998). Leonidou et al.

(2002) suggest that the product (line)-market venture should be used as the level of
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analysis, as this approach can overcome many of the export performance

measurement problems inherent in corporate-level investigations.

Evidently, the considerable diversity of both conceptual and operational measures of

export performance indicates that, like the broader marketing literature there is no

uniformly accepted conceptualisation and operationalisation of export performance

in export marketing strategy literature (Madsen, 1987; Aaby and Slater, 1989;

Walters and Samiee, 1990; Cavusgil and Kirpalani, 1993; Chetty and Hamilton,

1993; Cavusgil and Zou, 1994; Diamantopoulos and Schlegelmilch 1994; Myers and

Cavusgil, 1996; Zou et al., 1998; and Zou and Stan, 1998). However, there is a broad

agreement on the use of multi-dimensional measures of export performance

(Cavusgil and Zou, 1994; Styles, 1998; Zou and Stan, 1998; and Zou et al., 1998).

Table (4.3) Classification of Export Performance Measures

Performance Measures	 Illustrative Studies

Economic measures

Sales-related

Glejser et al. (1980); Kirpalani & MacIntosh
(1980); Lall & Kumar (1981); Gomez-Neto (1982);
Fleury & Galindo (1983); Sood & Adams (1984);
Cooper & Kleinschmidt (1985); Hirsch & Bijaoui
(1985); Beamish & Munro (1986, 1987);
Schlegelmilch (1986); Burton & Schlegelmilch
(1987); Schlegelmilch & Ross (1987); Axinn
(1988); Gomez-Mejia (1988); Schlegelmilch &
Crook (1988); Culpan (1989); Namiki (1989);
Schlegelmilch & Diamantopoulos (1989, 1994);
Sriram et al. (1989); Axinn & Thach (1990, 1991);

Export sales ratio Fraser & Hite (1990); Holtzmuller & Kasper (1990,
1991); Lee & Yang (1990); Samiee & Walters
(1990); Dominguez & Sequeira (1991, 1993);
Louter et al. (1991); Seringhaus (1991, 1993a1b);
Kaynak (1992); Beamish et al. (1993); Chetty &
Hamilton (1993); Dominguez et al. (1993); Ito &
Pucik (1993); Kaynak & Kuan (1993); Walters
(1993); Axinn et.al. (1994); Bodur (1994); Crick et
al. (1994); Das (1994); Hansen et al. (1994);
Namiki (1994); Shoham & Albaum (1994); Styles
& Ambler (1994); Marandu (1995); Sriram & Manu
(1995); Holtzmuller & Sttotinger (1996); Bijmolt &

_______________________________________ Zwart (1994); Czinkota & Ursic, (1991); Moen
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(1999); Baldauf et al. (2000); Robertson & Chetty
(2000); Wolff& Pert, (2000); Dean et al. (2000).

Kirpalani & MacIntosh (1980); Lall & Kumar
(1981); Rosson & Ford (1982); Sood & Adams
(1984); Cooper & Kleinschmidt (1985); Hirsch &
Bijaoui (1985); Christensen et al. (1987);
Schlegelmilch & Ross (1987); Madsen (1989);
Namiki (1989); Schlegelmilch & Diamantopoulos
(1989); Becker & Lenberg (1990); Dichtl et al.
(1990); Lee & Yang (1990); Walters & Samiee

Export sales growth (1990); Dominguez & Sequeira (1991,1993); De-
Luz (1993); Dominguez et al. (1993); Donthu &
Kim (1993); Ito & Pucik (1993); Miller et al.
(1993); Walters (1993); Walters (1993); Axinn et
al. (1994); Cavusgil & Zou (1994); Das (1994);
Naidu & Prasad (1994); Namiki (1994); Shoham &
Albaum (1994); Styles & Ambler (1994); Johanson
& Arunthanes (1995); Zou et al. (1998); Shaw
(2000); Moen (1999, 2000); Dean et al. (2000);
Beamish et al. (1999).

Fenwick & Amine (1979); Lall & Kumar (1981);
McGuinness & Little (1981); Rosson & Ford
(1982); Sood & Adams (1984); Cavusgil (1984a);
Cooper & Kleinschmidt (1985); Bello &
Williamson (1985); Bilkey (1985); Madsen (1989);
Samiee & Walters (1990); Dominguez & Sequeira

Export sales volume (1991, 1993); Chan (1992); Cavusgil & Kirpalani
(1993); Dominguez Ct al. (1993); Ito & Pucik
(1993); Kaynak & Kuan (1993); Shoham &
Albaum (1994); Styles & Ambler (1994); Axinn et
al. (1996); Doulas, (1996); Piercy et al. (1998); Zou
et al. (1998); Shoham (1998); O'Donnell & Jeong
(2000); Baldaufet al. (2000); Dean et al. (2000).

Export sales intensity of product 	 McGuinness & Little (1981).

Export sales per employee	 Diamantopoulos & Schlegelmilch (1994).

Export sales per export manager	 Diamantopoulos & Schlegelmilch (1994).

Contribution of exporting to sales revenue 	 Raven et al. (1994).
stability

Export sales volume of new products	 Atuahene-Gima (1995).

Lall & Kumar (1981); Gomez-Neto (1982); Fleury
& Galindo (1983); Gomez-Mejia (1988); Culpan
(1989); Holtzmuller & Kasper (1991); Naidu &

Export sales ratio growth	 Prasad (1994); Shoham & Albaum (1994); Styles &
_______________________________________ Ambler (1994); Holtzmuller & Sttotinger (1996);
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Czinkota & Ursic, (1991); Robertson & Chetty
(2000).

Profit-related

Bilkey (1982, 1985); Beamish & Munro (1986,
1987); Schlegelmilch & Ross (1987); Koh &
Robicheaux (1988); Madsen (1989); Lee & Yang
(1990); Samiee & Walters (1990); Koh (1991);
Louter et a!. (1991); Beamish et.al. (1993); Kaynak

Export profitability & Kuan (1993); Walters (1993); Crick et al. (1994);
Namiki (1994); Crick & Katsikeas (1995);
Johanson & Arunthanes (1995); Axinn et al.
(1996); Piercy et al. (1998); Bijmolt & Zwart
(1994); Shoham (1998); Moen, (1999); Robertson
& Chetty (2000).

Becker & Lenberg (1990); Dominguez & Sequeira
(1991); Miller et al. (1993); Axinn et al. (1994);

Export profitability growth	 Cavusgil & Zou (1994); Naidu & Prasad (1994);
Shaw (2000).

Kaynak & Kuan (1993); Axinn et al. (1994); Sriram
Export profit ratio	 & Manu (1995).

Louter et a!. (1991); Cavusgil & Kirpalani (1993);
Contribution of exporting to profits 	 Raven et al. (1994); Zou et al. (1998).

Export profit growth of new products 	 Atuahene-Gima (1995).

Market share-related

Export market share growth 	 Gomez-Mejia (1988); Shaw (2000).

Cavusgil & Kirpalani (1993); Johanson &
Market share Arunthanes (1995); Sriram & Manu (1995); Piercy

et al. (1998); Zou et al. (1998); O'Dormell & Jeong
(2000).

Non-economic measures

Product-related

New products exported	 Singer & Czinkota (1994); Atuahene-Gima (1995).

Proportion of product groups exported 	 Diamantopoulos & Schleglemilch (1994).

Acceptance of products by distributors	 Angelmar & Pras (1984).

Contribution of exporting to product	 Raven et a!. (1994); O'Dennell & Jeong (2000).
development
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Market-related

Sood & Adams (1984); Culpan (1989); Samiee &
Export country/market number 	 Walters (1990); Axinn et al. (1994); Shoham &

Albaum (1994).

Export market penetration	 Singer & Czinkota (1994); Styles & Ambler (1994).

New market(s) exports	 Fleury & Figueiredo (1980); Singer & Czinkota
(1994).

Contribution of exporting to market 	 Raven et al. (1994); O'Donnell & Jeong (2000).
development

Markets in which exporting was ceased %	 Christensen et a!. (1987).

Miscellaneous

Began exporting	 Singer & Czinkota (1994).

Contribution of exporting to scale 	 Raven et al. (1994).
economies

Contribution of exporting to company	 Raven eta!. (1994).
reputation

Years of exporting	 Sood & Adams (1984).

Fleury & Figueiredo (1980); Diamantopoulos &
Projection of export involvement	 Triglis (1988); Diamantopoulos & Schlegelmilch

(1994).

Number of export transactions	 Culpan (1989).

Generic measures

Sriram et al. (1989); Louter et a!. (1991); Cavusgi!
Perceived export success 	 & Zou (1994); Shoham &Albaum (1994); Zou et al.

(1998).

Satisfaction with overall export 	 Seifert & Ford (1989); Evangelista (1994); Shoham
performance	 & Albaum (1994); Zou et a!. (1998); Bijmolt &

Zwart (1994).

Cavusgil & Kirpalani (1993); Cavusgil & Zou
Achievement of export objectives 	 (1994); Naidu & Prasad (1994); Katsikeas et al.

(1996); Myers & CavusgiL (1996).

Contribution of the export venture to the	 Zou et al. (1998).
firm's competitiveness
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Contribution of the export venture to the 	 Zou et al. (1998).
firm's strategic position

Attitudes toward export 	 Brady & Breaden (1979); Johnston & Czinkota
(1982).

The degree to which the venture is meeting Zou et al. (1998).
expectations

Source: Cavusgil and Zou (1994), Morgan and Katsikeas (1997), Zou et al. (1998), Katsikeas et al.
(2000) and the researcher.

4/6 CHAPTER SUMMARY

The development of models of export performance was discussed, specifically with

reference to Aaby and Slater's (1989) 'general model' for assessing export

performance, the contingency approach used by Madsen (1994), and Zou and Stan's

(1998) model which uses internal/external - controllable/uncontrollable

categorisation.

Using the Zou and Stan (1998) taxonomy, this chapter has considered the evidence

for the internal/controllable determinants of export performance. The elements of the

internal-controllable determinants of export performance are: firstly, export

marketing strategy, which includes export planning, market research utilisation,

general export strategy, product adaptation, product uniqueness, pricing, price

adaptation, promotion adaptation, distribution channel adaptation, and satisfaction

with international marketing channels. And secondly, management attitudes and

perceptions, which embrace export commitment and support, and management

attitudes and perceptions. Although there has been a great deal of research into the

determinants of export performance, much of the results are largely inconclusive.

There are several reasons for this including, the use of different export performance

measures, which makes the comparison of results problamatic concerning the

relationship between any of the internal/controllable antecedents and export

performance.
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The internal/uncontrollable antecedents are: firstly, management characterisitcs,

which include management international experience, management education,

command of foreign languages, and age of the decision maker. Secondly, firm

characteristics and competencies, which comprise firm size, age, technology,

international competence and capabilities/competencies. Like the

internal/controllable determinants, there is a great deal of research on the

internal/uncontrollable antecedents, however, the results are also inconsistent.

The chapter concludes with a discussion of the use of export performance measures.

Different approaches to measure export performance are discussed, namely objective

and subjective measures, as well as single and multiple indicators. A summary table

is included which illustrates the different classifications of export performance

measures. The trend in export performance studies is to use multiple indicators, one

promising development in the field is to establish a more widely used export

performance construct such as the 'EXPERF' scale. This will help ease the process

of comparing and contrasting the results in future research.

Having reviewed different approaches for measuring export performance, the

decision was taken to use pre-tested and validated measures, namely Cavusgil and

Zou's (1994) export performance construct, which encompasses both objective and

subjective measures. The rationale behind using this construct is to utilise and test

measures from established literature (i.e. exporting) in new emerging fields (i.e.

international entrepreneurship and Internet).

The next chapter will summarise and synthesise the research literatures reviewed in

chapters two to four, make a clear statement of the argument underlying the research

framework, and set out the research aims and propositions.
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CHAPTER FIVE

LITERATURE SYNTHESIS, RESEARCH FRAMEWORK

AND RESEARCH PROPOSITIONS

Chapter Objectives

. To summarise and synthesise the pertinent research literatures.

. Based on the synthesis of the pertinent literatures an argument leading to the

research framework is presented.

• To make a clear statement of the research aims together with the

propositions.
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CHAPTER FIVE

LITERATURE SYNTHESIS, RESEARCH FRAMEWORK

AND RESEARCH PROPOSITIONS

5/1 SYNTHESIS OF THE LITERATURE

Based on a synthesis of the literature reviewed in chapters' two to four, the research

framework is developed, the aims and the research propositions are set out.

5/1/1 Entrepreneurship

In chapter two different conceptualisations of entrepreneurship and various

entrepreneurial typologies were extensively reviewed.

Three approaches to entrepreneurship were examined. Firstly, the traits approach,

which deals with the personality characteristics of the entrepreneur (i.e. need for

achievement, locus of control, propensity towards risk, and tolerance of ambiguity),

secondly, the social psychological approach, which emphasises the context from

which the entrepreneur is coming from (i.e. previous employment/work experience,

level of education, and age) and finally, the behavioural approach, which looks at

what the entrepreneur does. This approach encompasses innovativeness,

proactiveness and risk taking. The interrelationship and the interaction between the

three approaches are believed to provide more insights to the entrepreneurship

phenomenon than any one of these approaches.

Although the link between entrepreneurship and exporting was explored, there are as

yet few empirical studies that analyse the entrepreneurship phenomenon in an

international context. This is particularly true for the impact of entrepreneurship on

SMEs' export performance, suggesting that this field is still undeveloped and that

more research needs to be done.
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5/1/2 The Internet and SME Internationalisation

The Internet is a communication tool and is changing the way firms do business.

The Internet is changing the relationships firms have with their customers,

employees, suppliers and distributors from being reactive in nature to one of

involvement and dialogue, potentially leading to closer relationships.

With respect to the Internet and marketing strategy some authors have suggested that

a major reason for success on the Internet is that some products are more suitable

than others to be sold electronically (e.g. music). However, other researchers have

asserted that product characteristics are an insufficient explanation to understand the

Internet commerce benefit among small businesses, and have suggested that other

areas such as characteristics of business sector and value chain should also be

studied.

As far as the Internet and promotion is concerned, it was found that the Web enables

firms to provide detailed product information, establish a presence in new markets,

enhance their corporate image, encourage consumer involvement in developing their

products, establish interactivity with the consumer, and handle customer complaints

and queries. Moreover, the few studies in the area assert that firms are gaining very

little from Web promotion.

In chapter three the association between level of Internet use and price was

discussed. Some researchers assert that the use of the Internet will lead to price

reductions, while others assume that online prices will increase as a result of an

increase in impulse and spontaneous purchases. Whatever the case, it will not

happen automatically as it depends on having enough competition.

Despite the on going debate among researchers with respect to the impact of the

Internet on distribution channels, there is consensus that Internet enabled e-

commerce will cause major transformations in the traditional role of the distribution

channels, by either bypassing some intermediaries, or restructuring or supplementing

their original role, or by creating completely new cybermediaries.
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Chapter three also shows that firms use of the Internet is strongly influenced by

factors at the management level (e.g. age, level of education) and at the level of the

firm (e.g. firm size) where larger firms exhibit higher levels of technology use and

adoption. The review in chapter three has linked the use of the Internet as an

information source with ease of internationalisation and firm performance.

Finally, it should be noted that despite the Internet's contributions in overcoming the

barriers facing SMEs internationalisation, the Internet has some limitations that can

obstruct the international expansion of SMEs. Also, the researcher would like to

point out that the empirical evidence that the observations above are based on is still

at an early stage of development, and that the impact of entrepreneurship on Internet

has only been partially explored so far.

In chapter three the term internationalisation was defined and the various theoretical

explanations underlying the existing research were reviewed. The conclusion was

drawn that no single theory can explain all aspects of internationalisation, and that

firms' international behaviour needs to be perceived holistically.

The Internet may contribute to the firms' internationalisation in several ways.

Firstly, the Internet has provided firms with some information about foreign markets,

competitors, distributors, prices and customers, which is likely to lower the cost of

information processing and communication, hence reducing the firms overall

transaction costs.

Secondly, the Internet can help small firms run by an entrepreneurial owner/managers

to develop their relationships with others in what is called a Personal Contact Network

(PCN) to do business. The Internet may also help SMEs to overcome their lack of

financial resources.

Thirdly, the use of information and conmiunication technology (e.g. the Internet) is

partially responsible for the emergence of the 'international at founding' phenomenon

among firms, as well as the general and a growing trend among entrepreneurs to view

markets internationally rather than domestically.
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Clearly, the internationalisation of SMEs can be influenced by firms using the Internet

to overcome the information related barriers (lack of information, lack of international

experience and lack of international contacts) and resource related barriers (lack of

financial andlor human resources). The use of information and communication

technology and networking ease the information related barriers, whereas the

owner/managers' specific characteristics overcome the resource related barriers.

Finally, from the RBV perspective firms are conceptualised as bundles of resources

and competences (e.g. Conner, 1991; and Peteraf, 1993). These resources and

competences, if they are distinctive or superior relative to competing firms, constitute

firm-specific assets that are the basis of the firm competitive advantage (Reuber and

Fischer, 1999, p.88). Consequently, this study looks at the resource based view at both

the firm level (i.e. IT resources) and at the level of owner/managers of UK based

SMEs.

5/1/3 Export Performance Literature: Determinants and Measures

The literature review covered the extensively cited models of the determinants and

measures of export performance and the internallexternal-controllable/uncontrollable

antecedents of export performance.

There is evidence that firms' internallcontrollable factors affect export performance.

The intemallcontrollable aspects are export marketing strategy, which includes

export planning, market research utilisation, general export strategy, product

uniqueness, product, price, promotion and distribution adaptation, satisfaction with

international marketing channels, and management attitudes and perceptions.

Export performance is strongly influenced by the internalluncontrollable factors at

the management level. These include the international experience of management,

management's level of education, command of foreign languages, and the age of the

decision maker. These factors are particularly important in the small and medium

size firms where the power is generally concentrated in the hands of one or very few

persons. Likewise, at the firm level it was found that firm size, age, technology,
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international competence and capabilities/competencies affect export performance

significantly.

Different approaches to measuring export performance are evident in the literature.

Such approaches include objective and subjective measures as well as single and

multiple indicators. However, the recent trend in export performance studies is to use

multiple indicators which combine objective and subjective ones. Furthermore, Zou

et al.'s (1998) 'EXPERF' scale represents a further step towards achieving a

universally accepted export performance construct.

5/1/4 Concluding Summary

The above synthesis of the literature shows that the Internet helps SMEs to overcome

barriers to internationalisation. The Internet provides SMEs with some of the

information needed to facilitate and further accelerate their internationalisation process,

reducing the firms' information costs, hence decreasing the firms' overall costs. It also

connects owner/managers to other members of their personal network regardless of

geographic location and time zone. These benefits of the Internet are believed to

improve SME performance.

However, for SMEs to profit from these benefits they need to make human,

technological and financial commitments to the Internet. It is worthwhile noting that it

is not only a matter of committing resources to the Internet, but also knowing how to

use the technology effectively. In general, effectiveness is acquired over time as a

result of frequent usage.

This changes the focal point of attention from the firm to the owner/manager. It is

believed that the owner/mangers specific characteristics (e.g. personality traits, social

psychological characteristics, perceptions and entrepreneurial orientation) influence the

firm's level of Internet commitment, and that having an owner/manager with particular

characteristics is one way for the firm to realise the benefits of the Internet.

However, whether SMEs can and will utilise the Internet effectively in order to

enhance and improve their export performance remains conceptually and empirically

largely unexplored. Nevertheless, SMEs have rapidly become aware of the Internet's
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potential impact and need to adapt their export market strategies to take advantage of

the Internet potentials, this makes the impact of the Internet on the firm's exporting

activities an interesting area to explore and develop.

5/2 RESEARCH FRAMEWORK

Entrepreneurship has been referred to as the 'parent of innovation' (Meyers, 1986).

From a behavioural perspective entrepreneurship is a managerial behaviour by which

individuals consistently exploit opportunities to deliver results beyond one's own

capabilities. Also, there is some agreement that the entrepreneur is someone who is

alert to the opportunity, an innovator and risk taker (Kirzner, 1983; Bygrave and Hofer,

1991; and Caruana et al., 1998). Schumpeter (1962) describes the innovative

entrepreneur as a rare individual who starts a new business and uses innovation to grow

the business successfully. Evidently, the individual entrepreneur is the focus in the

entrepreneurship research, where the key managers or top management entrepreneurial

behaviour collectively reflect the entrepreneurial orientation of the firm.

International entrepreneurship is one of the emerging areas of international business

research (Wright and Ricks, 1994), however it has not yet been explored rigorously and

research findings are still in relative scarcity (Zahra, 1993; Oviatt and McDougall,

1994; Coviello and Munro, 1995; and Rhee, 2002).

McDougall and Oviatt (2000, p.903) define international entrepreneurship as "a

combination of innovative, proactive and risk seeking behaviour that crosses national

borders and is intended to create value in organisations".

This emerging field of international entrepreneurship complements research on the

export behaviour and internationalisation process of firms by clearly focusing on the

role of the individual entrepreneur (Rasmussen and Madsen, 2002, p.22). Also, it may

benefit from the long established extant literature on export performance where the

effect of management characteristics and behaviour on performance has been

extensively researched and documented. Hence, the personality traits, social

psychological characteristics and entrepreneurial orientation behaviour of the

owner/managers are researched in an attempt to examine their impact on the firm's
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commitment to the innovation (i.e. the Internet) and export success. It is worth noting

that a growing number of authors have associated the owner/managers' personality

traits, social psychological characteristics and EQ behaviour with firm performance in

a domestic context.

Consistent with the behavioural perspective of entrepreneurship, it is assumed that the

entrepreneurs are better able to identify and exploit the opportunities made possible by

the advances in information and communication technology, particularly the wide

spread use of the Internet and e-commerce to help the firm grow successfully in export

markets.

The Internet is one of the most transforming technological inventions since the

industrial revolution (The Economist, 1999). It is "an innovative process supported or

made feasible by technology by which organisations and individuals communicate,

network and do business" (Vadapalli and Ramamurthy, 1997, p.l12). There is some

evidence of an existing relationship between the use of the Internet and SMEs

performance. However, research on the Internet and exporting, a subset of international

business is an emerging field in which key issues have remained, as yet, largely

unexplored (Prasad et al., 2001). In addition, Samiee (1998, pA.24) asserts that the

"conceptual and empirical evidence regarding the role and the impact of the Internet in

business and exporting is quite scant", despite the rapid growth of the Internet in the

firm's marketing activities in the last decade (Shanna, 2002), and regardless of the

recognition of the importance of international operations for firms' survival and growth

(Prasad et al., 2001). This lacuna is only just beginning to be addressed by studies

investigating a number of aspects of exporting and the Internet.

As with entrepreneurship, a number of authors have introduced the decision to export

as an innovation (Simmonds and Smith, 1968; Roux, 1987; and Samiee et al., 1993).

The rationale behind using this approach is that entering export market is perceived

as an innovation in itself within the closed environment in which the firm operates.

Recently, Ibeh (1998, p.20) and Ibeh and Young (2001, p.567) contend that

exporting is an entrepreneurial act where it is defined as "the process by which

individuals either on their own or inside organisations pursue export market
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opportunities without regard to the resources which they currently control or

environmental disincentives which they face".

This research investigates the impact of entrepreneurship approaches and level of

Internet commitment on UK based SMEs export performance. The line of argument

underlying the research framework is that the more entrepreneurial the owner/manager,

the more likely it is s/he may use the Internet in exporting and the more successful the

firm export performance can be.

Evidently, there is a mixture of influential factors at both the owner/managers level and

the level of the firm that affect UK based SMEs commitment to the Internet and their

export performance. It is not expected though that all of the dimensions illustrated in

the research framework (see Figure 5.1) will have significant and direct impact on

export performance due to the moderating role export strategy is known to play

between firm level dimensions and performance (Madsen, 1994; and Cavusgil and

Zou, 1994).

It is worthwhile highlighting that this research framework is to be considered the link

between the secondary research (i.e. the literature review) and the primary one that will

be addressed thoroughly in a subsequent chapter (see chapter 7).
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TRAITS
APPROACH

* Need for Ach
* Locus of control
* Tolerance of

ambiguity
BEHAVIOURAL

APPROACH

* Innovativeness
* Proactiveness
* Risk taking

LEVEL OF INTERNET
COMMITMENT EXPORT PERFORMANCE

* Experience with Internet
technologies

* Level of Internet use
* Web function
* Resource conirnitment
* Perceived Internet benefits

*Profitabjljty
*Sales growth
*Sategjc objectives achievement
*perceptjons of self success
* Competitors perceptions of the

firm's export success

Figure (5.1) Research Framework

SOCIAL
PSYCHOLOGICAL

APPROACH

Work experience, work
responsibility, level of
education, age, gender,
foreign language,
international orientation

Ach: achievement.
Source: The researcher.

5/3 RESEARCH AIMS AND PROPOSITIONS

As already stated in chapter one the current research attempts to empirically explore

the possible role of entrepreneurship and the level of Internet commitment on SME

export performance. In order to achieve this goal, based on the pertinent literatures as

well as the researcher's knowledge, the following research aims and their propositions

are addressed.
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5/3/1 Research Aim 1

To examine the use of the Internet among UK based SME's, and to develop a general

profile of high Internet use firms with respect to the following sets of variables: level of

Internet commitment, the owner/managers characteristics, the firm and industry

characteristics, and export involvement and performance.

Research Propositions 1 and la

In order to evaluate UK based SMEs level of Internet use a multi-dimensional scale is

developed and assessed for validity and reliability. The construct dimensions reflect the

major uses of the Internet as highlighted in chapter three, namely as a communication

tool and as an information source. Further, other multi-dimensional scales are also

developed to assess the firms' level of Internet commitment, in general this includes:

resource commitment, perceived Internet benefits and Web function. In addition, firms'

experience with Internet technologies (e.g. email, Intranet, Extranet) is measured by the

number of years the firm has been using each technology. It is worth noting that the

constructs developed are based on the findings outlined in chapter three as well as on

the preliminary interviews that were conducted prior to the primary research (see

chapter six).

P1: Firms can be distinguished according to their level of Internet use. Relative to

firms with low Internet use, high Internet use firms are likely to:

a- Make more use of the Internet as a communication tool.

b- Make more use of the Internet as an information source.

Pla: Relative to their counterparts, high Internet use firms are likely to differ with

respect to:

a- Experience with Internet technologies (e.g. email, Intranet, Extranet.)

b- Committing resources to the Internet (Internet training, Interconnectivity).

c- Perceived internal and external Internet benefits.

d- Web site function (i.e. effectiveness, transactional, promotional).
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Research Propositions 2 and 3

Chapters two, three and four exhibit evidence from national as well as international

contexts that factors at the owner/managers level (i.e. personality traits, entrepreneurial

behaviour, perceptions and social psychological characteristics) are particularly

significant in the context of SMEs whilst going international or using new technology.

Hence, in order to profile high Internet use firms at the owner/managers level the

following propositions are developed.

P2: Relative to their counterparts, high Internet use firms are likely to dffer with

respect to the following owner/managers characteristics:

a- Need for achievement.

b- Internal locus of control.

c- External locus of control.

d- Entrepreneurial orientation behaviour.

e- Perceived export complexity.

f- Perceived export risks.

g- Perceived export profits.

h- Perceived export costs.

i- Perceived export growth.

P3: There are differences between firms with a high level of Internet use and their

counterparts with low Internet use with respect to the following owner/managers

social psychological characteristics:

a- Work responsibility.

b- Work experience.

c- Age.

d- Gender.

e- Level of education.

f- Foreign languages proficiency.

g- International orientation.
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Research Proposition 4

Chapter three provides evidence that advances in infonnation and communication

technology may permit younger and smaller firms to intemationalise and to manage

more complex foreign transactions than in the past (Oviatt and McDougall, 1999).

Also, the literature in this chapter reveals that the limited empirical studies in the

area of information and communication technology and small firms'

internationalisation focus largely on high tech sector (e.g. software), whereas little

attention is given to medium and low tech industries such as textiles and food and

beverages. Hence, high Internet use firms will be differentiated from low Internet

use firms at the firm level (i.e. size, age, independency and ownership) and at the

level of the industry (i.e. industry sector, market served and technology intensity).

P4: There are d(fferences between firms with high level of Internet use and their

counterparts with low Internet use with respect to:

a- Firm characteristics.

b- Industry characteristics.

Research Proposition 5

Lack of information with respect to foreign markets is acknowledged as a key issue

that can hinder the intemationalisation process particularly among SMEs. There is

evidence that the Internet helps exporters with their diverse information needs to

successfully enter international markets, and also influences the decision to

internationalise as well as the degree and speed of internationalisation. Also, in chapter

three, conflicting views with respect to the association between SMEs performance and

the use of the Internet and IT capabilities were reported. As a consequence, research

proposition 5 will differentiate between high Internet use firms and their counterparts

with respect to export involvement and export performance.
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P5: Relative to their counterparts, high Internet use firms are likely to dffer with

respect to:

a- Number offoreign countries entered.

b- Export experience.

c- Export ratio for the financial year (2000-01).

d- Sales growth.

e- Profitability.

f- Strategic objectives achievement.

g- Perceived self-success.

h- Competitors 'perceptions of the firm 's export success.

5/3/2 Research Aim 2

To investigate the current level of entrepreneurial orientation behaviour among UK

based SME owner/managers, and further profile them with reference to the research

variables.

Research proposition 6

As highlighted in chapter two the concept of entrepreneurial orientation (EO) is a

multidimensional construct encompassing iimovativeness, proactiveness and risk

taking. Although very few studies have actually investigated the three dimensions

jointly, particularly in an international context, a pre-tested and validated nine item

construct of entrepreneurial orientation behaviour developed by previous researchers

(e.g. Miller, 1983; and Covin and Slevin, 1989) will be used to assess the firms'

owner/managers EO behaviour.

P6: Firms can be differentiated according to their owner/managers' entrepreneurial

orientation behaviour. Relative to firms with low EQ owner/managers, high EQ

owner/managers are likely to:

a- Be more innovative.

b- Be more proactive.

c- Be risk taking.
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Research Propositions 6a and 6b

Chapter two reveals that in a specific context, entrepreneurs can be differentiated

from their counterparts using personality traits e.g. need for achievement and locus

of control (e.g. Kets de Vries, 1985; and Cunningham and Lischeron, 1991). Chapter

two also introduces managerial perceptions as a complementary approach to measure

entrepreneurial orientation (Lyon et al., 2000), further chapter four highlights the

importance of management perceptions as significant antecedents of the firms'

performance. Subsequently, it is highly likely that perceptions will distinguish

between high entrepreneurial orientation owner/managers and their counterparts (see

P6a).

In addition to the influence of the owner/managers personality traits, chapter two also

shows that social psychological characteristics (i.e. previous employment and/or

work experience, level of education and age) are more likely to stimulate

entrepreneurial behaviour. Research proposition 6b addresses this relationship.

P6a: Relative to their counterparts, firms with high EQ owner/managers are likely to

dffer with respect to the following characteristics:

a- Need for achievement.

b- Internal locus of control.

c- External locus of control.

d- Perceived export complexity.

e- Perceived export risks.

f- Perceived export profits

g- Perceived export costs.

h- Perceived export growth.
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P6b: There are dfferences between firms with high EQ owner/managers and their

counterparts with low EQ owner/managers with respect to the following social

psychological characteristics:

a- Work responsibility.

b- Work experience.

c- Age.

d- Gender.

e-Level of education.

f- Foreign languages proficiency.

g- International orientation.

Research Proposition 7

The goal of research proposition seven is to explore the relationship between a firm's

level of Internet commitment and their owner/managers' entrepreneurial orientation

behaviour. Chapter three reveals that among UK SMEs whoever is responsible for

the introduction of the Internet to the firm exhibits entrepreneurial characteristics-

being proactive, challenging, ilmovative and also computer literate (Lymer et al.,

1998). Further, following the findings of chapter two that entrepreneurial behaviour

embraces innovativeness, proactiveness and risk taking, it is proposed that high

entrepreneurial orientation owner/managers are likely to differ from their

counterparts with respect to level of Internet commitment.

P7: Relative to firms with low EQ owner/managers, firms with high EQ

owner/managers are likely to differ with respect to:

a- Experience with Internet technologies (e.g. email, Intranet,).

b- Committing resources to the hiternet ('Internet training, Interconnectivity.).

c- Perceived internal and external Internet benefits.

d- Web function (i.e. effectiveness, transactional, promotional).

- 186 -



Research Proposition 8

The purpose of this research proposition is to prove or disprove the findings

highlighted in chapter two where much of the previous studies find that small and

young firms are run by an entrepreneurial owner/manager. Also, the findings reveal

that, in general, entrepreneurial owner/managers are found in entrepreneurial firms

that are characterised by a heavy emphasis on R&D (e.g. McGuinness and Little,

1981; and Cavusgil and Nevin, 1981) and those who supply innovative, high

technology products to overseas markets (e.g. Namiki, 1989; and Beamish et a!.,

1993).

P8: There are dfferences between firms with high entrepreneurial orientation

owner/managers and their counterparts with respect to:

a- Firm age.

b- Firm size.

c- Firm independency.

d- Firm ownership.

e- Industry sector.

f- Market served.

g- Technology intensity.

Research Proposition 9

In chapter two entrepreneurial orientation behaviour dimensions were discussed. It was

found that owner/managers who are entrepreneurially orientated actively search for

opportunities in new country markets, are motivated to export for proactive reasons

(e.g. market share, profits), they further develop foreign business anìd social networks

relationships and exchange information among themselves, hence accelerating the

exporting process as well as improving their ability to compete. Therefore, it is

proposed that firms with high EO owner/managers are likely to differ from their

counterparts with respect to their degree of involvement in international markets.
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Also, chapter two reports controversial opinions in both national and international

contexts with respect to the effect of entrepreneurial orientation on firms'

performance, where some researchers support the view that EO improves firms'

financial performance in terms of sales growth and profitability (e.g. Wiklund, 1999;

and Barrett et al., 2000). Similarly, others find that entrepreneurial orientation

indirectly promotes and improves firms' overall international performance (e.g.

Knight, 2000), while researchers such as Sapienza and Grimm (1997) report no

association between entrepreneurial orientation and firm performance.

P9: Relative to their counterparts with low EQ owner/managers, firms with high EQ

owner/managers are likely to d?ffer with respect to:

a- Number offoreign countries entered.

b- Export experience.

c-Export ratio for the financial year (2000-01).

d- Sales growth.

e- Profitability.

f- Strategic objectives achievement.

g- Perceived self-success.

h- Competitors 'perceptions of the firm 's export success.

5/3/3 Research A in 3

To investigate the effect of the owner/managers personality traits, entrepreneurial

orientation behaviour, perceptions and social psychological characteristics on UK

based SMEs export performance.

Research proposition 10

The goal of research proposition 10 is to examine whether or not owner/managers

characteristics are significant antecedents of UK based SMEs export performance.

Chapters two and four discuss in great detail the influence of the decision maker

and/or owner/manager's characteristics on performance in both national and

international contexts. Both literatures looked at the owner/managers from different
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perspectives namely their personality traits, social psychological characteristics,

perceptions and EQ behaviour.

PlO: There are sign ifi cant relationships between owner/managers 'personality traits,

social psychological characteristic, export perceptions, entrepreneurial

orientation behaviour and the following export performance indicators:

a- Sales growth.

b- Profitability.

c- Strategic objectives achievement.

d- Perceived self-success.

e- Competitors 'perceptions of the firm 's export success.

5/3/4 Research Aim 4

To explore and assess the impact of 'level of Internet commitment' on the export

performance of UK based SMEs.

Research Proposition 11

A review of the evidence in chapter three on the relationship between level of IT, use

of the hitemet and firm performance among SMEs reveals contradictory findings.

Some scholars find positive association, others note indirect effects (e.g. Avionitis

and Karayanni, 2000), while others observe no association in samples of UK and US

SMEs (e.g. Bharadwaj, 2000). Because the 'level of Internet commitment' construct

(see research proposition 1) has been developed and used for the first time in this

study it will be assessed for reliability and validity and - if of acceptable quality -

will subsequently be used as the independent variable to test research proposition 11.

It will also be considered as the dependent variable to examine research proposition

12.
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P11: There are significant relationships between level of Internet commitment and

the following export performance indicators:

a- Sales growth.

b- Profitability.

c- Strategic objectives achievement.

d- Perceived self- success.

e- Competitors 'perceptions of the firm 's export success.

5/3/5 Research Ai,n 5

To examine the effect of the owner/managers characteristics on UK based SMEs

'level of Internet commitment'.

Research Proposition 12

Chapter three discusses the importance of top management characteristics, attitudes

and experiences as key success factors in the adoption and implementation of any IT

innovation (i.e. the Internet) (e.g. Chulikavit and Rose, 2000).

P12: There are sign fIcant relationships between owner/managers personality traits,

social psychological characteristics, export perceptions and entrepreneurial

orientation behaviour and the following variables/factors of UK based SMEs

level of Internet commitment:

a- Experience with the Internet technologies (e.g. email, Intranet, Extranet,).

b- Internet resources ('i.e. Internet training, Interconnectivity).

c- Internet use ('i.e. Internet information, Internet communication,).

d- Perceived Internet benefits (i.e. internal, external).

e- Web function (i.e. effectiveness, transactional, promotional).

To sum up, this chapter has synthesised the research literatures on entrepreneurship,

the Internet and exporting as well as the theoretical bases underpinning the present

study. The research framework has been introduced, the aims and propositions have

been discussed and developed. The next chapter discusses the research process

undertaken to test and examine the pre-specified propositions.
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CHAPTER SIX

RESEARCH DESIGN AND METHODOLOGY

Cli apter Objectives

• To describe and justify the research philosophy adopted.

• To discuss and evaluate the results of the exploratory study.

• To outline the multi-stage approach adopted for the design, pre-testing,

validation and administration of the research instrument.

• To assess the response rate and non-response bias.

• To describe the statistical techniques used to test the research propositions.
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CHAPTER SIX

RESEARCH DESIGN AND METHODOLOGY

This chapter describes the research process undertaken to test and examine the

research propositions. The chapter addresses the philosophy of the research and

outlines its methodology. The results and conclusions of the exploratory study are

discussed, followed by the design of the research questionnaire, pre-testing and

validating the research instrument are described, and the administration of the postal

survey and the statistical techniques used to analyse the data are presented.

Thereafter, the research propositions are tabulated and the chapter then concludes

with a brief summary.

The research follows the positivist paradigm and is analytical in orientation. A mail

survey was used to empirically test the research propositions addressed in chapter

five, where a pre-tested and validated questionnaire was administered to a total of

960 UK based SMEs manufacturing exporting firms operating in the following

industries: food and beverages, textiles, clothing and fur, biotechnology and

instrumentation, and computers and office machinery. The selected industries are

deemed to have a strong international presence, and a high level of exporting

activities based on the assessments of the UK DTI' (2001). The study relied on the

key informant technique in drawing out responses from the sampled frame (i.e. who

ever responsible for exporting activities in the firm). A total of 280 questionnaires

were returned resulting in an overall response rate of 29.8%, of which 122

questionnaires were incomplete and were excluded from further analysis making the

usable number of questionnaires 158.
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6/1 RESEARCH PHILOSOPHY

Research methods can be classified in various ways, however one of the most

common distinctions is between quantitative and qualitative research approaches in

management or organisational research (Williams, 1998). Qualitative and

quantitative methods have various definitions. Qualitative methods have been

described as "an array of interpretive tecimiques which seek to describe, decode,

translate and otherwise come to terms with the meaning, not the frequency, of certain

more or less naturally occurring phenomena in the social world" (Van Maanen, 1988,

p.9). These methods involve emphasising meaning, experiences and descriptions

(Coolican, 1990). "The qualitative approach is holistic in orientation, treating the

phenomenon as a whole system and searching for patterns that lie within its bounds"

(Cupchik, 2001). Further, it is "any kind of research that produces findings not

arrived at by means of statistical procedures or other means of quantification"

(Strauss and Corbin, 1990, p.17).

On the other hand, quantitative research is defined as "research aiming at reducing

ambiguity through transforming perceptions into pre-structured, quantifiable

categories" (Alvesson and Deetz, 2000, p.55). Where quantification can be defined

as the process of measuring on some numerical basis that is whenever we count or

categorise, we quantify (Coolican, 1990). Cupchik (2001) highlights that "the

quantitative approach in psychology is analytical in orientation and while it

acknowledges the factcity of.....[the truth or the reality with respect to].... social

phenomena, it fractionates them and reduces them to simpler and more or less

analogous models".

Although qualitative and quantitative research can be defined independently, Barbara

Wildemuth introduces a combined definition for both 'interpretivism and positivism'

as follows:

"... It is true that the positivist approach, with its goal of discerning the statistical
regularities of behaviour, is oriented toward counting the occurrences and
measuring the extent of the behaviours being studied. By contrast, the interpretive
approach, with its goal of understanding the social world from the viewpoint of the
actors within it, is oriented toward detailed description of the actors' cognitive and
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symbolic actions, that is, the meanings associated with observable behaviours,

(1993, p.45l)".

Kerlinger has been quoted saying "there is no such thing as qualitative data.

Everything is either 1 or 0" (Miles and Huberman, 1994). On the other hand,

Campbell asserts that "all research ultimately has a qualitative grounding" (cf. Miles

and Huberman, 1994, pA.0). However, it is unnecessary to perceive the

quantitative/qualitative research paradigm as an 'either/or dichotomy' as there is no

need to put them against each other in a competing position (McKereghan, 1998).

Clearly, such a battle among qualitative and quantitative researchers is 'essentially

unproductive' as there is an agreement that both research methods need each other

(Miles and Huberman, 1994). Patton (1990) encourages a 'paradigm of choices' that

seeks "methodological appropriateness as the primary criterion for judging

methodological quality", this will allow for "situational responsiveness that strict

adherence to one paradigm or another will not" (p.39).

Table 6.1 below distinguishes between the two research paradigms, positivism and

social constructionism. Each paradigm differs on eight underlying key features

namely: the observer, human interests, explanations, research progresses, concepts,

units of analysis, generalisation and sampling requirements. Despite these differences

both approaches rest on rich and varied traditions that come from multiple disciplines

(Trochim, 2002).
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Table (6.1) Contrasting Implications of Positivism and Social Constructionism

Positivism	 Social Constructionism
Paradigm	 Paradigm

The observer	 Must be independent.	 Is part of what is being observed.

Human interests	 Should be irrelevant. 	 Are the main drivers of science.

Explanations	 Must demonstrate causality.	 Aim	 to	 increase	 general
understanding of the situation.

Research progresses Hypotheses and deductions.	 Gathering rich data from which
through	 ideas are induced.

Concepts	 Need to be operationalised so that Should incorporate stakeholder
they can be measured.	 perspectives.

Units of analysis	 Should be reduced to the simplest May include the complexity of
terms.	 'whole' situations.

Generalisation	 Statistical probability. 	 Theoretical abstraction.
through

Sampling requires	 Large numbers selected randomly. Small numbers of cases chosen for
specific reasons.

Source: basterby-Smith et al. (2002, p.30).

There is a tendency among researchers to perceive both quantitative and qualitative

research as the ideal ends of a continuum along which actual research is taking place

(McKereghan, 1998). Although some researchers believe that qualitative and

quantitative methodologies cannot be combined because the assumptions underlying

each tradition are very different. Other researchers think they can be used in

combination only by alternating between methods. Qualitative research is

appropriate to answer certain kinds of questions in certain conditions, for instance

they are appropriate in situations where one needs to first identif' the variables that

might later be tested quantitatively, or where the researcher has determined that

quantitative measures cannot adequately describe or interpret a situation (Hoepfl,

1997). Quantitative methods are right for other situations and under different

circumstances.
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However, on the other hand, some scholars believe that both research methods can be

effectively joined in the same research project (Strauss and Corbin, 1990; and Patton,

1990). Using both qualitative and quantitative methods is called 'triangulation'.

Webb et a!. (1966) were among the first to introduce the term triangulation into the

social sciences as a research approach. Triangulation is defined as "a research

technique wherein multiple methods are used to analyse the same theoretical

question" (Lyon et al., 2000, p.1066). "The common theme in discussions of

triangulation has been the desire to overcome problems of bias and validity, it has

been argued that the deficiencies of any one method can be overcome by combining

methods and thus capitalising on their individual strengths" (Blaikie, 1991, p.1 15).

As a consequence, the main advantage of triangulation as a research approach is to

increase the research credibility by using different data sources that involve time,

space and persons in order to verify or falsify generalisable trends detected in one

data set data triangulation, by using two or more researchers' with different

background investigator triangulation, by using different perspectives to interpret

data theory triangulation, and by using multiple methods to gather data

methodological triangulation (Guba and Lincoln, 1989; Patton, 1990; Miles and

Huberman, 1994; and Oppermarmt, 2000). Subsequently, triangulation "reduces the

risk of systematic distortions inherent in the use of only one method" (Maxwell,

1998, p.93).

However, looking at the other side of the coin, the idea of using different research

instruments to produce results has been criticised by some researchers (e.g. Fielding

and Fielding, 1986). They suggest that "theoretical triangulation does not necessarily

reduce bias, nor does methodological triangulation necessarily increase validity.

Theories are generally the product of quite different traditions, so when they are

combined, one might get a fuller picture, but not a more 'objective one'. We should

combine theories and methods carefully and purposefully with the intention of

adding breadth and depth to our analysis, but not for the purpose of pursuing

'objective' truth" (Fielding and Fielding, 1986, p.33). Moreover, Miller (1983, p.77)

suggests that: "the principal use of any metaphor is to illuminate meaning, when it

fails to do this, it should be abandoned, in qualitative research, the concept of

triangulation should be allowed to die peacefully".
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In light of the preceding discussion, the researcher believes that there is no such thing

as a right or wrong research approach, every researcher's ultimate goal is to achieve

his/her research objectives, as a consequence s/he chooses the method that best

facilitates the accomplishment of that ultimate target. Hence, following the majority

of export marketing research, and drawing on the relative advantages of the

quantitative research for instance its objectivity, the validity and reliability of its

results, the opportunity to replicate the study and taking into consideration the time

scale of the current study, as well as the extensive number of variables under

investigation the decision was taken to adopt the quantitative approach. However,

qualitative methods have been used in the development of the questionnaire.

A mail survey has been chosen for a number of reasons. First, the task does not

require interaction with the respondents. Second, the researcher has a representative

sample frame that includes a full representation of the population to be surveyed and

excludes unqualified individuals. Third, the respondents can provide and record their

own responses without the researcher being there. And finally, having a large sample

that is dispersed over a broad geographic area highlights the need for mail survey in

order to reduce the research cost of travel (Aireck and Settle, 1985, p.V7).

Only one informant was chosen to fill in the questionnaire namely, the export

manager. As supported in the literature, relying on one single informant has lots of

advantages. As such, the most knowledgeable individual in the firm will provide the

information (Lyon et al., 2000, p.1066). Specifically in small firms where the owner

in most cases is the one responsible for exporting, thus his/her views will represent

those of the firm. Further, approaching only one respondent in each firm is a source

of encouragement for firms to participate in the study, and finally, approaching one

informant reduces research costs with respect to time and money (Jennings and

Young, 1990). Nevertheless, interviewing two or more respondents could add more

insights to the research but due to time and cost constraints the decision was taken to

approach only one respondent in each firm.

The following section demonstrates the sequential steps of the research methodology.
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6/2 RESEARCH METHODOLOGY

This section addresses the methodology applied in the research. Having reviewed the

pertinent literatures on entrepreneurship, the Internet and SME internationalisation,

and export perfonnance determinants and measures, a multi-stage approach is used

for the empirical research as outlined in Figure 6.1.
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Figure (6.1) The Research Process

Review of the Literature
(Formulation of research aims)
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Synthesis of Findings
(Synthesis of overall fmdings)

Source: Adapted from Aireck and Settle (1985, p.3!).
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6/2/1 Exploratory Interviews

The main reason behind conducting an exploratory study was to explore SME

exporters' level of Internet commitment. A sample of eight Scottish manufacturers'

exporters was interviewed including one firm with more than 250 employees. The

interview guide used was developed from the limited literature in the area. The firms

were chosen from the online data-base Trade UK. A letter was sent to the

owner/export manager, followed by a telephone call to set up an appointment. Each

interview lasted an hour on average and was tape recorded for later transcription.

Assessment of the dimensions of entrepreneurial orientation namely innovativeness,

proactiveness and risk taking were derived from measures used by Zahra and Garvis

(2000). Drawing on Knight's (2000 p.14) view of risk taking "as reflecting the

propensity to devote resources to projects that entail a substantial possibility of

failure along with chances for high returns", two questions were asked about risk and

uncertainty. The level of Internet commitment was identified in terms of level of

Internet use (email, Intranet, Extranet), Web function, and resource commitment.

6/2/1/1 Results of Exploratory Interviews

The exploratory interviews took place between February and early April 2001. The

profile of the responding firms is shown in Table 6.2. The products manufactured

include: clothing, process heating equipment, power distribution and process control,

plastic products for automotive and telecom sectors, aluminium products, screw

compressors, car components, and educational products and designs. The firms have

an average of 121 full time employees, 24 years in exporting and 5 years experience

with the Internet. The US market andlor Europe are the major export destinations for

all firms in the sample.
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Table (6.2) Export Experience, Products Types and Export Markets

Firms activity	 Export	 Types of products 	 Export markets
experience

(years)

Clothing	 7	 Jackets, trousers, kilts,	 US, Canada, Australia,
accessories, shoes. 	 Western Europe.

Process heating	 61	 Process heating	 Hong-Kong, Japan,
equipment	 equipment.	 Egypt, Malaysia,
manufacturer	 Australia.

Switchgear	 2 directly, 10 Power distribution and	 UK, Gulf & Middle East,
manufacturer	 indirect,	 process control.	 Philippine.

Automotive and	 20	 Automotive (plastic 	 All over Europe (e.g.
telecom	 products, screen printed,	 Sweden, Germany,

plastic heats with graphic Finland), Mexico, US,
and numbers), with	 Australia.
telecom (plastic, mobiles
key caps, mobiles front
and back covers).

Aluminium	 20	 Wall products.	 France, Germany,
products	 Norway, the Middle East.
manufacturer

Compressors	 SO	 Compressors.	 Europe, US, China, Japan,
manufacturer	 Korea.

Car components	 20	 Wide range of	 Europe (e.g. Holland,
components.	 Denmark, France,

Germany), Malta, Cyprus,
Israel.

Robotics and	 1	 Educational products (cx. US, Europe, Brazil,
model makers	 robotics) and designs.	 Uruguay, Turkey, Cyprus,

Mexico, South America.

Source: The researcher.
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Internet Results

Experience with the Internet. There was a consensus among interviewees that the

reason for using the Internet is to have a presence in international markets "before it

is too late" (all firms). Interestingly, companies said that they search the Internet for

new markets as they do not have the resources to go and get inquiries from distant

markets, and in one case a company sold to Brazil which under normal conditions it

would not even think of doing because it would be beyond its capabilities.

Moreover, companies 3 and 7 surf the Internet in order to attract overseas customers

and find out about their competitors.

Level of Internet use. There was agreement that the Internet is an effective tool of

communication. One manager said that: ".... if we do not use the email system we

would not be able to communicate and this is a negative sign from a client point of

view" (firm 1). The result shows that four firms (3, 4, 5 and 6) have an email system

on a departmental basis (marketing, finance, purchase and sales). While in the other

four firms (1, 2, 7 and 8) only the owner has email. Four firms (3, 4, 5 and 6) said

they were using email internally to communicate with their employees. Other firms

were not fully convinced about the benefits of the Intranet. They considered it

inefficient and an unnecessary way to communicate in a small firm. However, all the

firms with a Web site use the Internet to contact their suppliers, distributors and

overseas clients.

Web Function

Web type. All the firms' Web sites are either used as a promotional tool (firms 2, 3,

4, 5 and 6) or for supporting e-commerce activities (firms 1, 7 and 8) (see Figure

6.2). Using the Web site as a promotional tool provides customers with information

on the firm's history, product range and contact addresses and phone numbers. Firms

also reveal an inability to support c-commerce either because customised products

are not suitable for this type of selling, or firms do not want to take business from

their distributors and jeopardise a good relationship with them. One respondent said

"....we have to be very careful, we do not wish to be seen to be taking the profit out

of the hands of our distributors" (firm 6).

- 202 -



Web language. Four firms (2, 6, 7 and 8) provide up to six foreign languages other

than English. Four firms (1, 3, 4 and 5) reported using English only, claiming that

language has never been a barrier for them as they mainly serve either the European

or US market (see Figure 6.2).

Web effectiveness. There was a surprising dissimilarity among SMEs in the extent to

which they investigate their Web effectiveness. Firm 1 looked at the Web hits on a

daily basis, while firms (2, 7 and 8), (5 and 6) and (3 and 4) did so on a weekly,

monthly and randomly basis respectively (see Figure 6.2). Only two firms, 3 and 8

tracked their hits as the respondent for firm 8 said "....we analyse the hits in terms of

how many pages are visited, which products are of most interest, and which

geographic area the hits are coming from. This is good to analyse and decide where

your target market should be".

Web update. Six firms (1, 2, 5, 6, 7 and 8) update their Web site on a monthly basis

(see Figure 6.2). One of the managers mentions that "they notice that the number of

hits goes down if they do not update the Web" (firm 6). Two firms (3 and 4) have

never updated their Web site.

Web download time. Three firms (2, 6 and 8) were interested in users being able to

download their Web pages instantly (see Figure 6.2).

The Web as a service tool. Six firms (1, 4, 5, 6, 7 and 8) support their Web site with

a query form andlor FAQ page which also has the facility for customers to ask for

additional information (see Figure 6.2).
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Resource Commitment

Resource commitment is defined as the financial, technological and human resources

devoted to the Internet related activities. This reflects the extent to which the firm is

actually involved with, and committed to, the innovation. IT staff Number of IT

staff to full time employees' range from 1 to 6 compared with 3 to 450 employees.

However, it is inequitable to generalise such result for all firms interviewed as for

instance, firm number 8 has 6 full time employees and 1 IT member, on the other

hand, firm number 4 has 450 employees and report having 2 IT staff only (see Figure

6.3). Further, relative to the firms full time employees that range from 3 to 450, the

number of PC's available range from 1 to 125, which reflects a high level of

commitment to the Internet across all firms', particularly firm number 8 that has an

equal number of full time employees and PC's. Internet budget. Half of the firms

interviewed had an IT budget between 2% and 16% of their turnover. Other firms

reported spending money on IT whenever they need to.
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International Entrepreneurial Orientation

Jiuzovativeizess. When the interviewees were asked if they had introduced any new

product lines recently, seven owner/managers (1, 2, 4, 5, 6, 7 and 8) reported

introducing new product lines within the last couple of years and only one (3) had

not (see Figure 6.4). Also, all firms, except one, report emphasising on marketing

tried and tested products.

Proactiveness. As far as proactiveness is concerned, six managers (1, 2, 3, 4, 5 and

8) were assessed as being leaders in their field - as one manager said "we try to keep

ourselves one step ahead of our competitors but never for too long as once we

introduce something new the others copy it" (firm 1). Managers in firms 6 and 7

were assessed as followers'. Manager 6 said that "we tend to be the follower to the

others MNE, we tend to respond to them, the MNE develops and we copy".

Additionally, manager (7) said that: "we are just a copier and very much driven with

what our customers need".

Risk-Taking. Regarding risk taking the majority of the firms (2, 3, 4, 6 and 7) were

assessed as moderate risk takers. When asked about decision making situations

involving uncertainty, three managers (4, 5 and 6) preferred a "wait and see"
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strategy. One commented that, "it is too risky to take a bold and aggressive strategy

from the beginning" (firm 4), while the other five managers (1, 2, 3, 7 and 8) were

moderately risk takers (see Figure 6.4). Also, consistent with the view that

entrepreneurs may be cautious and risk averse under some circumstances while risk

taking in others (Brockhaus, 1980), most of the interviewees report perceiving risk

taking as situation specific.

Figure (6.4) International Entrepreneurial Orientation
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Entrepreneurial Orientation

Source: The researcher.

Other Characteristics. As for demographic characteristics such as level of education,

the majority of the sample possesses school or sub-degree level qualifications and

most of the respondents are between 40 and 50 years old. There was no evidence that

ethnicity, foreign language ability or living abroad differentiates between

entrepreneurs and their counterparts. As far as exploring firm's level of Internet

commitment and owner/managers international entrepreneurial orientation

behaviour, the preliminary indications in this exploratory study are that firms are

moderately committed to the Internet and their owner/managers exhibit modest to

high levels of international entrepreneurial orientation.

On the basis of the interviews conducted it seems possible that firms' with high

international entrepreneurial orientation (assessed on three dimensions collectively -

innovativeness, proactiveness and risk-taking) will have higher export performance
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in terms of profitability and sales growth and will achieve their strategic objectives

easier than their counterparts.

6/2/1/2 Conclusions Drawn from the Exploratory Interviews

The purpose of the exploratory research was to explore a small sample of Scottish

based exporting SMEs commitment to the Internet, and to assess the model of the

Internet enabled international entrepreneurship. The SMEs in this study are using the

Internet as a communication tool, with owner/managers using the email system, the

Intranet, and the Extranet to communicate with their customers, distributors and

suppliers.

SME exporters are using their Web sites to promote themselves and their range of

products, rather than Internet enabled e-commerce. The development of multi-lingual

Web sites reflects management understanding of the potential benefits of

communicating with their overseas customers and suppliers in their own language.

Nevertheless, it would seem that firms could make better use of data about Web site

hits.

Top management support of the development of the Internet in a firm is reflected in

the financial, technological and human resources committed. Firms in this study

have specialised IT personnel and half of them have special IT budgets. Also

surprisingly, the larger firm (number 4) seems to have an inadequate number of IT

staff relative to its full time employees.

The firms interviewed demonstrate a high level of innovation in terms of number of

new product lines introduced in the past two years. Further, all firms except for two

(numbers 6 and 7) exhibit proactiveness and leadership, but broadly speaking the

firms are neither risk-takers (entrepreneurial) nor risk-averse (conservative), they are

somewhere in between. SMEs interviewed prefer taking moderate risks with the

prospect of stable returns.

Overall, although this research is exploratory, it has shed some light on how a small

sample of Scottish exporting SMEs used the Internet and has provided some support
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to the conceptual model. Further research will be undertaken to test the propositions

set out earlier (see chapter five).

6/2/2 Selection of Sample Frame, Sectors and Sample

Before proceeding with the design of the research instrument, the sample frame is

selected, the sectors to be investigated are identified and the criteria of the sampling

units are highlighted.

Sample frame "is a complete listing of the population from which the sample of

interest is to be drawn" (Maxim, 1999, p.108). Alreck and Settle (1985, p.73) suggest

the following steps to select a sample frame:

1- The sample frame is required to identify the entities or units to be surveyed.

2- The sample frame should be all-inclusive, so that every unit in the population

to be surveyed is included.

3- The frame for the sample should exclude any units that are not part of the

population being surveyed.

4- The entries listed in the sample frame must be specified in exactly the same

way as the sampling units were specified.

5- When the sample is clustered, stratified, or both the sample frame must

indicate cluster boundaries andlor strata membership for the individual units.

Accordingly, the "Financial Analysis Made Easy" FAME database was selected

as the sampling frame for the current research in that it satisfied the criteria for

sample firm selection. FAME is a financial database containing information on

270,000 major British companies, with turnovers in excess of £500,000, extracted

from the Jordan Watch and Jordan Survey databases. The FAME database

contains up to five years of detailed financial information on firms, together with

some descriptive details including SIC code, number of employees, firm type etc.

(Stewart and McAuley, 2000). Using this data base could help minimise sampling

error, and it also matches Sudman's (1983) recommendations for sampling in that

units were included only once, and the information was up to date, accurate,

covered the whole population, and was convenient to use. From this data base a

total of 960 firms were identified and selected. The firms were telephoned to
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cross-check the information on the database, specifically with respect to whether

or not the firm is still exporting, the firm address and the name of the most

appropriate respondent to approach (i.e. exporting manager or whoever

responsible for exporting in the firm). Cross checking was not possible in every

case because some of the information provided was inconect or the phone number

has been changed.

The sample frame covered the following industries (food and beverages, textiles,

clothing and fur, biotecimology and instrumentation, and computers and office

machinery). The selected industries were deemed to have a strong international

presence. These industries have high level of exporting activities based on the

assessments of the UK DTI (2001), they are also significant parts of British

manufacturing industry. Also, manufacturing firms ensure a degree of similarity

in the type of business operations (Covin and Slevin, 1991). Additionally, the

manufacturing sector is the most successful in using the IT and the Internet to

improve communication with business partners whether suppliers, distributors or

customers (Anonymous, [Business Europe], 2000).

Sampling units are "the basic observational units on which the measurements are

taken. Sampling units contain elements and are used for selecting elements into

the sample" (Maxim, 1999, p.108). Alreck and Settle, (1985, p.71) suggest the

following guidelines to specify sample units properly:

1- "The sampling unit should be specified so that it is the smallest single entity

from which the data can be obtained.

2- If the unit contains several individuals who might provide different data, the

specification of the unit is too broad and should be narrowed.

3- If responses from individuals would be redundant or over represent some

entities, the specification is too narrow and should be broadened.

4- If the survey data are to be compared with existing survey or secondary data,

the same sample units must be used for the survey, or the data will not be

comparable".
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The following are the criteria for a firm to be eligible for inclusion in the

study:

First, firms are engaged in exporting activities. Second, firms are UK based

manufacturers. Finally, firms fall in the small-medium size category (SMEs). The

aim was to provide some degree of homogeneity in the sample, bearing in mind

the importance of exporting to these particular firms in their early stage of

internationalisation (Leonidou and Katsikeas, 1996). Subsequently, firms with

more than 250 employees were omitted from this study. This figure is consistent

with the EU conventions (Official Journal of the European Communities, 1996)

and the operational definitions of small firms adopted by other researchers (e.g.

Oviatt and McDougall, 1994; Moini, 1995; Knight and Cavusgil, 1996; and

OECD, 1999, 2000).

6/2/3 Questionnaire Design

In general, the survey is defined as "a quantitative method and is utilised to

examine widespread social issues whereby the results of a sample can be

generalised upon to reflect the society as a whole" (Westmarland, 2001).

Therefore, the reason behind using mail survey questionnaire was to collect

adequate and sufficient data from the sampling units (UK based SMEs) and their

owner/managers that facilitate testing and examining the research propositions.

The questionnaire was designed to extract data with respect to owner/managers

personality traits (i.e. need for achievement, tolerance of ambiguity, locus of

control), entrepreneurial orientation behaviour (i.e. innovativeness, proactiveness

and risk taking), perceptions toward exporting experience, social psychological

characteristics (e.g. age, level of education, work experience, foreign language

ability). Also, the data reflects firms' level of Internet commitment (i.e. Internet

experience, use level of Internet, Web function, resource commitment, perceived

Internet benefits) and export performance indicators (sales growth, profitability,

strategic objectives achieved, perceptions of self-success and competitors'

perceptions of the firm's export success), moreover, basic data that helps profile

the responding firms were drawn out such as firm age, size, ownership and export

involvement (see appendix 1).
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The research instrument is designed in four sections. Section one focuses on

entrepreneurs' characteristics and perceptions, section two deals with firms' level

of Internet commitment, section three addresses firms' export involvement and

export performance indicators, finally, section four deals with the finns and their

owner/managers background information (see Figure 6.5). Ease of completion

was taken into consideration specially that the questionnaire was considered fairly

long and low response rate was anticipated. Therefore, most questions scales were

interval by nature using either five or seven point Likert scale andlor Frequency

Verbal scales. The questionnaire has only one open-ended question where

respondents were asked to describe one example of an export arrangement that

has been affected by the use of the Internet. The remaining questions were

categorical where respondents were asked to tick where appropriate.
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Figure (6.5) Structure of the Questionnaire

Section 1
ENTREPRENEURS CHARACTERISTICS

& PERCEPTIONS
(Q1-Q6)

• Need for achievement
• Tolerance of ambiguity
• Locus of control
• Entrepreneurial orientation
• Perceptions towards exporting experience

Section 2
FIRMS LEVEL OF INTERNET

COMMITMENT
(Q7-Q20)

• Experience with the Internet technologies
• Resource commitment
• Use level of the Internet
• Perceived Internet benefits

Ctiofl

FIRMS EXPORT INVOL
EXPORT PERFORMANCE

(Q21-Q30)

• Export involvement (i.e. export ratio,
No. of years in exporting, No. of
countries currently exports to)

• Export performance indicators (e.g.
sales growth, profitability)

Section 4
BACKGROUND INFORMATION

(Q31-Q44)

• Firms background
• Owner/managers background

Source: The researcher.
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V
6/2/4 Pre-testing and Validating the Questionnaire

To pre-test and validate the research instrument multiple phases were taken.

Initially face validity of the constructs was assessed with the co-operation of

several academics familiar with research in international marketing and

entrepreneurship. Using a draft questionnaire, a pilot test was conducted early

September 2001 on 60 UK SME manufacturers' exporters in the target industries.

The Trade UK online data base was used as a sample frame for the piloting phase.

This particular data base is considered by the relevant government authority to be

among the most comprehensive, accurate and up-to-date data base of exporters of

its kind. Essentially, Trade UK provides the data necessary for efficient contact,

including addresses, telephone numbers and names of key export managers and

the size of the firm measured by number of employees (Styles, 1998, and Styles

and Ambler, 2000). The aim of piloting the research questionnaire was to evaluate

the new items developed for the research, to ensure their clarity and their

relevance, to determine accuracy and to assure content validity (Reuber and

Fischer, 1997; Katsikeas et al., 1997; and Lumpkin and Dess, 2001).

Nineteen completed questionnaires were returned making a response rate of

31.6%, these responses were excluded from the final study. The preliminary study

shows that questions 26, 27 and 30 needed minor revisions in order to enhance

their clarity and to ease completion. Adjustments were made on the basis of this

feedback, and a final version of the research questionnaire was then developed.

6/2/5 Administration of the Questionnaire, Response Rate and Non-Response
Bias

The pre-tested and validated questionnaire was administered between October and

January 2001/2002 to a total of 960 firms (see Table 6.3). To help improve the

response rate a number of actions were taken. The researcher follows the

procedure developed by Dillman (1978) based on a series of specifically timed

mailings including an initial mailing along with a covering letter that was sent late

October 2001 describing the study and its purpose, request participation and

assure confidentiality and anonymity. Self-addressed envelope to return the

completed questionnaire was also included with the research instrument. The
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respondents were offered a summary of the findings if they indicated interest

(Caruana et a!., 1998; and Robertson and Chetty, 2000). A postcard reminder was

sent out one week after the initial mailing (early November 2001) which is

sometimes called 're-dropping' to urge those who have not sent the questionnaire

to complete it and return it (Alreck and Settle, 1985). Then three weeks after the

original mail out (19 November 2001) a letter, replacement questionnaire and a

self-addressed envelope were sent to all non-respondents (Lumpkin and Dess,

2001). Finally, in order to enhance the response rate follow up phone calls were

also conducted after sending the second mail out till before Christmas vacation

2001, and continued after the break till end of January 2002, which represents the

cut-off date.

It should be noted that 23 responses were discarded from further analysis for

different reasons. 10 firms employed more than 250 employees, 11 are neither

exporters nor manufacturers, in addition 2 firms went into receivership and

liquidation thus did not meet the sampling frame requirements. Subsequently, the

number of the surveyed firms went down to 937 (see Table 6.3). In aggregate, a

total of 280 questionnaires returned resulting in an overall response rate of 29.8%,

out of which 122 questionnaires were incomplete or included inadequate data

therefore were excluded from further analysis making the usable number of

questionnaire 158. The first mailing generated 87 usable questionnaires, and the

follow-up second mailing 3 weeks later yielded an additional 71 usable returns,

resulting in an overall usable response rate of 19.3%.

Given that the survey was unsolicited, the length of the questionnaire was an issue

in obtaining a sound response rate, and the respondents were small and medium

sized firms which, in comparison with large firms, may have a lower response

rate, the response rate of 19.3% is considered satisfactory and comparable to

studies on similar topics in marketing (Jaworski and Kohli, 1993). This response

rate ensures good representation of the population being studied and justifies

statistical processing of the data being gathered. Nevertheless, it would have been

desirable to achieve a higher response rate but the duration and scope of the

project were limited.
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Table (6.3) Sample Frame

Food &	 Textiles,	 Biotechnology	 Computers	 Total
beverages	 clothing	 &	 & office

	

& fur	 instrumentation machinery

Firms in	 276	 321	 239	 124	 960
the sector

Firms	 270	 314	 233	 120	 937
surveyed

Total	 76	 96	 74	 34	 280
responses	 (28.1%)	 (30.5%)	 (31.7%)	 (28%)	 (29.8%)

Useable	 43	 44	 53	 18	 158
responses	 (18.1%)	 (16.7%)	 (25%)	 (17.3%)	 (19.3%)

Source: The researcher.

To assess non-response bias the questionnaires were ordered sequentially by date

of reception, hence enabling the application of the 'extrapolation' method

suggested by Armstrong and Overton (1977). This method compares the

responses of 'early' respondents, i.e. those who completed the questionnaire

before sending the second wave out with the respondents who completed the

second wave questionnaire. The 'extrapolation' method assumes that 'late'

respondents are similar to the non-respondents, whereas 'early' respondents are

assumed to be similar to the respondents in the sample. A t-test was performed to

examine the differences between early and late respondents, no significant

differences were identified at p = 0.05 level, indicating that response bias does not

represent a problem in the current research.

6/2/6 Data Analysis

The data was analysed using the Statistical Package of Social Sciences

(SPSS+PC). A number of steps were undertaken to test and examine the research

propositions. All the multi-items measures used in the present study were subject

to a two step purification process (Churchill, 1987).
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Firstly, Cronbach 's Alpha was applied to measure the research constructs'

reliabilities. Where reliability is defined as "the extent to which a variable or set of

variables is consistent in what it is intended to measure, reliability relates to the

consistency of the measure(s)" (Hair et al., 1998, p.90). The reliability of the

constructs was measured twice: first, before factor analysing the construct and

second, the reliability of the derived composite measures was examined to make

sure that each case is contributing to the concept the composite measure had been

designed to capture (Hair et al., 1998).

The multi-dimensional constructs namely (need for achievement, tolerance of

ambiguity, locus of control, entrepreneurial orientation, perceived export

complexity, Internet resource commitment, Internet use, perceived Internet

benefits and Web function) matched the suggested benchmarks for reliability (0.6)

stated by (Nunnally and Bernstein, 1994), except for the 'tolerance of ambiguity'

construct which was eliminated from subsequent analysis due to its very low alpha

coefficient 0.01. Further, the decision to delete any variable in order to improve

the alpha coefficient was made after factor analysing the construct.

Secondly, Factor analysis was conducted to validate the research constructs and to

further reduce the research data. Validity is "the extent to which a measure or set

of measures correctly represents the concept of study, it is concerned with how

well the concept is defined by the measure(s)" (Hair et al., 1998, p.90). Moreover,

according to Nunally and Bernstein (1994) factor analysis represents one of the

early statistical procedures which should be conducted when validating an

instrument, as it shows which of the questions are contributing to the measurement

of the phenomenon under study.

A number of steps were taken to apply the reduction technique properly though.

Firstly, a visual examination of the correlation matrices of the factor analysis of

each research construct was made to ensure their suitability for factoring.

Secondly, the Bartlett test of Shpericity for all items was checked to declare its

significance, also the Kaiser-Meyer-Olkin measure of sampling adequacy was

verified to assure that it is greater than 0.6.
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Thirdly, examination of the Anti-Image-Correlation-Matrices was conducted to

delete any value that did not meet the minimum level of Measure of Sampling

Adequacy, MSA 0.5 (Hair et a!., 1998).

Finally, only factors with Eigen values greater than one and items with factor

loadings greater than the significant cut-off point of (0.45 for sample size n150,

Hair et al., 1998) were included, Principal Component Analysis andlor Principal

Axis Factoring extraction methods was applied along with Varimax andlor Oblim

Kaiser Normalisation rotation method respectively, the aim was to test the

dimensionality and to derive the factors employed in subsequent analyses.

Composite indices were then computed by summing those items exhibiting

loadings greater than 0.45 within each factor, taking into account that items which

failed to load reasonably on a factor were subsequently dropped, while those

which stand alone outside of a factor, were included in later analysis as variables

on their own (Philip, 1998).

The first proposition of this research is that firms' could be differentiated

according to their level of Internet use along a continuum ranging from high to

low (P1).

Based on the exploratory interviews and the limited empirical studies in the area of

Internet usage among SMEs exporting firms, a battery of 14 statements was

composed using five-point Verbal Frequency scale in order to operationalise

firms' level of Internet use (see appendix 1, question 14).

Cluster Analysis, both hierarchical and non-hierarchical methods, was applied. A

major issue with that particular statistical analysis is identifying the appropriate

number of clusters. Following Lehmarm (1979) initial guidelines and the given

sample size of 158, the appropriate number of clusters for the available data falls

in the range of two to five clusters. Hence, hierarchical clustering was used to

derive solutions within these ranges. "Ward's method was chosen to minimise the

within-cluster differences and to avoid problems with 'chaining' of the

observations found in linkage methods" (Hair et al., 1998). Hierarchical clustering
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analysis was also used because of its demonstrated robustness, its ability to

maximise within-cluster homogeneity and between cluster heterogeneity (Hair et

al., 1998).

The Agglomeration Schedule of Hierarchical Cluster Analysis using Ward's

Method has illustrated the cluster analysis result. The clustering (agglomeration)

coefficient shows rather large increases in going from four to three clusters, three

to two clusters and two clusters to one cluster. To further help identify large

relative increases in the cluster homogeneity, the percentage of change in the

clustering coefficient for ten to two clusters was calculated (Hair et al., 1998).

Further, Non-hierarchical procedures were used to 'fine-tune' the results by

utilising the hierarchical results as a basis for generating the seed points.

It should be noted that multicollinearity represents a potential problem associated

with cluster analysis technique, with highly correlated variables weighting clusters

more heavily in their favour, therefore, the summated factors scores initiated from

conducting factor analysis on multi-items scales were used as they simplify the

data and reduce the amount of multicollinearity.

To further validate the result obtained from the cluster analysis further analyses

were undertaken. A t-test was applied whenever the independent variables under

investigation were metric (e.g. firms' level of Internet commitment), while Clii-

square was used when the independent variables were categorical (e.g. social

psychological characteristics) respectively.

To continue profiling the responding firms' stepwise discriminant analysis was

applied. Given the categorical nature of the dependent variable namely, the two

clusters high and low Internet use firms, and the interval or metric feature of the

independent variables specifically, personality traits, entrepreneurial orientation

behaviour and export perceptions. The stepwise procedure was chosen over

simultaneous discriniinant analysis as it is considered to be better suited for

studies involving a large number of independent variables, and it aids in rank

ordering the variables in terms of their discriminating power (Das, 1994; and Hair

et al,, 1998).
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The variables that entered the discriminant function were selected on the basis of

the Mahalanobis distance between groups, using a minimum tolerance level of

0.001 and a minimum F to enter of 1.0. This procedure is preferred when the

objective is to identify the most powerful discriminating variables since stepwise

inclusion of variables causes the removal of those with high multicollinearity and

the Mahalanobis selection criteria enables the maximisation of the distances

across groups with adjustment for unequal variances (Bodur, 1994; and Hair et al.,

1998).

The analysis proceeded by clustering the responding firms according to their

owner/managers entrepreneurial orientation behaviour which encompasses

(ilmovativeness, proactiveness and risk taking). A 9-item construct on a seven

point Likert scale, developed and tested for reliability by previous researchers,

(e.g. Miller, 1983; Covin and Slevin, 1989; and Covin, 1991) is used to measure

the three dimensions of entrepreneurial orientation. The mean rating of these

items was used as the firm's owner/managers entrepreneurial orientation, where

the higher the score the more entrepreneurial the firm owner/managers (Covin,

1991). Once more, stepwise discriminant analysis, Chi square and t-tests were

applied according to the type of the independent variables (i.e. metric,

categorical).

In order to examine the various causal relationships highlighted in the research

framework (see chapter five), stepwise regression analysis was employed, and as a

consequence a number of regression models were built.

Stepwise multiple regression analysis represents a method of selecting variables

for inclusion in the regression model. It starts by selecting the best predictor of the

dependent variable (e.g. sales growth, profitability). It is advisable to use that

technique particularly for discriminating between several independent variables in

a model building process. Also, this technique is a search procedure usually used

to examine the contribution of each independent variable to a regression model

using successive steps. Hence, independent variables are included in the model

according to the incremental explanatory power which they can add to the
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regression model. It should be noted that the independent variables are added as

long as their partial correlation coefficients are statistically significant. Also, they

may be dropped if their predictive power drops to a non-significant level when

another independent variable is added to the model (Hair et al., 1998). Moreover,

the explanatory variables were grouped in the same way as illustrated in the

research framework: entrepreneurs' personality traits, social psychological

characteristics and exporting perceptions, entrepreneurial orientation behaviour

and level of Internet commitment.

6/3 RESEARCH PROPOSITIONS

A set of propositions was used to examine the manner in which the research

concepts might be related (see Table 6.4), where "the assertion of a relationship

between two or more concepts is called a proposition" (Maxim, 1999, p.34).

Table (6.4) Research Propositions

Proposition	 Statistical test

Proposition 1

Firms can be distinguished according to their level of Internet use.
Relative to firms with low Internet use, high Internet use firms are
likely to:

a- make more use of the Internet as a communication tool	 Cluster
b- make more use of the Internet as an information source 	 analysis

Proposition la

Relative to their counterparts, high Internet use firms are likely to
differ with respect to:

a- experience with Internet technologies
b- level of Internet training 	 T-test
c- level of interconnectivity
d- perceptions of external Internet benefits
e- perceptions of internal Internet benefits
f- Web effectiveness
g- conducting transactions on the Web
h- using the Web as a promotional tool
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Proposition 2

Relative to their counterparts, high Internet use firms are likely to
differ with respect to the following owner/managers characteristics:

a- need for achievement
b- internal locus of control
c- external locus of control

Stepwise
d- entrepreneurial onentation behaviour

•	 •	 discriminant
e- perceived export complexity

•	 •	 analysis
f- perceived export nsks
g- perceived export profits
h- perceived export costs
i- perceived export growth

Proposition 3

There are differences between firms with a high level of Internet use
and their counterparts with low Internet use with respect to the
following owner/managers social psychological characteristics:

a- work responsibility
b- work experience
c- age	 Chi-Square test
d- gender
e- level of education
f- foreign language proficiency
g- international orientation

Proposition 4

There are differences between firms with high level of Internet use and
their counterparts with low Internet use with respect to:

Chi-Square test
a- firm charactenstics
b- industry characteristics

Proposition 5

Relative to their counterparts, high Internet use firms are likely to differ
with respect to:

a- number of foreign countries entered
b- export experience
c- export ratio for the financial year (2000 —01) 	

T-test
d- sales growth
e- profitability
f- strategic objectives achievement
g- perceived self-success
h- competitors' perceptions of the firm's export success
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Proposition 6

Firms can be differentiated according to their owner/managers'
entrepreneurial orientation behaviour. Relative to firms with low EO
owner/managers, high EO owner/managers are likely to:

a- be more innovative 	 Cluster
b- be more proactive	 analysis
c- be risk taking

Proposition 6a

Relative to their counterparts, firms with high EO owner/managers are
likely to differ with respect to the following characteristics:

a- need for achievement
b- internal locus of control

Stepwise
c- external locus of control

•	 discnminant
d- perceived export complexity•	 analysis
e- perceived export risks
f- perceived export profits
g- perceived export costs
h- perceived export growth

Proposition 6b

There are differences between firms with high EO owner/managers
and their counterparts with low EO owner/managers with respect to
the following social psychological characteristics:

a- work responsibility
b- work experience
c- age	 Chi-square test
d- gender
e- level of education
f- foreign language proficiency
g- international orientation

Proposition 7

Relative to firms with low EO owner/managers, firms with high EO
owner/managers are likely to differ with respect to:

a- experience with Internet technologies
b- level of Internet training
c- level of interconnectivity	

T test
d- perceptions of external Internet benefits
e- perceptions of internal Internet benefits
f- Web effectiveness
g- conducting transactions on the Web
h- using the Web as a promotional tool
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Proposition 8

There are differences between firms with high entrepreneurial
orientation owner/managers and their counterparts with respect to:

a- firm age
b- firm size
c- firm independency	 Chi-square
d- firm ownership
e- industry sector
f- market served
g- technology intensity

Proposition 9

Relative to their counterparts with low EO owner/managers, firms
with high EU owner/managers are likely to differ with respect to:

a- number of foreign countries entered
b- export experience
c- export ratio for the financial year (2000 —01)	 T-test
d- sales growth
e- profitability
f- strategic objectives achievement
g- perceived self-success
h- competitors' perceptions of the firm's export success

Proposition 10

There are significant relationships between owner/managers'
personality traits, social psychological characteristics, export
perceptions and entrepreneurial orientation behaviour and the
following export performance indicators:

a- sales growth	 Stepwise
b- profitability	 regression
c- strategic objectives achievement 	 analysis
d- perceived self-success
e- competitors' perceptions of the firm's export success

Proposition 11

There are significant relationships between level of Internet
commitment and the following export performance indicators:

Pearson
a- sales growth•	 correlation
b- profitability	 &
c- strategic objectives achievement•	 Stepwise
d- perceived self-success•	 •	 regression
e- competitors perceptions of the firm s export success analysis
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Proposition 12

There are significant relationships between owner/managers
personality traits, social psychological characteristics, export
perceptions and entrepreneurial orientation behaviour and UK based
SMEs level of Internet commitment:

a- experience with the Internet technologies
b- Internet training
c- interconnectivity	 Stepwise
d- Internet information	 regression
e- Internet communication	 analysis
f- perceived external Internet benefits
g- perceived internal Internet benefits
h- Web effectiveness
i- transactions on the Web
j- promotion on the Web

Source: The researcher.

6/4 CHAPTER SUMMARY

The existing research combines qualitative and quantitative methods. The steps

that have been taken to certify that the data collection technique is valid and

reliable were described and justified. The statistical tests to be applied to examine

the research propositions were outlined.

The research concentrates on the UK and is cross sectional in nature (food and

beverages, textiles, clothing and fur, biotechnology and instrumentation,

computers and office machinery), where a mail survey was used to collect data

from SMEs. Unlike many studies that focus on the internationalisation of SMEs

which used cross-tabulations or univariate analysis, the current study is utilising

multivariate statistical techniques to allow the impact of a limited number of

explanatory factors to be considered jointly (McDougall and Oviatt, 1997). The

research results will be presented in the next chapter (see chapter seven).

- 224 -



CHAPTER SEVEN
RESEARCH FINDINGS

Chapter Objectives

. To achieve the research aims highlighted in chapter five.

To present the results of multivariate statistical analysis namely, cluster

analysis, stepwise discriminant analysis and stepwise regression analysis,

and bivariant cross-tabulations and t-tests applied to test the research

propositions developed in chapter five.

. To interpret and discuss the results and their implications.
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CHAPTER SEVEN

RESEARCH FINDINGS

This chapter sets out the findings of the study. The chapter starts with a profile of the

responding firms and the demographic characteristics of their owner/managers,

examines the reliability and validity of the multi-dimensional constructs used in the

research, and differentiates firms according to their level of Internet use. This is

followed by an analysis of differences between high and low Internet use firms with

respect to level of Internet commitment, owner/managers personality traits,

entrepreneurial orientation behaviour, export perceptions, social psychological

characteristics, firm and industry characteristics, export involvement and export

performance indicators. Further analyses are also carried out to evaluate firms

according to their owner/managers entrepreneurial orientation behaviour with respect

to the research constructs mentioned above. Finally, a number of stepwise regression

models are built, the aim is to identify the significant determinants of UK based

SMEs export performance, as well as the critical antecedents of their level of Internet

commitment. In general, the causal factors include owner/managers personality

traits, entrepreneurial orientation behaviour, export perceptions and social

psychological characteristics. Figure 7.1 demonstrates the flow of the analysis.
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Figure (7.1) Flow Chart of the Analysis

Profile of Responding
Firms &

Owner/Managers

Low
	

Firms by Level of
	

Firms by
	

Low
Internet Use P1
	

Owner/Managers
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EO Behaviour P6
	

High

Owner/Managers
Personality Traits, EO
Behaviour & Export
Perceptions P2, P6a

Owner/Managers Social
Psychological

Characteristics P3, P6b

Level of Internet Commitment
Pla, P7

Firm & Industry Characteristics
P4,P8
	

0

Export Involvement & Export Performance
P5, P9

Export Performance by
Entrepreneurship Approaches PlO

Export Performance by Level of
Internet Commitment P11

Level of Internet Commitment by
Entrepreneurship Approaches P12

Source: The researcher.
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7/1 INTRODUCTION

As mentioned in the previous chapter, the data were collected via mail survey, the

research questionnaire was mailed to 960 UK manufacturers exporting firms with

less than, or equal to 250 employees. A total of 280 questionnaires were returned, of

which 158 were usable, giving an overall response rate of 29.8%, and a usable

response rate of 19.3%.

Firstly, a profile of the responding firms and their owner/managers is outlined, and

secondly, based on the analysis of the data provided by the respondents, the research

findings are presented. The analysis follows the research aims, these are 1)

differentiating firms according to their level of Internet use, 2) differentiating firms

with respect to owner/managers entrepreneurial orientation behaviour, 3) identifying

the critical determinants of export performance at both the owner/managers level and

at the level of the firm, and 4) the antecedents of level of Internet commitment.

7/2 A PROFILE OF RESPONDING FIRMS

Table 7.1 illustrates the profile of responding firms. A number of comments should

be made with respect to the information reported in the table. First, the data is cross

sectional by nature where the food and beverages, textiles and clothing and fur

industries represent 54.7%, while biotechnology and instrumentation and computers

and office machinery industries count for 45.3% of the sample. Second,

approximately 61% of the firms are well established with more than 20 years in

business, while only 39% are relatively young firms. This result should be perceived

in the light of having more than 50% of the firms in low to medium tech industries

where the majority of firms are well established. Third, around 73% of the firms

have more than 10 years experience in exporting. Fourth, almost one third of the

firms comply with the European Union (EU) definition of small firms and employ

less than 50 employees, while the rest are medium sized firms (Official Journal of the

European Communities, 1996). Fifth, the vast majority of the firms are independent

and UK owned with 66.9% and 79.4% respectively. It is worth noting that no

significant differences have occurred between independently owned firms and

subsidiaries with respect to the research main construct namely personality traits,
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27.4
33.8
11.5
27.3

15.1
23.9
17.1
13.1
30.8

35
65

11
16
72.9

66.9
33.1

79.4
20.6

23.7
48.7
27.6

entrepreneurial orientation, Internet commitment and export performance, hence the

decision was taken to incorporate the subsidiaries cases in subsequent analyses.

Sixth, almost half of the respondents serve Business-2-Business markets 48.7%, and

finally, the respondents are distributed among high, medium and low technology

intensity industries as follows (29.5%, 39.1% and 3 1.4%).

Table (7.1) Profile of Responding Firms

f
Industry Sector (n =157)
Food and beverages
	

43
Biotechnology and instrumentation	 53
Computers and office machinery

	
18

Textiles, clothing and fur 	 44

Firm age (n = 146)
1-10 years
	

22
11-20 years
	

35
2 1-30 years
	

25
3 1-50 years
	 19

51 and above
	

45

Firm size (n = 157)
(No of employees)
Small (50 and less)
	

55
Medium (5lto less than or equal to 250)

	
102

Export experience (n = 155)
New exporters (6 years and below)

	
17

Experienced exporters (7 to 10 years)
	

25
Very experienced (11 years and above)

	
113

Independency (n = 145)
Independently owned
	

97
Subsidiary
	 48

Ownership (n = 131)
UK owned
	

104
Non-UK owned
	

27

Market served (n = 156)
Consumer market
	

37
Business-to-Business
	 76

Mixture of both
	

43

Technology intensity (n = 156)
High tech
	

46
Medium tech
	

61
Low tech	 ____	 49

%

29.5
39.1
31.4
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7/3 RESPONDENTS BACKGROUND

Table 7.2 indicates that: first, only 6.5% and 11% of the respondents are founders

andlor owners respectively. This implies that the research is looking at potential

entrepreneurs defined as those who have or acquire entrepreneurial characteristics

without being self-employed. Also, as far as gender is concerned the majority of

owner/managers are male 81.1%.

Second, exporting is the dominant work responsibility among the respondents 72.8%,

followed by sales 70.3%, marketing 58.9%, others 36.1%, then production 17.7%.

The cumulative percentage adds up to more than 100 because respondents were

asked to tick all the responsibilities that apply.

Third, 10.2% of the respondents were below 30 years of age, 58% of the sample was

between 30 and 50 years of age, and 31.8% were over 50 years. The study indicates

that 61.1% of the respondents have been working in the same industry for more than

10 years, while the rest were distributed as follows: less than 1 year of experience

5.1%, less than 5 years work experience 19.1%, and finally, less than 10 years

experience in the same industry 14.6%.

Fourth, the majority of the respondents possess some level of education. A total of

45.6% have '0' grade/Standard grade, 38.6% have a degree/postgraduate degree,

36.7% have 'A' levellHighers/SYS, 32.9% have professional qualification, 21.5%

have technical education represented in HNC/HNID degrees, 7.6% have no formal

qualification, and 7% have apprenticeship. The data shows that a fairly large

proportion of the respondents are well educated and almost half of them have the

minimum level of education namely '0' grade/Standard grade.

Finally, 11.4% of owner/managers were born abroad compared with 88.6% of local

origin. Two thirds of the respondents, 66.9% have travelled abroad, 28.5% and 31%

have lived and worked abroad respectively, and 73.1% have had at least one overseas

business trip in the last 12 months. Command of foreign languages represents one

more aspect of owner/managers' international orientation and the majority of the

respondents 79.1% have at least knowledge of one foreign language besides English.
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Table (7.2) Respondents' Profile

n
	

f
	

%

The founder
	

155
	

10
	

6.5

The owner
	

155
	

17
	

11

Work responsibility
Marketing
	

158
	

93
	

58.9
Sales
	

158
	

111
	

70.3
Production
	

158
	

28
	

17.7
Export
	

158
	

115
	

72.8
Others
	

152
	

57
	

36.1

Work experience
	

157
Less than 1 year
	

8
	

5.1
1-5 years
	

30
	

19.1
6-10 years
	

23
	

14.6
11-15
	

36
	

22.9
16-25
	

28
	

17.8
Over 25
	

32
	

20.4

Age
	

157
Under 25
	

7
	

4.5
25-30 years
	

9
	

5.7
31-40 years
	

53
	

33.8
41-50 years
	

38
	

24.2
Over 50 years
	

50
	

31.8

Gender
	

154
Male
	

125
	

81.1
Female
	

29
	

18.9

Level of education
'0' grade/Standard grade

	
158
	

72
	

45.6
'A' level/Highers/SYS
	

158
	

58
	

36.7
}INC/HND
	

158
	

34
	

21.5
No formal qualification
	

158
	

12
	

7.6
Degree/Postgraduate degree

	
158
	

61
	

38.6
Professional qualification

	
158
	

52
	

32.9
Apprenticeship
	

158
	

11
	

7

International Orientation
Born abroad
	

158
	

18
	

11.4
Travel abroad
	

157
	

105
	

66.9
Live abroad
	

158
	

45
	

28.5
Work abroad
	

158
	

49
	

31.0
No. of overseas business trips

	
156
	

114
	

73.1

Foreign Languages
At least one foreig language

	
158
	

125
	

79.1
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7/4 RELIABILITY AND VALIDITY OF THE RESEARCH CONSTRUCTS

Cronbach 's Alpha was applied to measure the reliability of the research constructs.

All the multi-dimensional constructs namely (need for achievement, locus of control,

entrepreneurial orientation, perceived export complexity, Internet resource

commitment, Internet use, perceived Internet benefits and Web function) have

matched the suggested benchmarks for reliability 0.6 stated by (Nunnally and

Bernstein, 1994), except for the 'tolerance of ambiguity' construct which was

eliminated from subsequent analysis because of its very low alpha coefficient 0.01

(see Table 7.3). Further, the decision to delete any variable in order to improve the

Alpha Coefficient was made after factor analysing the construct.

Factor analysis was conducted to validate the research constructs and to further

reduce the research data. A number of steps were taken to apply the reduction

technique properly though.

First, a visual examination of the correlation matrices of the factor analysis of each

research construct indicates that there are a number of correlations that exceed 0.3,

therefore all matrices were suitable for factoring.

Second, the Bartlett test of Sphericity for all items was significant, and the Kaiser-

Meyer-Olkin measure of sampling adequacy was greater than 0.6, basically the

values lay between 0.64 and 0.9.

Third, examination of the Anti-Image-Correlation-Matrices was conducted and a

decision was taken to eliminate any value that did not meet the minimum level of

Measure of Sampling Adequacy, MSA = 0.5 (Hair et al., 1998). It is worth noting that

for all the research variables the MSA fell between 0.61 up to 0.95.

Fourth, only factors with Eigen values greater than one and items with factor

loadings greater than the significant cut-off point of (0.45 for sample size n = 150,

Hair et al., 1998) were included, Principal Component Analysis and/or Principal

Axis Factoring extraction methods was applied along with Varin2ax and/or Oblim

Kaiser Normalisation rotation method respectively (see appendix 3). Table 7.3

depicts the reliability of the research constructs and the extracted factors.
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Table (7.3) Constructs and Factors Reliability Coefficients

ConstructlFactor

Need for achievement

Tolerance of ambiguity

Locus of control
• Internal locus of control
• External locus of control

Entrepreneurial orientation
• Innovativeness
• Proactiveness
• Risk taking

Perceived export complexity

Internet resource commitment
• Interconnectivity
• Internet training

Internet use
• Internet information
• Internet communication

Perceived Internet benefits
• Perceived external Internet

benefits
• Perceived internal Internet

benefits

Web function
• Web effectiveness
• Transactions on the Web
• Promotion on the Web

Number of	 Number of
items per	 Alpha per	 items per	 Alpha per
construct	 construct	 factor	 factor

5	 .61	 4	 .61

6	 .01

18	 .78
6	 .65
2	 .55

	9 	 .82	 9	 .82
3	 .62
3	 .70
3	 .78

	

8	 .49	 6	 .55

	6 	 .69
3	 .85
3	 .91

	

14	 .92
7	 .92
7	 .87

12	 .92
8	 .93

4	 .86

13	 .71
4	 .81
4	 .74
2	 .88
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7/5 ANALYSIS OF LEVEL OF INTERNET USE AMONG EXPORTING
FIRMS

7/5/1 Internet Use and Exporting Firms

The first research proposition is that firms' could be differentiated according to their

level of Internet use along a continuum ranging from high to low (P 1).

Based on the exploratory interviews and the limited empirical studies in the area of

Internet use among SMEs exporting firms, a battery of 14 statements was developed

using a five-point Verbal Frequency scale in order to operationalise firms' level of

Internet use (see appendix 1, question 14).

Cluster Analysis, both hierarchical and non-hierarchical methods, was applied. A

major issue with that particular statistical analysis is identifying the appropriate

number of clusters. Following Lehmann (1979) initial guidelines and the given

sample size of 158, the appropriate number of clusters for the available data falls in

the range of two to five clusters. Hence, hierarchical clustering was used to derive

solutions within these ranges. "Ward's method was chosen to minimise the within-

cluster differences and to avoid problems with "chaining" of the observations found

in linkage methods" (Hair et al., 1998).

The Agglomeration Schedule of Hierarchical Cluster Analysis using Ward's Method

has illustrated the cluster analysis result. The clustering (agglomeration) coefficient

shows rather large increases in going from four to three clusters (1890.947 -

1701.064 = 189.883), three to two clusters (2366.706 - 1890.974 = 475.732) and two

clusters to one cluster (3366.859 - 2366.732 = 1000.127). To further help identify

large relative increases in the cluster homogeneity, the percentage of change in the

clustering coefficient for ten to two clusters was calculated (see appendix 4) (Hair et

al., 1998). The largest increase was observed in going from two clusters to one

cluster, therefore the two clusters solution was selected.

Further, Non-hierarchical procedures were used to 'fine-tune' the results by utilising

the hierarchical results as a basis for generating the seed points. Given the similarity

-234-



of the results from the two methods applied namely, hierarchical and non-

hierarchical, it confirms the hierarchical results.

Table 7.4 illustrates the mean scores of the two clusters on every statement of the

construct, there are 63 firms in the first cluster and 93 firms in the second. Further,

Table 7.5 depicts the univariate F ratios and the significance levels for the

differences between the cluster means, the two clusters are significantly different

with respect to all the 14 statements. Moreover, it was noticed that cluster 2 has

higher means scores on all the studied variables compared to cluster 1, hence high

Internet use firms are represented by cluster 2 and low hternet use firms are

represented by cluster 1.

Table (7.4) Mean Scores of the Indicator Variables of High and Low Internet
Use Clusters

*Fjnal Cluster Centres

	

Cluster I
	

Cluster 2
Variables
	 (n = 63)
	

(n 93)
Low Internet
	

High Internet

	

use firms	 use firms

INTERNET USE1
	

1.94
	

4.03
iNTERNET USE2
	

1.83
	

3.57
INTERNET USE3
	

1.73
	

3.40
iNTERNET USE4
	

1.60
	

2.81
1N1'ERNET USE5
	

1.67
	

3.32
INTERNET USE6
	

2.25
	

3.86
iNTERNET USE7
	

1.71
	

2.78
INTERNET USE8
	

1.29
	

1.87
INTERNET USE9
	

1.85
	

3.56
INTERNET USE 10
	

1.77
	

3.32
INTERNET USE1 1
	

1.60
	

3.19
INTERNET USE 12
	

1.79
	

3.54
INTERNET USE13
	

1.58
	

3.08
iNTERNET USE14
	

1.73
	

3.35
*Final Cluster Centres were obtained from subcommand FILE.
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Table (7.5) Significance Testing of Differences between High and Low Internet
Use Clusters Centres

df
	

F

154
	

157.7
154
	

99.9
154
	

67.4
154
	

45.4
154
	

101.6
154
	

116.6
154
	

30.7
154
	

15
154
	

94.5
154
	

73.4
154
	

71.1
154
	

103.4
154
	

61.9
154
	

83.1

Variables

INTERNET USE1
INTERNET USE2
INTERNET USE3
INTERNET USE4
INTERNET USES
INTERNET USE6
INTERNET USE7
INTERNET USE8
INTERNET USE9
INTERNET USE 10
INTERNET USE1 1
INTERNET USE 12
INTERNET USE13
iNTERNET USE 14

Cluster
Mean	 df

Square
145.1
	

I
100.6
	

1
92.5
	

1
47.9
	

1
91.2
	

1
86.2
	

1
38
	

1
11.1
	

1
96.1
	

1
80.1
	

1
83
	

1
101.2
	

1
74.7
	

1
87.5
	

I

Error
Mean

Square
.9

1.0
1.3
1.0
.8
.7
1.2
.7
1.0
1.0
1.1

.9
1.2
1.0

p-value

.000***

.000***

.000***

.000***

.000***

.000***

.000***

.000***
000***
.000***
.000***
.000***
.000***
.000***

***p ^O.O1

71511/1 Level of Internet Commitment of High Internet Use Firms

To further validate the results obtained from the cluster analysis, the high and low

Internet use clusters were investigated with respect to the overall level of Internet

commitment (P1 a). Overall level of Internet commitment was disaggregated to nine

factors, each was measured using multiple item constructs, where the majority were

on a five-point Likert scale and Verbal Frequency scale (see appendix 1, questions 7

to 16, 19 and 20).

Factor analysis was conducted to reduce the number of variables into manageable

factors namely (Internet training, interconnectivity, perceived external and internal

Internet benefits, Web effectiveness, transactions on the Web and promotion on the

Web).

Because the variables are metric the independent samples t-test was applied. The

univariate test for homogeneity of variance, Levene 's statistic, shows significant

differences across the two groups of firms, indicating that the homogeneity of

variance assumption has been violated. A remedy to the violation of the t-test

assumption is to assume that we have unequal variances to these particular variables

and to compare their correspondents' t-values as depicted in Table 7.6.
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t value

-2.5

-3.4
-2.3
-3.3

-.5
-.5
4.3
-.4

-2.4

.3

-9.2

Table (7.6) Level of Internet Commitment by Firms' Level of Internet Use

Variables/Factors

Internet technologies
• Email
• World Wide Web
• Corporate home page
• Corporate Web server
• Intranet
• Extranet
• Internet telephony
• Internet

videoconferencing
Internet training

Interconnectivity

Perceived external Internet
benefits

Perceived internal Internet
benefits

Web effectiveness

Transactions on the Web

Promotion on the Web

Mean value Mean value
of low	 of high

Internet	 Internet
use firms	 use firms

	

3.8	 5

	3.3	 4.7

	

3.2	 4.4

	

2.8	 5
	3.4	 3.9

	

3.5	 4.6

	22.1	 4.2

	

2.1	 3.1

	

1.7	 2.2

	

29.8	 27.6

	

2.6	 3.7

2.5	 3

	

2.1	 2.7

	

1.5	 2

	

3.3	 4

2-tailed p

.56

.58

.68

.70

.00* * *

-3.8

-3.3

-1.7	 07*

-3.4

p ^O.lO,*** p ^0.O1

The foregoing analysis indicates that relative to low Internet use firms, high Internet

use firms are more experienced with Internet technologies (email, WWW, corporate

home page, corporate Web server), have in ore Internet training, have higher

perceptions of external and internal Internet benefits, have higher Web

effectiveness, conduct more transactions on the Web, and finally make more use of

the Web as a promotional tool. Also, regardless of being significant or not, firms

with a high level of Internet use consistently show higher means on all factors as

anticipated except for Internet telephony and intercormectivity. Bearing in mind that

the latter factor consists of nuniber of employees who use the Internet as part of their

job, number of PC's the firm has, and number of PC's that are directly connected to
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the Internet, this implies that although high Internet use firms are lacking human

and/or financial resources in favour of their counterparts, however, scarcity of

resources did not prevent them from using the Internet intensively and being

committed to it. To sum up, in general, firms with a high level of Internet use

illustrate high level of Internet commitment with respect to all the proposed factors.

7/5/1/1/1 Support for Propositions 1 and la

Having successfully obtained a stable and interpretable two cluster solution based on

a reliable and valid construct of Internet use, and also having verified that result by

conducting additional analysis with respect to firms' level of Internet commitment,

sufficient empirical support could be said to exist for research propositions 1 and 1 a

of this study, that firms could be differentiated according to their level of Internet use

to high versus low, and that in general, firms with a high level of Internet use exhibit

higher levels of Internet commitment.

7/5/2 Personality Traits, Entrepreneurial Orientation Behaviour and Export
Perceptions of High Internet Use Firms' Owner/Managers

Drawing on the relative importance of the individual manager's characteristics,

attitudes and experiences for the successful adoption and implementation of any IT

innovation (e.g. the Internet) (Roackard and Crescenzi, 1984; Gagnon et al., 2000;

and Chulikavit and Rose, 2000), it was deemed reasonable to find out if personality

traits, entrepreneurial orientation behaviour and perceptions associated with

exporting activities could differentiate between owner/managers in high versus low

Internet use firms (P2).

Given the categorical nature of the dependent variable 'level of use of the Internet',

and the interval or metric feature of the independent variables, stepwise discriminant

analysis was applied. The stepwise procedure was chosen over simultaneous

discriminant analysis as it is considered to be better suited for studies involving a

large number of independent variables, and it aids in rank ordering the variables in

terms of their discriminating power (Das, 1994), therefore it is the appropriate test to

examine this research proposition (Hair et al., 1998).
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The high and low Internet use clusters were taken as the dependent variable, and

owner/managers personality traits, EQ behaviour and export perceptions were the

independent variables. The factors extracted from factor analysis were used rather

than the original constructs (see appendix 1, questions 1, 3, 4, and 6 and appendix 3).

It is worth noting that stepwise discriminant analysis starts with all variables

excluded from the model, then based on the Mahalanobis distance between groups,

using a minimum tolerance level of 0.00 1 and a minimum F to enter of 1, variables

are selected to enter the discriminant function. This procedure is preferred when the

objective is to identify the most powerful discriminating variables, since stepwise

inclusion of variables causes the removal of those with high multi-collinearity, and

the Mahalanobis selection criteria enables the maximisation of the distances across

groups with adjustment for unequal variances (Bodur, 1994; and Hair et al., 1998).

The result shows that out of nine variables included in the analysis, only two

independent variables namely need for achievement and perceived export growth

significantly discriminate between owner/managers in high versus low Internet use

firms, according to their discriminant loadings and ranking which are shown in Table

7.8. The discriminant function is highly significant with a canonical correlation of

0.37 and p = 0.000. It is concluded that relative to their counterparts, high Internet

use firms' have owner/managers with a high need for achievement and a higher

perceptions of growth associated with exporting (see Table 7.7).
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Table (7.7) Comparison of Group Means of High and Low Internet Use Firms

Variables/Factors

Need for achievement

Internal locus of control

External locus of control

Entrepreneurial orientation

Perceived export complexity

Perceived export risks

Perceived export profits

Perceived export costs

Perceived export growth

Low Internet
use firms

5.2

4.3

3.2

4.4

2.8

3.9

2.9

4

3.5

High Internet
use firms

5.6

4.2

3

4.6

2.8

3

3

3.9

4.2

Sig.

.005***

.484

.200

.214

.796

.648

.501

.638

.000***

**p ^0.01

Table (7.8) Results of Stepwise Discriminant Analysis with 'Level of Use of the
Internet' as the Dependent Variable

Variables/Factors

Need for achievement

Internal locus of control

External locus of control

Entrepreneurial orientation

Perceived export complexity

Perceived export risks

Perceived export profits

Perceived export costs

Perceived export growth

Standard
Weights

Value

.54

N.J.

N.J.

N.J.

N.J.

N.J.

N.J.

N.J.

.81

Discriminant
Loadings

	

Value	 Rank

	

.57	 2

	

.04	 9

	-.10	 5

	.30 	 3

	

-.06	 7

	

.05	 8

	

.14	 4

	

.08	 6

	

.84	 1

Univariate F Ratio

Value	 Rank

8 . 13***	 2

	.49 	 ns.

	

1.65	 ns.

	

1.55	 ns.

	

.06	 ns.

	

.20	 ns.

	

.45	 ns.

	

.22	 ns.

	

17 .41***	 1

**p ^ 0.01, N.!. = not included, n.s. = not significant atp ^0.05
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7/5/2/1 Partial Support for Proposition 2

There is only partial empirical support for proposition 2. The findings obtained from

the discriminant analysis above reveal that only two variables namely, need for

achievement and perceived export growth, out of the proposed nine variables

significantly differentiate between owner/managers in high versus low Internet use

firms.

Although not significant, owner/managers in high Internet use firms' exhibit a higher

level of EQ compared to owner/managers in low Internet use firms. Also, being less

averse to perceived risks and costs related to exporting, but having higher

perceptions of export profits are all characteristics associated with owner/managers

in high Internet use firms.

Insignificant though, the result for 'locus of control', as a personality trait repeatedly

acknowledged in entrepreneurship literature, shows that relative to their counterparts,

owner/managers in high Internet use firms have a lower 'external locus of control'

(see Table 7.7), suggesting that they do not believe that their lives are largely

controlled by luck or fate. Also, they do not believe that they themselves are

controlling their destinies and influencing their own lives as reflected in the

relatively low mean of 'internal locus of control'. The evidence is contradictory in

that, on one hand owner/managers in high Internet use firms have a lower 'external

locus of control', meanwhile their counterparts have a higher 'internal locus of

control', suggesting that relating owner/managers 'locus of control' to firms' level of

Internet use does not add much to our understanding.

7/5/3 Social Psychological Characteristics of High Internet Use Firms
Owner/Managers

Top management social-psychological features such as age, gender and level of

education have been recognised as important characteristics in management,

psychological and sociological research (Gattiker et al., 2000). Remarkably, this line

of research has emphasised the significant association between these demographic

factors and computer and work-related attitudes. Therefore, another objective of the

current research is to profile high Internet use firms according to their
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.51
	

1	 .47

	

1.90
	

I	 .16

	

.15
	

1	 .69

	

1.62
	

1	 .20

	

.17
	

1	 .67

	

6.49a	 .26

	

4.17 a	 .38
.66 a
	

1

	

754a	 .10*
9.80 a

	2.02 a	 .74

	

.8Y
	

1	 .84
2.81	 .09*

	

4.96 a	 .29
8.09 a

	

335a	 .24

	

.13
	

1	 .70

	12.77
	

1

	

2.99
	

1	 .08*

	

3.62
	

1	 .05 * *

	32.27 a	 1

1
1
1
1
1
1
1

1.01
.54
.28
.49

3.55
.02
.07

.31

.46

.59

.48

.06*

.88

.77

owner/managers social psychological characteristics namely, work responsibility,

work experience, age, gender, level of education, foreign language proficiency and

international orientation (P3). Given the categorical nature of the independent

variables, Chi -square analysis was used and the results are illustrated in Table 7.9.

Table (7.9) Owner/Managers Social Psychological Characteristics by Firms
Level of Internet Use

Chi-square
and/or
	

df
	

Sig.
Fisher exact

value

Variables

Work responsibility
• Marketing
• Sales
• Production
• Export
• Others

Work experience
Age
Gender
Level of education

• '0' grade/Standard grade
• 'A levellHighers/SYS
• HNC/HND
• No formal qualification
• Degree/Postgraduate degree
• Professional qualification
• Apprenticeship

Foreign language proficiency
• French
• Italian
• German
• Japanese
• Russian
• Spanish
• Others (1)
• Others (2)

International orientation
• Born abroad
• Travel abroad
• Live abroad
• Work abroad

a	

No. of overseas business ji
risiii cnact LL wa a1U1aLcU WII1I tiic Ap.cU L1cqucIII1 	 wctc	 uiaii J.

*p ^O.1, **p ^O.05, ***p ^0.O1
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The result indicates that level of education (degree/post graduate degree), foreign

language proficiency (French, Italian, Russian, others i.e. Arabic, Greek, Dutch) and

international orientation (travel to English speaking countries, living abroad,

working abroad and number of overseas business trips) significantly differentiate

owner/managers in high versus low Internet use firms. Furthermore, the result

reveals no statistical difference with respect to owner/managers age, gender, work

experience and work responsibility among the two clusters under investigation. To

sum up, managers' working in high Internet use firms are highly educated, have a

good command of foreign languages and are internationally orientated.

7/5/3/1 Partial Support for Proposition 3

The findings exhibit only partial empirical support for research proposition 3. Chi-

Square analysis highlights that only three variables, level of education, proficiency

of foreign languages and international orientation out of seven demographic

characteristics significantly distinguish owner/managers in high Internet use firms

from their counterparts in low Internet use firms.

Although insignificant, there are a higher percentage of owner/managers who have

responsibility for exporting in firms with a high level of Internet use. The situation

was the same for sales and marketing responsibilities

Cross Tabulation reveals that in terms of work experience, high Internet use firms

have a higher ratio of owner/managers with less than 10 years experience. Although

insignificant, owner/managers' age seems to have a neutral effect on Internet use as

firms in both clusters have the same percentage 44.5% of owner/managers who are

40 years of age or less. As for gender, most of the owner/managers in both clusters

were male with 80% plus. There were a slightly higher percentage of female

managers in low Internet use firms.

With respect to level of education, owner/managers in high Internet use firms

constantly report higher percentages on all levels of education except for 'no formal

qualification, professional qualification, and apprenticeship', which to a certain

extent confirms previous result that states that high Internet use firms have a higher
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percentage of owner/managers with less than 10 years experience, the assumption is

those with higher education start work later, hence their work experience should be

less compared with those who left school with no qualifications or '0' grade.

Despite the fact that possessing a degree, postgraduate degree is significant at p ^

0.1, it comes second among owner/managers in high Internet use firms and fourth

among their counterparts, suggesting that level of education does play a key role in

using the Internet.

Some foreign languages namely French and Russian significantly differentiate

owner/managers in high versus low Internet use firms at p ^0. 1. Respondents in high

Internet use firms have higher percentages on all foreign languages except for

German.

In terms of owner/managers international orientation, high Internet use firms have a

higher percentage of owner/managers who have traveled, lived, worked abroad and

have at least one overseas business trip in the last 12 months. However, they have a

lower percentage of owner/managers with ethnic ties who were born outside the UK.

7/5/4 Firm and Industry Characteristics of High Internet Use Firms

Given the non-metric nature of the independent variables, Chi square test andlor

Fisher 's Exact test is used to look at any existing differences between high and low

Internet use firms with respect to firm and industry characteristics (P4). Firm

characteristics include firm age measured by number of years the firm has been in

the business, firm size measured by number of employees, firm independency (i.e.

independently owned or a subsidiary) and firm ownership (i.e. UK owned or non-UK

owned). Industry characteristics are industry sector (i.e. food and beverages,

biotechnology and instrumentation, computers and office machinery, textiles and

clothing and fur), market served (i.e. consumer markets, business to business markets

or a mixture of both), and technology intensity (i.e. high, medium and low).

Although the Chi -square test cannot support the direction of causality among

variables, it can confirm the existence of a relationship between the clusters. Table
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7.10 shows that only firm size significantly differentiates between high and low

Internet use firms.

Table (7.10) Firm and Industry Characteristics by Firms Level of Internet Use

Variables

Firm Characteristics
• Firm age
• Firm size
• Firm independency
• Firm ownership

Industry Characteristics
• Industry sector
• Market served
• Technology intensity

Chi-square
and/or	 df

Fisher exact
value

	70.2	 1
64.2 a

	

.34	 1
1	 1

6.96 a

	

3.50	 2
	3.07	 2

Sig.

.53

.08*

.56

.30

.11

.17

.21

4 Fisher's exact test was calculated when the expected frequencies were less than 5.

*p ^O.lO

7/5/4/1 Weak Support for Proposition 4

The cross tabulation indicates that with respect to firm size, 39.3% of high Internet

use firms are small with less than fifty employees compared to 27.1% in low Internet

use firms, indicating an inverse relationship between number of employees and

Internet use, suggesting that smallness is not a deterrent of Internet use.

There is no real evidence to suggest that any of the remaining firm characteristics

namely age, independency and ownership is significant discriminators between high

Internet use firms and their counterparts.

However, in terms of firm age, over two thirds of exporting firms in both clusters

(high and low Internet use) were founded ten or more years ago, signifring that

firm's age has a neutral effect on Internet use. Nevertheless, the Pearson correlation

reveals a significant negative association between the use of the Internet and firm age

(r = - 0.22 at p = 0.01), implying that younger firms are more likely to use the

Internet.
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The 'bioteclmology and instrumentation' sector dominates the cluster of firms with a

high level of Internet use, whereas firms in 'textiles and clothing and fur' are the

most numerous in the low level of Internet use cluster. Also, 'food and beverages' is

second for both clusters. Consequently, it was understandable that technology

intensity in high Internet use firms covers high and medium technology, whereas low

Internet use firms are medium to low tecimology. Despite being insignificant, the

former results highlight an existing association between industry sector, technology

intensity and the use of the Internet. Furthermore, with respect to market served the

findings show that 'Business-2-Business' is the leading market in both clusters.

7/5/5 Export Involvement and Export Performance Indicators of High Internet
Use Firms

An independent samples t-test analysis was undertaken to explore any differences

between high and low Internet use firms with regard to export involvement measured

by number of country/markets entered regularly, number of years in exporting and

the export ratio for the financial year 2000/2001, and export performance measured

by sales growth, profitability, strategic objectives achievement, perceived self

success, and competitors' perceptions of the firm's export success (P5).

Inspection of the means (see Table 7.11) reveals significant differences between high

Internet use firms and their counterparts with respect to export ratio, perceived self

success, and the competitors' perceptions of the firm 's export success in favour of

high Internet use firms.
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Mean
value of

high
Internet

use
firms

Mean
value of

low
Internet

use
firms

	18.6	 23.7

	

33.6	 24.0

	

35.3	 48.8

	

2.2	 2.3

	

2.4	 2.6
150	 147.7

	

6.3	 7.3

	

5.9	 6.8

I value	 2-tailed p

	

-1.5	 .12

	

1.5	 .13
-2.6

	

-.3	 .76

	

1.4	 .15
	.3 	 .72

-2.7
-2.4

Variables

Export involvement
• Number of foreign country/markets
• Export experience (No. of years)
• Export ratio for the financial year

(2000/2001)
Export measures

• Sales growth
• Profitability
• Strategic objectives achievement
• Successi
• Success2

Table (7.11) Export Involvement and Export Performance by Firms Level of
Internet Use

**p ^0.01

7/5/5/1 Partial Support for Proposition 5

The result shows that the export ratio, self perception of success, and competitors'

perceptions of the firm's success in export markets significantly differentiate

between high and low Internet use firms. The t-test reveals a number of insignificant

but interesting results, for instance, high Internet use firms outperform their

counterparts with regard to the number of country/markets entered regularly, sales

growth and profitability, but an inverse relationship between number of

country/markets entered regularly and export experience has occurred. Relative to

their counterparts high Internet use firms were less experienced in exporting, yet they

entered more foreign countries. This result implies that using the Internet contributes

to the export involvement of the firm and does not hinder international expansion. In

fact a high level of Internet use may be a reason behind accelerating these firms

internationalisation.
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7/6 ANALYSIS OF ENTREPRENEURIAL ORIENTATION BEHAVIOUR
AMONG EXPORTING FIRMS

7/6/1 Owner/Managers Entrepreneurial Orientation and Exporting Firms

Another aim of the current research is to classify the owner/managers of UK based

SMEs according to their entrepreneurial orientation behaviour (P6).

In the literature entrepreneurial orientation behaviour is perceived as a multi-

dimensional construct which includes 'innovativeness, proactiveness and risk taking'

(e.g. Covin and Slevin, 1991). This construct has been operationalised, pre-tested and

validated as a set of nine statements where every three statements measure one

dimension on a seven-point Likert scale (see appendix 1, question 4).

The statistical analysis used here is similar to that used in section (7/5/1) while

differentiating responding firms according to their level of Internet use. Cluster

analysis with 'Ward' method tecFmique was used to differentiate between high and

low owner/managers entrepreneurial orientation behaviour. Two distinct clusters of

owner/managers entrepreneurial orientation behaviour were identified, where cluster

1 refers to high entrepreneurial orientation (EO) owner/managers, while cluster 2

identifies those with low entrepreneurial orientation (EO).

The results also show that high entrepreneurial orientation owner/managers

significantly outperform their counterparts on all nine entrepreneurial orientation

statements (see appendix 5). To conclude, 'UK based SMEs owner/managers can be

clustered according to their entrepreneurial orientation behaviour to high versus low'.

7/6/2 Personality Traits and Perceptions of Exporting of High Entrepreneurial
Orientation Owner/Managers

To further validate the result of the Cluster analysis, both clusters are examined with

respect to: 1) owner/managers personality traits namely, need for achievement,

internal and external locus of control and 2) owner/managers perceptions towards

export complexity, risks, profits, costs and growth (P6a). Stepwise Discriininant

Analysis was used to profile high and low entrepreneurial orientation

owner/managers according to their personality traits and perceptions of exporting.
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Out of the eight variables that describe owner/managers personality traits and

perceptions of exporting only three successfully enter the model namely, need for

achievement, perceived export growth, and perceived export complexity according

to their discriminant loadings (see appendix 6). The remaining five variables did not

significantly distinguish between the two clusters. The discriminant function is

highly significant with a canonical correlation 0.30 and p = 0.002. To sum up, high

entrepreneurial orientation owner/managers have a high need for achievement, high

perceptions of export growth, and low perceptions of the complexity of export (see

Table 7.12).

Table (7.12) Comparison of Group Means of High and Low EO
Own er/Managers

High EO	 Low EO
Variables/Factors	 owner/managers owner/managers 	 Sig.

5.5
	

5.2

4.2
	

4.3	 .52

2.9
	

3.3	 .11

2.8
	

2.9

3.8
	

3.8	 .82

3
	

2.9	 .71

4
	

3.8	 .12

4.1
	

3.6	 .01 * * *

Need for achievement

Internal locus of control

External locus of control

Perceived export complexity

Perceived export risks

Perceived export profits

Perceived export costs

Perceived export growth

^O.O5, ** ^O.O1

7/6/3 Social Psychological Characteristics of High Entrepreneurial Orientation
Owner/Managers

High entrepreneurial orientation owner/managers are profiled with respect to social

psychological characteristics which are work responsibility, work experience, age,

gender, level of education, foreign language proficiency, and international

orientation (P6b). Chi-square test is used here as all of the independent variables are

measured on nominal scales.
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Chi-square

	

and/or
	

df
	

Sig.
Fisher exact

value

	

.01
	

1	 .94

	

.68
	

1	 .40

	

.54
	

1	 .45

	

.05
	

1	 .81

	

.56
	

1	 .45

	

1.68a	 .90

	

6.94a	 .13

	

1.04
	

1	 .30

	

.34
	

1	 .55

	

.49
	

1	 .48

	

.26
	

1	 .6

	7.96
	

1

	

1.26
	

1	 .26

	

1.37
	

1	 .24

	

.34
	

1	 .55

	

4.sla	 .34

	

1.79 a	 .81

	

3.87 a	 .42

	

1.65 a	 1	 .56
	2.45	 .11

	

6.16 a	 .16

	

6.03 a	 .18

	

1.64 a	 .79

	

.25
	

1	 .87

	

3.52
	

1	 .06*

	.07
	

1	 .78

	

.18
	

1	 .66

	13 .03 a	
.99

Table 7.13 shows that a low level of education (no formal qualcation) is a

characteristic significantly associated with low EQ owner/managers, and

international orientation (travel abroad) significantly characterises high EQ

owner/managers. Clearly, none of the remaining characteristics significantly

distinguish between both clusters under investigation.

Table (7.13) Social Psychological Characteristics by Owner/Managers EO
Behaviour

Variables

Work responsibility
• Marketing
• Sales
• Production
• Export
• Others

Work experience
Age
Gender
Level of education

• '0' grade/Standard grade
• 'A level/Highers/SYS
• HNC/}114D
• No formal qualification
• Degree/Postgraduate degree
• Professional qualification
• Apprenticeship

Foreign language proficiency
• French
• Italian
• German
• Japanese
• Russian
• Spanish
• Others (1)
• Others (2)

International orientation
• Born abroad
• Travel abroad
• Live abroad
• Work abroad

a	
No. of overseas business tril

risjici	 A1I.L LCSL W1S	 iU1dLU W111I LILC cicpcciu LIqUcW1CS WL 1CS uiaii J.

*p ^O.10, ***p ^0.01
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7/6/3/1 Partial Support for Propositions 6a and 6b

There is only partial support evident in Table 7.12 for research proposition 6a which

states that relative to their counterparts, firms with high EO owner/managers are

likely to differ with respect to personality traits and exporting perceptions. Evidently,

only need for achievement, perceived export growth and complexity significantly

distinguish between both clusters.

Although insignificant, the result also shows that relative to their counterparts, high

entrepreneurial orientation owner/managers have a higher perceptions of profits

associated with exporting. Also, high and low EQ owner/managers have similar

perceptions of export risks. Surprisingly, low entrepreneurial orientation

owner/managers recognise exporting as a low cost experience relative to those with

high entrepreneurial orientation behaviour.

With respect to internal and external locus of control, the result shows that relative to

their counterparts, high entrepreneurial orientation owner/managers have a low level

of internal and external locus of control, implying that locus of control does not

explain owner/managers entrepreneurial orientation behaviour.

Although the result in Table 7.13 show only partial support for research proposition

6b, where level of education and travel abroad significantly distinguish between high

and low entrepreneurial orientation owner/managers. However, the cross tabulation

result is interesting with respect to the remaining variables as follows.

High entrepreneurial orientation owner/managers major work responsibility is sales,

whereas exporting dominates low EQ owner/managers work responsibility. Further,

looking at owner/managers age and work experience, high entrepreneurial

orientation owner/managers are more likely to be above 40 years, and have less than

10 years work experience in the same industry.

As far as gender is concerned, both clusters have a high proportion of male

owner/managers although the percentage is higher in firms with high EQ

owner/managers. Conversely, firms with low EQ owner/managers have a higher

percentage of female owner/managers.
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Moreover, high and low entrepreneurial orientation owner/managers have a moderate

level of education, implying that education is not a key factor associated with

entrepreneurial behaviour. Further, owner/managers with a high entrepreneurial

orientation are more proficient in foreign languages.

Finally, amongst owner/managers with a high entrepreneurial orientation there are a

lower percentage of managers with ethnic links. While on the other hand, they have

a higher international orientation with respect to living and working abroad, and

number of overseas business trips, though insignificant, this may indicate that it is

more likely to associate high entrepreneurial orientation owner/managers with

international orientation.

7/6/4 Level of Internet Commitment of High Entrepreneurial Orientation
Owner/Managers

Another objective of the research is to examine whether there are any differences

between owner/managers with a highllow entrepreneurial orientation with respect to

level of Internet commitment (P7). As mentioned earlier (see section 7/5/1/1), the

Internet commitment construct is operationalised using nine factors extracted from

applying Factor analysis, together with one question that measures experience with

Internet technologies (e.g. email, WWW).
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4.4
4.1
3.7
4.1
3.6
3.4
4.2
3.6

2.2

31.4

2.8

3

3.4

2.9

4.7
4.4
4.5
4.5
4.1
5.9

22.1
1.8

1.7

21.4

2.4

2.7

3.0

2.6

-.56
-.68

-1
-.48
-.57

-.89
-4.31
1.13

2.3

2.1

1.9

1.9

2.3

2.3

.57

.49

.32

.63

.56

.40

.29

.05 * *

	2.6
	

2.2	 2.3

	

1.8
	

1.9	 -0.56	 .57

	3.9
	

3.4	 2.3

Table (7.14) Level of Internet Commitment by Owner/Managers EO Behaviour

Mean value of
	

Mean value of
high EO
	

low EO
	

t value 2-tailed
owner/managers 	 owner/managers	 p

Variables/Factors

Internet technologies
• Email
• World Wide Web
• Corporate home page
• Corporate Web server
• Intranet
• Extranet
• Internet telephony
• Internet videoconferencing

Internet training

Interconnectivity

Internet information

Internet communication

Perceived external Internet
benefits

Perceived internal Internet
benefits

Web effectiveness

Transactions on the Web

Promotion on the Web

*p 0.çJ5,***p ^0.0l

In Table 7.14 there are significant differences between high entrepreneurial

orientation owner/managers and their counterparts at p ^ 0.05 with respect to

experience with Internet tech izologies (Internet telephony,), Internet training,

interconnectivity, Internet information, Internet communication, perceived

external and internal Internet benefits, Web effectiveness and promotion on the

Web. Remarkably, in all but two of the proposed factors high entrepreneurial

orientation owner/managers have higher means than their counterparts'.
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7/6/411 Partial Support for Proposition 7

Proposition 7 is largely supported. Significant differences do exist between high and

low entrepreneurial orientation owner/managers with respect to the overall level of

Internet commitment. More specifically high entrepreneurial orientation

owner/managers report high levels of Internet commitment on eight out of nine

factors examined. This result is anticipated and consistent with Lymer et al. (1998)

and Poon and Swatman (1999) who argue that entrepreneurial behaviour was behind

the introduction of the Internet among UK and Australia SMEs respectively.

7/6/5 Firm and Industry Characteristics of High Entrepreneurial Orientation
Owner/Managers

Chi-square test was undertaken to explore the relationship between high and low

entrepreneurial orientation owner/managers and their firms and industry

characteristics (P8).

Table (7.15) Firm and Industry Characteristics by Owner/Managers EO
Behaviour

Variables

Firm Characteristics
• Firm age
• Firm size
• Firm independency
• Firm ownership

Industry Characteristics
• Industry sector
• Market served
• Technology intensity

Chi-square

	

and/or	 df
Fisher exact

value

78.86a

59 09 a

	

.01	 1

	

.18	 1

459a

	1.21	 2

	

.38	 2

Sig.

.05 * *

.22

.89

.66

.31

.54

.82

iiiici CA1LL LCL wa LaI¼UIc2LU Witch LIi cApcLLCU ucI.juctih.4c wcic ic uiaii .J.
**p ^O.05

The analysis shows that only firm age significantly differentiates between high and

low entrepreneurial orientation owner/managers at the 95% confidence level, alpha =

0.05 (see Table 7.15), while no associations are established between any of the

remaining variables namely firm size, firm independency, firm ownership, and
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industry characteristics, and high and low entrepreneurial orientation

owner/managers.

7/6/5/1 Weak Support for Proposition 8

Evidently firm age is the only firm characteristic that significantly distinguishes

between high entrepreneurial orientation owner/managers and their counterparts.

Chi-square analysis shows that relative to their counterparts, and contrary to the

literature, high EO owner/managers are more likely to be found in well established

firms with more than 10 years old. Only 11.1% of the firms in the sample were less

than ten years old.

Although insignificant, in respect to firm size measured by number of full time

employees, the results indicate that there is a higher probability of finding high

entrepreneurial orientation owner/managers working in medium size firms with more

than 50 employees rather than in smaller firms.

The result also shows that within every cluster there were a high percentage of

owner/managers in independent firms as well as in UK owned firms, implying that

besides being insignificant, both characteristics seem to have indeterminate

association with owner/managers entrepreneurial orientation behaviour.

Also industry sector, market served, and technology intensity did not significantly

differentiate high and low EQ owner/managers. However, the cross tabulation shows

that high and low EQ owner/managers are concentrating on serving Business-2-

Business markets. There is an approximately equal percentage of high and low EQ

owner/managers across industry sectors and across levels of technology intensity,

except for the computers and office machinery sector, which has a lower percentage

of owner/managers. It appears that there is no association in any way between

industry sectors, technology intensity and owner/managers entrepreneurial

orientation behaviour, also contrary to the literature that associate entrepreneurship

with knowledge intensive industries, the results indicate that high and low EQ

owner/managers are distributed among the industry sectors investigated (i.e. food
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	2.4
	

2
	

2.2	 .02*

	

2.5
	

2.5	 -.42	 .66
	148.7

	
147.9	 -.12	 .90

7
	

6.6
	

1.20	 .23
	6.6

	
6.4	 .43	 .66

and beverages, biotechnology, computers and office machinery and textiles, clothing

and fur) and their corresponding technology level.

7/6/6 Export Involvement and Export Performance Indicators of High
Entrepreneurial Orientation Owner/Managers

Assuming that there will be some differences between high entrepreneurial

owner/managers and their counterparts with respect to export involvement and

export performance indicators, independent samples t-test analysis is applied (P9).

Table (7.16) Export Involvement and Export Performance by Owner/Managers
EO Behaviour

- Mean value of
	

Mean value of
Variables
	

high EO
	

low EO
	

t value	 2-tailed p
owner/managers owner/managers

Export involvement
• Number of foreign

country/markets
• Export experience

(No. of years)
• Export ratio for the

financial year
(2000/2001)

Export measures
• Sales growth
• Profitability
• Strategic objectives

achievement
• Successi
• Success2

*p ^O.05

	21.7
	

22.2	 -.18	 -.85

	

25.2
	

31.9	 -1.19	 .23

	

42.2
	

45.5	 -.62	 .53

The result shows that only sales growth positively and significantly differentiates

between both clusters in favour of high EO owner/managers (see Table 7.16).
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7/6/6/1 Weak Support for Proposition 9

The t test result gives very weak support for research proposition nine. Out of eight

proposed indicators only one, 'sales growth', successfully distinguishes between high

and low entrepreneurial orientation owner/managers.

Nevertheless, inspection of the means of the export performance indicators (see

Table 7.16) suggests that sales growth, achievement of strategic objectives, perceived

self success, and competitors' perceptions of the firm's export success could possibly

be associated with high EO owner/managers, however these are insignificant except

for sales growth.

Moreover, high EQ owner/managers have lower means compared with their

counterparts with respect to number of foreign country/markets, export experience,

and export ratio, indicating that high EQ owner/managers are less involved in export

markets. This result confirms the main stream in entrepreneurship literature where

entrepreneurs are described as moderate risk takers and sometimes risk averse.

7/7 STEPWISE REGRESSION ANALYSIS: BUILDING THE MODELS

The following section is a mile stone for the current research, as it aims to examine

the research model and its various causal relationships. Hence, stepwise regression

analysis is employed and a number of models are built.

The explanatory variables are grouped in the same way as in the research model (see

chapter 5): entrepreneurs' personality traits, social psychological characteristics and

exporting perceptions, entrepreneurial orientation behaviour and level of Internet

commitment. These groups are subject to stepwise multiple regression analysis that

represents a method of selecting variables for inclusion in the regression model. It

starts by selecting the best predictor of the dependent variable (e.g. sales growth,

profitability). Further, independent variables are included in the model according to

their incremental explanatory power which they can add to the regression model. It

should be noted that the independent variables are added as long as their partial

correlation coefficients are statistically significant at p ^O.05. Also, they may be
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dropped if their predictive power drops to a non-significant level when another

independent variable is added to the model (Hair et al., 1998).

A number of pertinent issues should be highlighted regarding the interpretation of the

regression models:

• A significant model F indicates that the variable (s) in the model have good

predictive ability.

• Variable (s) included in the model represent the best predictor (s) of the

dependent variable (e.g. sales growth, profitability).

• Multzple R reflects the degree of association between the independent

variable (s) that entered the model and the dependent variable.

• The Coefficient of determination R 2 value indicates the percentage of total

variation of dependent variable explained by the independent variable (s).

• The Beta coefficient (b) represents the amount of change in the dependent

variable for a one-unit change in the independent variable.

• The Partial t value indicates whether or not there is significant linear

relationship between each independent variable and the dependent one.

7/7/1 ENTREPRENEURSHIP APPROACHES AND EXPORT
PERFORMANCE RELATIONSHIPS

Stepwise multiple regression analysis is applied to predict SMEs export performance

measured by sales growth in the last five years, profitability in the last five years, the

weighted sum of strategic objectives achieved, perceived self success, and

competitors' perceptions of the firm's export success, based on owner/managers

personality traits - need for achievement, internal and external locus of control-,

entrepreneurial orientation behaviour namely, innovativeness, proactiveness and

risk taking, perceptions towards exporting experience specifically, perceived export

risks, profits, costs, growth, and complexity, and finally, social psychological

characteristics namely, work responsibility [marketing, sales, production, export,

others], work experience measured by number of years working in the same industry,

age, gender, level of education [no formal qualification, 'O'grade/ Standard grade,

'A' level/Highers/SYS, HNC/HNID, degree/postgraduate degree, professional

qualification, apprenticeship], foreign language proficiency [French, Italian, German,
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Japanese, Russian, Spanish, others], and international orientation [born, travel, live

and work abroad, number of overseas business trips made in the last 12 months].
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Stepwise regression analysis has been used to examine the relationship between

entrepreneurship approaches and UK based SMEs export performance (P 10). Models

1 through 5 (see Table 7.17) show the regression results where personality traits,

entrepreneurial orientation behaviour, export perceptions, and social psychological

characteristics represent the independent variables (x), while export performance

measures (e.g. sales growth, profitability) are the dependent ones (y).

Respondents were asked to indicate their firms' sales growth rates in the last five

years of exporting activity on a scale ranging from (1-5% to 20+%), and profitability

using three-point scale where 1 = loss, 2 = break-even and 3 = profit (see appendix 1,

questions 26 and 27) (Cavusgil and Zou, 1994; and Styles, 1998). Because some

firms were holding data on performance, the decision was taken to use the mean of

sales growth and profitability in the last three years instead of five.

Following Cavusgil and Zou (1994), the dependent variable, strategic objectives

achieved includes eight objectives (e.g. gain a foothold in the export market, respond

to competitive pressure) for more details (see appendix 1, question 30), respondents

were asked to distribute a 100 points according to the importance of the objectives

the firm had, and further state which of the chosen objectives were achieved in the

last five years of exporting. Consistent with Cavusgil and Zou (1994) and Styles

(1998) a weighted sum of the owner/managers responses was computed and used in

subsequent analyses.

Finally, respondents were asked to rate their firm's export success during the last five

years of exporting, as well as their competitors' perceptions of their success on 10

point scale ranging from (1 = unsuccessful to 10 = successful) (see appendix l,

questions 28 and 29) (Cavusgil and Zou, 1994; and Styles, 1998).

All models are significant at p ^ 0.05 or lower. Also, the models, with the exception

of the profitability model (see Table 7.17), are considered good ones according to

their R2 value, where the independent variables that entered the models explain a

range of 12% up to 23% of the firms export performance. Further examination oft-

values and 'multiple R' reveals that there is overwhelming statistical evidence

indicating that all variables that entered the regression models are linearly associated
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and moderately correlated with export performance indicators (e.g. sales growth,

profitability).

The result indicates that owner/managers perceptions towards exporting experience

are significant determinants of export performance. Models 1, 4 and 5 (see Table

7.17) show that owner/managers perceptions towards export growth are positively

and significantly associated with export sales growth, self-perception of export

success, and the competitors' perceptions of the firm's export success (p ^0.01)

respectively, implying that an increase in the owner/managers perceptions of export

growth will result in the likelihood of an increase in export performance (e.g. sales

growth) by 0.35, 0.72 and 0.79 respectively. Evidently, perceived export growth has

more effect on the competitors' perceptions of the firm's export success than on the

other two export performance measures.

Moreover, model 4 (see Table 7.17) shows that owner/managers perceived export

profits have a positive and significant impact on perceived self-success, where an

increase in the owner/managers perceptions of export profits will result in an

increase in the firm perception of its export success by 0.40.

The result also highlights the negative association between owner/managers

perceived export costs and profitability, where an increase in the owner/managers

perceptions of export costs will result in the likelihood of a decrease of export

profitability by 0.14. Such a result implies that owner/managers perceptions towards

costs associated with exporting will slow down expansion in order to cut costs,

resulting in the likelihood of a decrease of export profits. Overall, the profitability

model (see Table 7.17) is weak, where owner/managers perceived export costs

explain only 4% of the variation in profitability while the remaining 96% is largely

unexplained.

The findings also show that owner/managers work responsibility as well as work

experience are major antecedents of the firms export performance. The result reveals

a positive and significant association between marketing as a work responsibility and

sales growth. Meanwhile, the relationship between exporting as the owner/managers

work responsibility and export performance is inconsistent and even controversial.
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For instance, it has a huge negative impact on strategic objectives achieved, implying

that working in exporting is not the key to gain a foothold in export market. The sales

or marketing manager would achieve a better result, which may be due to their

experience in the domestic market, or possibly to the adaptation of domestic

marketing strategy, or perhaps to having a sales plan for the export market.

Meanwhile, exporting as a work responsibility is positively correlated to perceived

self success.

Work experience has a negative influence on perceived self success, implying that

the longer the owner/managers have been working in the same industry, the greater

the likelihood of a decrease in perceived self-success in export markets. Put

differently, less experienced owner/managers are more likely to perceive themselves

as successful in export markets.

The owner/managers level of education (i.e. no formal qualification) has a positive

effect on the achievement of the strategic objectives, where an increase in the

owner/managers level of education will lead to an increase in the strategic objectives

achieved by 27% (see Table 7.17). The empirical evidence also shows that

owner/managers who behave proactively are more likely to affect the firms' strategic

objectives achievement negatively by 6.47.

Finally, the findings stress that personality traits, innovativeness, risk taking,

perceived export risks and complexity, work responsibility namely sales, production

and others, age, gender, level of education with the exception of no formal

qualification, foreign language proficiency, and international orientation have no

bearing on firms' export performance.

7/7/2 LEVEL OF INTERNET COMMITMENT AND EXPORT
PERFORMANCE RELATIONSHIPS

Another aim of the current research and certainly the most important one is to

investigate the relationship between UK based SMEs 'level of Internet commitment'

and export performance (P11). The nine factors extracted from factor analysis that

represent 'level of Internet commitment' are used hereafter in the regression analysis

(see Table 7.3). While the relationship between 'experience with the Internet
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technologies' and export performance indicators are examined using Pearson

Correlation.

7/7/2/1 Experience with Internet Technologies and Export Performance
Relationship

Pearson Correlation was conducted to investigate any existing association between

key Internet technologies (e.g. email, WWW) and export performance indicators

(e.g. sales growth, profitability) (see Table 7.18).

The result shows that the number of years the firm has been using the email system is

positively correlated with export sales growth. This result supports points raised by

the owner/managers in a qualitative question where they describe how the Internet

influences an export arrangement. There was agreement among the owner/managers

that using the Internet has increased the number of enquiries the firms is receiving

and most of these eventually turned into orders. The fmdings suggest a positive

correlation between the use of the Intranet and strategic objectives achieved.

However, the Intranet is principally used to contact employees inside the firm, while

the firms strategic objectives are largely international by nature, hence, it seems that

the use of the Intranet influences the achievement of such objectives indirectly for

instance, by making the firm more efficient, which in itself indirectly help to pursue

international activities.

The relationship was strong between the use of each of the Internet technologies (e.g.

email, WWW) and the rest of the technologies, except for Internet telephony and

Internet videoconferencing. This indicates that the bond between the different

technologies is quite robust, and using one particular technology (e.g. email, WWW)

will lead to the use of others. However, the relationship between the Internet

telephony and Internet videoconferencing appears to be somehow different, perhaps

because it is a slightly higher level of technology and needs special arrangements,

particularly with respect to Internet videoconferencing. Further, it should not be

forgotten that the primary focus of this research is UK based SMEs, where it is

assumed that their size may not require the wide spread use of such high
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technologies. This is confirmed by the perfect positive correlation between Internet

telephony and Internet videoconferencing (see Table 7.1 8).
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It should be noted that out of the total sample (n = 158) only 2 (1.3%) did not have

access to the Internet. Of the remaining 156, 67 (42.4%) have described an export

arrangement that has been affected by the use of the Internet, while 89 (56.3%) did

not.

The following are the issues highlighted by the respondents while describing an

export arrangement that has been affected by the use of the Internet.

. The email system is booming internationally, it is replacing the fax. As a

communication tool, it is cheap, quick and very effective. Further, it provides

regular contact during and after working hours with overseas customers,

partners, and distributors despite time zone differences.

. The use of the Internet facilitates getting new customers with new orders, as

one respondent mentioned that 'they conduct a German order totally on the

Internet until the delivery stage without seeing each other', a second

respondent reveals that 'they got one American customer in one year, now

that customer accounts for 25% of the firm's sales'. The use of the Internet

also facilitates dealing with potential overseas customers in Australia as

stated by a third respondent. It eases agreement according to a fourth one who

said that 'they set up licensing agreement with Chinese company', and

finally, it increases the enquiries received in general, and reduces the time

needed to respond particularly to export enquiries rather than relying on

postal system.

• Moreover, the use of the Internet helps some firms penetrate foreign markets

i.e. Malaysian and Asian markets, identifying marketing opportunity in a

Scandinavian country, sales to the Far East, sales to new foreign countries

without paying a sales visit to that country, where all visits and

demonstrations were arranged via the Internet, exporting products to Dubai,

and provision of outdoor golf kiosks to Holland.

• Speeding up the sales process, customs clearance, bank paper work, hence

cutting down the overheads, consequently, the customer satisfaction is much
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higher. The Internet facilitates tracking of shipments and tracing any payment

stoppages, moreover, accepting online transactions via master and visa cards

has increased trade.

• Furthermore, the Internet helps firms to recruit new distributors and meet

potential ones, as one respondent says that 'potential distributors contact us

through our Web site from markets not previously served'. Further, it helps

firms to find and monitor other distributors' activities that are available on the

Internet and helps to establish a local distributor.

. The use of the Extranet allows the finn's agents to know about the product

upgrades so that they can close sales. Provide the customers with an online

catalogue and/or technical manuals, also up-to-date information with respect

to product customisation, and sometimes the firm Web site is supported with

temporary demonstration of the product (s).

Despite the fact that Pearson correlation analysis did not reveal much regarding the

association between the use of the Internet technologies and firms' export

performance, however, on the other hand, owner/managers comments filled that gap

and highlighted different contributions as a consequence of the use of the different

Internet technologies while conducting overseas business that could be summarised

as follows: regular contact with customers, suppliers etc, receiving of and responding

to enquiries, receiving unsolicited orders, reducing the overheads, penetrating foreign

markets, locating distributors, and increasing sales.

Clearly, this reveals that using Internet technologies will definitely increase the

firms' export sales, which in turn will result in an increase in perceived self success,

based on the positive correlation between export sales and perceived self-success

(see Table 7.18). Moreover, the Pearson correlation indicates that perceived self

success has a good positive correlation with export profitability, and is strongly

correlated to competitors' perceptions of the firm's export success (Table 7.18). Such

a result implies that an increase in perceived self success will result in the likelihood

of an increase in both export profitability, and competitors' perceptions of the firm's
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export success. Despite the lack of statistical evidence, the qualitative results above

give partial support to research proposition (P 11).

The following section illustrates the results of the stepwise regression analysis used

to examine the impact of 'level of Internet commitment' on UK based SMEs export

performance.

7/7/2/2 Level of Internet Commitment and Export Performance Relationships

Stepwise Regression analysis is applied to test bow 'level of Internet commitment'

influences UK based SMEs export performance. Models 1 through 4 in Table 7.19

display the results, where 1- Internet resource commitment factors, 2- level of

Internet use factors, 3- perceived Internet benefits factors and 4- Web function

factors represent the independent variables (x), while export performance indicators

(e.g. sales growth) are the dependent ones (y).

All models are significant at p ^ 0.05 or lower (see Table 7.19). Models 1 and 2

(sales growth and strategic objectives achieved) are considered weak models

according to their R2 value, where 'promotion on the Web' explains only 5% of the

variation in sales growth and strategic objectives achieved respectively, while the

rest 95%, remain largely unknown. According to the same parameter -R 2- models 3

and 4 (perceived self-success and competitors' perceptions of the firm's export

success) are stronger. The result reveals that 13% of the variation in the firm's

perceived self success is largely due to perceived external Internet benefits, and the

three predictors that entered the regression model 4 (see Table 7.19) accounted for

16% of the variation in competitors' perceptions of the firm's export success. In

addition t-values indicate that all factors entered the regression models (i.e.

interconnectivity, Internet information, perceived external Internet benefits and

promotion on the Web) are linearly correlated to the dependent variables (i.e. sales

growth, strategic objectives achieved, self-perception of success and competitors'

perceptions of the firm's export success).
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Models 1 and 2 in Table 7.19 show that 'promotion on the Web' has a positive

significant association with export sales growth (p ^ 0.05), while it has a negative

significant correlation with 'strategic objectives achieved (p ^ 0.05) respectively.

The result indicates that an increase in the use of the Web as a promotional tool is

more likely to result in an increase in the firm's export sales by 0.22. This result is no

surprise as the more the firm is presenting, publicising and promoting itself, as well

as its range of products on the WWW, the more likely it will receive unsolicited

orders or enquiries, that ultimately turn into future sales.

The result indicates a negative association between using the Web as a promotional

tool and achieving the firms' strategic objectives (see model 2, Table 7.19), where an

increase in the use of the Web as a promotional tool will result in a decrease in the

firms' strategic objectives achieved by 7.46. This result is unlikely to happen under

normal circumstances, where the firm promotes itself using traditional means as well

as in the cyberspace, hence increasing the awareness of its products, improving

market share and responding to competitive pressure.

Models 3 and 4 (see Table 7.19) show the effect of 'level of Internet commitment'

factors in relation to the firms' perception of export success and the competitors'

perceptions of the firm's export success. The models show that 'perceived external

Internet benefits' is significantly and positively associated with both measures of

success (p ^ 0.01). This implies that the more the use of the Internet contributes to

the firm's overall image, attracting new customers, generating international

awareness of the business and penetrating unfamiliar foreign markets, the more

likely the overall self-perception of export success as well as the competitors'

perceptions of the firm's export success will escalate.

Model 4 also shows that both interconnectivity and Internet information are

significantly associated with competitors' perceptions of the firm's export success (p

^0.05). Although, the effect of interconnectivity on export success is negative, yet it

is very minimal -0.01, in addition and unexpectedly, Internet information has a

significant negative impact on competitors' perceptions of the firm's export success,

where an increase in using the Internet as an information source will decrease the
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dependent variable by 0.57. This negative association is quite puzzling and does not

really say much as it raises doubts as to why the firms' competitors would perceive

them as less successful in international markets when using the Internet to identify

potential foreign customers, potential business partners and foreign distributors.

Finally, the empirical evidence shows that Internet training, Internet communication,

perceived internal Internet benefits, Web effectiveness and transactions on the Web

have no effect on UK based SMEs export performance.

Table (7.19) Regression Analysis of Level of Internet Commitment and Export
Performance Measures

Sales	 Strategic

Achievement

Inde-	
growth	 objectives

Model 1	 Model 2

Internet resource
commitment
Interconnectivity 	 .01	 .04
Internet training	 .02	 -.01
Internet use
Internet information	 -.13	 .02
Internet communication 	 .04	 -.05
Perceived Internet benefits
Perceived external Internet 	 .05	 .00
benefits
Perceived internal Internet	 .05	 -.12
benefits
Web function
Web effectiveness 	 .07	 .03
Transactions on the Web	 .01	 -.07
Promotion on the Web	 .22**

Model indices
Multiple R	 .21	 .23
R2	.05	 .05
F	 4.57	 6.28
p ^	 Ø4**

df

	

	 1	 1
The entries in the table are beta coefficients values (b)

^0.05. ***D ^0.01

Success 1 I Success 2

Model 3	 Model 4

.16

	

-.06	 -.00

-.10

	

.12	 .11

93***	 1.29***

	

-.03	 .04

	

.02	 .01

	

.04	 .11

	

.06	 .12

	

.37	 .4

	

.13	 .16

	

19.59	 7.31
.000***	 .000***

1	 3
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7/7/3 ENTREPRENEURSHIP APPROACHES AND LEVEL OF INTERNET
COMMITMENT RELATIONSHIPS

The final aim of the current research is to examine the effect of entrepreneurship

approaches (the traits approach, the social psychological approach and the

behavioural approach) on UK based SMEs level of Internet commitment. It should be

noted that multi-dimensional constructs were developed in order to measure the level

of Internet commitment - except for experience with the Internet technologies - and

that factor analysis was used. Nine factors were extracted and used in the regression

analysis (see Table 7.3). To apply the regression procedure, the level of Internet

commitment variables/factors were selected as the dependent variables (y) (see

section 7/7/2), to be predicted by independent variables (x) representing

owner/managers personality traits, entrepreneurial orientation behaviour, perceptions

towards export experience, and social psychological characteristics mentioned earlier

in the chapter (see section 7/7/1).

Table 7.20 illustrates the regression analysis result followed by a discussion of the

models.
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Before discussing the result of the regression analysis a number of issues need to be

first highlighted;

First, experience with the Internet technologies (e.g. email, WWW, Intranet) was

measured by number of years the firms have been using each technology.

Second, to measure Internet training respondents were asked to indicate the extent to

which they provide their marketing, export and IT staff with formal Internet training

(e.g. courses, workshops on e-commerce, advice and training on how to conduct

business on the Internet) using a five point scale that ranges from virtually never to

always. As mentioned earlier (see Table 7.3) the Internet training construct was

highly reliable at alpha = 0.91.

Third, the interconnectivity construct was expressed as number of employees who

use the Internet as part of their job, number of PC's available to the firm and number

of PCs' that are directly connected to the Internet. The construct's coefficient alpha

is 0.85 (see Table 7.3).

Fourth, the Internet information construct measures the extent to which the

respondents were using the Internet to identify foreign competitors, foreign

distributors, foreign technologies, foreign markets, potential business partners and

potential foreign customers. The former construct demonstrates high level of

Cronbach alpha = 0.92 (see Table 7.3).

Fifth, the Internet communication construct measures the extent to which the

respondents were using the Internet to contact their overseas customers, suppliers,

their employees, to deal with international public authorities, to receive overseas

orders and enquiries and further to order goods and services from abroad. The earlier

construct exhibits high level of Cronbach alpha = 0.87 (see Table 7.3).

Sixth, to measure perceived external Internet benefits respondents were asked to

indicate the effects of using the Internet on the following: the firm's overall image

and its sales, penetrating unfamiliar foreign markets, developing relationships with

customers, generating international awareness of the business, getting feedback from
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foreign customers, gaining competitive advantage over rivals and attracting new

customers. The perceived external Internet benefits construct consists of eight

sentences and exhibits the highest Cronbach alpha 0.93 in this study (see Table

7.3).

Seventh, the perceived internal Internet benefits construct measures the changes

associated with the use of the Internet on the number of middlemen the firm needs in

distribution, the firm's order processing costs, the firm's administrative procedures

and the way the firm is contracting its services (e.g. Warehousing). The construct has

an alpha reliability of 0.86 (see Table 7.3).

Eighth, to measure Web effectiveness respondents were asked to indicate the

importance of doing the following on a weekly basis: update the Web site, check

who accesses the Web site, check how fast the Web site can be downloaded and the

perceptions of the users of the Web site. The Web effectiveness construct was

reliable at alpha = 0.81 (see Table 7.3).

Ninth, transactions on the Web were measured by asking the respondents to indicate

the extent to which they accept online orders via their firm's Web site, distribute

their firm's products directly via the Web and offer online after sales service and

track progress of orders. The transactions on the Web construct demonstrates an

acceptable level of reliability where Cronbach alpha = 0.74 (see Table 7.3).

Finally, promotion on the Web was measured by asking respondents to indicate the

extent to which they use the Web site to present, publicise and promote their firms as

well as their products on a five-point scale ranging from 1= virtually never to 5 =

always. The promotion on the Web construct has an alpha reliability of 0.88 (see

Table 7.3).

Models 1 through 15 (see Table 7.20) show the stepwise regression analysis of

entrepreneurship approaches and level of Internet commitment. The models indices

indicate that they are all significant at calculated F ranges between 4.53 and 11.93

and p ^ 0.05 or lower. Yet, not all of the models are considered good ones according

to the R2 value, which is sometimes as low as 0.04, while others are as high as 0.62
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(see Table 7.20). Another general observation with respect to the regression models

in Table 7.20 is that all of the predictors have low to medium correlations with the

dependent variables except for model 6 where the predictors have a strong

correlation with experience with the Extranet (see multiple R values in Table 7.20),

also there is overwhelming statistical evidence to infer the existence of a linear

relationship between all the predictors and the dependent variables. Hence, the

models indices allow for their interpretation and demonstrate their validity and

ability to predict and estimate 'level of Internet commitment'.

Evidently, owner/managers entrepreneurial orientation behaviour which

encompasses innovativeness, proactiveness and risk taking is a significant

determinant of firms' level of Internet commitment. The result declares that

owner/managers innovative behaviour is positively correlated to Internet training,

interconnectivity, Internet information, perceived internal Internet benefits and Web

effectiveness, while it has a negative impact on the firms' experience with the use of

the Intranet and transactions on the Web. The positive relationships are in the

anticipated direction and imply that when the owner/manager is behaving in an

entrepreneurial way and the emphasis is on innovative products, R&D and

technological leadership, then it is more likely that s/he will adopt the Internet and be

committed to it.

However, it came as a surprise that innovativeness has a statistically negative effect

on the firms' experience with the use of the Intranet, where an increase in the

owner/mangers innovativeness by one unit on average will result in the likelihood of

a decrease of using the Intranet within the firm by 0.77 (see Table 7.20). The former

result is inconsistent with the literature where it is assumed that the owner/managers

entrepreneurial orientation behaviour has positive influence on the use of the

technology in general.

Also, the empirical findings show that the proactive behaviour of the

owner/managers has a statistically positive association with perceived external

Internet benefits, transactions on the Web and promotion on the Web, where an

increase in the proactive behaviour of the owner/managers will result in the
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likelihood increase in the latter factors. It should be noted that proactiveness

represents one major dimension of the owner/manager entrepreneurial orientation

behaviour. It is anticipated though that when the owner/manager is characterised by

being bold and daring, initiates particular acts to which his/her competitors then

follow or imitate and wants to maintain market leadership, then s/he will maintain

positive perceptions towards the external benefits associated with the use of the

Internet, also will grab the opportunity of promoting the firm and its range of

products or services, distributing and further selling the firm products via the Web.

The evidence further indicates that the owner/managers perceptions towards growth,

costs and complexity associated with exporting are significant antecedents of a

number of 'level of Internet commitment' factors. Remarkably, owner/managers

perceptions of export growth are a determinant of the following six aspects of 'level

of Internet commitment', Internet training, interconnectivity, Internet information,

Internet communication, perceived external Internet benefits and promotion on the

Web, where an increase in the owner/managers perceptions of export growth will

result in the likelihood of an increase in 'the level of Internet commitment' factors

mentioned earlier.

The result shows a negative association between the owner/managers perceptions of

export costs and their perceptions of the external benefits correlated with the use of

the Internet. Such a result implies that as long as the owner/managers believe that

going international incurs more costs than serving domestic market, then the chances

for the firms to profit from the use of the Internet externally (e.g. penetrating

unfamiliar foreign markets, generate international awareness of the business) will

diminish.

The empirical findings positively associate the owner/managers perceptions of export

complexity with transactions on the Web. The results suggest that the more the

owner/managers perceive exporting as a complex experience, the more transactions

they will conduct over the Web, put differently, for these firms the Web is a mean to

go international without encounter all the hassle and fuss associated with distributing

and selling the firms products in a foreign country.
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The owner/managers work responsibility (i.e. marketing and sales) is a significant

determinant of Internet information and Internet training respectively. This is quite

revealing in the sense that marketing manager would be particularly interested in

using the Internet to gather information with respect to foreign competitors, foreign

distributors and potential business partners. Also, the aim of a sales manager might

be maximising the firm sales by using traditional methods besides those available in

cyberspace. One way to achieve this is to provide members of staff with the

appropriate Internet and e-commerce training.

The evidence shows that the age of the owner/managers has a negative impact on the

firms experience with email, WWW, Corporate Home Page (CliP) and perceived

external Internet benefits. This indicates that the older the owner/managers are, the

later the firms will use email, launch a Web site or even a CliP and also the less

likely they are to take advantage of the external Internet benefits such as attracting

new customers or penetrating unfamiliar markets, moreover generally speaking,

older managers tend to resist the technology.

The owner/managers level of education (i.e. '0' grade/Standard grade) is positively

associated with Internet communication. It is anticipated though that a minimum

level of education is a pre-requisite to effectively use the Internet as a

communication tool, and to further facilitate and ease the communication process via

the Internet with overseas customers and suppliers and guarantee success.

The owner/managers foreign language ability has a significant positive association

with Internet information and Web effectiveness, while it negatively affects the firm

experience with the email and perceived internal Internet benefits. The positive

relationships could be interpreted in the following way. Speaking the customers'

languages may help to develop the relationship with the customers. Also, having

foreign languages other than English allows owner/managers to access foreign Web

sites looking for creative ideas to make their own sites more attractive and appealing

to users. The evidence is mostly language specific rather than a general finding

across all languages.
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Finally, the empirical evidence suggests that owner/managers international

orientation features (i.e. born, travel, live and work abroad) have a significant

influence on experience with Corporate Web Server (CWS), experience with the

Extranet and perceived internal Internet benefits.

The findings reveal that the owner/managers who travel to non-English speaking

countries are more receptive to Internet technologies in general, this effect is

particularly noticed for CWS (see Table 7.20).

Moreover, the result suggests that in general the owner/managers international

orientation is the reason behind the firms experience with the use of the Extranet. In

the model (see Table 7.20) the owner/managers who were born in the UK and lived

abroad for a lengthy period of time negatively affects the firm experience with the

use of Extranet, whereas owner/managers with foreign work experience exhibit

positive effect. Also, the owner/managers foreign work experience increases the

owner/managers perceptions towards the internal benefits associated with the use of

the Internet.

Finally, the evidence suggests that the following have no association on 'level of

Internet commitment': personality traits, risk taking, perceived export risks and

profits, work responsibility (i.e. production, exporting and others), work experience,

gender, level of education (i.e. 'A' levelfHighers/SYS, HNC/IThD, no formal

qualification, degree/postgraduate degree, professional qualification and

apprenticeship) and number of overseas business trips.
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7/8 SUMMARY OF FINDINGS

The foregoing analyses examined a number of propositions that differentiate between

UK based SMEs according to their level of Internet use and their owner/managers

entrepreneurial orientation behaviour. More investigation was undertaken to examine

a number of causal relationships between entrepreneurship approaches, level of

Internet commitment and export performance. These findings are summarised in

Table 7.21.

Table (7.21) Summary of the Results

Propositions	 Outcome

Proposition 1

Firms can be distinguished according to their level of Internet use.
Relative to firms with low Internet use, high Internet use firms are
likely to:

Supported
a- make more use of the Internet as a communication tool

Supported
b- make more use of the Internet as an information source

Proposition la

Relative to their counterparts, high Internet use firms are likely to
differ with respect to:

a- experience with Internet technologies
b- level of Internet training
c- level of interconnectivity	 Largely supported
d- perceptions of external Internet benefits
e- perceptions of internal Internet benefits
f- Web effectiveness
g- conducting transactions on the Web
h- using the Web as a promotional tool

Proposition 2

Relative to their counterparts, high Internet use firms are likely to
differ with respect the following owner/managers characteristics:

a- need for achievement 	 Supported
b- internal locus of control	 Not supported
c- external locus of control	 Not supported
d- entrepreneurial orientation behaviour 	 Not supported
e- perceived export complexity 	 Not supported
f- perceived export risks	 Not supported
g- perceived export profits	 Not supported
h- perceived export costs 	 Not supported
i- perceived export growth 	 Supported
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Proposition 3

There are differences between firms with a high Internet use and their
counterparts with low Internet use with respect to the following
owner/managers social psychological characteristics:

a- work responsibility	 Not supported
b- work experience	 Not supported
c- age	 Not supported
d- gender	 Not supported
e- level of education	 Supported
f- foreign language proficiency	 Supported
g- international orientation	 Supported

Proposition 4

There are differences between firms with high level of Internet use and
their counterparts with low Internet use with respect to:

Weak support
a- firm charactenstics

Not supported
b- industry charactenstics

Proposition 5

Relative to their counterparts, high Internet use firms are likely to
differ with respect to:

a- number of foreign countries entered	 Not supported
b- export experience	 Not supported
c- export ratio for the financial year (2000 - 01) 	 Supported
d- sales growth	 Not supported
e- profitability	 Not supported
f- strategic objectives achievement 	 Not supported
g- perceived self success	 Supported
h- competitors' perceptions of the firm's export success 	 Supported

Proposition 6

Firms can be differentiated according to their owner/managers'
entrepreneurial orientation behaviour. Relative to firms with low EU
owner/managers, high EQ owner/managers are likely to:

a- be more innovative	 Supported
b- be more proactive	 Supported
c- be risk taking	 Supported

Proposition 6a

Relative to their counterparts, firms with high EU owner/managers are
likely to differ with respect to the following characteristics:

a- need for achievement 	 Supported
b- internal locus of control	 Not supported
c- external locus of control	 Not supported
d- perceived export complexity	 Supported
e- perceived export risks	 Not supported
f- perceived export profits 	 Not supported
g- perceived export costs 	 Not supported
h- perceived export growth	 Supported
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Proposition 6b

There are differences between firms with high EO owner/managers
and their counterparts with low EO owner/managers with respect to
the following social psychological characteristics:

a- work responsibility	 Not supported
b- work experience	 Not supported
c- age	 Not supported
d- gender	 Not supported
e- level of education	 Partially supported
f- foreign language proficiency	 Not supported
g- international orientation	 Partially supported

Proposition 7

Relative to firms with low EO owner/managers, firms with high EO
owner/managers are likely to differ with respect to:

a- experience with Internet technologies 	 Weak support
b- level of Internet training 	 Supported
c- level of interconnectivity	 Supported
d- perceptions of external Internet benefits 	 Supported
e- perceptions of internal Internet benefits 	 Supported
f- Web effectiveness	 Supported
g- conducting transactions on the Web	 Not supported
h- using the Web as a promotional tool 	 Supported

Proposition 8

There are differences between firms with high entrepreneurial
orientation owner/managers and their counterparts with respect to:

a- firm age	 Supported
b- firm size	 Not supported
c- firm independency	 Not supported
d- firm ownership	 Not supported
e- industxy sector	 Not supported
f- market served	 Not supported
g- technology intensity	 Not supported

Proposition 9

Relative to their counterparts with low EO owner/managers, firms
with high EO owner/managers are likely to differ with respect to:

a- number of foreign countries entered 	 Not supported
b- export experience	 Not supported
c- export ratio for the financial year (2000-01) 	 Not supported
d- sales growth	 Supported
e- profitability	 Not supported
f- strategic objectives achievement 	 Not supported
g- perceived self success	 Not supported
h- competitors' perceptions of the firm's export success	 Not supported
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Proposition 10

There are significant relationships between owner/managers'
personality traits, entrepreneurial orientation behaviour, export
perceptions and social psychological characteristics and the following
export performance indicators:

a- sales growth
b- profitability

Partially supported
c- strategic objectives achievement
d- perceived self success
e- competitors' perceptions of the firm's export success

Proposition 11

There are significant relationships between level of Internet
commitment and the following export performance indicators:

a- sales growth
b- profitability
c- strategic objectives achievement	 Partially supported
d- perceived self success
e- competitors' perceptions of the firm's export success

Proposition 12

There are significant relationships between owner/managers
personality traits, entrepreneurial orientation behaviour, export
perceptions and social psychological characteristics and the following
of UK based SMEs level of Internet commitment:

a- experience with Internet technologies
b- Internet training
c- interconnectivity
d- Internet information
e- Internet communication	 Partially supported
f- perceived external Internet benefits
g- perceived internal Internet benefits
h- Web effectiveness
i- transactions on the Web
j- promotion on the Web

Source: The researcher

7/8/1 Findings Concerning High Internet Use Firms

Based on 'the Internet use' battery, responding firms were successfully clustered into

high and low Internet use firms, implying that high Internet use firms utilise the

Internet as a communication tool, for instance, to contact their overseas customers

and overseas suppliers, and also as an information source to identify foreign

competitors, foreign distributors and potential foreign customers. Moreover, the

overall level of Internet commitment among UK based SMEs high Internet use firms

286



was remarkably high on all proposed factors except for 'Internet telephony and

interconnectivity'.

The owner/managers need for achievement, perceived export growth, level of

education including (possessing degree or postgraduate degree), command of foreign

languages and international orientation including (travel, live and work abroad) are

cited as significant characteristics that favour owner/managers in high Internet use

firms. Also, export involvement consisting of the export ratio for the last financial

year, and export performance indicators namely, perceived self success, and the

competitors' perceptions of the firm's export success were significantly associated

with high Internet use firms.

Firm size also significantly differentiates high Internet use firms from their

counterparts, yet, there is not enough evidence to infer the existence of significant

differences between high and low Internet use firms with respect to firm age,

independency and ownership, as well as industry sector, market served and

technology intensity.

7/8/2 Findings Concerning Firms with High Entrepreneurial Orientation
Owner! Managers

Responding firms were successfully clustered according to their owner/managers

entrepreneurial orientation behaviour into high versus low, where high EQ

owner/managers are characterised by being innovative e.g. have strong emphasis on

innovative products, R&D, technological leadership, are moderately proactive e.g.

initiate actions to which competitors then respond and moderate risk takers e.g. have

moderate tendency to take on high risk projects with some chances of success but a

very high rate of return.

High EQ owner/managers exhibit a high need for achievement, have high

perceptions of export growth, and perceive exporting activities as less complex than

domestic ones. Further, the level of education expressed as no formal qualification

and international orientation including (travel abroad) significantly differentiate

between owner/managers in both clusters. Moreover, high EO owner/managers are
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committed to the Internet except for the Internet technologies and transactions on the

Web.

It should be noted that out of firm characteristics, industry characteristics, export

involvement, and export performance indicators, only firm age and sales growth

significantly distinguish high EQ owner/managers from their counterparts.

7/8/3 Findings Concerning the Determinants of Export Performance

The owner/managers perceptions towards export growth, costs and profits, their

proactive behaviour, work experience as well as work responsibility, namely,

marketing and exporting, and their level of education (i.e. no formal qualification)

are significant determinants of UK based SMEs export performance. Also, using the

Internet as an information source, the firm's Web site as a promotional tool, having

positive perceptions towards external benefits associated with the use of the Internet,

and allocating enough resources for the Internet (i.e. human and technological) are

critical antecedents of UK based SMEs export performance. On the other hand, the

result suggests that owner/managers personality traits have no bearing on the firms

export performance and their level of Internet commitment.

None of the Internet commitment factors have any influence on UK based SMEs

export profitability. In general, export performance regression models exhibit a weak

to moderate coefficient of determination R2 except for perceived self success and

competitors' perceptions of the firm's export success, given the lack of

comprehensive measures of export performance in the relevant literature and the

strong correlation between both measures of success, this result is no surprise.

An attempt was made to use more sophisticated statistical analysis techniques,

specifically Structural Equation Modelling (SEM), following (Cavusgil and Zou,

1994), besides being time consuming, the preliminary results were not sufficiently

encouraging to proceed with the analysis, as they did not exhibit much difference

with respect to the models' coefficient of determination.
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7/8/4 Findings Concerning the Determinants of Internet Commitment

The owner/managers entrepreneurial orientation behaviour namely, innovativeness

and proactiveness, international orientation including (born, live, work and travel

abroad), foreign language ability, age, level of education precisely '0' grade, work

responsibility specifically (marketing and sales), and finally, their perceptions

towards growth, costs, and complexity associated with exporting are significant

determinants of the firms' level of Internet commitment.

Overall, the regression models of the firms' level of Internet commitment were much

better than export performance ones, where the variables/factors accounted for a

higher percentage of the variation of the dependent variables, except for most of the

Internet technologies models and interconnectivity. Given the high reliability and

validity of the Internet commitment constructs, this result was largely anticipated.

The next and final chapter will discuss the research findings, implications for UK

based SMEs and policy makers will be identified, as well as the research limitations

and suggestions for future research.
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CHAPTER EIGHT

DISCUSSION, RECOMMENDATIONS, LIMITATIONS AND

DIRECTIONS FOR FUTURE RESEARCH

Chapter Objectives

• To discuss the research findings in relation to the research framework and

aims developed in chapter five.

• To assess the contributions of the research to the exporting and

entrepreneurship fields as well as to research methodology.

• To identify implications for UK based small and medium sized firms and

policy makers.

• To identfy the limitations of the research and to put forward suggestions for

future research.
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CHAPTER EIGHT

DISCUSSION, RECOMMENDATIONS, LIMITATIONS

AND DIRECTIONS FOR FUTURE RESEARCH

The discussion of findings in this chapter follows the order of the statistical analysis

in chapter seven. The results discussed are those on the level of Internet use among

UK based SMEs, level of Internet commitment of high Internet use firms, the

entrepreneurship approaches of high Internet use firms, firm and industry

characteristics of high Internet use firms, export involvement and export performance

indicators of UK based SMEs high Internet use firms. Links with UK based SMEs

high entrepreneurial orientation owner/managers and the results above are also

discussed together with findings on the determinants of UK based SMEs export

performance and level of Internet commitment.

Based on the research findings and discussion, a needs-based approach is adopted to

present the study recommendations, resulting in 2x2 matrix, where firms' level of

Internet use and owner/managers entrepreneurial orientation behaviour are the

controlling aspects. Four categories of firms are established and targeted with

pertinent recommendations. Further, general implications for UK based SMEs and

policy makers are addressed. The chapter and this thesis conclude with the research

limitations and suggestions for future research.

8/1 LEVEL OF INTERNET USE AMONG UK BASED SMEs EXPORTING
FIRMS

Although much of the research regarding SMEs internationalisation was conducted

before the Internet became widely used and before the introduction of the WWW

(Tiessen et al., 2000), there is evidence that SMEs are rapidly recognising the

importance of the Internet as a fundamental aspect of their day-to-day business and

they are gearing up to compete in a more technologically advanced commercial

environment (OECD, 1999).

The present study is one of the early empirical studies that differentiates between UK

based SMEs manufacturing exporters according to their level of Internet use. Based
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on a newly developed scale, consisting of 14 statements representing two specific

factors namely, Internet communication and Internet information, two clusters of

firms were clearly identified on a continuum of Internet use from low to high. The

result shows that high Internet use firms outperform their counterparts with respect to

using the Internet as a communication tool (e.g. to contact their overseas customers,

suppliers) and as an information source (e.g. to identif' their foreign competitors,

distributors, potential foreign customers). However, in general, the level of use of the

Internet among UK based SMEs ranges from low to medium.

Further validation of this result was undertaken where both clusters were

differentiated according to their overall level of Internet commitment. The result

highlights that high Internet use firms use the Internet technologies (i.e. email, World

Wide Web, Corporate Home Page and Corporate Web Server) more extensively than

their counterparts. Moreover, relative to low Internet use firms, high Internet use

firms were providing their employees (i.e. IT, marketing and exporting) with formal

Internet training, they had higher perceptions of external Internet benefits (e.g. the

Internet helps penetrate unfamiliar foreign markets, generate international awareness

of the firm's business), as well as internal Internet benefits (e.g. the Internet has

changed the firm order processing costs, has changed the firm administrative

procedures). Consistent with the literature (i.e. Sieber, 1996; and Van Doren et al.,

2000) the result shows that high Internet use firms were using their Web sites as a

promotional tool and they were keeping their Web as effective as possible in order to

retain their existing customers and to further attract new ones (e.g. Sterne 1995;

Auger and Gallaugher, 1997; and Hamill, 1997). Moreover, they were using their

Web to enable e-commerce. Nevertheless, the overall level of Internet commitment

among UK based SMEs is quite moderate.

8/2 ENTREPRENEURSHIP APPROACHES OF UK BASED SMEs HIGH
INTERNET USE FIRMS

The owner/managers characteristics, attitudes and experiences are relatively

important to the successful adoption and implementation of any IT innovation (e.g.

the Internet) (Roackard and Crescenzi, 1984; Chulikavit and Rose, 2000; and

Gagnon et al., 2000). The results show that a high need for achievement is a
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characteristic associated with high Internet use firms' owner/managers, the latter

were also found to have higher perceptions toward exporting growth, suggesting that

working in an intensive IT environment helps to maintain a positive international

outlook. Although insignificant, inspection of the means shows that high Internet use

firms' owner/managers have a moderate entrepreneurial orientation.

Top managers' social-psychological features such as level of education, age and

gender are acknowledged as important characteristics in management, psychological

and sociological research, associated with computer and work related attitudes

(Gattiker et al., 2000). Consistent with Zeithami and Gilly (1983) high Internet use

firms' owner/managers possessed a high level of education, implying that level of

education plays a significant role in the use of IT.

Nevertheless, the current study reports no significant association between the

owner/managers age in high Internet use firms and their counterparts. In fact the

result shows that slightly more than half of the respondents in both clusters were

more than 40 years old, hence contradicting the idea that elderly managers in general

are slow in adopting new technology unless they believe that there is an advantage

behind adopting it (Zeithami and Gilly, 1983; and Lynn et al., 2002).

Also, no significant association was found between the gender of owner/managers in

high Internet use firms and their counterparts, however it is worth noting that there is

a slightly higher percentage of females in low Internet use firms', suggesting that

femaleness may be anti-technology or slower in accepting and adopting the

innovation.

Further profiling of high Internet use firms' owner/managers reveals that they are

internationally orientated (i.e. travel, live and work abroad) despite the fact that the

vast majority were born in the UK, also they are talented with respect to foreign

language ability.
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8/3 FIRM AND INDUSTRY CHARACTERISTICS OF UK BASED SMEs
HIGH INTERNET USE FIRMS

Hamill and Gregory (1997) comment that "the Internet provides a low cost gateway

to global markets for SMEs exporters", thus opening up new markets, as well as

providing new opportunities domestically and internationally (Lymer et al., 1997;

and Pitis and Vlosky, 2000).

The cunent study shows that firm size significantly discriminates between high

Internet use firms and their counterparts. Consistent with the literature, the result

infers an inverse relationship between number of employees and the use of the

Internet, implying that the more the firm is involved in IT, the smaller the firm's

measured by number of employees (Brynjolfsson et al., 1994), meanwhile this result

contradicts (Palvia et al., 1994; Dandridge and Levenburg, 1998; and Lal, 2002)

findings where the larger the firm the higher the rate of the use of Internet and e-

commerce teclmologies. The reason for this contradictory view may be due to

industry sector effect and product specificity, given that industry sector was very

close to significantly differentiating between high and low Internet use firms at p =

0.11.

Furthermore, almost forty per cent of high Internet use firms are small firms with

less than fifty employees, this provides additional support for Hamill and Gregory

(1997, p.1 1) who assert that "the Internet allows small players to compete on equal

footing with the multinationals and consequently expand market share". As a result

it permits them to become global marketers at an early stage of their development

and further diminishes the advantages (e.g. financial and human resources) large

multinational organisations have (Herbig and Hale, 1997). Although Oviatt and

McDougall (1999) have suggested a possible link between firm age and the Internet,

an insignificant result was noted between firm age and high and low Internet use

firms among UK based SMEs, however pearson conelation indicates a significant

negative association between firm age and technology use, implying that younger

firms were faster in using the technology than older ones.
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The present study shows that industry sector was the closest variable after firm size

to significantly differentiate high and low Internet use firms, where a high

percentage of high Internet use firms were in 'biotechnology' sector and firms with

low level of Internet use were chiefly in 'textiles, clothing and fur'. Hence, gives

support to Poon and Joseph (2000) who argue that characteristics of business sector

and value chain should be studied in order to understand the benefits of Internet

commerce among small businesses.

8/4 EXPORT INVOLVEMENT AND EXPORT PERFORMANCE
INDICATORS OF UK BASED SMEs HIGH INTERNET USE FIRMS

The result shows that high Internet use firms had a significantly better export ratio

for the financial year (2000/2001) than low Internet use firms. The findings also

reveal that export experience and number of foreign country/markets entered were

close to significantly differentiating between high and low Internet use firms at p =

0.13 and 0.12 respectively. Relative to their counterparts', high Internet use firms

had less exporting experience expressed as number of years, however they were

more involved in foreign markets. This result provides further validation to Oviatt

and McDougall (1999) who argue that the advancement in computer and

communication technology may permit small firms to internationalise and to manage

more complex foreign transactions than in the past.

Oviatt and McDougall (1994) attributed "the international at founding' phenomenon

to advances in communication, flow of information, transportation and the growing

trend among entrepreneurs to view markets internationally rather than domestically".

Insignificant results were found with respect to 'born global' firms, identified as

those who do not follow the normal successive route of internationalisation by stages

(Oviatt and McDougall, 1994; and McAuley, 1999). However, based on Robinson

and McDougall's (1998) definition of new ventures as firms which are six years old

or younger, the result shows that 46 (54%) new ventures were found among high

Internet use firms as opposed to only 25 (42.2%) identified in low Internet use firms.

This result confirms Oviatt and McDougall's (1994) work and implies that

technology motivates and stimulates people to start their own business and become

early international.
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Consistent with Smith (1999) and OECD (2000) who report that level of IT and

Internet use is associated with better performance in Scottish firms and SMEs,

statistically significant results indicate that relative to their counterparts, UK based

SMEs high Internet use firms had a higher perception of their own success in export

markets and were viewed by their competitors as more successful as well. Moreover,

consistent with Anonymous (Management Services, 2000), Avionitis and Karayanni

(2000) and Bharadwaj (2000) no significant differences were found between UK

based SMEs high Internet use finns and their counterparts with respect to export

sales growth, export profitability and strategic objectives achieved. However high

Internet use firms report higher levels of sales growth and profitability, implying that

the use of the Internet influences UK based SMEs export performance. Nevertheless,

the inconsistent findings regarding the use of IT and firm performance may be due to

lack of understanding of the nature of the firm's IT resources and skills as

highlighted by Bharadwaj (2000).

8/5 THE OWNER/MANAGERS ENTREPRENEURIAL ORIENTATION
AMONG UK BASED SMEs EXPORTING FIRMS

The entrepreneurship literature has identified entrepreneurial orientation (EO) as a

concept that encompasses innovativeness, proactiveness and risk taking (Covin and

Slevin, 1989, 1991; Lumpkin and Dess, 1996; Dess et al., 1997; and Zahra and

Garvis, 2000). The current research contributes to the limited empirical studies that

have actually investigated the entrepreneurial orientation using all three dimensions

in an international context (Yeoh and Jeong, 1995; Ibeh, 1998; Lyon et al., 2000; and

Ibeh and Young, 2001).

Based on nine statements developed and tested for reliability by Khandwalla (1977),

Miller (1983), Covin and Slevin (1989) and Covin (1991), two distinct clusters

emerged namely, high and low entrepreneurial orientation owner/managers. The

result indicates that UK based SMEs high entrepreneurial orientation

owner/managers have a strong emphasis on innovative products and R&D, have

marketed new product lines andlor changed existing ones, are moderately proactive

while dealing with their competitors, for instance, by initiating actions to which their
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competitors then respond and also they are moderate risk takers (e.g. have moderate

tendency to take on high risk projects with some chances of success but a very high

rate of return and adopt a moderate posture between 'wait and see' and 'bold and

aggressive' attitude in order to maximise their profitability).

This result is consistent with the export entrepreneurship literature (e.g. McGuinness

and Little, 1981; Cavusgil and Nevin, 1981; Cooper and Kleinschmidt, 1985;

Namiki, 1989; Dichtl et al., 1990; Beamish et al., 1993; Ibeh, 1998; and Ibeh and

Young, 2001) and with a number of authors in the entrepreneurship literature who

argue that the entrepreneurs are risk averse or moderate risk takers (e.g. Meyer et al.,

1961; Schumpeter, 1962; Gamier, 1982; Sexton and Bowman, 1983; Abmed, 1985;

and Palich and Begby, 1995).

8/6 THE PERSONALITY TRAITS AND SOCIAL PSYCHOLOGICAL
CHARACTERISTICS OF UK BASED SMEs HIGH EO
OWNER/MANAGERS

Carson et at. (1995) have pointed out that the entrepreneurship literature is rather rich

in terms of the number of personality traits of successful entrepreneurs identified

such as, need for achievement, locus of control and stress and uncertainty. Consistent

with the entrepreneurship literature (e.g. Lachman, 1980; Cuimingham and

Lischeron, 1991; Longenecker et at., 1994; and Utsch et at., 1996) the result reveals

that high need for achievement is a personality trait significantly associated with UK

based SMEs high entrepreneurial orientation owner/managers. Also, consistent with

Sexton and Bowman (1985) and Begely and Boyd (1987) the findings infer that

locus of control has failed to distinguish between high and low entrepreneurial

orientation owner/managers in UK based SMEs.

Consistent with the exporting literature (Roy and Simpson, 1981; Cavusgil and Naor,

1987; and Masurel, 2001) the study shows that, relative to their counterparts, high

entrepreneurial orientation owner/managers have high perceptions of export growth

and a low perception of the complexity of exporting. This result reflects the attitude

of owner/managers towards exporting as an international experience - which is fairly

positive - and their perceptions regarding the complexities associated with it.
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Both the exporting and entrepreneurship literatures highlight the importance of the

owner/managers social psychological characteristics to understand firm export

behaviour (Kaynak and Kong, 1985; Carson, 1990; and Carson et al., 1995). The

result in this study infers that the level of education (i.e. no formal qualification)

significantly distinguishes high entrepreneurial orientation owner/managers from

their counterparts. Further, in contrast with the level of education of entrepreneurs

from a number of countries (i.e. Russia, China, Northern Ireland and UK) (Hisrich,

1988; Green et al., 1996; and Lee and Chan, 1998), UK based SMEs high

entrepreneurial orientation owner/managers, in general, had a low level of education.

The result also shows that travel abroad as one feature of international exposure

significantly distinguishes between high and low entrepreneurial orientation

owner/managers. One advantage associated with travelling abroad is that the

owner/mangers become more familiar with foreign cultures, which decreases their

concern about 'psychic distance', and subsequently makes them more likely to

engage in foreign trade (Axinn, 1988; and Dichtl et al., 1990).

The insignificant effect of the age of UK SMEs owner/managers on the two clusters

under investigation provides further support to believe that there is no ideal age for

an entrepreneur, and that it does not really matter whether the entrepreneur is young

or old (Hisrich and Grachev, 1995).

8/7 THE LEVEL OF INTERNET COMMITMENT OF HIGH EO
OWNER/MANAGERS

The results infer that high entrepreneurial orientation owner/managers are

characterised by being innovative and moderately proactive and risk seeking, as a

consequence, they are more likely to exploit Internet enabled opportunities and thus

show a higher level of commitment to the Internet. Overall, the results show that

relative to their counterparts, UK based SMEs high entrepreneurial orientation

owner/managers exhibit a significantly higher level of Internet commitment, though

at a moderate level. High EQ owner/managers are allocating more resources to the

Internet (e.g. technological, financial and human resources), they use the Internet to

contact their overseas customers, suppliers, employees, as well as to identify their
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foreign competitors, foreign distributors and foreign markets. Moreover, they are

using their Web sites more extensively than their counterparts as a promotional tool

to present, publicise and promote their firm and their range of products/services, and

also relative to their counterparts they are keeping their Web sites as effective as

possible. Furthermore, high entrepreneurial orientation owner/managers have higher

perceptions of both the internal and external Internet benefits.

These results are consistent with Lymer et al. (1998) and Poon and Swatman (1999)

who argue that entrepreneurial behaviour is behind the introduction of the Internet

among SMEs in both UK and Australia. Also, it seems that UK SMEs moderate

commitment to the Internet is helping to diminish the barriers that traditionally

known to impede SMEs access to global markets (Auger and Gallaugher, 1997; and

Hamill, 1997).

The insignificant result with respect to conducting transactions on the Web which are

associated with a high level of risk confirms an earlier result (see section 8/5) and

work elsewhere (Brockhaus, 1982; Gamier, 1982; and Sexton and Bowman, 1983)

that entrepreneurs are moderate risk takers. Another explanation of this result is that

accepting transactions on the Web sites may have nothing to do with risk taking

behaviour, but is as much to do with the reality that for SME exporters buying and

selling on the Internet is still at its infancy with very few transactions conducted on

the Internet.

8/8 FIRM AND INDUSTRY CHARACTERISTICS ASSOCIATED WITH UK
BASED SMEs HIGH EO OWNER/MANAGERS

Unlike the general trend in the entrepreneurship literature that assumes that

owner/managers who possess entrepreneurial characteristics are found in young

firms, the empirical findings show that high EO owner/managers were more likely to

be found in well established firms that were at least ten years old, implying that the

firm's experiential knowledge accumulated over the years in the same industry,

influences the lEO behaviour of the owner/managers. The argument here is that this

experience helps to build the entrepreneur's knowledge base. lEO behaviour could be

acquired over time unlike other owner/managers psychological traits (e.g. locus of
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control) that are stable across situations rather than situation specific. This is no

matter what the owner/manager experiences are, or the situations the entrepreneur is

facing (Rotter, 1966; Anderson, 1977; and Lee and Chan, 1998). This result is also

consistent with Wortman (1987) and Low and McMillan (1988) who argue that

entrepreneurship is no longer restricted to independent new venture creation process

or start up firms. Moreover, it supports Stevenson and Jarillo (1990) and Acs et al.

(2001) view that in practice many well-established firms are engaged in highly

successful entrepreneurship, hence, the term entrepreneurship refers not to a firm's

size or age, but to a certain kind of activity.

Unlike McAuley (1999) who argues that product and industry categories affect

entrepreneurial 'instant exporters' in the Scottish arts and crafts, the result reveals

that industry sector does not significantly distinguish high EO owner/managers in

UK based SMEs from their counterparts. Also, unlike research in international

entrepreneurship that has associated entrepreneurial behaviour with knowledge-

intensive and high technology sectors (e.g. McDougall et al., 1994; and Bloodgood et

al., 1996), this investigation indicates that this was not the case as high and low £0

owner/managers were distributed among the industry sectors studied (food and

beverages, biotechnology and instrumentation, computers and office machinery and

textiles, clothing and fur) and their corresponding technology level.

8/9 EXPORT INVOLVEMENT AND EXPORT PERFORMANCE
INDICATORS AMONG UK BASED SMEs HIGH EO OWNER/MANAGERS

Export involvement expressed as (i.e. number of foreign country/markets entered

regularly, export experience and export ratio) has failed to differentiate between UK

based SMEs high and low EO owner/managers. However, inspection of the means

shows that high £0 owner/managers are less involved in international markets. One

interpretation of this result might be that having entrepreneurial orientation

behaviour does not necessarily mean going international, also high EO

owner/managers may feel that they are still able to generate profits in their domestic
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market, and given their moderate risk taking behaviour, it may not be the time to

become extensively involved in international markets.

Evidence in the study also indicates that the born global phenomenon defined earlier

in the chapter (see section 8/4) significantly differentiates between owner/managers

with a high and low entrepreneurial orientation (48.3% and 50.9%), surprisingly

more 'early international' firms were found among low EO owner/managers. This

unexpected result supports the comment made earlier with respect to high EO

owner/managers who may still successfully find their way in the domestic market,

unlike their counterparts who may have been forced to diversify their activity

internationally to grow and generate profits.

Export sales growth was significantly higher among firms with high entrepreneurial

orientation owner/managers, hence, this provides further support for EO improving a

firm's financial performance (e.g. Zahra, 1993; Nainen and Slevin, 1993; Wiklund,

1999; and Barrett et a!., 2000). Also, consistent with Sapienza and Grimm (1997) this

study has found no significant association between high and low EO owner/managers

and the remaining export performance measures. This result contradicts Becherer and

Maurer (1997) who argue that entrepreneurial orientation is directly related to

changes in profits, and also challenges Barrett et al. (2000) who say that the more the

firm's management is entrepreneurially orientated, the stronger its business

performance.

8/10 THE DETERMINANTS OF UK BASED SMEs EXPORT
PERFORMANCE

8/10/1 The Relationship between Entrepreneurship Approaches and UK based
SMEs Export Performance

Unlike the growing number of studies that associate the personality traits of the

owner/managers with growth and profitability largely within the context of small

businesses (e.g. Jones-Evans, 1995; Smallbone et al., 1995; Green et al., 1996;
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Glancey et al., 1998; Glancey, 1998; Mazzarol et al., 1999; and Lee and Tsang,

2001) this study has shown that personality traits namely, need for achievement and

locus of control are insignificant determinants of UK based SMEs export

performance. However, this result is consistent with Miller and Toulouse (1986) and

Begley and Boyd (1987) who report no strong relationship between need for

achievement and performance, and Entrialgo et al. (2000) who find no association

between managers' internal locus of control and firm success.

The lack of association between personality traits and export performance may be

due to methodological issues with respect to export performance measures andlor

personality constructs applied. Despite the fact that the latter are pre-tested and

validated scales, nevertheless, they had a relatively low level of alpha reliability. The

insignificant effects of personality traits found in this study suggest that earlier

studies that focus on the impact of the owner/managers psychological characteristics

on firms' performance may have been misplaced (Lee and Tsang, 2001).

Counter to the exporting literature that suggests that managers' international and

overseas experiences are associated with comparatively higher export growth rates,

export intensity, export sales, export profitability and stronger export performance

(e.g. Axinn, 1988; Dichtl et al., 1990; Holzmuller and Kasper, 1990; Czinkota and

Ursic, 1991; De Luz, 1993; Das, 1994; Nakos et a!., 1998; and Kundu and Katz,

2000), the current study demonstrates that the owner/managers international

orientation has no bearing on UK based SMEs export performance. This implies that

despite lacking internationally orientated owner/managers, SMEs can still be

successful in international markets.

This study confirms the positive association between 'no formal qualification' that

represents the level of education of the owner/managers and the achievement of

strategic objectives. This result is consistent with Storey et a!. (1989) who argue that

academic qualifications do not guarantee success. However, it is neither consistent

with international business researchers (e.g. Reid, 1983; Barrett and Wilkinson,

1986; Schlegelmilch and Ross, 1987; Axinn, 1988; and Nakos et a!., 1998) who
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argue that the higher the level of education of the manager, the greater the firm

export performance, nor with entrepreneurship scholars (e.g. Lafuente and Salas,

1998; and Basu and Goswami, 1999) who support the positive impact of the level of

education of the entrepreneur on firm performance.

Consistent with Moini (1995), there is no significant association between the

owner/managers proficiency in foreign languages and export performance. This

implies that exporters can still be successful without being competent in foreign

languages. Also, the insignificant association between the age of the owner/managers

and export performance supports work elsewhere (Czinkota and Ursic, 1991; Moini,

1995; Nakos et al., 1998; and Afza, 2001).

There is an inverse relationship between the owner/managers work experience and

the self-perception of success in export markets. This is consistent with Evans (1987)

and Basu and Goswami (1999), who report that the longer the entrepreneur spends in

business, the slower the firms' rate of growth, given that there is a tendency among

firms to grow faster in their early years. The owner/managers work responsibility

(i.e. for marketing and exporting) was positively and significantly associated with

export sales and perceived self-success in export markets. Exporting as a work

responsibility was negatively correlated with the achievement of strategic objectives.

Roy and Simpson (1981, p.17, 18) say that 'perception is the chief factor that

determines the way a person adapts to its world.... people do perceive selectively as

a result of their needs, drives, motives, and attitudes'. This study has established a

positive association between the owner/managers perceptions of growth and profits

associated with exporting and export sales and success. However, a negative

relationship was found between the owner/managers perceptions of export costs and

profitability. This is consistent with Roy and Simpson (1981), Cavusgil and Naor

(1987) and Masurel (2001) who argue that export managers tend to have lower

perceptions of export risks and costs and higher perceptions of profits, hence,

emphasising the importance of the perceptions of owner/managers in determining the

firms export performance.
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Unlike Johnston and Czinkota (1982) who argue that proactive attitudes should be

reinforced among exporters, the current study shows that the owner/managers

proactive behaviour is negatively related to UK based SMEs strategic objectives

achieved. Moreover, contrary to a number of scholars (Peters and Waterman, 1982;

Schoolihammer, 1982; Zahra, 1993; Namen and Slevin, 1993; Brown, 1996;

Wiklund, 1999; and Barrett et al., 2000) who support the view that EQ improves the

finn's financial performance in terms of sales growth and profitability, the results

highlight that the owner/managers innovativeness and risk taking are not associated

with export performance, however, these results are consistent with Sapienza and

Grimm (1997). The lack of consistency between the EQ behaviour of

owner/managers and export performance suggests that being entrepreneurially

orientated is not always a key for export success.

8/10/2 The Relationship between Level of Internet Commitment and UK based
SMEs Export Performance

Another contribution of the current study is that it is one of the early empirical

studies that examines the impact of Internet commitment on UK based SMEs export

performance. The study shows that using email provides UK based SMEs with a

mean of regular contact with their overseas customers, partners and distributors

despite time zone differences. Also, apart from all the other Internet technologies

(e.g. WWW, Corporate Home Page, Corporate Web Server), electronic mail was

positively associated with sales growth. Evidently, the use of the email is affecting

sales growth indirectly in two ways. Firstly, by cutting communication costs and

minimising the time and effort needed to communicate, which makes the Internet a

valuable medium particularly for firms engaged in international trade (Gallagher,

1999). Secondly, firms are receiving an increased number of enquiries many of

which eventually become orders.

There is a positive correlation between the use of the Intranet and the achievement of

strategic objectives. One explanation for this is that, although the Intranet is

principally used to contact employees inside the firm, and the firms strategic

objectives are largely international by nature, it seems that the use of the Intranet
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influences the achievement of such objectives indirectly, for instance, by making the

firm more efficient by rapidly disseminating up to date information, improving the

flow of communication and reducing the duplication of information, which indirectly

help to pursue international activities.

There is a positive association between using the Web site as a promotional tool and

export sales. The positive association is no surprise, as the more the firm is

promoting itself and its range of products, the more likely it will receive unsolicited

orders or enquiries that will turn ultimately into future sales. There was a negative

correlation between using the Web site as a promotional tool and the achievement of

strategic objectives. However, arguably in normal circumstances the negative

correlation is unlikely to happen, where the firm promotes itself using traditional

means as well as in the cyberspace, hence, increasing the awareness of its products,

improving market share and responding to competitive pressure.

This study suggests that the higher the owner/managers perceptions of the external

Internet benefits for instance, the Internet helps UK based SMEs to penetrate

unfamiliar markets, develop relationship with customers, generate international

awareness of the business and useful feedback from their foreign customers, the

higher their perceptions of self-success, and their competitors' perceptions of their

export success as well. This result is largely anticipated because of the strong

positive correlation between both measures of export success.

In this study, UK based SMEs' 'interconnectivity' (i.e. number of employees using

the Internet as part of their job, number of PC's the firm has and number of PC's that

are directly connected to the Internet) is negatively associated to competitors'

perceptions of the firm's export success, where the higher the resources (human and

technological) committed to the Internet the lower the competitors' perceptions of

the firm's export success. This result implies that the firm's competitors might have

'technophobia' and perceive the Internet as complicated and sophisticated.

The current study establishes an inverse relationship between UK based SMEs use of

the Internet as an information source and their competitors' perceptions of their

export success. This result is quite puzzling and does not say much, instead it raises
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doubts as to why the firms' competitors would perceive them as less successful in

international markets when using the Internet to identify potential foreign customers,

potential business partners and foreign distributors.

The qualitative responses show that the Internet has helped finns to meet and recruit

potential distributors, and eventually it has speeded up this process. In addition the

Internet has helped exporters to discover the activities of other distributors operating

on the Internet.

The insignificant association between level of Internet commitment and export

profitability may be due to the fact that not all firms are successful in creating an

effective IT capability. Also, it may be due to the small number of manufacturers and

customers who actually use the Internet-e-commerce, suggesting that SMEs should

not only rely on this medium for profits.

8/10/3 The Relationship between Firm Characteristics and UK based SMEs
Export Performance

Although the influence of firm size and age on export performance have been

extensively analysed by a number of scholars (e.g. Cavusgil and Zou, 1994; Axinn et

al., 1996; Kundu and Katz, 2000; and Shrader et al., 2000) the results are ambiguous

and inconclusive.

Consistent with a growing number of exporting studies (e.g. Moon and Lee, 1989;

Louter et al., 1991; Bodur, 1994; Katsikeas et al., 1996, Moen, 1999; and Wolff and

Pett, 2000) this research did not establish any relationship between firm size and

export performance, implying that firm size does not make a difference with respect

to the firm export performance. Another explanation of this result proposed by

Bilkey (1978) and Cavusgil (1982, 1984) is that size acts as a substitute for greater

availability of resources, hence, affecting export activities indirectly because of the

relationship between size and management quality and resources availability.

Consistent with Bodur (1994), Nakos et al. (1998), Glancey (1998), Kundu and Katz

(2000) and Baldauf et al. (2000) there is an inverse relationship between firm age
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expressed as number of years in business and UK based SMEs export sales. This

implies that younger firms are more active in export markets and display a

significantly higher rate of sales. It also indicates that younger firms may frequently

face difficulties in saturated domestic markets and are forced to diversify overseas.

8/11 THE DETERMINANTS OF UK BASED SMEs LEVEL OF INTERNET
COMMITMENT

Another major contribution of the current research is examining the possible

association between owner/managers characteristics (e.g. personality traits, social

psychological characteristics and entrepreneurial orientation behaviour) and UK

based SMEs level of Internet commitment expressed as experience with the Internet

technology, Internet training, interconnectivity, Internet information, Internet

communication, perceived external and internal Internet benefits, Web effectiveness,

transactions on the Web and promotion on the Web. The empirical studies that

investigate the relationship between the owner/managers characteristics and SMEs

commitment to the Internet are quite scant, hence, to the author knowledge this is the

first time that a level of Internet commitment construct has been developed and

tested for validity and reliability.

There are a large number of personality traits that are used to describe the successful

entrepreneur in the entrepreneurship literature. Of particular interest to this study is

that need for achievement and locus of control have no significant association with

UK based SMEs Internet commitment, hence, providing further evidence that

personality traits do not predict behaviour (Gartner, 1988; and Shaver and Scott,

1991).

There is a negative association between the international orientation of the

owner/managers and UK based SMEs experience with the Internet technologies,

particularly corporate Web server and the Extranet, implying that those who were

born in the UK, travel to English speaking countries and live in non-English country

have more negative effect on Internet technologies as opposed to their counterparts
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with ethnic ties, who travel to non-English speaking countries and live in English

speaking countries. On the other hand, the owner/managers foreign work experience

was positively correlated to the use of Extranet and perceived internal Internet

benefits. This result highlights the importance of the experiential knowledge the

owner/manager gains as a result of his/her interaction with the foreign environment

and the positive influence such knowledge has on his/her perceptions with respect to

the adoption and use of the technology.

Another feature of the international orientation of the owner/manager posture is

his/her proficiency in foreign languages. The result obtained was quite confusing, for

instance, foreign language ability was negatively correlated to UK based SMEs

experience with email and perceived internal Internet benefits, however it was

positively associated with the firms Internet information and Web effectiveness. The

positive relationships could be interpreted in the following way. Speaking the

customers' languages may help to develop the relationship with the customers. Also,

having foreign languages other than English allows owner/managers to access

foreign Web sites looking for creative ideas to make their own sites more attractive

and appealing. The evidence is mostly language specific rather than a general fmding

across all languages. In that respect, the researcher conducted further analysis to

understand this result by recoding foreign language ability as a dummy variable

(English versus foreign languages). No significant association was found between

owner/managers proficiency in foreign languages and UK based SMEs level of

Internet commitment. This provides further support for the notion that the evidence is

mostly language specific rather than a general finding across all languages.

The study shows that the level of education of the owner/managers is positively

linked to UK based SMEs Internet communication, implying that educated

international owner/managers are better able to deal with foreign contacts and are

more receptive to new ideas like using the Internet as a communication tool.

The results also highlighted an inverse relationship between the age of

owner/managers and UK based SMEs' experience with various Internet technologies
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(i.e. email, WWW, corporate home page) and perceived external Internet benefits.

This result reflects the ambition and drive of younger owner/managers and their

positive perceptions towards risk associated with the use of technology. Meanwhile,

the result confirms Zeithami and Gilly (1983), Aaby and Slater (1989), and Lynn et

al. (2002) who argue that older managers are reluctant to take risks, are less willing

to innovate and to adopt the new technologies.

There is good empirical support for owner/managers perceptions of export growth

being a significant determinant of UK based SMEs Internet commitment. The results

highlight a positive association between perceived export growth and Internet

training, interconnectivity, Internet information, Internet communication, perceived

external Internet benefits and promotion on the Web. Evidently, maintaining positive

outlook towards growth in international markets as opposed to domestic markets

stimulates and motivates UK based SMEs to seek every possible route either

traditional or via cyberspace to facilitate and accelerate their international expansion.

There is a significant positive association between the owner/managers perceptions

of the complexity of exporting and transactions on the Web, implying that the more

the owner/managers perceive exporting as a complex experience, the more

transactions they will conduct over the Web to overcome some of the difficulties

associated with exporting finance and obtaining payment for sales made to foreign

buyers, also conducting transactions on the Web will ease conimunications and

documentation procedures. This result supports Hamill and Gregory (1997) work

which infers that "the Internet provides a low cost gateway to global markets for

SMEs exporters", thus opening up new markets as well as providing new

opportunities domestically and internationally (Lymer et al., 1997; Hamill, 1997; and

Pitis and Vlosky, 2000).

There was a negative association between the owner/managers perceptions of the

costs associated with exporting and perceived external Internet benefits, suggesting

that the more the owner/managers perceive the experience of going international

incurs more costs than serving the domestic market, the less likely they will perceive
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the positive external benefits associated with the use of the Internet (e.g. generating

international awareness of the business, generating useful feedback from the foreign

customers), given that most of these advantages are international by nature. Clearly,

UK based SMEs owner/managers perceptions towards exporting experience (i.e.

growth, complexity and costs) are influencing the firms' commitment to the Internet.

This study reports a positive correlation between the owner/managers work

responsibility and Internet training and Internet information. This result highlights

the importance of sales and marketing as the owner/managers work responsibility

where they should be taken into consideration while organising Internet training

courses, seminars and workshops in order to target the right staff.

The owner/managers EO behaviour (i.e. innovativeness and proactiveness) is

associated with the commitment to the Internet. The owner/managers innovative

behaviour was positively associated with Internet training, interconnectivity, Internet

information, perceived internal Internet benefits and Web effectiveness, while a

negative correlation was observed with the Intranet and transactions on the Web.

Also, the owner/managers proactive behaviour is positively associated with

perceived external Internet benefits, transactions on the Web and promotion on the

Web. This result is consistent with Lymer et al. (1998) who find that whoever is

responsible for the introduction of the Internet in UK SMEs exhibits entrepreneurial

characteristics- being proactive, challenging, innovative and also computer literate.

This result was anticipated as those who possess entrepreneurial characteristics are

more likely to exploit the Internet enabled opportunities and show a high level of

commitment to the innovation (i.e. the Internet) which entails an entrepreneurial act

in itself.

8/11/1 The Relationship between Firm Characteristics and UK based SMEs
Level of Internet Commitment

There is a positive correlation between firm size and Internet commitment,

particularly Internet training and interconnectivity, it is worth noting that these two

factors collectively represent the 'Internet resource commitment' factor. This result
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signifies that the larger the firm the more likely it will allocate more resources

(financial, human and technological) to the innovation. The result is consistent with

Venkatraman (2000, p.22) who argues that".... The dot-corn operations are a war for

talent, it is a war for three types of resources- human, tecimological, and financial",

and (Lal, 2002, p.1204) who asserts that it is the size of a firm that provides the

financial resources to acquire new technology and enables spending on innovative

activities.

An attempt to link firm age with Internet commitment reveals an inverse relationship,

particularly with respect to Internet information, perceived external Internet benefits

and experience with email, however a positive correlation was found between firm

age and experience with Internet telephony. It seems that younger finns are faster in

adopting and using the Internet than their counterparts, evidently, younger firms are

reaping the benefits of using the innovation at an early stage, particularly in

international markets. The positive correlation is understandable though, as Internet

telephony represents a slightly higher level of Internet technology that firms will

adopt and use as they grow larger and older in later stage of development.

8/12 INTERNATIONALISATION THEORIES AND UK BASED SMEs
EXPORTING FIRMS

The internationalisation theory assumes that, in general, firms begin to

internationalise via indirect export to markets which they are 'psychically close' in

order to reduce the risk associated with investment in foreign operations (Johanson

and Vahine, 1977; Lau, 1992; and Dalli, 1994).

This study provides some support for the internationalisation theory, where 51.7% of

the firms investigated are following the conventional models of internationalisation.

The responding firms seem to internationalise in incremental steps and start

exporting to the 'psychically close' country namely the USA. The USA is the first

country that the majority of the firms exported to. It is not surprising that the USA

and the UK have a great deal of similarity in terms of language, economic and

political systems, and as a result UK firms can relatively easily perceive and exploit
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opportunities in the US market. France and Germany, which are assumed to be

countries close to the UK in a geographical sense, both came in second and third

positions respectively. The USA as the most important export country has, needless

to say, a very large domestic market both in terms of population and disposable

income, offering a wealth of opportunities to entrepreneurs (Kalantaridis, 2000).

Some support for the 'born global' phenomenon has emerged with almost half the

firms starting to export during the first six years of founding. Given that the present

study is cross sectional in nature, this gives further support to Madsen and Servais

(1997) who argue that the 'born global' phenomenon is not restricted to any

particular industry, but is also visible in other manufacturing industries, as well as in

services and retailing, and to Knight et al. (2001) who find that the majority of

exporting firms in a traditional sector i.e. seafood sector demonstrate 'born global'

features. Taken together, this evidence contradicts the general trend of studies on

'born globals' which have focused on knowledge intensive and high-technology

firms (McDougall et al., 1994).

An attempt was made to explain UK based SMEs internationalisation behaviour

using the resource based view. The findings indicate that the following are the most

important resources for high Internet use firms. 1) using the Internet technologies, 2)

maintaining positive perceptions of internal and external Internet benefits, 3) having

high Internet training reflected in high investment to upgrade employees skills to

ensure that the firms staff are capable of fulfilling their job roles to a standard

exceeds the one achieved by competition, 4) an effective Web site, using the Web

cleverly as a promotional tool and having Web enabled e-commerce to maintain

current customers and attract potential ones by ensuring that the firm's Web site

matches their customers expectations, and 5) owner/managers international

orientation particularly their tacit knowledge gained from working, travelling, and

living abroad and the capability to leverage such knowledge in a way not matched by

competitors. UK high Internet use firms export involvement and success in export

markets are highly attributed to these resources and competences.
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In the same vein the results show that on top of the above mentioned resources

except for - Web enables e-commerce and Internet technologies - using the Internet

as a communication tool and as an information source, and devoting human and

technological resources to Internet matters (i.e. interconnectivity) are characteristics

associated with high EQ owner/managers, and to which the firms' export sales

growth are largely attributed.

Moreover, the results have shown that the resources and competencies of UK based

SMEs are significant antecedents of the firms' internationalisation behaviour. UK

based SMEs have successfully used the Internet as well as their owner/managers

proactive behaviour, perceptions towards costs, profits and growth associated with

exporting, level of education, work responsibility and work experience to achieve

above normal returns in international markets in terms of sales growth, profitability,

strategic objectives achieved, and success, Also, the owner/managers age, level of

education, international orientation, foreign language ability, work responsibility,

perceptions of exporting, innovative and proactive behaviour are critical

determinants of UK SMEs commitment to the Internet. Consistent with Penrose

(1959), Porter (1980) and Grant (1991), SMEs success in foreign markets is not due

to having better resources that is difficult to imitate, but it is the result of the firms'

unique capability and distinctive competence that involves deploying or tTansforming

their available resources, hence, give the firms a source of competitive advantage

over their opponents.

8/13 SUMMARY OF THE DISCUSSION

Sections 8/1 to 8/12 have discussed the conclusions which have emerged from the

present study, and have highlighted how they are consistent with, or opposed to,

those outlined in the pertinent literatures (i.e. entrepreneurship, the Internet and

exporting). The current research is one of the early empirical studies that investigate

the entrepreneurship phenomenon in international markets, and also measures

quantitatively the firms 'commitment to the Internet', and further examines the
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relationship of 'commitment to the Internet' with export performance of UK based

SMEs.

In general, high Internet use firms have exhibited a moderate level of commitment to

the innovation, their owner/managers had a high need for achievement, high

perceptions of export growth, a high level of education (possessing degree or

postgraduate degree) and they were internationally orientated and bilingual. Further,

high Internet use firms were significantly involved in export markets. Although the

percentage of new ventures was higher among high Internet use firms, the findings

related to 'born global' phenomenon was not significant.

High EO owner/managers exhibited a high level of innovativeness, moderate

proactivity and risk taking. They had a high need for achievement, high perceptions

of export growth and low perceptions of export complexity. No formal qualifications

significantly distinguished between high and low EO owner/managers, yet the

percentage was higher in low EO owner/managers, and they were internationally

orientated particularly with respect to travel abroad. Moreover, high EO

owner/managers exhibited a low to moderate level of Internet commitment. Finally,

the age of the firm and sales growth significantly distinguished between high and low

EO owner/managers. Also 'born global' phenomenon significantly differentiated

between high and low EO owner/managers.

The study also highlighted that the owner/managers perceptions towards export

growth, costs and profits, their proactive behaviour, work experience, and work

responsibility, as well as their level of education were significant determinants of

export performance. Critical antecedents of UK based SMEs export success

included: using the Internet as an information source, the firms' Web site as a

promotional tool, having higher perceptions of external Internet benefits, allocating

enough resources to the Internet (i.e. human and technological) and further using the

Internet technologies (i.e. email and Intranet).

The research suggested that the owner/managers EO behaviour namely (i.e.

innovativeness and proactiveness), international orientation, foreign language ability,

-314-



age, level of education, work responsibility and their perceptions of growth, costs,

and complexity associated with exporting were significant determinants of UK based

SMEs Internet commitment.

Finally, the present study provided some support to the internationalisation theory.

Almost half of the responding firms were following the conventional models of

internationalisation where they were exporting to a 'psychically close' country first,

while the other half of the firms were 'early international' where they started

exporting during the first six years of founding. Additionally, the result supported the

resource based view among UK based SMEs.

The implications of these conclusions for different parties including firms and policy

makers will subsequently be outlined (see section 8/15).

8/14 RESEARCH CONTRIBUTIONS

The originality of the present research stems from the fact that there is a dearth of

empirical evidence on the impact of entrepreneurship characteristics and the Internet

on the export performance of SMEs. Unlike the general trend in exporting studies

that concentrates on larger firms this research has focused on small and medium

sized (SMEs) exporting firms. The findings have shown that the determinants of

export performance of SMEs include a mixture of influential factors at both

owner/managers and firm levels. These antecedents reflect the current environment

where globalisation arid advances in information and communication technology

(ICT) provide opportunities for SMEs and give them hope to participate more

effectively in international markets.

To better consider the research contributions, the research findings in chapter seven

were used to develop a model of the antecedents of SMEs export performance (see

Figure 8.1). The model encapsulates the research key findings with respect to UK

based SMEs export performance. The export performance of SMEs is influenced by

a mix of significant factors at the owner/managers level and the level of the firm. The

export performance of SMEs is induced by such owner/managers characteristics as

perceptions towards export profits, growth and costs, work responsibility and
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experience, level of education and proactiveness, also by the level of Internet

commitment of the firm which includes email, Intranet, interconnectivity, perceived

external Internet benefits, promotion on the Web and Internet information.

Figure (8.1) Export Performance Antecedents

Level of Internet
commitment

* Email & Intranet.
* Interconnectivity.
* Perceived external Internet

benefits.
* Promotion on the Web.
* Internet information.

Social psychological
	

Export
	

Entrepreneurial
characteristics	 performance	 orientation behaviour

antecedents

* Proactiveness.* Perceived export profits.
* Perceived export growth.
* Perceived export costs.
* Work responsibility.
* Work experience.
* Level of education.

Source: The researcher.

This study has contributed to the exporting literature by examining multiple export

performance measures, both objective and subjective, in relation to several possible

antecedents. By doing so, the accuracy of the study has been enhanced as a result of

realising the strengths of each indicator, and minimising the impact of their

shortcomings, and by improving the explanatory power between independent and

dependent variables of performance (Evangelista, 1994). Also, using multiple export

performance measures has given more reliability to the study and has lessened the

measurement error (Churchill, 1987). Finally, using multiple measures has provided

a reasonable and better picture of export performance, since different measures of

export performance captured different aspects of the strategic and operational
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phenomena (Cooper and Kleinschmidt, 1985; and Dominguez and Sequeria, 1993).

The understanding and further improving of the comprehension of these relations are

significant. The insights can be used as starting points for the pursuit of activities to

realise higher export performance, something which is often considered the ultimate

criterion in both empirical and conceptual studies in entrepreneurship, exporting or

small business research.

This research has also contributed to the exporting and entrepreneurship literatures

by responding to the persistent call from previous researchers (Yeoh and Jeong,

1995; Ibeh, 1998; Lyon et al., 2000; Lumpkin and Dess, 2001; and Ibeh and Young,

2001) to explicitly consider the multiple dimensions underlying the entrepreneurial

orientation (EO) concept used in this study. Moreover, by investigating

entrepreneurship approaches in exporting markets, the current study has added to the

few empirical studies that focus on international entrepreneurship, and has shed some

light on this phenomenon.

The study has contributed to theory by adding to the few empirical studies based on

the Resource Based View (RBV). The results showed the richness of RBV

perspective as the basis for assessing the ability of SMEs to exploit the Internet as a

route through which they enhance their performance in cyberspace markets. Also,

this perspective has helped to explain how possession of superior managerial

characteristics can serve as fundamental advantages which improve SMEs

performance in international markets.

The study has contributed to methodology in four ways. First, using multiple

indicators of export performance which have been pre-tested and validated in

previous studies (i.e. Cavusgil and Zou, 1994), the findings show that relative to the

objective measures (i.e. sales growth, profitability), the subjective measures (i.e. the

self assessment approach that includes perceived self success and competitors'

perceptions of the firm's export success) have shown to be more effective and valid

indicators of performance, and by using them in conjunction with objective measures

they gave a comprehensive assessment of export performance (Venkatraman and

Ramanujan, 1987; Doyle and Hooley, 1992; and Douglas, 1996).
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Second, the study has used an interdisciplinary approach, by using pre-tested and

validated export performance constructs, integrating and exploring them in emerging

fields (namely, international entrepreneurship and Internet). Hence this helps

identifying new antecedents of export performance that reflect the new economy,

Internet and e-commerce, in which the firm operates, and further address persistent

calls for more interdisciplinary research among international business researchers.

Third, utilising multivariate statistical techniques (i.e. cluster analysis, stepwise

discriminant analysis and stepwise regression analysis) to allow the impact of a

limited number of explanatory factors to be considered jointly (Whesthead, 1995;

McDougall and Oviatt, 1997; and Westhead et al., 2001), hence, overcoming a

limitation repeatedly acknowledged in the majority of exporting studies that have

often only presented univariate cross-tabulations (Masurel, 2001, and Westhead et

al., 2001).

Finally, owing to the absence of a comprehensive construct that measures firms'

level of Internet commitment, this study has extracted a set of criteria from the

relevant literature and preliminary interviews with practitioners in order to develop a

detailed scheme that allows the assessment of this concept (i.e. firms' level of

Internet commitment). It is worth emphasising that this construct has a high level of

reliability and validity which is also supported by the relatively high explanatory

values for some of the explored relationships (see regression models, chapter 7).

8/15 RECOMMENDATIONS

Following the stream of exporting studies that call for sensitive export promotion

assistance programmes for small firms, that take into consideration their needs at

different stages of development, the current study pursues the same needs-based

approach adopted by previous researchers (e.g. Keng and Jivan, 1988; Bell, 1994;

and Ibeh, 1998). Unlike the Boston Consultant Group matrix (BCG), the two

controlling aspects in this research matrix are the firms' level of Internet use and the

owner/managers entrepreneurial orientation behaviour, four categories of UK based

SMEs exporting firms are established (see Figure 8.2).
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the firms' available resources will hinder these firms from making the best use of the

technology.

These firms have a variety of solutions to leverage their weakness that is emphasised

at the management level. For instance, they can hire employees who already have

some degree of entrepreneurial orientation. Also, given that entrepreneurial

orientation is a type of behaviour that may be acquired and further improved by

learning from experience, firms may organise access to development courses either

internally or externally. During these development courses managers can be exposed

to a variety of simulations which encourage them to deal with situations which are

risky and uncertain. Such courses may improve the skills of the owner/managers and

possibly increase self-confidence in taking risky decisions.

If compared with BCG matrix, firms in this category would match the problem child,

meaning that they would consume resources and generate little in return, however,

they have the potential to become stars if provided with the right assistance and

training programmes as highlighted earlier. The former should be perceived in view

of the government prospect to exporting as a way to accumulate foreign exchange

reserves, increase employment levels, improve productivity, and enhance societal

prosperity (e.g. Katsikeas et al., 2000).

8/15/2 Low Internet Use Firms / High EO Owner/Managers

Firms in this category are in an exact opposite situation to the one discussed earlier,

where the firms have excellent human resources reflected in high EO

owner/managers (i.e. innovative, proactive and risk taking), yet, faced with greater

levels of uncertainty andlor ignorance, SMEs find it quite difficult to embrace the

Internet effectively at a high level. The government has a role to play in order to

remove the barriers (e.g. lack of resources, information, and tecimophobia) that

impede SMEs from integrating the Internet in their business.

For instance, the government could organise seminars targeted at SME exporting

firms with a low level of Internet use. The aim is threefold: first, to introduce SMEs

to the new technology in order to overcome their 'technophobia', second, to help
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them exploit the potential benefits of the emerging technology (i.e. the Internet) and

third, to advise them on how to use the technology effectively in order to improve

their overall performance. Moreover, government agencies should encourage the

implementation of Internet-e-commerce by ensuring a reasonable telecommunication

infrastructure which provides easy access to the Internet. These actions may help to

remove some anxieties about Internet adoption and use.

Within the firm, owner/managers are encouraged to use their skills to better exploit

their firms' available resources. The target is to improve overall performance,

particularly in international markets to ensure firms survival in a highly globalised

marketplace.

Firms in this category correspond to products in the cash cow cell in BCG matrix. It

is assumed that the appropriate coordination and harmonisation between SMEs

entrepreneurially orientated owner/managers and the government effort manifested

in organising assistance programmes as highlighted earlier, will help the targeted

SMEs to generate more than it is invested in them. In other words, such assistance

progran-imes will help improve SMEs overall performance in export markets.

8/15/3 Low Internet Use Firms I Low EO Owner/Managers

Firms in this category have a deficiency at both the firm and management level. At

the firm level, the use of the Internet is not wide spread, which might be the result of

a lack of financial resources, as well as a serious shortage of trained, skilled and

experienced personnel capable of using the innovation effectively. In addition, at the

management level, these firms lack entrepreneurially orientated owner/managers

who are ready to develop the use of the Internet in their firms. In this sense, the

problem with this category of firms is twofold, on one hand, if SMEs can afford the

technology, they lack the trained personnel to use it, and on the other hand, if they

have the appropriate owner/managers, they will encounter financial problems which

will hamper their use of the Internet.

Where SMEs are facing financial problems, they should seek every possible option

to get the appropriate fund. In that respect, the UK government has launched the

-321 -



Small Business Service (SBS) in April 2000 that runs national services to help small

firms achieve their potential, such as the Small Firms Loan Guarantee Scheme, the

High Technology Fund, and Smart Grants for Technology Transfer.

For SMEs to overcome their lack of entrepreneurially orientated and technically

skilled owner/managers, the government could initiate computer-based training

programmes similar to ones run for US firms where the aim is to provide SMEs with

trained personnel at both technological and managerial level. At the technological

level, the exposure to the technology will reduce and eliminate the fear and

resistance to the use of the technology. At the managerial level, during these courses

SMEs owner/managers are able to take decisions about simulated business

opportunities, and they can also learn from, and share experiences with, other

owner/managers attending the programme. Based on the US models, these computer-

based training programmes should be flexible with respect to place, time, and speed

of the delivery. The courses could be taken in a variety of locations, and the

owner/managers can adjust the programme to suit their own pace of learning. Course

leaders are able to track the progress of the owner/managers and monitor the

completion of the course.

Firms in this category are similar to products in the dog cell in BCG matrix. These

products absorb cash from the firm instead of generating it, therefore it is better to

get rid of them. However, it is believed that following some of the aforesaid

recommendations will assist these firms, and help them realise their potential and

improve their overall performance.

8/15/4 High Internet Use Firms I High EO Owner/Managers

Firms in this category benefit from using the Internet on a large scale, as well as have

the appropriate management capabilities that are suitable to cope with such

technology. Firms in this particular cell evidently need less assistance from the

government with respect to training programmes, and getting funds, or loans to build

a technology infrastructure. These firms match the stars in BCG matrix, they tend to

generate high amounts of income, yet, they have to keep themselves up dated

particularly while working in such a rapidly changing technological environment.
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Nevertheless, the government should encourage these firms to share their

experiences and knowledge with finns in other cells (see Figure 8.2), by promoting

networking and partnership with them, and to hold responsible - as part of their

social responsibility - for helping them overcoming the abovementioned weaknesses.

Finally, the needs based approach adopted in this research suggests that viewing

either the firms' level of Internet use, or their owner/managers entrepreneurial

orientation behaviour as the exclusive force of SMEs export performance may be

dealing with only one side of the coin.

8/16 IMPLICATIONS

8/16/1 Managerial Implications for SMEs

It is suggested that SMEs compare their own profiles with the profile of successful

exporting firms, at both the firm and the management level, developed in this study

(see Figure 8.1). This might serve as a useful way to boost their firms' growth,

improve their financial performance, strengthen their competitive, edge and further

ensure their survival in a rapidly changing international business climate (Samiee and

Walters, 1990).

It is also suggested that SMEs, for recruitment purposes, should consider the two

validated successful owner/managers profiles exhibited in this study (i.e. related to

export performance and level of Internet commitment). It is worth noting though that

the entrepreneurial profile pertinent to Internet commitment will directly enhance the

firms' performance, as there is much in common between the two profiles. Hence, as

mentioned earlier, such profiles could be useful in determining the qualifications and

criteria for recruitment purposes, and for identify the characteristics of managers that

could be developed with the intention of improving export performance.

In this study UK based SMEs exporters are moderately committed to the Internet,

and are considered to be at an early stage in terms of the effective use of the

technology. For instance, they are missing out on the benefits of using the Extranet to

contact suppliers and distributors, resulting in a failure to see the possible changes of
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the use of the Extranet on the number of middlemen the firm needs and on the firm's

administrative procedures. In this respect, it is recommended that there should be a

collaborative effort between SMEs and the government in order to have a formalised

policy and infrastructure in place to facilitate the sharing of knowledge about the

Extranet and other Internet technologies among SMEs and their divisions.

However, a recent survey has shown that some 71% of UK government bodies

researched did not have an Extranet facility, interesting enough given that one of the

main thrusts of Prime Minister Blair's New Labour Government in the UK is an

emphasis on modernisation through the medium of Internet technology (Healy and

lies, 2002, p.1 20). To this end, government bodies should look at themselves first to

corroborate that they do prioritise basic Internet connectivity and infrastructure.

8/16/2 Implications for Policy Makers

It is recommended that policy makers and practitioners who want to improve small

and medium sized firms export performance should bear in mind that different firms

should be targeted with different export promotion assistance schemes and

international business education programmes. Both export promotion assistance

schemes and education programmes should not only correspond to their export

development stage, but also to their owner/managers entrepreneurial orientation, and

further to their level of Internet use, as exporters must learn and train how to operate

internationally via the Internet.

It is worth emphasising that the UK government is currently using the Internet

particularly to support small firms to go international via the Web sites

www.tradeuk.com and www.british-exports.com , both of which have a

comprehensive database of British exporters which provide key information (e.g.

telephone number, address, SIC code). To further ease and encourage more firms to

go international, the government could imitate El-Salvador's electronic export

system that enables exporters to obtain electronically via the Internet all the required

documents and the corresponding authorisation at any time (Anonymous,

[International Trade Forum], 2001). To this end, the government will be helping to
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overcome the negative perceptions towards the costs of exporting evident in this

study.

In the same way, the government could use the media and technology (i.e. launching

Web sites) to create awareness of information and communication technology (ICT)

among SMEs, and to overcome their lack of knowledge of Internet technologies. The

government could also publicise and build awareness of how Internet-e-commerce

enabled SMEs internationalisation, thereby opening up more opportunities to those

already engaged in international markets, meanwhile motivate and possibly stimulate

other SMEs to go international. It is suggested that the government could organise

training programmes in all areas of ICT in order to fulfil the SMEs need for

personnel with the requisite skills and experience for e-matters.

The government could also develop the SMEs level of Internet use by establishing

telecommunications development funds to finance projects to improve and facilitate

their access to information and communication technology. There is an opportunity

for local business networks of mentors/experts, peers and business associations to

lobby the relevant authorities and providers to expand the IT network.

The government can encourage SMEs to seek the appropriate governmental

assistance that conesponds to the level of technology in their firm, hence,

encouraging them to be more Internet-technology orientated. Finally, it could be

useful to monitor and evaluate the implementation of information and

communication technology programmes in SMEs.

8/17 RESEARCH LIMITATIONS

The empirical findings and implications drawn from this study must be interpreted in

the light of a number of limitations.

Firstly, the context in which the present study was conducted is quite limited. The

research is restricted to UK based small and medium sized manufacturing exporters

firms. Given that SME manufacturing exporters may operate differently relative to

service firms, larger firms, and exporting firms operating in other countries (e.g.

Carson, 1990; and Carson and Cromie, 1990), it is recommended that the specific
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features of the research background should be taken into consideration when

interpreting and generalising these results to other exporting milieu.

Secondly, this study is exploratory in nature, and cross sectional as it investigates

four different industries namely, (i.e. biotechnology and instrumentation, computers

and office machineries, textiles, clothing and fur, and food and beverages). This

limitation restricts the generalisability of the research findings to other populations

(e.g. industries) in the UK or elsewhere.

Thirdly, it is worth noting that the research findings correspond only to the level of

UK based SMEs Internet commitment in export markets at the time of this study,

therefore, the current research results should be regarded as an indicative and not

conclusive.

8/18 DIRECTIONS FOR FUTURE RESEARCH

Future research should be designed to overcome some of the limitations of this study.

First, although costly, difficult and time-consuming, applying longitudinal

approaches in future empirical studies are more likely to provide additional insights

into the dynamic aspects of the Internet enabled international entrepreneurship and

firms' export performance than cross-sectional studies.

Second, future research efforts should extend the scope of this study by including

important contextual variables such as, the external environment (e.g. politics,

competition), and/or strategy to the research framework, which may help explain

some of the insignificant findings in this study. One direction for future research is to

investigate the barriers that hinder firms' commitment to the Internet (e.g.

relationship with distributors, type of product, and lack of human, financial and

technological resources), also exploring security of personal information and

information overload, where the number of Web sites and the volume of information

on the Internet are growing exponentially.
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Third, further testing in other environments of the reliability and validity of firms'

level of Internet commitment construct is required. The processes by which the

Internet improves SMEs export performance needs to be explored further and

additional Internet related variables which influence firm performance need to be

identified.

Fourth, future empirical enquiries would benefit if replications of this study can be

carried out in other exporting contexts that use different levels of analysis (e.g.

individual product-market venture, industry sector, country, technology intensity)

bearing in mind that this study used both the firm-level and the owner/managers level

to measure its major constructs. Furthermore, the nature of IT and the Internet

domain is subject to extremely rapid technological change, in addition to the growing

trend among businesses to adopt the Internet infrastructure more widely and

intensively, particularly in international markets, provide further support for the

replication of the present study.

Fifth, future research should focus on firms outside the manufacturing sector, and

across other sizes of firms in order to determine whether the conclusions reached in

this study are applicable in the context of other areas of UK business community. For

instance, future research should include coverage of SMEs operating in service

sectors. Services deserve to be studied separately as they are the fastest growing area

of UK economy, and the use of the Web in the internationalisation of services in

general, as well as the intensive use of information by knowledge-based industries

suggesting that the Internet and e-commerce will enhance the growth of service

exports by enabling SMEs to participate further in international trade (Dunt and

Harper, 2002).

Sixth, the present study relies on a single informant who had knowledge of the firms

export activities and their level of Internet commitment. However, the use of

multiple respondents from each firm is preferable and would provide more credible

data. Multiple respondents could be chosen from several departments (e.g.

marketing, finance) and from various management levels, so that the analysis could
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be extended to see how employees in separate departments and at various

management levels differ with respect to the major variables in this study.

Finally, despite using multivariate analysis to test this study's propositions, perhaps

future studies could use different statistical techniques (e.g. path analysis, structural

equation modelling - SEM) that can provide better insights and understanding of the

relationships among the core factors in the study (e.g. entrepreneurs characteristics,

Internet commitment and export performance). Also, future studies should consider

utilising multiple methodologies (i.e. quantitative and qualitative) to help identif' the

key factors behind firms' commitment to the Internet. The aim behind using different

statistical techniques andlor plural methodologies is to validate and further

strengthen the existing research findings.

It is the researcher's hope that the findings, recommendations and suggestions for

future research in this thesis have contributed meaningfully to the understanding of

UK based exporting SMEs who use the Internet technologies and will stimulate

further research in the area.

- 328 -



REFERENCES

Aaby, N. and Slater, S. (1989), "Managerial Influences on Export Performance: A
Review of the Empirical Literature 1978-1988", International Marketing Review,
6(4), pp. 7-26.

Abraham, S. (2001), "The Internet Enables Potential Small Entrepreneurs to
Efficiently Seek Business Opportunities with low Entry Barriers and Potentially
Large Markets", available online at:
http://www.sbaer.uca.edu/Research1200l/ASBE/125asbe01 .htm

Acs, Z. Morck, R. and Yeung, B. (2001), "Entrepreneurship, Globalisation, and
Public Policy", Journal of International Management, 7(3), pp.235-251.

Adam, S. Mulye, R. Deans, K. and Palihawadana, D. (2002), "E-Marketing in
Perspective: A Three Country Comparison of Business Use of the Internet",
Marketing Intelligence and Planning, 20(4), pp.243-251.

Adelaar, T. (2000), "Electronic Commerce and the Implications for Market
Structure: The Example of the Art and Antiques Trade", Journal of Computer
Mediated Communication, 5(3), online at:
http://www.ascusc.org/jcmc/vol5/issue3/ade1aar.htm

Afza, M. (2001), "Evolution of Entrepreneurship and an Evaluation of
Entrepreneurial Performance: The Experience of Bangladesh", in the Proceedings of
Second Annual USASBE/SBIDA Joint National Conference, An Entrepreneurial
Odyssey. Orlando, Florida, Feb.7-1 1.

Ahmed, A. (1977), "Channel control in international markets", European Journal of
Marketing, 11(3), pp. 327-34.

Ahmed, S. (1985), "nAch, Risk-taking Propensity, Locus of Control and
Entrepreneurship", Personality and Individual Differences, 6(6), pp.781-782.

Ainscough, T. and Luckett, M. (1996), "The Internet for the Rest of us: Marketing on
the World Wide Web", Journal of Consumer Marketing, 13(2), pp.36-47.

Alba, J., Lynch, J., Weitz, B., and Janiszewski, J. (1997), "Internet Home Shopping:
Consumer, Retailer and Manufacturer Incentives to Participate in Electronic
Marketplaces", Journal of Marketing, 61(3), pp.38-53.

Albaum, G. Stran;dskov, J. Duerr, E. and Dowd, L. (1994), International Marketing
and Export Management, Reading, Mass: Addison-Wesley.

Aldrich, H. (1979), Organisations and Environments, Englewood Cliffs, NJ: Prentice
Hall.

-329-



Aldrich, H. and Zimmer, C. (1986), Entreprneurship through Social Networks. In
D.Sexton and R.Smilor (eds), The Art and Science of Entrepreneurship. Cambridge,
MA: Ballinger Publishing, pp.3-23.

Aireck, P. and Settle, R. (1 985),Tthe Survey Research Handbook. Richard D. Irwin,
Inc. Homewood, Illinios.

Alvesson, M. and Deetz, S., (2000), 'Doing Critical Management Research', SAGE
Publications Ltd.

American Marketing Association, (1961), "Report of Definitions Committee of the
American Marketing Association", AMA, Chicago.

Amine, L. and Cavusgil, T. (1986), "Demand Estimation in a Developing Country
Environment: Difficulties, Techniques and Examples", Journal of the Market
Research Society, 28(1), pp.43-65.

Anderson, C. (1977), "Locus of Control, Coping Behaviours and performance in a
Stress Setting: A Longitudinal Study", Journal of Applied Psychology, Vol.62,
pp.446-451.

Anderson, C. and Zeithami, C. (1984), "Stage of Product Life Cycle, Business
Strategy and Business Performance", Academy of Management Journal, Vol.27,
pp.5-24.

Anderson, 0. (1993), "On the Internationalisation Process of Firms: A Critical
Analysis", Journal of International Business Studies, 24(2), pp.209-231.

Anonymous, (1997), "Effective Marketing on the Web", Marketing News, March
31St

Anonymous, (1998), Internst Faster Out of the Blocks", Works Management, 5 1(2),
p.7.

Anonymous, (2000), "Nearly Half of SMEs Beleive that the Internet and IT has had
no Impact on them", Management Services, 44(10), p.6.

Anonymous, (2000), "EU! Country Briefing", Business Europe, 40(4), pp.9-li

Anonymous, (2001), "ITC Spells Out Its E-Trade Strategy", International Trade
Forum, No.1, pp.24-25.

Antoncic, B. and Hisrich, R. (2001), "Intrapreneurship: Construct Refinement and
Cross-Cultural Validation", Journal of Business Venturing, 16(5), pp.495 -527.

Applegate, L. Holsapple, C. Kalakota, R. Radermacher, F. and Whinston, A. (1996),
"Electronic Commerce: Building Blocks of New Business Opportunity", Journal of
Organisation, Computer and Electronic Commerce, 6(1), pp.1-10.

-330-



Armstrong, S. and Overton, T. (1977), "Estimating Non-response Bias in Mail
Surveys", Journal of Marketing Research, 14(3), pp.396-402.

Atuahene-Gima, K. (1995), "The Influence of New Product Factors on Export
Propensity and Performance: An Empirical Analysis", Journal of International
Marketing, 3(2), ppl 1-28.

Auger, P. and Gallaugher, J. (1997), "Factors Affecting the Adoption of an Internet
Based Sales Presence for Small Businesses", The Information Society,13(1), pp.55-
74.

Autio, E. Sapienza, H. and Almeida, J. (2000), "Effects of Ag at Entry, Knowledge
Intensity and Imitability on International Growth", Academy of Management
Journal, 43(5), pp.909-924.

Avionitis, G. and Karayanni, D. (2000), "The Impact of Internet Use on Business to
Business Marketing: Examples from American and European Companies", Industrial
Marketing Management, 29, pp.44 1-459.

Axeisson, B. and Easton, G. (1992), "Industrial Networks: A New View of Reality,
Routledge, London.

Axinn, C. (1988), "Export Performance: Do Managerial Perceptions Make A
Difference?", International Marketing Review, 5 Summer, pp.61-71.

Axinn, C. Savitt,R. Sinkula,J. and Thach,S. (1994), "Export Intention, Beliefs, and
Behaviours in Smaller Industrial Firms", Journal of Business Research, Vol.32, pp.
49-55.

Axinn, C. (1994), "Introduction: International Perspectives on Export Marketing",
Advances in International Marketing, Vol.6.XI: XVI.

Axinn, C., Noordewier, T. and Sinkula, J. (1996), "Export Strategies and Export
Performance: An Empirical Investigation of a Product! Markets Typology",
Advances in International Marketing, Vol.8, pp. 27-58.

Axinn, C. and Matthyssens, P. (2001), "View Point: Limits of Internationalisation
Theories in an Unlimited World", International Marketing Review, 19(5), pp.436-
449.

Ayal, I. and Hirsch, S. (1982), "Marketing Factors in Small Country Manufactured
Exports: Are Market Share and Market Growth Rate Really Important?", Journal of
International Business Studies, Vol.13, Fall, pp.73-85.

Ayal, I. and Raban, J. (1987), "Export Management Structure and Successful High
Technology Innovation, in Rosson,P and Reid,S. edition, Managing Export Entry and
Expansion: Concepts and Practice, New York: Prager Publishers, pp.358-372.

-331-



Baker, R. (1997), Extranets: The Complete Sourcebook, McGraw Hill.

Baker, W. Marn, M. and Zawada, C. (2001), "Price Smarter on the Net", Harvard
Business Review, 79(2), pp.122-127.

Bakos, JY. (1991), "A Strategic Analysis of Electronic Marketplaces", MIS
Quarterly, 15(3), pp.295-3 10.

Baldauf, A. Cravens, D. and Wagner, U. (2000), "Examining Determinants of Export
Performance in Small Open Economies", Journal of World Business, 35(1), pp.61-
79.

Bamberger, I. (1982), "Value Systems, Strategies and the Performance of Small and
Medium Sized Firms", European Small Business Journal, 1(4), pp.25-39.

Barling, B. and Stark, H. (1998), "Business to Business Electronic Commerce:
Opening the Market. Online at: http://www.ovum.com!

Barney, J. (1991), "Firm Resources and Sustained Competitive Advantage", Journal
of Management, Vol.(17), pp.99-120.

Barney, J. (2001), "Is the Resource-Based View a Useful Perspective for Strategic
Management Research? Yes", Academy of Management Review, 26(1), 41-56.

Baron, J. Shaw, M. and Balley, A. (2000), "Web-Based E-Catalog Systems in B2B
Procurement", Communications of the ACM, 43(5), pp.93 -100.

Barrett, N. and Wilkinson, J. (1986), "Internationalisation Behaviour: Management
Characteristics of Australian Manufacturing Firms by Level of International
Development", in Research in International Marketing, Peter W. Turnbull and
Stanley J. Paliwoda, eds. London: Groom Helm, pp.213-33.

Barrett, H. et a!., (2000), "Marketing Mix Factors As Moderators of the Corporate
Entrepreneurship-Business Performance Relationship-A Multistage, Multivariate
Analysis", Journal of Marketing Theory and Practice, 8(2), pp.50-61.

Basu, A. and Goswami, A. (1999), "South Asian Entrepreneurship in Great Britain:
Factors Influencing Growth", International Journal of Entrepreneurial Behaviour &
Research, 5(5), pp.251-275.

Batstone, S. and Pheby, J. (1996), "Entrepreneurship and Decision Making: The
Contribution of G.L.S. Shackle", International Journal of Entrepreneurial Behaviour
& Research, 2(2), pp.34-51.

Bauer, H. Grether, M. and Leach, M. (2002), "Building Customer Relations Over the
Internet", Industrial Marketing Management, 3 1(2), pp.155-163.

-332-



Beamish, P. (1990), The Internationalisation Process for Small Ontario Firms: A
Research Agenda", in Rugman,A. Editions, Research in Global Strategic
Management, International Business Research for the Twenty First Centmy:
Canada's New Research Agenda, Greenwich: JAI Press Inc., pp.77-92.

Beamish, P., Craig, R. and Mcllelan, K., (1993), "The Performance Characteristics of
Canadian versus UK. Exporters in Small and Medium Sized Firms", Management
International Review, 23(2), pp.121-137.

Beamish, P. Karavis, L. Goerzen, A. and Lane, C. (1999), "The Relationship
Between Organizational Structure and Export Performance", Management
International Review, 39(1), pp.37-54.

Becherer, C. and Maurer, J. (1997), "The Moderating Effect on Environmental
Variables on the Entrepreneurial and Marketing Orientation of Entrepreneur-Led
Firms", Entrepreneurship Theory and Practice, 22(1), pp.47-58.

Begley, T. and Boyd, D. (1987), "Psychological Characteristics Associated With
Performance in Entrepreneurial Firms and Smaller Businesses", Journal of Business
Venturing, Vol.2, pp.79-93.

Bell, J. (1994), "The Role of Government in Small-Firm Internationalisation: A
comparative Study of Export Promotion in Finland, Ireland and Norway, With
Specific Reference to The Computer Software Industry", unpublished Ph.D. Thesis,
Department of Marketing, University of Strathclyde, Glasgow, Scotland.

Bell, J. (1995), "The Internationalisation of Small Computer Software Firms. A
Further Challenge to (Stage Theories)", European Journal of Marketing, 29(8),
pp.60-75.

Bell, J. Crick,D. and Young,S. (1998a), "A Holistic Perspective on Small Firm
Growth and Internationalisation" in 25th Annual Conference- Academy of
International Business, Vol.1, ed.: C.C.J.M. Millar, C.J. Choi. London: City
University Business School, 3-4 April, 1998, pp.9-29.

Bell, J. Crick, D. and Young, S. (1998b), "The Resource Based Perspective and
Small Firm Internationalisation: An Exploratory Approach", University of
Strathclyde: Strathclyde International Business Unit Working Paper 98/5.

Bell, J. McNaughton, R. and Young, S. (2001), "Born-Again Global Firms: An
Extension to the Born Global Phenomenon", Journal of International Management,
7(3), pp.173-189.

Benjamin, R. and Wigand, R. (1995), "Electronic Markets and Virtual Value Chains
on the Information Superhighway", Sloan Management Review, Winter, pp.62-72.

-333-



Bennett, R. (1997), "Export Marketing and the Internet: Experiences of Web Site
Use and Perceptions of Export Barriers among UK Businesses", International
Marketing Review, 14 (5), pp.324-344.

Bennett, R. (1998), "Using the World Wide Web for International Marketing:
Internet Use and Perceptions of Export Barriers among German and British
Businesses", Journal of Marketing Communications, Vol.4, pp.27-43.

Benners, L. (2001), "Frequently Asked Questions, FQA", online at:
http ://www.w3 .org/People/Benners-Lee/FOA.html

Berkerer, R. and Maurer, J. (1997), "The Moderating Effect of Environmental
Variables on the Entrepreneurial and Marketing Orientation of Entrepreneur-Led
Firms", Entrepreneurship Theory and Practice, 22, pp.47-58.

Berthon, P. et al. (1996), "The World Wide Web as an Advertising Medium:
Towards an Understanding of Conversion Efficiency", Journal of Advertising
Research, 36(1), pp.43-54.

Bhaskaran, S. (1999), "Marketing Orientation and Export Performance Review of the
Performance of Australian Dairy Exporters Targeting Malaysia", Journal of
International Marketing and Marketing Research, 24(2), pp.103-1 11.

Bharadwaj, A. (2000), "A Resource-Based Perspective on Information Technology
Capability and Firm Performance: An Empirical Investigation", MIS Quarterly,
24(1), pp.169-196.

Bijomlt, H. and Zwart, 5. (1994), "The Impact of Internal Factors on the Export
Success of Dutch Small and Medium Sized Firms", Journal of Small Business
Management, 32(2): 69-82.

Bilkey, W. and Tesar, G. (1977), "The Export Behavior of Smaller Wisconsin
Manufacturing Firms", Journal of International Business Studies, 8(1), pp.93-98.

Bilkey, W. (1978), "An Attempted Integration of the Literature on the Export
Behaviour of Firms", Journal of International Business Studies, Vol.9,
Spring/Summer, pp.33-46.

Bilkey, W. (1982), "Variables Associated With Export Profitability", Journal of
International Studies, Vol.13 Fall, pp.39-55.

Birley, S. and Westhead, P. (1990), "Growth and Performance Contrasts Between
Types of Small Firms", Strategic Management Journal, 11, pp.535-557.

Blaikie, NWH. (1991), "A Critique of the Use of Triangulation in Social Research",
Quality and Quantity, Vol.25, pp.115-136.

-334-



Blankenburg, P. (1992), "A Network Approach to Foreign Market Entry", Moller,
K. and Wilson, T. (EDS.) Relationships and Networks: Theory and Application.
PWS Kent Wadsworth, INC., Belmont CA.

Bloodgood, J. Sapienza, H. and Almeida, J. (1996), "The Internationalization of New
High Potential U.S. Ventures: Antecedents and Outcomes", Entrepreneurship Theory
and Practice, 20(4), pp.61-76.

Bodur, M. (1994), "Foreign Market Indicators, Structural Resources and Marketing
Strategies as Determinants of Export Performance", Advances in International
Marketing, Vol.6, pp.183-205.

Bonaccorsi, A. (1992), "On the Relationship between Firm Size and Export
Intensity", Journal of International Business Studies, Vol.23, No.4, pp.605-635.

Boone, C. and DeBrabander, B, (1993), Generalised vs. Specific Locus of Control
Expectancies of Chief Executive Officers', Strategic Management Journal. 14(8):
6 19-625.

Bourgeois, L. (1980), "Strategy and Environment: A Conceptual Integration",
Academy of Management Review, Vol.5, pp.25-39.

Brazeal, D. and Herbert, T. (1999), "The Genesis of Entrepreneurship",
Entrepreneurship Theory and Practice, 23(3), pp.29-45.

Brock, J. (2000), "Virtual Globals - Marketspace and the Internationalisation of
Small Technology Based Firms", Unpublished Ph.D., Department of Marketing,
University of Strathclyde, Glasgow, Scotland.

Brockhaus, R. (1980), "Risk Taking Propensity of Entrepreneurs", Academy of
Management Journal, 23-pp.5O9-52O.

Brockhaus, R. (1982), The Psychology of the Entrepreneur, In C.Kent; D.Sexton and
K.Vesper (Eds). Encyclopedia of Entreprneurship. Prentice Hall, Englewood Cliffs,
NJ. 39-57.

Brown, S. (1996), "Art or Science? Fifty Years of Marketing Debate", Journal of
Marketing Management, 12(4), pp.243-268.

Brynjolfsson, E. Malone, T. Gurbaxani, V. and Kambil, A. (1994), "Does
Information Technology Lead to Smaller Firms?", Management Science, 40(12),
pp.1628-i644.

Bryson, J. (1996), "Small Business Service Firms and the 1990s Recession in the
United Kingdom, Local Economy, 11(3), pp.221-236.

-335-



Buckley, P. et al. (1992), "Internationalisation of Service Firms: A Comparison with
the Manufacturing Sector", Scandinavian International Business Review, 1(1),
pp.39-56.

Buckley, P. (1997), "International Technology Transfer by Small and Medium Sized
Enterprises", Small Business Economics, 9, pp.67-78.

Budner, S. (1962), "Intolerance of Ambiguity as a Personality Variable", Journal of
Personality, Vol.30, pp.29-50.

Burpitt, W. and Rondinefli, D. (2000), "Small Firms' Motivations for Exporting: To
Earn and Learn?", Journal of Small Business Management, 38(5) 'pp.1-14.

Burstein, D and Kline, D. (1995), "Road Warriors: Dreams and Nightmares along the
Information Highway", Harmondsworth (Eng.): Penguin.

Burt, R. (1992), Structural Holes, Harvard University Press, Cambridge, MA.

Burton, F. and Schlegelmilch, B. (1987), "Profile Analyses of Non-Exporters versus
Exporters Grouped by Export Involvement", Management International Review,

27(1), pp.38-49.

Busenitz, L. and Barney, J. (1997), "Differences Between Entrepreneurs and
Managers in Large Organizations: Biases and Heuristics in Strategic Decision-
Making", Journal of Business Venturing, 12(1), pp.9-30.

Buzzell, R. and Gale, B., (1987),The PIMS Principles: Linking Strategy to
Performance, Collier Macimillan Canada, Inc.

Bygrave, W. and Hofer, C. (1991), "Theorizing about Entrepreneurship",
Entrepreneurship Theory and Practice, 16(2), pp.13-22.

Calof, J.I. (1994), "The Relationship Between Firm Size and Export Behaviour
Revisited", Journal of International Business Studies, 25, pp.367-386.

Calof, J. and Viviers, W. (1995), "Internationalisation Behaviour of Small and
Medium Sized South African Enterprises", Journal of Small Business Management,
33(4), pp.71-79.

Cannon, T. and Willis, M. (1981), "The Smaller Firm in International Trade",
European Small Business Journal, 1(3), pp.45-55.

Carland, J.W. Hoy, F. Boulton, W and Carland, J.A. (1984), "Differentiating
Entrepreneurs from Small Business Owners: A Conceptualisation", Academy of
Management Review, 9(2), pp.354-359.

Carland, J. Hoy,F. and Carland, J.A. (1988), "Who Is an Entrepreneur? Is a Question
Worth Asking", American Journal of Small Business, 12(4), pp.33-39.

- 336 -



Carland, J.W. III,Carland, J.W. Carland, J.A. and Pearce, J.W. (1995), "Risk Taking
Propensity among Entrepreneurs, Small Business Owners, and Managers", Journal of
Business and Entrepreneurship, 7(1), pp.15-23.

Carrier, C. (1996), "Intrapreneurship in Small Businesses: An Exploratory Study",
Entrepreneurship Theory and Practice, 2 1(1), pp.5-20.

Carroll, C. "Web Based Marketing Communications: A Content Analysis of the top
500 fish Companies Corporate Websites", in the Proceedings of the 31st European
Marketing Academy Conference (EMAC), New Technologies and E-Marketing
Track', University of Minho, Braga, Portugal, (2002).

Carson, D. (1990), "Some Exploratory Models for Assessing Small Firms'
Marketing Performance", European Journal of Marketing, 24(11), pp.8-43.

Carson, D. and Cromie, S. (1990), "Marketing Planning in Small Enterprises: A
Model and some Empirical Evidence", Journal of Consumer Marketing, 7(3), pp.5-
18.

Carson, D. Cromie, S. McGowan, P. and Hill, J. (1995), Marketing and
Entrepreneurship in SMEs: An Innovative Approach, Prenctice Hall Europe, A
Division of Simon & Schuster International Group.

Caruana, A. Morris, M. and Vella, A. (1998), "The Effect of Centralisation and
Formalisation on Entrepreneurship in Export Firms", Journal of Small Business
Management, 36(1), pp.16-29.

Cavusgil, T. and Nevin, J. (1981), "Internal Determinants of Export Marketing
Behaviour: An Empirical Investigation", Journal of Marketing Research, Vol.XVIII,
February, pp.114-119.

Cavusgil, T. (1982), "Some Observations on the Relevance of Critical Variables for
Internationalisation Stages", in Export Management: An International Context,
Michael R. Czinkota and George Tesar, eds. New York: Preager Publishers, pp.276-
85.

Cavusgil, T. and Kaynak, E. (1982), "Success Factors in Export Marketing: An
Empirical Analysis", in Walker, B.J. et a!. (Eds), An Assessment of Marketing
Thought and Practice, American Marketing Association, Chicago, pp.309-3 12.

Cavusgil, T. (1983), "Success Factors in Export Marketing: An Empirical Analysis",
Journal of International Marketing and Marketing Research, 8(2), pp.63-73.

Cavusgil, T. (1984a), "Organizational Characteristics Associated with Export
Activity", Journal of Management Studies, 2 1(1), pp.3-22.

Cavusgil, T. (1984b), "Differences among Exporting Firms Based on their Degree of
Internationalisation", Journal of Business Research, Vol.12, pp.195-208.

- 337 -



Cavusgil, T. (1986), "Success Factors in Export Marketing: An Empirical Analysis",
Journal of International Marketing and Marketing Research, Vol.8, pp.63-73.

Cavusgil, T. and Naor, J. (1987), "Firm and Management characteristics as
discriminators of export marketing activity", Journal of Business Research, Vol.15,
pp.221-235.

Cavusgil, T. (1988), "Unravelling the Mystique of Export Pricing", Business
Horizons, 3 1(3), pp.54-63.

Cavusgil, T., Zou, S., and Naidu, G. (1993), "Product and promotion adaptation in
export ventures: an empirical investigation", Journal of International Business
Studies, 24(3), pp.479-506.

Cavusgil, T. and Kirpalani, V. (1993), "Introducing Products into Export Markets:
Success Factors", Journal of Business Research, 27(1), pp.1-15.

Cavusgil, T. and Zou, 5. (1994), "Marketing Strategy- Performance Relationship: An
Investigation of the Empirical Link in Export Market Ventures", Journal of
Marketing, Vol.58, pp.1-21.

Cavusgil, T. (1994), "A Quiet Revolution in Australian Exporters", Marketing News,
28(11), p.18

Cateora, P. (1983), International Marketing 5th edition, Homewood, Ill. Irwin.

Cateora, P. and Graham, J. (1999), International Marketing, 10th edition,
Irwin/McGraw-Hill.

Chaffey, D. Mayer, R. Jolmston, K. and Ellis-Chadwick, F. (2000), Internet
Marketing, Pearson Education Limited.

Chakravarthy, B. (1986), "Measuring Strategic Performance", Strategic Management
Journal, 6, pp.437-458.

Chan, T. (1992), "Emerging Trends in Export Channel Strategy: An Investigation of
Hong Kong and Singaporean Firms", European Journal of Marketing, 26(3), pp.1 8-
26.

Chang, M. and Cheung, W. (2001), "Determinants of the Intention to Use
Internet/WWW at Work: A Confirmatory Study", Information and Management,

39(1), pp.1-14.

Chaston, I, Badger, B, Mangles, T. and Sadler-Smith, E. (2001), "The Internet and E-
Commerce: An Opportunity to Examine Organisational Learning in Progress in
Small Manufacturing Firms?", International Small Business Journal, 19(2), pp.13-30.

-338-



Chaston, I. and Mangles, T. (2002), "B-Commerce in Small UK Manufacturing
Firms: A Pilot Study on Internal Competencies", Journal of Marketing Management,
Vol.18, pp.341-360.

Chen, J. Zhang, R. and Nerur, S. (1998), "Intranet and Extranet: Implications for
Corporate Information Management", available online at:
http://www.sbaer.uca.edu/Researchll998/SR1BR/98sri2  88 .txt

Chetty, S. and Hamilton, R. (1993), "Firm Level Determinants of Export
Performance: A Meta Analysis", International Marketing Review, 10(3), pp.26-34.

Cheung, W., Chang, M. and Lai, V. (2000), "Prediction of Internet and World Wide
Web Usage at Work: A Test of an Extended Triandis Model", Decision Support
Systems, 30(1), pp.83-100

Child, J. and Faulkner, D. (1998), Strategies of Cooperation: Managing Alliances,
Networks and Joint Ventures, Oxford University Press, Oxford.

Christensen, C. Da Rocha, A. and Gertner, R. (1987), "An Empirical Investigation of
the Factors Influencing Success of Brazilian Firms", Journal of International
Business Studies, 18(3), pp.61-77.

Chulikavit, K. and Rose, J. "E-Commerce and the Internationalisation of SMEs", in
the Proceedings of the conference on: International Entrepreneurship: Researching
New Frontiers, (2000), Vol.1, September 23-25, Montreal, Canada.

Churchill, G. (1987), Marketing Research, Methodological Foundations, 4th edition,
the Dryden Press.

Cicic, M. Patterson, P. and Shoham, A. (2002), "Antecedents of International
Performance: A Service Firms' Perspective", European Journal of Marketing,
36(9/10), p.1103-1118.

Coase, R. (1937), "The Nature of the Firm", Economica, Part.4, pp.386-405.

Collin, S. (1997), Doing Business on the Internet, Kogan Page Limited.

Collins, 0. and Moore, D. (1970), The Organisational Makers, New York, NY:
Appleton Century-Crofis.

Collis, D. (1991), "A Resource-Based Analysis of Global Competition: The Case of
the Bearings Industry", Strategic Management Journal, 12(special issue), pp.49-68.

Coltman, 1, Devinney, T. Latukefu, A. and Midgley, D. (2001), "E-Business:
Revolution, Evolution, or Hype?", California Management Review, 44(1), pp.57-86.

-339-



Combs, J. and Ketchen, D. (1999), "Explaining Inter-firm Co-operation and
Performance: Toward a Reconciliation of Predictions from the Resource Based View
and Organisational Economics", Strategic Management Journal, Vol.20, pp.867-888.

Conner, K. (1991), "A Historical Comparison of Resource Based Theory and Five
Schools of Thought Within Industrial Organisation Economics: Do We Have a New
Theory of the Firm?", Journal of Management, 17(1), pp.121-154.

Cook, S. and Emerson, M. (1978). "Power, Equity and Commitment in Exchange
Networks", American Sociological Review, Vol.43, pp.721-739.

Coolican, H. (1990), Research Methods and Statistics in Psychology. Hodder and
Sloughton.

Cooper, A. and Kleinschmidt (1985), "The Impact of Export Strategy on Export
Sales Performance", Journal of International Business Studies, spring, pp.37-55.

Cooper, A. Woo, C., and Dunkelberg, W. (1988), "Entrepreneurs' Perceived
Chances for Success", Journal of Business Venturing, Vol.3, pp.97-i08.

Cooper, A. Woo, C., and Dunkelberg, W. (1989), "Entrepreneurship and the Initial
Size of Firms", Journal of Business Venturing, 4, pp.317-332.

Corey, R. (1962), Industrial Marketing: Cases and Concepts, Englewood Cliffs, NJ:
Prentice Hall.

Coviello, N. and Munro, H. (1995), "Growing the Entrepreneurial Firm Networking
for International Market Development", European Journal of Marketing, 29(7),
pp.49-61.

Coviello, N. and Munro, H. (1997), "Network Relationships and the
Internationalisation Process of Small Software Firms", International Business
Review, 6(4), pp.361-386.

Coviello, N. and Martin, K. (1999), "Internationalisation of Service SMEs: An
Integrated Perspective from the Engineering Consulting Sector", Journal of
International Marketing, 7(4), pp.42-66.

Coviello, N. and McAuley, A. (1999), "Internationalisation and the Smaller Firm: A
Review of Contemporary Empirical Research", Management International Review,
39(3), pp.223-2S6.

Covin, J. and Slevin, D. (1988), "The Influence of Organisation Structure on the
Utility of an Entrepreneurial Top Management Style", Journal of Management
Studies, 25(3), pp.217-234.

Covin, J. and Slevin, D. (1989), "Strategic Management of Small Firms in Hostile
and Benign Environments", Strategic Management Journal, Vol.10, pp.75-87.

-340-



Covin, J. (1991), "Entrepreneurial Versus Conservative Firms: A Comparison of
Strategies and Performance", Journal of Management Studies, 28(5), pp.43 9-462.

Covin, J. and Slevin, D. (1991), "A Conceptual Model of Entrepreneurship as Firm
Behaviour", Entrepreneurship Theory and Practice, 16(1), pp.7-25.

Cox, C. and Jennings, R. (1995), "The Foundations of Success" The Development
and Characteristics of British Entrepreneurs and Intrapreneurs", Leadership &
Organisation Development Journal, 16(7), pp.4-9.

Craig, R. and Beamish, P. (1989), "A Comparison of the Characteristics of Canadian
and U.K. Exporters by Firm Size", Journal of Global Marketing, 2(4), pp.49-63.

Cromie, S. and Johns, S. (1982), "Irish entrepreneurs: Some Personal
Characteristics", Journal of Occupational Behaviour, Vol.4, pp.317-324.

Cromie, C. Clarke, B. and Cromie, S. (1997), "The Use of Foreign Languages by
Irish Exporters", Irish Business and Administrative Research, Vol.18, pp.16-33.

Culpan, R. (1989), "Export Behaviour of Firms: Relevance of Firm Size", Journal of
Business Research, Vol.18, pp.207-218.

Cunningham, M. and Spigel, R. (1971), "A Study in Successful Exporting", British
Journal of Marketing, 5(1), pp.2-12.

Cunningham, B. and Lischeron, J. (1991), "Defining Entrepreneurship", Journal of
Small Business Management, 29(1), pp.45-61.

Cupchik, G. (2001), "Constructivist Realism: An Ontology that Encompasses
Positivist and Constructivist Approaches to the Social Sciences", Forum Qualitative
SozialforschunglForum: Qualitative Social Research (OnLine Journal), 2(1).
Available at:
http ://civalitative-research.netlfgs/fci s-eng.htm

Curry, A. and Stancich, L. (2000), "The Intranet-an Intrinsic Component of Strategic
Information Management", International Journal of Information Management,
Vol.20, pp.249-268.

CyberAtlas (2000b), "Web Pages by Language", available online at:
http://www.internet.com/big picture/demographics/article/0, 1323,5901408521 ,00.h
tml

Czinkota, M. (1982), Export Development Strategies: US Promotion Policies, New
York: Praeger Publishers.

Czinkota, M. and Ursic, M. (1983), "Impact of Export Growth Expectations on
Smaller Firms", International Marketing Review, Vol.1, pp.26-33.

- 341 -



Czinkota, M. and Johnston, W. (1983), "Exporting: Does Sales Volume Make a
Difference?", Journal of International Business Studies, 14(1), pp.147-153.

Czinkota, M. and Ursic, M (1991), "Classification of Exporting Firms According to
Sales and Growth into A Share Matrix", Journal of Business Research, Vol.22,
pp.243-253.

Dalli, D. (1994), "The Exporting Process: The Evolution of Small and Medium Sized
Firms toward Internationalization", Advances in International Marketing, Vol.6, pp.
85-110.

Dandridge, T. and Levenburg, N., (1998), "Web Can Catch Small Firms Seeking to
Expand", Marketing News, June 22nd

Dandridge, T., and Levenburg, N. (2000), "High Tech Potential? An Exploratory
Study of Very Small Firms' Usage of the Internet", International Small Business
Journal, 18(2), pp.81-91.

Darbyshire, P. Wenn, A. and Burgess, S. (1998), "The Internet and Small Business in
Australia: Unfulfilled Dreams", available online at:
http ://www.sbaer.uca.edufResearch/l 998/USASBE/98usa232.txt

Da Rocha, A., Christensen, C., and Eduardo, C. (1990), "Aggressive and Passive
Exporters: A Study in the Brazilian Furniture Industry", International Marketing
Review, 7(5), pp.6-15.

Da Rocha, A. and Christensen, C. (1994), "The Export Experience of A Developing
Country: A Review of Empirical Studies of Export Behaviour and the Performance
of Brazilian Firms", Advances in International Marketing, Vol.6, pp. 111-142.

Das, M. (1994), "Successful and Unsuccessful Exporters from Developing Countries,
Some Preliminary Findings", European Journal of Marketing, 28(12), pp.19-33.

Davenport, H. (1996), "Marketing on the Internet", Journal of Targeting,
Measurement and Analysis for Marketing, 4(3), pp.261-269.

Davidsson, P. (1989), "Entrepreneurship-and After? A Study of Growth Willingness
in Small Firms", Journal of Business Venturing, 4(3), pp.211-226.

Davis, D. Morris, M. and Allen, J. (1991), "Perceived Environmental Turbulence and
its Effect on Selected Entrepreneurship, Marketing, and Organizational
Characteristics in Industrial Firms", Journal of the Academy of Marketing Science,
19(1), pp.43-51.

Dean, D. Menguc, B. and Myers, C. (2000), "Revisiting Firm Characteristics,
Strategy, and Export Performance Relationship: A Survey of the Literature and an
Investigation of New Zealand Small Manufacturing Firms", Industrial Marketing
Management, 29(5), pp.461-477.

- 342 -



Deeter-Schmelz, D. and Kermedy, K. (2002), "An Exploratory Study of the Internet
as an Industrial Communication Tool. Examining Buyers' Perceptions", Industrial
Marketing Management, 3 1(2), pp.145-154.

Delmar, F. (2000), "The Psychology of the Entrepreneur", In Carter, S. and Jones-
Evans, D. Enterprise and Small Business, Principles, Practice and Policy. Pearson
Education Limited, pp.132-153.

De Luz, M. (1993), "Relationship between Export Strategy Variables and Export
Performance for Brazil- Based Manufacturers", Journal of Global Marketing, 7(1),
pp.87-ill.

Dess, G. and Robinson, R. (1984), "Measuring Organisational Performance in the
Absence of Objective Measures: The Case of the Privately-Held Firm and
Conglomerate Business Unit", Strategic Management Journal, Vol.5, pp.265-273.

Dess, G. and Robinson, R. (1984), !cPortef s Generic (1980) Strategies as
Determinants of Strategic Group Membership and Organizational Performanc&',
Academy of Management Journal, 27, pp.467-488

Dess, G. Lumpkin, G. and Covin, J. (1997), "Entrepreneurial Strategy Making and
Firm Performance: Tests of Contingency and Configurational Models", Strategic
Management Journal, 18(9), pp.677-695.

De-Wulf, K., Schillewaert, N., Muylle, S., Zegers, D., and Goedertier, F. (2002),
"Towards an Integrative Measure of E-Commerce Effectiveness", In the Proceedings
of the 31St European Marketing Academy Conference (EMAC), 'Marketing in a
Changing World, Scope, Opportunities and Challenges', New Technologies and E-
Marketing Track, Braga, Portugal, 28-3lMay.

Diamoutopoulos, A. and Inglis, K. (1988), "Identifying Differences Between High
and Low Involvement Exporters", International Marketing Review, 5(2), pp.52-60.

Dichtl, E. et al., (1983), "The Foreign Orientation of Management as a Central
Construct in Export Centred Decision Making Processes", in Marketing Aspects of
International Business, Gerald M. Hampton and Aart P. Van Gent (eds.), Kluwer-
Nijhoff Publishers, pp.1 19-141.

Dichtl, E. Koegimayr, H. and Mueller, S. (1990), "International Orientation As a
Precondition for Export Success", Journal of International Business Studies, Vol.2 1,
pp.23-40.

Dierickx, I. and Cool, K. (1989), "Asset Stock Accumulation and Sustainability of
Competitive Advantage", Management Science, Vol.35, pp.1504-1511.

Diliman, D. (1978), Mail and Telephone Surveys: The Total Design Method, New
York: John Wiley & Sons.

-343-



Dimitratos, P. Lioukas, S. and Carter, S., (2003), "Entrepreneurial Style and
International Performance: The Moderating Effect of International and Domestic
Environmental Contexts", Working Paper 2003/01, Strathclyde International
Business Unit, University of Strathclyde.

Domeisen, N. (1999), "Exporters and Importers in Developing Countries: Investing
in the Internet", International Trade Forum, No.1, pp.13-16.

Dominguez Luis, V. and Sequira Carlos, G. (1993), "Determinants of LDC
Exporters' Performance: A Cross- National Study", Journal of Business Studies,
Vol.24 First Quarter, pp.19-40.

Donthu, N. and Kim, S. (1993), "Implications of Firm Controllable Factors on
Export Growth", Journal of Global Marketing, 7(1), pp.47-63.

Douglas, M. (1996), "The Strategies and Characteristics of Exporting SMEs: A
Study of Peruvian Firms", Journal of Global Marketing, 9(4), pp.35-56.

Douglas, S. and Craig, C. (1989), "Evolution of Global Marketing Strategy: Scale,
Scope and Synergy", Columbia Journal of World Business, Fall, pp.47-58.

Doyle, P. and Hooley, G. (1992), "Strategic Orientation and Corporate
Performance", Journal of Research in Marketing, Vol.9, pp.59-73.

Drucker, P. (1985), Innovation and Entrepreneurship, New York: Harper.

DTI (2001), Business in the Information Age: International Benchmarking Study
2001, Department of Trade and Industry Publication, October 2001. Online at:
http ://www.dti.gov.uk

Dubinin, P. and MacMillan, I. (1988), Entrepreneurial Prerequisites in Venture
Capital Backed Projects. In B.Kirchhoff, W.Long, W.McMullan and W.Wetzel
(Eds). Frontiers of Entrepreneurship Research, Babson College, Wellesley, MA.

Dunt, E, and Harper, I. (2002), "E-Commerce and the Australian Economy", The
Economic Record, 78(242), pp.327-342.

Dwyer, F., Schurr, P. and Oh, S. (1987), "Developing Buyer-Seller Relations",
Journal of Marketing, Vol.5 1, April, pp.11-27.

Easterby-Smith, M. Thorpe, R. and Lowe, A. (2002), Management Research: An
Introduction, London: Sage Publications.

The Economist (1999), "A Survey of Business and the Internet", June, 26, pp.1-40.

The Economist February 26, 2000.

- 344 -



Ellsworth, J. and Ellsworth, M. (1997), Marketing on the Internet, 2 ed. John Wiley
and Sons, Inc.

Engler, N. (1999), "Small but Nimble", Information Week, January 18, pp.57-62.

Engwall, L. and Wallenstal, M. (1988), "Tit for Tat in Small Steps, the
Internationalisation of Swedish Banks", Scandinavian Journal of Management,
4(3/4), pp.147-155.

Ensley, M. Carland, J. and Carland, J. (2000), "Investigating the Existence of the
Lead Entrepreneur", Journal of Small Business Management, 3 8(4), pp.59-77.

Entrialgo, M. Fernandez, B. and Vasquez, C. (2000), "Psychological Characteristics
and Process: The role of Entrepreneurship in Spanish SMEs", European Journal of
Innovation Management, 3(3), pp.1 37-149.

Eshghi, A. (1992), "Attitude Behaviour Inconsistency in Exporting", International
Marketing Review, 9(3), pp.40-61.

Ernst and Young (1998), "Pricing Survey Analysis", available online at:
http://www.ey.com/wired/pricingsurvey/dec.htm

Erramilli, M. and D'Souza, D. (1993), "Venturing into Foreign Markets, The Case of
Small Service Firm", Entrepreneurship Theory and Practice, 17, pp.29-41.

Evangelista, F. (1994), "Export Performance and its Determinants: Some Empirical
Evidence From Australian Manufacturing Firms", Advances in International
Marketing, Vol.6, pp.207-229.

Evans, D. (1987), "The Relationship between Firm Growth, Size and Age: Estimates
of 100 Manufacturing Industries", Journal of Industrial Economics, 35(4), pp.567-
582..

Favaretto, D. and Vescovi, T. (2002), "Competitive Analysis in the Web", in the
Proceedings of the 31St European Marketing Academy Conference (EMAC), New
Technologies and E-Marketing or Marketing Research Track', University of Minho,
Braga, Portugal.

Fenwick, I. and Amine, L. (1979), "Export Performance and Export Policy: Evidence
from the UK Clothing Industry", Journal of the Operational Research Society, 3 0(8),
pp.747-754.

Fielding, N. and Fielding, J. (1986), Linking Data, Qualitative Research Methods,
London: Sage.

Ford, D. and Leonidou, L. (1991), "Research Developments in International
Marketing A European Perspective", In New Perspectives on International
Marketing, Ed. SJ Paliwoda, London, Routledge, pp.3-32.

- 345 -



Fornerino, M. (2003), "Internet Adoption in France", The Service Industries Journal,
23(1), pp.119-135.

Frazier, G. (1983), "Jnterorganisational Exchange Behaviour in Marketing Channels:
A Broadened Perspective", Journal of Marketing, Vol.47, Fall, pp.68-78.

Frost, R. and Strauss, J. (1998), The Internet: A New Marketing Tool - 1998, Upper
Saddle River, NJ: Prentice Hall.

Gagnon, Y. Sicotte, H. and Posada, E. (2000), "Impact of SME Manager's Behavior
on the Adoption of Technology", Entrepreneurship Theory and Practice, 25(2),
pp.43-57.

Gaibraith, C. and Schendel, D. (1983), "An Empirical Analysis of Strategy Types,"
Strategic Management Journal, 4(2), 153-173.

Gallagher, P. (1999), "E-Commerce Trends", International Trade Forum, No.2,

pp. 16-18.

Gankema, H. Snuif, H. and Zwart, P. (2000), "The Internationalisation Process of
Small and Medium Sized Enterprises: An Evaluation of Stage Theory", Journal of
Small Business Management, 38(4), pp.15-27.

Ganitsky, J. (1989), "Strategies for Innate and Adoptive Exporters: Lessons from
Israel's Case", International Marketing Review, 6(5), pp.50-65.

Garnier, G. (1982), "Comparative Export Behavior of Small Canadian Firms in the
Printing and Electrical Industries", in Export Management: An International Context,
Michael R Czinkota and George Tesar, eds. New York: Preager Publishers, pp.113-
31.

Gartner, W. (1988), "Who Is An Entrepreneur? Is the Wrong Question", American
Journal of Small Business, 12(4), pp.1 1-32.

Gartner, W., Bird, B. and Starr, J. (1992), "Acting As If: Differentiating
Entrepreneurial from Organisational Behaviour", Entrepreneurship Theory and
Practice, 16(3), pp.13-3 1.

Gattiker, U. Perlusz, S. and Bohrnann, K. (2000), "Using the Internet for B2B
Activities: A Review and Future Directions for Research", Internet Research:
Electronic Networking Applications and Policy, 10(2), pp.126-140.

Glancey, K. (1998), "Determinants of Growth and Profitability in Small
Entrepreneurial Firms", International Journal of Entrepreneurial Behaviour &
Research, 4(1), pp.18-27.

- 346 -



Glancey, K. et a!., (1998), "Entrepreneurial Dynamics in Small Business Service
Firms", International Journal of Entrepreneurial Behaviour & Research, 4(3), pp.249-
268.

Gogan, J. (1997), "The Web's Impact on Selling Techniques: Historical Perspective
and Early Observations", International Journal of Electronic Commerce, 1(2), pp.89-
108.

Gomez-Mejia, L. (1987), "The Role of Human Resources Strategy in Export
Performance: A Longitudinal Study", Strategic Management Journal, Vol.9, ppA .93-
505.

Goodman, S. Press, L., Ruth, S. and Rutkowski, A. (1994), "The Global Diffusion of
the Internet: Patterns and Problems", Communications of the ACM, 37(8), pp.27-31.

Grant, R. (1991), "The Resource Based Theory of Competitive Advantage:
Implications for Strategy Formulation", California Management Review, 33(3),
pp.1 14-135.

Gray, M. (1996), "Web Growth Survey", available online at:
http://www.mit.edu :8001 /people/mkgray/netlweb-growth-summary.html

Gray, B. (1997), "Profiling Managers to Improve Export Promotion Targeting",
Journal of International Business Studies, Vol.28, pp.387-422.

Green, R. and Dent, M. (1996), "The Russian Entrepreneur: a Study of Psychological
Characteristics", International Journal of Entrepreneurial Behaviour & Research,
2(1), pp.49-58.

Griffin, A. and Page, A. (1993), "An Interim Report on Measuring Product
Development Success and Failure", Journal of Product Innovation Management,
Vol.10, pp.291-308.

Griffiths, R.T. (1999), htt p ://www.let.leidenuniv.nllhistory/ivhIINTERNET .HTM

Gripsurd, G. (1990), "The Determinants of Export Decisions and Attitudes to a
Distant Market: Norwegian Fishery Exports to Japan", Journal of International
Business Studies, 3d Quarter, pp. 469-485.

Gronhaug, K. and Loventzen, T. (1982), "Exploring Industrial Export Strategies",
American Marketing Association Proceedings, Vol.48, pp.294-298.

Grover, V. and Ramanlal, P. (1999), "Six Myths of Information and Markets:
Information Technology Networks, Electronic Commerce and the Battle for
Consumer Surplus", MIS Quarterly, 23(4), pp.465-495.

Guba, E. and Lincoln, Y. (1989), Fourth Generation Evaluation, Newbury Park,
Calif: Sage Publication.

- 347 -



Gulati, R. Nohria, N, and Zaheer, A. (2000), "Strategic Networks", Strategic
Management Journal, Vol.21, pp.203-215.

Gunderson, G. (1990), "Thinking about Entrepreneurs: Models, Assumptions and
Evidence", in Kent,C. (eds), Entrepreneurship: Current Developments, Future
Directions, pp.41-52, New York: Quorum Books.

Gupta, A. and Govindarajari, V. (1984) "Business Unit Strategy, Managerial
Characteristics and Business Unit Effectiveness at Strategy Implementation",
Academy of Management Journal, 27(1), pp.25-41.

Gupta, S. (1995), HERMES: A Research Project on the Commercial Uses of the
World Wide Web. http ://www.umich. eduI-s gupta/hermes!

Hair, J. F., Anderson, R. E., Tatham, R. L., and Black, W. C. (1998), Multivariate
Data Analysis, 5th edition. Upper Saddle River: Prentice Hall.

Hakansson, H., (1986), "Technical Exchange Within Industrial Networks", in
Research in International Marketing, Turnbull,P. and Paliwoda,S. (eds), pp.355-376.

Hamid, A. and Baharun, R. (2002), "Perceptions of E-Commerce: A Survey on
Malaysia Based Small and Medium Entrepreneurs (SMEs)", in the Proceedings of
the Academy of Marketing Conference, Nottingham University Business School,
Nottingham, UK.

Hamill, J. (1997), "The Internet and International Marketing", International
Marketing Review, 14(5), pp.300-323.

Hamill, J. and Gregory, K. (1997), "Internet Marketing in the Internationalisation of
UK SMEs", Journal of Marketing Management, Vol.13, pp.9-28.

Hansemark, 0. (2000), "Predictive Validity of TAT and CM1PS on the
Entrepreneurial Activity, "Start of a New Business": A Longitudinal Study", Journal
of Managerial Psychology, 15(7), pp.634-654.

Hart, 5. (1993), "Dimensions of Success in New Product Development: An
Exploratory Investigation", Journal of Marketing Management, Vol.9, pp.23-41.

Hart, S. Webb, J. and Jones, M. (1994), "Export Marketing Research and the Effect
of Export Experience in Industrial SMEs", International Marketing Review, 11(6),
pp.4-22.

Havnes, P. And Andersen, 0., (2001), "The Dynamic Pattern of the Small-and
Medium-Sized Firms' Internationalisation Process", In the Proceedings of the
European Marketing Academy Conference (EMAC), 'Rethinking International
Marketing' Track, Bergen, Norway, 8-11 May.

- 348 -



Haynes, P. Becherer, R. and Helms, M. (1998), "Small and Mid-Sized Businesses
and Internet Use: Unrealised Potential?", Internet Research: Electronic Networking
Applications and Policy, 8(3), pp.229-235.

Healy, M. and Ties, J. (2002), "The Establishment and Enforcement of Codes",
Journal of Business Ethics, Vol.39, pp.117-124.

Hebert, R. and Link, A. (1989), "Tn Search of the Meaning of Entrepreneurship",
Small Business Economics, Vol.1, pp.39-49.

Herbig, P. and Hale, B. (1997), "Internet: The Marketing Challenge of the Twentieth
Century", Internet Research: Electronic Networking Applications and Policy, 7(2),
pp.95 - 1 00.

Hickson, P. Hinings, Lee, Schneck and Pennings (1971), "A Strategic Contingencies
Theory of Intraorganisational Power", Administrative Science Quarterly, Vol.16,

pp.2 16-229, online at:
http :I/www. stanford. edu!—mmortenlorgweb/summaries/mse/content/Hickson.html

Higley, J. (1998), "Marketing Equals: Net Results", Hotel and Motel Management,
2 13(5), pp.38-40.

Hill, R. (1997), "Electronic Commerce, the World Wide Web, Minitel, and EDT",
The Information Society, 13(1), pp.33-41.

Hirsch, S. (1971), "The Export Performance of Six Manufacturing Industries: A
Comparative Study of Denmark, Holland and Israel", New York: Praeger.

Hisrich, R. (1988), "The Entrepreneur in Northern freland: Characteristics, Problems,
and Recommendations for the Future", Journal of Small Business Management,
Vol.26, pp.32-3 9.

Hisrich, R. and Grachev, M. (1995), "The Russian Entrepreneur: Characteristics and
Perceptions for Success", Journal of Marketing Psychology, 10(2), pp.3-9.

Hobbs, J. (1996), "A Transaction Cost Approach to Supply Chain Management",
Supply Chain Management, 1(2), pp.15-27.

Hodgson, G. (1998), "Evolutionary and Competence-Based Theories of the Firm",
Journal of Economic Studies, 25(1), pp.25-56.

Hoepfl, M. (1997), "Choosing Qualitative Research: A Primer for Technology
Education Researchers", Journal of Technology Education, 9(1).
http ://www.tradep artners .gov. uk

Hoffman, D. and Novak, T. (1994), "Commercializing the Information
Superhighway: Are We in for a Smooth Ride?", online at

p ://www2000.ogsm.vanderbilt.edulsrnooth.rdie.html

-349-



Hoffman, D. Novak, T. and Chatterjee, P. (1995), "Commercial Scenarios for the
Web: Opportunities and Challenges", Journal of Computer Mediated
Communication, Special Issue on Electronic Commerce, 1(3),
http://www.ascusc.org/jcmc/voll/issue3/hoffman.html

Hoffman, D. and Novak. T. (1997), "A New Marketing Paradigm for Electronic
Commerce", The Information Society, 13(1), pp.43-54.

Hoffman, D. Novak, T. and Schiosser, A. (2000), "Consumer Control in Online
Environment", Working paper, eLab, Owen Gradate School of Management,
Vanderbilt University
htt://advertising.utexas. edulvcb g/homelHoffinano0.pdf

Holzmuller, H. and Kasper, H. (1991), "On a Theory of Export Performance:
Personal and Orgnizational Determinants of Export Trade Activities Observed in
Small and Medium- Sized Firms", Management International Review, Vol.31
Special Issue, pp.45-70.

Hoque, A. and Lohse, G. (1999), "An Information Search Cost Perspective for
Designing Interfaces for Electronic commerce", Journal of Marketing Research,
36(3), pp.387-394.

Homaday, J. and Aboud, J. (1971), "Characteristics of Successful Entrepreneurs",
Personnel Psychology., Vol.24, pp.1 41-153.

Hornaday, R. arid Wheatley, W. (1986), "Managerial Characteristics and the
Financial Performance of Small Business", Journal of Small Business Management,
Vol.24, pp.1-7.

Howe, W. (2000), "A Brief History of the Internet", available online at:
http://www0delphi .comlnavnet/fagfhistory.html

hp ://Iivinginternet.com

hp ://www.tradepatners.gov.uk

p://www.sbs.gov.uk

Hughes, C. (1971), Attitude Measurement for Marketing Strategies, Glenview, III.:
Scott, Foresman and Company.

Huizingh, E. (2002), "The Antecedents of Web Site Performance", European Journal
of Marketing, 36(11/12), pp.1225-1247.

Hull, D. Bosley, J. and Udell, G. (1980), "Renewing the Hunt for the Heffalump:
Identifying Potential Entrepreneurs by Personality Characteristics", Journal of Small
Business Management, 18(1), pp.1 1-18.

-350-



Hunt, S. and Nevin, J. (1974), "Power in a channel of distribution: sources and
consequences", Journal of Marketing Research, Vol. 11, May, p.93.

Hymers, J. (1996), "Integrating the Internet into Marketing Strategy", Journal of
Targeting, Measurement and Analysis for Marketing,4(4), pp.363-371.

Ibeh, K. (1998), "Analysing the Critical Influences on Export Entrepreneurship in a
Developing Country Environment: A Focus on Nigerian Manufacturing Firms",
unpublished Ph.D. Thesis, Department of Marketing, University of Strathclyde,
Glasgow, Scotland.

Ibeh, K. (2000), "On the Resource-Based, Integrative View of Small Firm
Intemationalisation: An Exploratory Study of Nigerian Firms", Published Paper for
the 27tti Annual Conference UK Chapter Academy of International Business: "The
Multinational in the Millennium: Companies and Countries, Changes and Choices",
University of Strathclyde, pp.43-67.

Ibeh, K. (2000), "Internationalisation and the Small Firm", in Sara Carter and Dylan
Jones-Evans (eds.), Enterprise and Small Business, Principles, Practice and Policy,
Pearson Education Limited, pp.434-452.

Ibeh, K. and Young, 5. (2001), "Exporting as an Entrepreneurial Act: An Empirical
Study of Nigerian Firms", European Journal of Marketing, 35(5/6), pp.566-5 86.

Igbaria, M and Parasuraman, 5. (1989), "A Path Analytic Study of Individual
Characteristics, Computer Anxiety and Attitudes toward Microcomputers", Journal
of Management, Vol.15, pp.373-388.

Jackson, D. Hournay, L. and Vidmar, N. (1972), "A Four Dimensional Interpretation
of Risk Taking", Journal of Personality, Vol.40, pp.483-501.

Jacobsen, C. (1998), "How Connecticut Companies Use the Internet for Exporting",
Business America, 119(1), pp.17.

Jam, 5. (1989), "Standardisation of International Marketing Strategy: Some Research
Hypotheses", Journal of Marketing, 53(1), pp.70-79.

Jarvenpaa, S. and Todd, P. (1997), "Consumer Reactions to Electronic Shopping on
the World Wide Web", Journal of Electronic Commerce, 1(2), pp.59-88.

Jaworski, B.J. and Kohli, A.K. (1993), "Market Orientation: Antecedents and
Consequences", Journal of Marketing, 57(3), pp.53-70.

Jennings, D. and Young, D. (1990), "An Empirical Comparison between Objective
and Subjective Measures of the Product Innovation Domain of Corporate
Entrepreneurship", Entrepreneurship Theory and Practice, 15(1), pp.53-66.

-351-



Johanson, J. and Wiedersheim-Paul, F. (1975), "The Internationalisation of the
Firm", Journal of Management Studies, October, pp.305-322.

Johanson, J. and Vahine, J. (1977), "The Internationalisation Process of the Firm-A
Model of Knowledge Development and Increasing Foreign Market Commitments",
Journal of International Business Studies, 8(1), pp.23-32.

Johanson, J. and Vahine, J. (1990), "The Mechanism of Intemationalisation",
International Marketing Review, 7(4), pp.11-24.

Johanson, J. and Wiedersheim-Paul, F. (1993), "The Internationalisation of the Firm-
Four Swedish Cases", in Buckley,P. and Gharui,P. (eds) the Internationalisation of
the Firm, Lodon: Academic Press, pp.1 6-31.

Johanson, J. and Mattsson, G., (1995),' "International Marketing and
Internationalisation Processes", in S. J. Paliwoda and J. K. Ryan (eds) International
Marketing Reader, London, Routledge, pp.51-71.

Johannisson, B. "Networking and Entrepreneurial Growth", in The Balckwell
Handbook of Entrepreneurship, edited by Sexton, Donald and Landstrom, Blackwell
Publishers Ltd. 2000, pp.368-386.

John, G. and Weitz, B. (1988), "Forward Integration into Distribution: Empirical
Test of Transaction Cost Analysis", Journal of Law, Economics and Organisation,
Vol.4, pp.121-139.

Johnson, J. and Arunthanes, W. (1995), "Ideal and Actual Product Adaptation in US
Exporting Firms, Market Related Determinants and Impact on Performance",
International Marketing Review, 12(3), pp.31-46.

Jones-Evans, D. (1995), "A Typology of Technology-Based Entrepreneurs. A Model
on Previous Occupational Background", International Journal of Entrepreneurial
Behaviour & Research, 1(1), pp.26-47.

Jones, 0. Cardoso, C. and Beckinsale, M. (1997), "Mature SMEs and Technological
Innovation: Entrepreneurial Networks in the United Kingdom and Portugal",
International Journal of Innovation Management, 1(3), pp.201-227.

Jones, M. (1999), "The Internationalisation of Small High-Technology Firms",
Journal of International Marketing, 7(4), pp.15-41.

Jones, K. (2000), "Psychodynamics, Gender, and Reactionary Entrepreneurship in
Metropolitan Sao Paulo, Brazil", Women in Management Journal, 15(4), pp.207-220.

Jones, M. (1998), "International Expansion of Small High Technology Based Firms:
The Role of External Linkage in International Growth and Development",
unpublished Ph.D. Thesis, Department of Marketing, University of Strathclyde,
Glasgow, Scotland.

- 352 -



Kalafsky, R. and MacPherson, A. (2001), "Recent Trends in the Export Performance
of US Machine Tool Companies", Technovation, 21(11), pp.709-717.

Kalakota, R. and Whinston, A., (1996), Frontiers of Electronic Commerce, Addison-
Wesley Pub.Co.

Kalakota, R. and Whinston, A., (1997), Electronic Commerce: A Manager's Guide.
Reading, MA: Addison Wesley.

Kalantaridis, C. and Levanti, A. (2000), "Internationalisation and the Size of the
Finn", available online at:
http ://www.sbaer.uca. edu!Researchl2000/ASBE/OOasbeO76.htm

Kalantaridis, C. (2001), "Internationalisation and Strategy in the Small Business
Sector: The Experience of the UK", available online at:
http://www.sbaer.uca.edufResearchl200  l/ASBE/1 8asbe0 1 .htm

Kandasaami, S. (1998), "Internationalisation of Small and Medium Sized Born-
Global Firms: A Conceptual Model", available online at:
http://www.sbaer.uca.edu/Research/I998/ICSB/i006.htm

Kantor, A. and Neubarth, M. (1996), "Off the Charts, the Internet 1996", Internet
World, 7(12): 45-51.

Katsikeas, C. and Morgan, R. (1993), "Differences in Perceptions of Exporting
Problems Based on Finn Size and Export Market Experience", European Journal of
Marketing, 28(5), pp.17-35.

Katsikeas, C. (1994), "Export Competitive Advantages: The Relevance of Firm
Characteristics", International Marketing Review, 11(3), pp.33-53

Katsikeas, C. Piercy, N. and lonnadis, C. (1996), "Detenninants of Export
Performance in a European Context", European Journal of Marketing, 30(6), pp. 6-
35.

Katsikeas, C. Deng, S. and Wortzel, L. (1997), "Perceived Export Success Factors of
Small and Medium- Sized Canadian Finns", Journal of International Marketing, 5(4),
pp.53-72.

Katsikaes, C. Leonidas, L. and Morgan, N. (2000), "Finn-Level Export Performance
Assessment: Review, Evaluation, and Development", Journal of The Academy of
Marketing Science, 28(4), pp.493-511.

Katz, J. and Peters, S. (2001), "Understanding the Entrepreneur in the Growth
Process: A Review and Theory", International Journal of Entrepreneurship and
Innovation Management, 1(3/4), pp. 366-380.

- 353 -



Kaynak, E. and Kothari, V. (1984), "Export Behaviour of Small and Medium Sized
Manufacturers: Some Policy Guidelines for International Marketers", Management
International Review, June, pp.61-69.

Kaynak, E. (1985), "A Review of Research in Export Marketing", Management
Bibliographies and Reviews, 11(2), pp.19-34.

Kaynak, B. and Kuan, W. (1993), "Environment, Strategy, Structure and
Performance in the context of Export activity", Journal of Business Research,

Vol.27, pp.33-49.

Keller, G. and Warrack, B. (2000), Statistics for Management and Economics, 5th
edition, Duxbury Publisher.

Keng, K and Jivan, T. (1988), "Differences between Small and Medium Sized
Exporting and Non-Exporting Firms: Nature or Nurture", International Marketing
Review, 6(4), pp.27-40.

Kets De Vries, M. (1985), "The Dark Side of Entrepreneurship", Harvard Business
Review, Nov-Dec, pp.160-167.

Khandwalla, P. (1977), "Some Top Management Styles, Their Context and
Performance", Organisation an Administrative Science Quarterly, 7(4), pp.21-5 1.

Kiiski, S. and Pohjola, M. (2002), "Cross-Country Diffusion of the Internet",
Information Economics and Policy, 14(2), pp.297-310.

Kilian, W. Picot, A. Neuburger, R. Nigel, J. Scholtes, K and Seiler, W. (1994),
"Electronic Data Interchange (EDT), Germany: Nomos.

Kim,Y. (1998), "A Study on Marketing Channel Satisfaction in International
Markets", Logistics Information Management, 11(4), pp.224-231.

Kirby, K and Jones Evans, T. (1997), "Small Technology-Based Professional
Consultancy Services in the United Kingdom", The Service Industries Journal, 17(1),
pp.155-172.

Kirpalani, V. and MacIntosh, M. (1980), "International Marketing Effectiveness of
Technology-Oriented Small Firms," Journal of International Business Studies, 11(3),

pp.81 -90.

Kirpalani, V. and Robinson, W. (1989), "The China Market arid Lessons from
Successful Exporters", Journal of Global Marketing, 2(4), pp.81-98.

Kirzner, I. M. (1983), Perception, Opportunity and Profit: Studies in the Theory of
Entrepreneurship, 1st edition 1979, Chicago: University of Chicago Press.

- 354 -



Klein, S. Frazier, G. and Roth, V. (1990), "A Transaction Cost Analysis Model of
Channel Integration in International Markets", Journal of Marketing Research, 27(2),

pp.1 96-208.

Klein, S. and Selz, D. (2000), "Cybermediation in Auto Distribution: Channel
Dynamics and Conflicts", Journal of Computer Mediated Communication, 5(3),
online at:
http://www.ascusc.org/jcmc/vol5/issue3/kleinselz.html

Kleindl, B. (2000), "Competitive Dynamics and New Business Models for SMEs in
the Virtual Marketplace", Journal of Development Entrepreneurship, 5(1), pp.73-85.

Knight, F.H. (1921), Risk Uncertainty and Profit, New York: Houghton Mifflin.

Knight, R. (1987), "Corporate Innovation and Entrepreneurship: A Canadian Study",
Journal of Production Innovation and Management, 4(4), pp.284-297.

Knight, G. and Cavusgil, T. (1996), "The Born Global Firm: A Challenge to
Traditional Internationalisation Theory", Advances in International Marketing,
Vol.8, pp.11-26.

Knight, G. (2000), "Entrepreneurship and Marketing Strategy: The SME Under
Globalisation", Journal of International Marketing, 8(2), pp.12-32.

Knight, J. Bell, J. and McNaughton, R. (2001), "The Born Global Phenomenon: A
Re-Birth of an Old Concept?", in the Proceedings of the 4th McGill Conference on
International Entrepreneurship: Researching New Frontiers, Vol.2, pp.113-125,
Glasgow, Scotland, UK.

Koh, A. and Robicheaux, R. (1988), "Variations in Export Performance Due to
Differences in Export Marketing Strategy: Implications for Industrial Marketers",
Journal of Business Research, 17, pp. 249-258.

Koh, A. (1991), "Relationships Among Organizational Characteristics, Marketing
Strategy and Export Performance", International Marketing Review, 8(3), pp.46-60.

Korhonen, H. Luostarinen, R. and Welch, L. (1996), "Internationalisation of SMEs:
Inward-Outward Patterns and Government Policy", Management International
Review, 36(4), pp.315-329.

Kotabe, M. and Czinkota, M. (1992), "State Government Promotion of
Manufacturing Exports: A Gap Analysis", Journal of International Business Studies,
23(4), pp.637-658.

Kotler, P. (1991), Marketing Management: Analysis, Planning and Control,
Englewood Cliffs, NJ: Prentice Hall.

- 355 -



Kotler, P. (2000), Marketing Management, 10th Edition, Englewood Cliffs, NJ:
Prentice Hall.

Krackhardt, D. (1995), "Entrepreneurial Opportunities in an Entrepreneurial Firm: A
Structural Approach," Entrepreneurship Theory and Practice, Spring, pp. 53-69.

Kundu, S. and Katz, J. (2000), "The Internationalisation of Small Firms: An
Empirical Study of the Indian Software Industry", in the Proceedings of the
conference on: International Entrepreneurship: Researching New Frontiers, Vol.2,
September 23-25, Montreal, Canada.

Kwei-Cheong, W. and Wai-Chong, K. (1988), "Export Behaviour of Small Firms in
Singapore", International Small Business Journal, 6(2), pp.34-41.

Lachman, R. (1980), "Toward Measurement of Entrepreneurial Tendencies",
Management International Review, 20(2), pp.108-1 16.

Lafuente, A. and Salas, V. (1989), "Types of Entrepreneurs and Firms: The Case of
new Spanish Firms", Strategic Management Journal, Vol.10, pp.17-30.

Lages, L. (2000), "A Conceptual Framework of the Determinants of Export
Performance: Reorganizing Key Variables and Shifting Contingencies in Export
Marketing", Journal of Global Marketing, 13(3), pp.29-51.

Lal, K. (2002), "E-Business and Manufacturing Sector: A Study of Small and
Medium-Sized Enterprises in India", Research Policy, 3 1(7), pp.1199-1211.

Landstrom, H. and Sexton, D., (2000), "Remaining Issues and Suggestions for
Further Research", ", in The Balckwell Handbook of Entrepreneurship, edited by
Sexton, Donald and Landstrom, Blackwell Publishers Ltd., pp.435-443.

Langeard, E., Reffait, P and Roux, E. (1976), "Le Profil Commercial de
L'exportateur Francais", Revue Francaise de Gestion, Vol.7. (Novembre-Decembre),
pp.91-109: An Analysis of the Export Success of 130 French Firms.

Lau, H. (1992), "Internationalisation, Internalisation, or a New Theory for Small.
Low Technology Multinational Enterprise?, European Journal of Marketing, 26(10),
pp.17-3l.

Lee, J and Chan, J. (1998), "Chinese Entrepreneurship: A Study in Singapore",
Journal of Management Development, 17(2), pp.131-141.

Lee, D. and Tsang, E. (2001), "The Effects of Entrepreneurial Personality,
Background and Network Activities on Venture Growth", Journal of Management
Studies, 38(4), pp.583-602.

Lee, C. and Yang, S. (1990), "Impact of Export Market Expansion Strategy on
Export Performance", International Marketing Review, 7(4), pp.41-50.

- 356 -



Lee, H.G and Clark, T.H. (1996), "Impacts of the Electronic Marketplace on
Transaction Cost and Market Structure", International Journal of Electronic
Commerce, 1(1), pp.127-149.

Lehmann, D. (1979), Market Research and Analysis, Irwin, Homewood, II.

Leiner, B.M. Cerf, V. Clark, D. Khan, R. Kleinrock, L. Lynch, D. Postel, J. Roberts,
L. and Wolf, S. (1997) "A Brief History of the Internet"
www.isoc.org/internet/history/brief.html

Leonidou, L. and Katsikeas, C. (1996), "The Export Development Process: An
Integrative Review of Empirical Models", Journal of International Business Studies,
27(3), pp.517-551.

Leonidou, L. Katsikeas, C. and Sarniee, S. (2002), "Marketing Strategy Determinants
of Export Performance: A Meta Analysis", Journal of Business Research, Vol.55,
pp.51-67.

Leung, K. (1998), "Marketing with Electronic Mail without Spam", Marketing
News, January 19th

Levin, G. (1993), "Interactive Makes a Splash, Special Report: Interactive Media
Technology, Advertising Age, 5 April, p.51.

Levitt, T. (1983), "The Globalisation of Markets", Harvard Business Review, Vol.6 1
(May-June), pp.92-102.

Libresco, J. (1997), "Internet Commerce Threatens Intermediaries", Marketing
News, November 24k".

Liesch, P. and Knight, G. (1999), "Information Internationalisation and Hurdle
Rates in Small and Medium Enterprise Internationalisation", Journal of International
Business Studies, 30(2), pp.383-394.

Lignos, K. and Ursic, M. (1984), "An Examination of the Relationship Between
Managerial Characteristics and Exporting characteristics", Mid-Atlantic Marketing
Conference, pp.33-40.

Lim, J. Sharkey, T. and Kim, K. (1993), "Determinants of International Marketing
Strategy", Management International Review, 33(2), pp.1 03-120.

Littunen, H. (2000), "Entrepreneurship and the Characteristics of the Entrepreneurial
personality", International Journal of Entrepreneurial Behaviour and Research, 6(6),
pp.295-309.

Lituchy, T. and Rail, A. (2000), "Bed and Breakfasts, Small Inns, and the Internet:
The Impact of Technology on the Globalization of Small Businesses", Journal of
International Marketing, 8(2), pp.86-97.

- 357 -



Liu, C. and Arnett, K. (2000), "Exploring the Factors Associated with Web Site
Success in the Context of Electronic Commerce", Information and Management,
38(1), pp.23-33.

Liu, H. and Barrar, P. (2002), "Technology, Strategy and Performance: An Empirical
Examination in UK Manufacturing Companies", in the Proceedings of the 31st
European Marketing Academy Conference (EMAC), Marketing Strategy and
Management Track', University of Minho, Braga, Portugal.

Lomax, W., Rettie, R., Murtagh, J. and Mador, M. (2002), "Personality and Internet
Usage: Too Shy to Surf?", in the Proceedings of the 31st European Marketing
Academy Conference (EMAC), New Technologies and E-Marketing Track',
University of Minho, Braga, Portugal.

Longenecker, J. et al., (1994), Small Business Management: An Entrepreneurial
Emphasis, 9th eds., South Western Publishing Co., Cincinnati, Ohio.

Lorraine, J. and Dussault, L. (1987), "Management Behaviours and Types of
Entrepreneurs: The Case of Manufacturing Businesses in the Survival and
Establishment Stage, in R.G.Wyckham, L.N.Meredith, G.R.Bushe, eds, Proceedings
of the 32 World Conference, International Council for Small Business, Simon
Fraser University, pp.77-94.

Louter, P. Ouwerkerk, C. and Bakker, B. (1991), "An Inquiry into Successful
Exporting ", European Journal of Marketing, 25(6), pp.7-23.

Low, M. and MacMillan, I. (1988), "Entrepreneurship: Past Research and Future
Challenges", Journal of Management, 14(2), pp.139-161.

Lu, I. and Beamish, P. (2001), "The Internationalisation and Performance of SMEs",
Strategic Management Journal, 22(6-7), pp.5 65-586.

Lumpkin, G and Dess, G. (1996), "Clarifying the Entrepreneurial Orientation
Construct and Linking it to performance", Academy of Management Review, 2 1(1),
pp.135-172.

Lumpkin, G. and Erdogan, B. "If not Entrepreneurship, Can Psychological
Characteristics Predict Entrepreneurial Orientation? A Pilot Study", available online
at:
http://www.usasbe.org/conferences/l 999/99%20papers/lumpkin.pdf

Lumpkin, G. and Dess, G. (2001), "Linking Two Dimensions of Entrepreneurial
Orientation to Firm Performance: The moderating Role of Environment and Industry
Life Cycle", Journal of Business Venturing, 16(5), pp.429-45 1.

Lusch, R.F. (1976), "Franchisee satisfaction: causes and consequences", International
Journal of Physical Distribution, 7(3), pp.128-40.

- 358 -



Lymer, A. and Baldwin, A. "The Internet and the Small Business: A Study of
Impacts", Proceedings of the 5th European Conference on Information Systems,
Vol.1, Cork, Ireland, June 19-21, 1997.

Lymer, A. Nayak, A. Joimson, R. and Spaul, B. (1998), "UK Businesses and the
Information Superhighway: The Impact of the Internet on SMEs", The Association
of Chartered Certified Accountants (ACCA) Occasional Research Paper NO.23, pp.1-
62.

Lynn, R. (1969), "An Achievement Motivation Questionnaire", British Journal of
Psychology, 60(4), pp.529-534.

Lynn, G. Lipp, S. and Cortez Jr, A. (2002), "Factors Impacting the Adoption and
Effectiveness of the World Wide Web in Marketing", Industrial Marketing
Management, 3 1(1), pp.35-49.

Lyon, D. Lumpkin, G. and Dess, G. (2000), "Enhancing Entrepreneurial Orientation
Research: Operationalising and Measuring a Key Strategic Decision Making
Process", Journal of Management, 26(5), pp.1 055-1085.

MacLeod, M. (2000), "Language Barriers", Supply Management, 5(14), pp.37-38.

Madsen, T. (1987), "Empirical Export Performance Studies: A Review of
Conceptualizations and Findings", Advances in International Marketing, Vol.2,
pp.177-198.

Madsen, T. (1988), "Successful Export Marketing Management: Some Empirical
Evidence", International Marketing Review, 6(4), pp.41-55.

Madsen. T. (1994), "A Contingency Approach to Export Performance Research",
Advances in International Marketing, Vol.6, pp.25-42.

Madsen, T. and Servais, P. (1997), "The Internationalisation of Born Globals: An
Evolutionary Process?", International Business Review, 6(6), pp.561-583.

Mahoney, J. (1992), "The Choice of Organisational form: Vertical Financial
Ownership Versus Other Methods of Vertical Integration", Strategic Management
Journal, Vol.13, pp.559-584.

Mahoney, J. and Pandian, J.R. (1992), "The Resource Based View Within the
Conversation of Strategic Management", Strategic Management Journal, Vol.13,
pp.363-380.

Malekzadeh, A. and Nahavandi, A. (1985), "Small Business Exporting:
Misconceptions are Abundant", American Journal of Small Business, 9(4), pp.7-14.

Malone, T. Yates, J. and Benjamin, R. (1987), "Electronic Markets and Electronic
Hierarchies", Communications of the ACM, 30(6), pp.484-497.

-359-



Man, T. Lau, T. and Chan, K. (2002), "The competitiveness of Small and Medium
Enterprises a Conceptualization with focus on Entrepreneurial Competencies",
Journal of Business Venturing 17(2), pp.123-142.

Manceau, D. and Le Nagard Assayag, E. (2002), "Are the Advantages of Pioneers
and Followers Specific on the Web? An Analysis of four Website Categories", in the
Proceedings of the 31st European Marketing Academy Conference (EMAC),
Marketing and Innovation, New Technologies and E-Marketing Track', University of
Minho, Braga, Portugal.

Manolova, T. Brush, C Edelman, L. and Greene, P. (2002), "Internationalization of
Small firms: Personal Factors Revisited", International Small Business Journal,
20(1), pp.9-3 1.

Markides, C. and Williamson, P. (1996), "Corporate Diversification and
Organisational Structure: A Resource Based View", Academy of Management
Journal, Vol.39, pp.340-367.

Masurel, E. (2001), Research Note, "Export Behaviour of Service Sector SMEs",
International Small Business Journal, 19(2), pp.80-84.

Matlay, H. and Mitra, J. (2000), "The Internationalisation Efforts of Growth-
Oriented Entrepreneurs: Lessons from Britain", in the Proceedings of the conference
on: International Entrepreneurship: Researching New Frontiers, Vol.2, September
23-25, Montreal, Canada.

Matthyssens, P. and Pauwels, P. (1996), "Assessing Export Performance
Measurement", Advances in International Marketing, Vol.8, pp.85-1 14.

Maxim, P. (1999), Quantitative Research Methods in the Social Sciences. New York,
Oxford, Oxford University Press.

Maxwell, J. (1998), Designing a Qualitative Study. In Leonard Bickman & Debra J.
Rog (Eds), Handbook of Applied Social Research Methods (pp.69-100). Thousands
Oaks: Sage

Mazzarol, 1. et al., (1999), "Factors Influencing Small Business Start-Ups. A
Comparison with Previous Research", International Journal of Entrepreneurial
Behaviour & Research, 5(2), pp.48-63.

McAuley, A. (1999), "Entrepreneurial Instant Exporters in the Scottish Arts and
Crafts Sector", Journal of International Marketing, 7(4), pp.67-82.

McBride, N. (1996), "Why Businesses are Joining the Internet: Identifying the
Drivers of Global Information Systems Expansion", Proceedings of the 4th European
Conference on Information Systems, Vol.(1), LisbonfPortugal, July 2-4.

-360-



McCue, S. (1999), "Small Firms and the Internet: Force or Farce", International
Trade Forum, No.1, pp.27-29.

McClleland, D. (1961), The Achieving Society. Princeton: Van Nostrand.

McDougall, P. (1989), "International Versus Domestic Entrepreneurship: New
Venture Strategic Behaviour and Industry Structure", Journal of Business Venturing,
Vol.4, pp.387-400.

McDougall, P., Shane, P., Oviatt, B. (1994), "Explaining the Formation of
International New Ventures: The Limits of Theories from International Business
Research", Journal of Business Venturing, 9(6), pp.469-487.

McDougall, P. and Oviatt, B. (1997), "International Entrepreneurship Literature is
the 1990s and Directions for Future Research", in Entrepreneurship 2000 (Eds.)
Donald L. Septom and Raymond W. Smilor, Chicago, Upstart Publishing Co.
pp.291-320.

McDougall, P. and Oviatt, B. (2000), "International Entrepreneurship: The
Intersection of Two Research Paths", Academy of Management Journal, 43(5),
pp.902-906.

McGowan, P. and Durkin, M. (2002), "Toward an Understanding of Internet
Adoption at the Marketing/Entrepreneurship Interface", Journal of Marketing
Management, Vol.18, pp.361-377.

McGrath, R. and MacMillan, L. (1992), "More Like Each Other Than Anyone Else?
A Cross-Cultural Study of Entrepreneurial Perceptions", Journal of Business
Venturing, 7(5), pp.419-429.

McGrath, R., MacMillan, L. and Scheniberg, 5. (1992), "Elitists, Risk-Takers, and
Rugged Individualists? An Exploratory Analysis of Cultural Differences between
Entrepreneurs and Non-Entrepreneurs", Journal of Business Venturing, 7(2), pp.115-
135.

McGuiness, N. and Little, B. (1981), "The Influence of Product Characteristics on
the Export Performance of New Industrial Products", Journal of Marketing, Spring,
pp.1 10-122.

McKereghan, D. (1998), "Quantitative versus Qualitative Research: An Attempt to
Clarify the Problem", available online at: http://socrates.fortunecity.coni/gvg.html

Melin, L. (1992), "Internationalisation as a Strategy process", Strategic Management
Journal, Vol.13, pp.99-118.

Merz, R. Weber, P. and Laetz, V. (1994), "Linking Small Business Management
with Entrepreneurial Growth", Journal of Small Business Management, 32(4), pp.48-
60.

-361-



Meyer, H. Walker, N. and Litwin, G. (1961), "Motive Patterns and Risk Preferences
Associated with Entrepreneurship", Journal of Abnormal and Social Psychology, 63,
pp.570-574.

Meyers, M. (1986), "Students Need the Truth about Entrepreneurship", Marketing
News, July, 18, 34.

Miesenbock, K. (1988), "Small Businesses and Exporting: A Literature Review",
International Small Business Journal, 6(2), pp.42-61.

Miles, R. and Snow, C. (1978), Organisational Strategy: Structure and Process, New
York, McGraw Hill.

Miles, M. and Huberman, M. (1994), Qualitative Data Analysis: An Explained
Sourcebook, 2 edition, Thousands Oaks, Sage Publications.

Miles, M. and Arnold, D. (1991), "The Relationship between Marketing Orientation
and Entrepreneurial Orientation", Entrepreneurship Theory and Practice, 15(4),
pp.49-65.

Miller, D. and Friesen, H. (1982), "Innovation in Conservative and Entrepreneurial
Firms: Two Models of Strategic Momentum", Strategic Management Journal, Vol.3,

pp. 1-25.

Miller, S. (1983), "Mapping, Metaphors and Meaning: A Note on the Case of
Triangulation in Research", Sociologia Internationalis, Vol.2 19, pp.69-79.

Miller, D. and Friesen, H. (1983), "Strategy-Making and Environment: The Third
Link", Strategic Management Journal, Vol.4, pp.221-235.

Miller, D. (1983), "The Correlates of Entrepreneurship in three Types of Firms",
Management Science, 29(7), pp.770-791.

Miller, D. and Droge, C. (1986), "Psychological and Traditional Determinants of
Structure", Administrative Science Quarterly, Vol.31, pp.539-560.

Miller, D. and Toulouse, J. (1986), "Chief Executive Personality and Corporate
Strategy and Structure in Small Firms", Management Science, 32(11), pp.1389-1409.

Millington, A. and Bayliss, B. (1990), "The Process of Internationalization: UK
Companies in the EC," Management International Review, 30(2), 151-161.

Mintzberg, H. (1973), "Strategy Making in Three Modes", California Management
Review, 16(2), pp.44-53.

Moen, 0. (1999), "The Relationship Between Firm Size, Competitive Advantages
and Export Performance Revisited", International Small Business Journal, 18(1),
pp.53-72.

- 362 -



Moen, 0. (2000), "SMEs and International Marketing: Investigating the Differences
in Export Strategy Between Firms of Different Size", Journal of Global Marketing,

13(4), pp.7-28.

Moini, A. (1995), "An Inquiry into Successful Exporting: an empirical investigation
using a three stage model", Journal of Small Business Management, July, pp.9-25.

Moon, J. and Lee, H. (1989), "On the Internal Correlates of Export Stage
Development: An Empirical Investigation in the Korean Electronics Industry",
International Marketing Review, 7(5), pp.16-26.

Morgan, R. and Katsikeas, C. (1997), "Obstacles to Export Initiation and
Expansion", International Journal of Management Science, 25(6), pp.677-690.

Morgan, R. and Katsikeas, C. (1997), "Theories of International Trade, Foreign
Direct Investment and Firm Internationalisation: A Critique", Management Decision,
35(1), pp.68-78.

Mousley, B. and Simintiras, A. (2001), "E-Marketing: Can One Web Site Serve the
Global Marketplace", In the Proceedings of the 30th European Marketing Academy
Conference (EMAC), 'Rethinking Retailing, Rethinking Consumer Decision Making
Track', Bergen, Norway, 8-11 May.

Murray, H. (1959), Exploitations in Personality, New York, Oxford University Press.

Myers, M. and Cavusgil, T. (1996), "Export Pricing Strategy-Performance
Relationship: A Conceptual Framework". In Cavusgil, T. and Madsen, T. eds.,
Advances in International Marketing, pp.159-178. Greenwich, Conn: JAI Press.

Myers, M. Cavusgil, T. and Diamantopoulos, A. (2002), "Antecedents and Actions
of Export Pricing Strategy: A Conceptual Framework and Research Propositions",
European Journal of Marketing, 36(1/2), pp.159-188.

Nakos, G. Brouthers, D. and Brouthers, E. (1998), "The Impact of Firm and
Managerial Characteristics on Small and Medium-Sized Greek Firms' Export
Performance", Journal of Global Marketing, 11(4), pp.23-47.

Naidu, G. and Prasad, V. (1994), "Predictors of Export Strategy and Performance of
Small and Medium-Sized Firms", Journal of Business Research, Vol.3 1, pp.107-i 15.

Namen, J. and Slevin, D. (1993), "Entrepreneurship and the Concept of Fit: A Mode,
and Empirical Tests", Strategic Management Journal, Vol.14, pp.137-153.

Namiki, N. (1994), "A Taxonomic Analysis of Export Marketing Strategy: An
Exploratory Study of U.S. Exporters of Electronic Products", Journal of Global
Marketing, 8(1), pp.27-5 0.

- 363 -



Nicoll, L. (1994), "An Introduction to the Internet Part I: History, Structure, and
Access", Journal of Nursing Administration, 24(3), pp.9-1 1.

Nua Internet Surveys, available online at: http://www.nua.ie.surveys

Nunnally, J. and Bernstein, I. (1994), Psychometric Theory, 3'' edition, NY:
McGraw-Hill.

O'Cass, A. and Fenech, T. (2003), "Web Retailing Adoption: Exploring the Nature
of Internet Users Web Retailing Behaviour", Journal of Retailing and Consumer
Services, 10(2), pp81-94.

OECD, (1999), "The Economic and Social Impacts of Electronic Commerce:
Preliminary Findings and Research Agenda", http://www.oecd.org

OECD, (2000), "Enhancing the Competitiveness of SMEs in the Global Economy:
Strategies and Policies", Conference of Ministers Responsible for SMEs and Industry
Ministers, Bologna, Italy, 14-15 June, 2000. Online at:
http://www.oecd.org

Official Journal of the European Communities, (1996), 39(L107).

Olson, H.C. and Wiedersheim-Paul, F. (1987), "Factors Affecting the Pre-Export
Behaviour of Non-Exporting Firms", in Ghertman, M. and Leontiades, J. (eds.):
European Research in International Business, New York.

O'Neill, H. M. Saunders, C. B. and Hoffinan, A. N. (1987), "Beyond the
Entrepreneur: Planning as the Organisation Grows", Business Forum, 12, pp.38-40.

Oppermannt, M. (2000), "Triangulation-A Methodological Discussion",
International Journal of Tourism Research, Vol.2, pp.141-i46.

Oviatt. B. and McDougall, P. (1994), "Toward a theory of International New
Ventures", Journal of International Business Studies, 25(1), pp.45-64.

Oviatt, B. and McDougall, P. (1999), "A Framework For Understanding Accelerated
International Entrepreneurship", In Research in Global Strategic Management,
International Entrepreneurship: Globalisation of Emerging Business, edited by
Rugman, A. and Wright, R.Vol.7, pp.23-40. JAI press INC. Stamford, Connecticut.

Palich, L. and Begby, D. (1995), "Using Cognitive Theory to Explain
Entrepreneurial Risk Taking: Challenging Conventional Wisdom", Journal of
Business Venturing, 10- pp.425-438.

Palmer, J. Bailey, J. and Faraj, S. (2000), "The Role of Intermediaries in the
Development of Trust on the WWW: The Use and Prominence of Trusted Third
Parties and Privacy Statements", Journal of Computer Mediated Communication,
5(3), online: http://www.ascusc.org/icmc/vo15/issue3/palrner.htm1

- 364 -



Palvia, P. Means, B. and Jackson, W. (1994), "Determinants of computing in very
small businesses", Information and Management, 27, pp.161-174.

Papows, J. (1998), Enterprise.Com . Reading, MA: Perseus Books.

Patton, M. (1990), Qualitative Evaluation and Research Methods, 2nd edition,
Newbury Park, CA: Sage Publications, Inc.

Paul, P. (1996), "Marketing on the Internet", Journal of Consumer Marketing,13(4),
pp.27-39.

Peng, M. (2001), "The Resource-Based View and International Business", Journal of
Management, 27(6), pp.803-829.

Penrose, E. (1959), The Theory of the Growth of the Firm, New York: John Wiley
and Sons.

Peppers, D. and Rogers, M. (1996), "Customer Data Feedback Loops", Forbes, April
8.

Perry, M. and Bodkin, C. (2002), "Fortune 500 Manufacturer Web Sites Innovative
Marketing Strategies or Cyber brochures?", Industrial Marketing Management,
31(2), pp.133-144.

Perterson, R. Balasubramanian, S. arid Bronnenburg, B. (1997), "Exploring the
Implications of the Internet for Consumer Marketing", Journal of Academy of
Marketing Science, 25 (4), pp.329-346.

Peteraf, M. (1993), "The Cornerstones of Competitive Advantage: A Resource-
Based View", Strategic Management Journal, Vol.14, pp.1 79-191.

Peters, T. and Waterman, R. (1982), In Search of Excellence, New York: Harper and
Row.

Philip, N. (1998), "The Export Propensity of the Very Small Enterprise (VSE)",
International Small Business Journal, 16(4), pp.79-93.

Pickles, A. and O'Farrell, P. (1987), "An Analysis of Entrepreneurial Behaviour
from Male Work Histories", Regional Studies, Vol.2 1, pp.425-444.

Picot, A. IBortnelanger, C. and ReHrl, H. (1997), "Organization of Electronic
Markets: Contributions from the New Institutional Economics", The Information
Society, 13 (1), pp.107-123.

Piercy, N. (1981), "Company Internationalisation: Active and Reactive Exporting",
European Journal of Marketing, 15(3), pp.26-40.

-365-



Piercy, N. (1981), "British Export Market Selection and Pricing", Industrial
Marketing Management, Vol.10, pp.287-297.

Pitelis, C. and Pseiridis, A. (1999), "Transaction Costs Versus Resource Value?",
Journal of Economic Studies, 26(3), pp.221-240.

Pitis, 0. and Viosky, R. (2000), "Web Presence of U.S. Primary Wood Products
Exporters", Forest Products Journal, 50(7/8), pp.55-58.

Poon, S. and Jevons, C. (1997), "Internet Enabled-International Marketing: A Small
Business Network Perspective", Journal of Marketing Management, 13, pp.29-41.

Poon, S. and Joseph, M. (2000), "Product Characteristics and Internet Commerce
Benefit among Small Businesses", Journal of Product and Brand Management, 9(1),

pp. 21-34.

Poon, S. and Swatman, P. (1997), "Small Business Use of the Internet: Findings
from Australian Case Studies", International Marketing Review, 14(5), pp.385-402.

Poon, S. and Swatman, P. (1999), "An Exploratory Study of Small Business Internet
Commerce Issues", Information and Management, 35(1), pp.9-18.

Porter, M. (1980), Competitive Strategy: Techniques for Analysing Industries and
Competitors, New York: Free Press.

Porter, M. (1985), Competitive Advantage: Creating and Sustaining Superior
Performance, New York: The Free Press.

Porter, M. (1990), "The Competitive Advantage of Nations", Harvard Business
Review, 68(2), pp.73-93.

Porter, M. (2001), "Strategy and the Internet", Harvard Business Review, 79(3),

pp.63 -78.

Poutziouris, P., Soufani, K. and Michaelas, N. (2000), "on the Determinants of
Exporting-UK Evidence", in the Proceedings of the conference on: International
Entrepreneurship: Researching New Frontiers, Vol.2, September 23-25, Montreal,
Canada.

Prahalad, C. and Haniel, G. (1990), "The Core Competence of the Corporation",
Harvard Business Review, 90(3), pp.79-91.

Prasad, V. Ramamurthy, K. and Naidu, G. M. (2001), "The Influence of Internet-
Marketing Integration on Marketing Competencjes and Export Performance",
Journal of International Marketing, 9(4), pp.82-110.

-366-



Priem, R. and Butler, J. (2001), "Tautology in the Resource-Based View and the
Implications of Externally Determined Resource Value: Further Comments",
Academy of Management Review, 26(1), 57-66.

Priem, R. and Butler, J. (2001), "Is the Resource-Based View a Useful Perspective
for Strategic Management Research?", Academy of Management Review, 26(1), 22-
40.

Quelch, J. and Klein, L. (1996), "The Internet and International Marketing", Sloan
Management Review, Spring, pp.60-75.

Rangone, A. (1999), "A Resource Based Approach to Strategy Analysis in Small-
Medium Sized Enterprises", Small Business Economics, 12, pp.233-248.

Rasmussen, E. and Madsen, T. (2002), "The Born Global Concept", paper proposed
to be presented in the 28th ElBA Conference, in the special session "SME
Internationalisation and Born Globals-Different European Views and Evidence".
Available online at:
http ://www. sam. sdu.dk/--'eraJEIBA%2oRasmussen%202002%20.pdf

Ray, L. (1985), "Direct Marketers Girdle for Higher Productivity", Marketing
Communications, 10(10), pp.65-69.

Rayport, J. and Sviokla, J. (1994), "Managing in the Marketspace", Harvard
Business Review, No.72 (November-December), pp.141-150.

Rebello, K. (1996), "Making Money on the Net", Business Week, September 23,
pp.44-52.

Reeves, N. (1990), "The Foreign Language Needs of UK Based Corporations",
Annals, AAPSS, Vol.511, pp.0-73.

Reid, S.D. (1981), "The Decision Maker arid Export Entry and Expansion", Journal
of International Business Studies, Vol.12, pp.101-112.

Reid, S.D. (1983), "Managerial and Firm Influences on Export Behaviour", Journal
of the Academy of Marketing Science, 11(3), pp.323-332.

Reuber, A. and Fischer, E. (1997), "The Influence of The Management Team's
International Experience on the Internationalization Behaviours of SMEs", Journal of
International Business Studies, 28 Fourth Quarter, pp.807-825.

Reuber, A. and Fischer, E. (1999), "Domestic Market Size, Competencies, and The
Internationalization of Small-and Medium Sized Enterprises", In Research in Global
Strategic Management, International Entrepreneurship: Globalization of Emerging
Business, edited by Rugman,A. and Wright,R.Vol.7, pp.85-100. JAI press INC.
Stamford, Connecticut.

- 367 -



Reukert, R. Walker, 0. and Roering, K. (1985), "The Organisation of Marketing
Activities a contingency Theory of Structure and Performance", Journal of
Marketing, 49(1), pp.13-25.

Rhee, J. (2002), "An Explanatory Examination of Propensity and Performance in
New Venture Internationalization", New England Journal of Entrepreneurship, 5(1),

pp.5 1-66.

Rice, M. (1997), "What Makes Users Revisit a Web Site?", Marketing News, 31(6),
p.12.

Riggins, F. and Rhee, H. (1998), "Toward a Unified View of Electronic Commerce",
Communications of the ACM, 14(10), pp.88-95.

Robertson, C. and Chetty, S. (2000), "A Contingency-Based Approach to
Understanding Export Performance", International Business Review, No.9, pp.2 11-
235.

Robinson, P. and Sexton, E. (1994), "The Effect of Education and Experience on
Self-Employment Success", Journal of Business Venturing, Vol.9, pp.141-156.

Robinson, K. and McDougall, P. (1998), "The Impact of Alternative
Operationlisations of Industry Structural Elements on Measures of Performance for
Entrepreneurial Manufacturing Ventures", Strategic Management Journal, 19(11),

pp.1079- 1 100.

Rockard, J. and Crescenzi, A. (1984), "Engaging Top Management in Information
Technology", Sloan Management Review, 26 (Summer), pp.3-16.

Rogers, E. (1983), Diffusion of Innovations, 3rd edition, New York, Free Press,
London, Collier Macmillan.

Rogers, E. (1995), Diffusion of Innovations, New York, Free Press, London, Collier
Macmillan.

Ronen, J. (1983), Entrepreneurship, New York: Lexington Books.

Rosenbloom, B., Larsen, T., and Mehta, R. (1997), "Global Marketing Channels and
the Standardisation Controversy", Journal of Global Marketing, 11(1), pp.49-64.

Rosson, P. and Ford, D. (1982), "Manufacturer-Overseas Distributor Relations and
Export Performance", Journal of international Business Studies, Vol.13, Fall, pp.57-
72.

Rothwell, R and Dodgson, M. (1991), "External Linkages and Innovation in Small
and Medium Sized Enterprises", R&D Management, 2 1(2), pp.125-137.

-368-



Roth, K. (1992), "Implementing International Strategy at the Business Unit Level:
The Role of Managerial Decision-Making Characteristics", Journal of Management,
18(4), pp.769-790.

Rotter, J. (1966), "Generalised Expectancies for Internal Versus External Control of
Reinforcement", Psychological Monographs: General and Applied, 80(1), pp.1-28.

Roux, E., (1977), "The Export Behaviour of Small and Medium Size French Firms:
The Role of the Manager's Profile-Some Preliminary Findings", in Recent Research
on the Internationalisation Business, Proceedings of the Aimual Meeting of the
European International Business Association, UPPSALA, pp.8 8-101.

Roux, E. (1987), "Managers Attitudes Toward Risk Among Determinants of Export
Entry of Small and Medium Sized Firms", in Rosson, P. J. and Reid, S. D. (eds),
Managing Export Entry and Expansion, Prager, New York, NY, pp.95-110.

Roy, D. and Simpson, C. (1981), "Export Attitudes of Business Executives in the
Smaller Manufacturing Firm", Journal of Small Business Management, 19(2), pp.1 6-
22.

Rubin, A. (1993), "The Effect of Locus of Control on communication Motivation,
Anxiety and Satisfaction", Communication Quarterly, 41(2), pp.161-171.

Rugman, A. (1980), "A New Theory of the Multinational Enterprise:
Internationalisation versus Internalisation", Columbia Journal of World Business,
Spring, pp.23-29

Samiee, S. (1987), "Pricing in Marketing Strategies of US and Foreign Based
Companies", Journal of Business Research, Vol.15, pp.17-30.

Samiee, S. and Walters, P. (1990), "Influence of Firm Size on Export Planning and
Performance", Journal of Business Research, Vol.20, pp. 235-248.

Samiee, S. and Roth, K. (1992), "The Influence of Global Marketing Standardisation
on Preformance", Journal of Marketing, Vol.56, pp.1-17.

Samiee, S. Walters, P. and DuBois, F. (1993), "Exporting as an Innovative
Behaviour: An Empirical Investigation", International Marketing Review, 10(3),
pp.5-25.

Samiee, S. (1998), "Exporting and the Internet: A Conceptual Perspective",
International Marketing Review, 15(5), pp.413-426.

Sapienza, H. And Grimm, C. (1997), "Founder Characteristics, Start-Up Process, and
Strategy/Structure Variables as Predictors of Short-line Railroad Performance",
Entrepreneurship Theory and Practice, 22, pp.5-24.

-369-



Sarkar, M. Butler, B. and Steinfield, C. (1995), "Intermediaries and Cybermediaries:
A Continuing Role for Mediating Players in the Electronic Marketplace", Journal of
Computer Mediated Communication, 1(3), online at:
http://www.ascusc.org/jcmc/voll/issue3/sarkar.htm1

Sashi, C. and O'Leary, B. (2002), "The Role of Internet Auctions in the Expansion of
B2B Markets", Industrial Marketing Management, 31(2), pp.1 03-110.

Scharge, H. (1965), "The R&D Entrepreneur: Profile of Success", Harvard Business
Review, 43(6): 56-69.

Schein, E (1983), "The Role of the Founder in Creating Organizational Cultures",
Organizational Dynamics, 12(1), 13-28.

Schere, J. (1982). Tolerance of Ambiguity as a Discriminating Variable Between
Entrepreneurs and Managers. Proceedings of the Academy of Management, pp.404-
408.

Schlegelmilch, B. and Ross, A. (1987), "The Influence of Managerial Characteristics
on Different Measures of Export Success", Journal of Marketing Management, 3(2),
pp. 145-158.

Schmitz, S. (2000), "The Effects of Electronic Commerce on the Structure of
Intermediation", Journal of Computer Mediated Communication, 5(3), online:
http://www.ascusc.org/icmc/vol5/issue3/schmitz.html

Scholihammer, H. and Kuriloff, A. (1979), Entrepreneurship and Small Business
Management, Chichester: John Wiley.

Schollhammer, H. (1982), "Internal Corporate Entrepreneurship" in C.A. Kent, D.L.
Sexton, and K.H. Vesper (Eds.), Encyclopedia of Entrepreneurship, pp.209-223.
Englewood Cliffs, NJ: Prentice Hall.

Schumpeter, J. A. (1962), The Theory of Economic Development. Cambridge, MA:
Harvard University Press.

Scott, J. (2000), "Emerging Patterns from the Dynamic Capabilities of Internet
Intermediaries", Journal of Computer Mediated Communication, 5(3), online at:
http ://www.ascusc.org.j cmc/volS/issue3/scott.htrnl

Seifert,B. and Ford,J. (1989), "Are Exporting Firms Modifying their Product, Pricing
and Promotion Policies?", International Marketing Review, 6(6), pp.53-68.

Seth, A. and Houston, H. (1994), "Theories of the Firm: Implications for Strategy
Research", Journal of Management Studies, 31(2), pp.165-191.

-370-



Sexton, D. and Bowman, N. (1985), "The Entrepreneur: A Capable Executive and
More", Journal of Business Venturing, 1, pp.129-140.

Sexton, D. (1988), "The Field of Entrepreneurship: Js It Growing or Just Getting
Bigger?", Journal of Small Business Management, 26(1), pp.4-8.

Shannon, P. (2000), "Including Language in Your Global Strategy for B2B E-
Commerce", World Trade, 13(9), pp.66-67.

Shapero, A. (1975), "The Displaced, Uncomfortable Entrepreneur", Psychology
Today, 9, pp.83-8 8.

Shapero, A. and Sokol, L. (1982), "The Social Dimension of Entrepreneurship", in
C. Kent, D. Sexton and K. Vesper (eds), The Encycloedia of Entrepreneurship,
Englewood Cliffs: NJ: Prentice Hall.

Sharma, D. and Johanson, J. (1987), "Technical Consultancy in Internationalisation",
International Marketing Review, 4(4), pp.20-29.

Sharma, A. (2002), "Trends in Internet-Based Business-To-Business Marketing",
Industrial Marketing Management, 31(2), pp.77-84.

Shaver, K. and Scott, L. (1991), "Person, Process, Choice: The Psychology of New
Venture Creation", Entrepreneurship Theory and Practice, 16(2), pp.23-46.

Shaw, V. (2000), "The Successful Marketing Strategies of German Companies in the
UK", European Journal of Marketing, Vol.34 No.1/2, pp.91-106.

Shoham, A. and Albaum, G. (1995), "Reducing the Impact of Barriers to Exporting:
A Managerial Perspective", Journal of International Marketing, 3(4), pp.85-105.

Shoham, A. (1996), "Marketing Mix Standardization: Determinants of Export
Performance", Journal of Global Marketing, 10(2), pp.53-73.

Shoham, A. (1998), "Export Performance: A Conceptualisation and Empirical
Assessment", Journal of International Marketing, 6(3), pp.59-81.

Shrader, R. Oviatt, B. and McDougall, P. (2000), "How New Ventures Exploit
Trade-Offs Among International Risk Factors: Lessons for the Accelerated
Internationalization of The 21St Century", Academy of Management Journal, 43(6),
pp.1227-1247.

Sieber, P. (1996), "Swiss Firms on the Internet: An Empirical Study", Proceedings of
the European Conference on Information Systems, Vol.1, Lisbon/Portugal, July 2-
4.

Simmonds, K. and Smith, H. (1968), "The First Export Order: A Marketing
Innovation", British Journal of Marketing, Vol.2, pp.93-100.

-371-



Siu, W. (2002), "Marketing Activities and Performance. A Comparison of the
Internet-Based and Traditional Small Firms in Taiwan", Industrial Marketing
Management, 3 1(2), pp.177-188.

Slovic, P. (1964), "Assessment of Risk Taking Behaviour", Psychological Bulletin,
pp.220-233.

Smailbone, D. et al., (1995), "The Characteristics and Strategies of High Growth
SMEs", International Journal of Entrepreneurial Behaviour & Research, 1(3), 44-62.

Smith, N. and Miner, J. (1983), "Type of Entrepreneur, Type of Firm. and
Managerial Motivation: Implications for Organisational Life Cycle Theory",
Strategic Management Journal, Vol.4, pp.325 -340.

Smith, J. (1999), "The Behaviour and Performance of Young Micro Firms: Evidence
From Businesses in Scotland", Small Business Economics, 13(3), pp.185-200.

Soh, C. Mah, Q . Gan, F. Chew, D. and Reid, E. (1997), "The Use of the Internet for
Business: The Experience of Early Adopters in Singapore", Internet Research:
Electronic Networking Applications and Policy, 7(3), pp.217-228.

Sorensen, 0. and Buatsi, S. (2002), "Internet and Exporting: the Case of Ghana",
Journal of Business and Industrial Marketing, 17(6), pp.481-500.

Spar, D. and Bussgang, J. (1996), "The Net", Harvard Business Review, No.74,
(May-June), pp.125-133.

Sriram, V. et al., (1989), "Export Policy and Strategy Implications for Small to
Medium Sized Firms", Journal of Global Marketing, 3(2), pp.43-60.

Sterne, J. (1995), World Wide Web Marketing: Integrating the Internet into Your
Marketing Strategy, John Wiely & Sons, Inc.,

Stevens, G. and McElhill, J. (2000), "A Qualitative Study and Model of the Use of
E-Mail in Organisations", Internet Research: Electronic Networking Applications
and Policy, 10(4), pp.271-283.

Stevenson, H. and Jarillo, M. (1990), "A Paradigm of Entrepreneurship:
Entrepreneurial Management", Strategic Management Journal, 11, pp.1 7-27.

Stevenson, H. (1997), "The Six Dimensions of Entrepreneurship", in Birley, S. and
Muzyak, D., (Eds), Marketing Enterprise, Financial Times/Pitman, London.

Stewart, W. Watson, W. Carland, J. and Carland, J. (1998), "A Proclivity of
Entrepreneurship: A Comparison of Entrepreneurs, Small Business Owners and
Corporate Managers", Journal of Business Venturing, 14(2), pp.1 89-214.

- 372 -



Stewart, D. and McAuley, A. (2000), "Congruence of Domestic and Export
Marketing Strategies: An Empirical Investigation of its Performance Implications",
International Marketing Review, 17(6), pp.563-585.

Storey, D. Watson, R. and Wynarczyk, P. (1989). Fast Growth Small Businesses:
Case Studies of 40 Small Firms in Northern England, Research Paper No.67,
Department of Employment, London.

Storey, D. (1994), Understanding the Small Business Sector, London: Routledge.

Stottinger, B. and Schlegelmilch, B. (1998), "Explaining Export Development
Through Psychic Distance: Enlightening or Elusive?", International Marketing
Review,15(5), pp.357-372.

Stottinger, B. (2001), "Strategic Export Pricing: A Long and Winding Road", Journal
of International Marketing, 9(1), pp.40-63.

Strader, T. and Shaw, M. (1997), "Characteristics of Electronic Markets", Decision
Support Systems, Vol.21, pp.185-198.

Strader, T. and Shaw, M. (1999), "Consumer Cost Differences for Traditional and
Internet Markets", Internet Research: Electronic Networking Applications and
Policy, 9(2), pp.82-92.

Strauss, A. and Corbin, J. (1990). Basics of Qualitative Research: Grounded Theory
Procedures and Techniques. Newbury Park, CA: Sage Publications, Inc.

Styles, C. and Ambler, T. (1994), "Successful Export Practice: The U.K.
Experience", International Marketing Review, 11(6), pp.23-47.

Styles, C., (1998), "Export Performance Measures in Australia and the United
Kingdom", Journal of International Marketing, 6(3), pp.12-36.

Styles, C. and Ambler, T. (2000), "The Impact of Relational Variables on Export
Performance: An Empirical Investigation in Australia and the UK", Australian
Journal of Management, 25(3), pp.26 1-281.

Sudman, S. (1983), "Applied Sampling.", in Handbook of Survey Research, P.H.
Rossi, J.D. Wright and A.B. Anderson (Eds), Orlando: Academic Press, pp.145-194.

Sullivan, D. and Bauerschrnidt, A. (1990), "Incremental Internationalisation: A Test
of Johanson and Vahlne's Thesis", Management International Review, 30(1), pp.19-
30.

Swatman, P. (2000), "Internet for SMEs: A New Silk Road?", International Trade
Forum, No.3, pp.22-24.

-373-



Swift, J.S. (1991), "Foreign Language Ability and International Marketing",
European Journal of Marketing, 25(12), pp.36-50.

Szymanski, D., Bharadwaj, S., and Varadarajan, R. (1993), "Standardization Versus
Adaptation of International Marketing Strategy: An Empirical Investigation", Journal
of Marketing, 57(4), October, pp.1-17.

Tayeb, M. (1999), International Business: Theories, Policies and Practices, New
York: Pearson Education.

Teece, D. (1986), "Transaction Cost Economics and the Multinational Enterprise. An
Assessment", Journal of Economic Behaviour and Organisation, Vol.7, pp.21-45.

Tesar, G. and Tarleton, J. (1982), "Comparison of Wisconsin and Virginia Small and
Medium Sized Exporters: Aggressive and Passive Exporters", in Export
Management: An International Context, Michael R. Czinkota and George Tesar, Eds.
New York: Preager Publishers, pp.85-1 12.

The New York Times, January 18, 2000.

Thirkell, P. and Ramadhani, D. (1998), "Export Performance: Success Determinants
for New Zealand Manufacturing Exporters", European Journal of Marketing,
32(9/10), pp.813-829.

Thomas, M. and Araujo, L. (1985), "Theories of Export Behaviour: A Critical
Analysis", European Journal of Marketing, 19(2), pp.43 -52.

Thomas, A. and Peyrefilte, J. (1996), "The Impact of Managerial Discretion on Firm
Performance", Journal of Business Strategies, 13(1). Online at:
http://coba.shsu.edu/jbs.vol 13/no 1/13-1 -2.htm

Thomas, A. and Mueller, S. (2000), "A Case for Comparative Entrepreneurship:
Assessing the Relevance of Culture", Journal of International Business Studies,
3 1(2), pp.287-301.

Thompson, J. (1999), "A Strategic Perspective of Entrepreneurship", International
Journal of Entrepreneurial Behavior & Research, 5(6), pp.279-296.

Thompson, J. (1999), "The World of the Entrepreneur- A New Perspective", Journal
of Workplace Learning: Employee Counseling Today, 11(6), pp.209-224.

Thorelli, B. (1986), "Networks between Markets and Hierarchies", Strategic
Management Journal, 7(1), pp.37-5 1.

Tiessen, J. Wright, R and Turner, I. (2001) "A Model of E-Comrnerce Use by
Internationalising SMEs", Journal of International Management, 7(3) pp.21 1-233.

-374-



Timmons, J. and Olin, F. (1999), New Venture Creation, Entrepreneurship for the
2ls Century, 5th edition, Irwin, McGraw Hill.

Trochim, M. (2002), "The Qualitative Debate". Available online at:
http://trochim.human.comell.edu/kb/

Turban, E. King, D. and Michael, H. (2000), Electronic Commerce: A Managerial
Perspecitve, New Jersey: Prentice Hall.

Turnbull, P and Weiham, G. (1985), "The Characteristics of European Export
Marketing Staff', European Journal of Marketing, 19(2), pp.3 1-41.

Turnbull, P.W. (1987), "A Challenge to the Stages Theory of the Internationalization
Process", In Phillip J. Rosson and Stanley D. Reid, Eds, Managing Export entry and
expansion, New York: Prager.

Urban, G. Weinberg, D. and Hauser, J. (1996), "Premarket Forecasting of Really
New Products", Journal of Marketing, Vol.60, pp.47-60.

Ursic, M. and Czinkota, M. (1989), "The Relationship Between Managerial
Characteristics and Exporting Behaviour", Developments in Marketing Science,

Vol.12, pp.208-211.

Utsch, A. Rothfuss, R. Rauch, A. and Frese, M. "Another Look at Schumpeter's
Theory of Entrepreneurs: A comparison of Entrepreneurs and Managers in East
Germany", available online at:
http ://www. sbaer.uca. edulsbaer/proceedings/96proceedings .html

Van Maanen, J, (1988), Tales of the Field, Chicago: University of Chicago Press.

Vadapalli, A. and Ramamurthy, K. (1997), "Business Use of Internet: A Critical
Analysis and a Set of Propositions", Proceedings of the 3rd Pacific Asia Conference
on Information Systems, "The Conference of Theory and Practice", Brisbane,
Australia, April 1-5, pp.1 11-118.

Van de Ven, A. and Poole, M. (1995), "Explaining Development and Change in
Organisations", Academy of Management Review", 20(3), pp. 510-540

Van Doren, D., Fechner, D. and Green-Adeisberger, K. (2000), "Promotional
Strategies on the World Wide Web", Journal of Marketing Communications, Vol.6,
pp.21-35.

Venkatapathy, R. (1986), "First and Second Generation Entrepreneurial Types",
Journal of Social Behaviour and Personality, 1(3), pp.471-472.

Venkatraman, N. and Ramanujam, V. (1986), "Measurement of Business
Performance in Strategy Research: A Comparison of Approaches", Academy of
Management Review, 11(4), pp.801-814.

- 375 -



Venkatraman, N. and Prescott, J. (1990), "Environment-Strategy Coalignment: An
Empirical Test of Its Performance Implications", Strategic Management Journal,
Vol.11, pp.1-23.

Venkatraman, N. (2000), "Five Steps to a Dot-Corn Strategy: How to Find Your
Footing on the Web", Sloan Management Review, 41(3), pp.15-28.

Voerman, L. Wedel, M. and Zwart, P. (2002), "The Export Market Orientation and
Export Performance of European SMEs", in the Proceedings of the 31st European
Marketing Academy Conference (EMAC), International Marketing Track',
University of Minho, Braga, Portugal.

Wagner, J. (1995), "Exports, Firm Size, and Firm Dynamics", Small Business
Economics, 7(1), pp.29-39.

Wainer, H. And Rubin, I. (1969), "Motivation of Research and Development
Entrepreneurs: Determinants of Company Success", Journal of Applied Psychology,
53(3), pp.178-184.

Walters, P. (1985), "A Study of Planning for Export Operations", International
Marketing Review, 2(3), pp.74-81.

Walters, P. (1986), "International Marketing Policy: A Discussion of the
Standardisation Construct and its Relevance for Corporate Policy", Journal of
International Business Studies, Vol.17, pp.55-69.

Walters, P. and Samiee, S. (1990), "A Model for Assessing Performance in Small US
Exporting Firms", Entrepreneurship Theory and Practice, 15(2), pp.33-50.

Webb, EJ, Campbell, D.T., Schwartz, R.D., and Sechcrest, L. (1966), Unobstrusive
Measures: Nonreactive Research in the Social Sciences, Rand McNally: Chicago.

Welch, L. and Wiedersheim-Paul, F. (1980), "Initial Exports: A Marketing Failure",
The Journal of Management Studies, 17(3), pp.333.

Welch, L. and Luostarinen, R. (1988), "Internationalisation: Evolution of a
Concept", Journal of General Management, 14(2), pp.1 55-164.

Welch, D.E. and Welsh, L.S. (1996), "The Internationalization Process and
Networks: A strategic Management Perspective", Journal of International Marketing,
4(3), pp.1 1-28.

Westhead, P. (1995), "Exporting and Non-Exporting Small Firms in Great Britain. A
Matched Pairs Comparison", International Journal of Entrepreneurial Behaviour &
Research, 1(2), pp.6-36.

-376-



Westhead, P. Wright, M. and Ucbasaran, D. (2001), "The Internationalisation of
New and Small Firms: A Resource-Based View", Journal of Business Venturing,
16(4), pp.333-358.

Westmarland, N. (2001), "The Quantitative/Qualitative Debate and Feminist
Research: A Subjective View of Objectivity", Forum Qualitative
Sozialforschung/Forum: Qualitative Social Research. Online Journal, 2(1), available
at:
http ://gualitative-research.net/fgs/fgs-eng.htm

Wernerfelt, B. (1984), "A Resource-based View of the Firm", Strategic Management
Journal, 5(2), pp.171-80.

Widdifield, R. and Grover, V. (1995), "Internet and the Implications of the
Information Highway for Business", Journal of Systems Management, 65, pp: 16-2 1.

Wiedersheim-Paul, F. and Erland, 0. (1979), "Teclmological Strategies and
Internationalisation", in "Recent Research on the Internationalisation of Business:
Proceedings from the Annual Meeting of the European International Business
Association", Uppsala, Sweden, December 14-17, 1977, edited by Mattsson, L. and
Wiedersheim-Paul, F. Uppsala, 1979, pp.134-147: A Study of Medium and Large
Sized Firms Having Patents.

Wigand, R. (1997), "Electronic Commerce: Definition, Theory, and Context", The
Information Society, 13(1), pp.1-16.

Wikiund, J. (1999), "The Sustainability of the Entrepreneurial Orientation-
Performance Relationship", Entrepreneurship Theory and Practice, 24(1), pp.37-48.

Wildemuth, B. (1993), "Post-Positivist Research: Two Examples of Methodological
Pluralism", Library Quarterly, Vol.63. pp.450-468.

Williamson, 0. (1975), Markets and Hierarchies: Analysis and Antitrust
Implications, Free Press, New York, NY.

Williamson, 0. (1979), "Transaction Cost Economics: The Governance of
Contractual Relations", Journal of Law and Economics, Vol.22, pp.233-260.

Williamson, 0. (1985), the Economic Institutions of Capitalism, Free Press, New
York.

Williamson, 0. (1999), "Strategy Research: Governance and Competence
Perspectives", Strategic Management Journal, Vol.20, pp.1087-1108.

Williams, E. (1998), "Research and Paradigms", Asia Pacific Journal of
Management, 9(1), pp.87-94.

- 377 -



Wilson, S. and Abel, I. (2002), "So You Want to Get Involved in B-Commerce",
Industrial Marketing Management, 31(2), pp.85-94.

Wind, Y. and Robertson, T. (1983), "Marketing Strategy: New Directions for Theory
and Research", Journal of Marketing, Vol.47, pp.12-25.

Winski, J. (1993), "In Interactive, Consumers Taking Control", Advertising Age,
64(14), pp.1.

Wolff, J. and Pett, T. (2000), "Jnternationalisation of Small Firms: An Examination
of Export Competitive Patterns, Firm Size, and Export Performance", Journal of
Small Business Management, 38(2), pp.34-47.

Woo, C., Cooper, A., and Dunelberg, W. (1991), "The Development and
Interpretation of Entrepreneurial Typologies", Journal of Business Venturing, Vol.6,

pp.93 - 1 14.

World Trade Organization, (1998), Committee on Trade and Development, Paper on
Development Implications of Electronic Commerce, 23, November.

Wortman, M. (1987), "Entrepreneurship: An Integrating Typology and Evaluation of
the Empirical Research in the Field", Journal of Management, 13(2), pp.259-279.

Wortzel, L. and Wortzel, H. (1981), "Export Marketing Strategies for MC and LDC-
Based Firms", Columbia Journal of World Business, 16(1), pp.51-60.

Wright, W., and Ricks, D. (1994), "Trends in International Business Research:
Twenty Five Years Later", Journal of International Business Studies, 25(4), pp.687-
701.
Yang, C. (1997), "An Exploratory Study of the Effectiveness of Interactive
Advertisements on the Internet", Journal of Marketing Communications, Vol.3,
pp.61-85.

Yapark, A. (1985), "Empirical Study of the Differences between Small Exporting
and Non-Exporting US Firms", International Marketing Review, 2(2), pp.72-83.

Yeoh, P. and Jeong, I. (1995), "Contingency Relationships between
Entrepreneurship, Export Channel Structure and Environment, A Proposed
Conceptual Model of Export performance", European Journal of Marketing, 29(8),
pp.95 - 1 15.

Yeoh, P. and Roth, K. (1999), "An Empirical Analysis of Sustained Advantage in the
US Pharmaceutical Industry: Impact of Firm Resources and Capabilities", Strategic
Management Journal, Vol.20, pp.637-653.

Young, S. (1987), "Business Strategy and the Intemationalisation of Business:
Recent Approaches", Managerial and Decision Economics, 8(1), pp.31-40.

-378-



Young, S. Hamill, J. Wheeler, C. and Richard Davies, J. (1989), International Market
Entry and Development, Englewood Cliffs, NJ: Prentice-Hall.

Young, S. (1990), "Internationalisation: Introduction and Overview", International
Marketing Review, 7(4), pp.5-10.

Young, S. (1995), "Export Marketing: Conceptual and Empirical Developments",
European Journal of Marketing, 29(8), p.7-16.

Zafarullah, M. Ali, M. Young, S. (1998), "The Internationalisation of the Small Firm
in Developing Countries-Exploratory Research from Pakistan", Journal of Global
Marketing, 11(3), pp.21-40.

Zahra, S. (1993), "Environment Corporate Entrepreneurship, and Financial
Performance: A Taxonomic Approach", Journal of Business Venturing, Vol.8,
pp.319-340.

Zahra, 5. (1993), "A Conceptual Model of Entrepreneurship as Firm Behaviour: A
Critique and Extension", Entrepreneurship Theory and Practice, 16(4), pp.5-21.

Zahra, S. and Pearce, J. (1994), "Corporate Entrepreneurship in Smaller Firms: The
Role of Environment, Strategy, and Organization", Entrepreneurship, Innovation and
Change, 3(1), pp.31-44.

Zahra, S. and Covin, J. (1995), "Contextual Influences on the Corporate
Entrepreneurship-Performance Relationship: A Longitudinal Analysis", Journal of
Business Venturing, Vol.10, pp.43-58.

Zahra, S. and Garvis, D. (2000), "International Corporate Entrepreneurship and Firm
performance: The Moderating Effect of International Environmental Hostility",
Journal of Business Venturing, 5(6), pp.469-492.

Zeithami, V. and Gilly, M. (1983), "Characteristics Affecting the Acceptance of
Retailing Technologies: A Comparison of Elderly and Non-elderly Consumers",
Journal of Retailing, 63(1), pp.49-68.

Zou, S. and Stan, S. (1998), "The Determinants of Export Performance: A Review of
the Empirical Literature between 1987 and 1997", International Marketing Review,
15(5), pp. 333-356.

Zou, S. Taylor, C. and Osland, G. (1998), "The EXPERF Scale: A Cross National
Generalized Export Performance Measure", Journal of International Marketing, 6(3),
pp.37-58.

Zwass, V. (1996), "Electronic Commerce: Structures and Issues", International
Journal of Electronic Commerce, 1(1), pp.3-23.

- 379 -



APPENDIX 1

RESEARCH QUESTIONNAIRE
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THE

L Ni VERSITY OF
TRA THCL YDE

IN CIA SCOW

Dear Sir/Madam,

In fulfilment of the requirements for the award of a Ph.D. (Marketing) degree of the
University of Strathclyde, Glasgow, Scotland, United Kingdom. I am carrying out
research into the impact of the Internet on export success. As you are aware, many
manufacturers' exporters use the Internet in some way, even if it is relatively minor,
yet its influences on their export performance are not clear.

The investigation aims at collecting data on international managers' characteristics,
firms international orientation, finns' Internet use and performance of UK Small
and Medium Sized Exporting Firms.

Your company is part of a representative sample of UK (e.g. Food and beverages,
Biotechnology, Computer and Office Machinery, Textiles, Clothing and Fur)
Manufacturing Firms selected from a database of national exporters.

I would very much appreciate if you kindly complete the enclosed questionnaire, I
would be also grateful if you tried to answer all questions, taking into consideration
that there is no right or wrong answer. If none of the response choices exactly
corresponds with your opinion, please select the choice that best approximates your
ideal response. Then kindly return the questionnaire in the pre-paid envelope that is
enclosed for your convenience.

I would like to assure you that all responses provided would be treated as highly
confIdential and anonymity of respondents will be preserved. Further the findings
will be reported on an aggregate level.

I will be very willing to send you a free copy of the executive summary of the
research findings if you so enclosed a business card including your e-mail address
along with the completed questionnaire.

Thank you very much indeed for your assistance and support

Yours sincerely
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TI-If

( NI VERSITY OF
TRA THCL YDE

IN CLASCCM'

GENERAL QUESTIONNAIRE GUIDELINES

1. This questionnaire is designed for UK based exporting firms with less than

250 employees. The participants should be manufacturers with at least 3

years experience in exporting.

2. It is very important that an individual with major responsibilities for export

marketing decisions in your company fills out this questionnaire. If someone

in your firm is better qualified than you please pass this questionnaire to him

or her.

3. I would like to assure you that all the information provided by you will be

treated as highly confidential and the anonymity of respondents will be

preserved

4. On request, respondents will be sent a copy of the executive summary of the

research findings. Please enclose a business card including your e-mail

address along with the completed questionnaire to enable us to forward the

executive summary to you in March 2002. Please also enclose a business card

if you wish to be removed from the mailing list, or if you are unable to

complete the questionnaire for whatever reason.

Thank you very much indeed for your assistance and support.
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p UESTIONNAIRE

The following section deals with entrepreneurial characteristics.

I. ENTREPRENEURS CHARACTERISTICS:

Qi Please indicate the extent to which you disagree or agree with the following statements,
using the scale provided ranging from 'strongly disagree' to 'strongly agree'.

Please circle your response on the scale below

Strongly	 Strongly
disagree	 Neutral	 agree

I do my best work when my job
assignments are fairly challenging. 	 1	 2	 3	 4	 5	 6	 7

I try very hard to improve on my past
performance at work. 	 1	 2	 3	 4	 5	 6	 7

I take moderate risks and stick my neck
out to get ahead at work.	 1	 2	 3	 4	 5	 6	 7

I try to avoid any added responsibility
in my job.	 1	 2	 3	 4	 5	 6	 7

I try to perform better than my co-workers. 	 1	 2	 3	 4	 5	 6	 7

Q2 Please indicate the extent to which you disagree or agree with the following statements,
using the scale provided ranging from 'strongly disagree' to 'strongly agree'.

Please circle your response on the scale below
Strongly	 Strongly
disagree	 Neutral	 agree

A good job is one where what is to be done
and how it is to be done are always clear. 	 1	 2	 3	 4	 5	 6	 7

What we are used to is always preferable to
what is unfamiliar. 	 1	 2	 3	 4	 5	 6	 7

A person who leads an even, regular life in
which few surprises or unexpected happenings
arise, really has a lot to be grateful for. 	 1	 2	 3	 4	 5	 6	 7

It is more fun to tackle a complicated
problem than to solve a simple one.	 1	 2	 3	 4	 5	 6	 7

People who insist upon a yes or no
answer just don't know how complicated	 1	 2	 3	 4	 5	 6	 7
things really are.

Many of our important decisions are
based upon insufficient information.	 1	 2	 3	 4	 5	 6	 7
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Q3 Please indicate the extent to which you disagree or agree with the following statements,
using the scale provided ranging from 'strongly disagree' to 'strongly agree'.

Please circle your response on the scale below
Strongly	 Strongly
disagree	 Neutral	 agree

In the long run people get the respect they
deserve in this world. 	 1	 2	 3	 4	 5	 6 7

Unfortunately, an individual's worth often
passes unrecognised no matter how
hard he/she tries.	 1	 2	 3	 4	 5	 6	 7

Becoming a success is a matter of hard work,
luck has little or nothing to do with it. 	 1	 2	 3	 4	 5	 6	 7

Getting a good job depends mainly on being
in the right place at the right time. 	 1	 2	 3	 4	 5	 6 7

When I make plans, I am almost certain
that I can make them work. 	 1	 2	 3	 4	 5	 6 7

It is not always wise to plan too far ahead because
many things turn out to be a matter of good
or bad fortune anyhow.	 1	 2	 3	 4	 5	 6 7

In my case getting what I want has little or
nothing to do with luck. 	 1	 2	 3	 4	 5	 6 7

Many times we might just as well decide what
to do by tossing a coin. 	 1	 2	 3	 4	 5	 6 7

Who gets to be the boss often depends on
who was lucky enough to be in the right
place at the right time. 	 1	 2	 3	 4	 5	 6 7

Getting the people doing the right thing
depends upon ability, luck has little or	 1	 2	 3	 4	 5	 6 7
nothing to do with it.

Most people don't realise the extent to which
their lives are controlled by accidental
happenings.	 1	 2	 3	 4	 5	 6 7

There really is no such thing as "luck". 	 1	 2	 3	 4	 5	 6 7

In the long run the bad things that happen to
us are balanced by the good ones. 	 1	 2	 3	 4	 5	 6 7

Most misfortunes are the result of lack of
ability, ignorance, laziness, or all three. 	 1	 2	 3	 4	 5	 6	 7

Many times, I feel that I have little influence
over the things that happen to me. 	 1	 2	 3	 4	 5	 6 7
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Please circle your response on the scale below
Strongly	 Strongly
disagree	 Neutral	 agree

It is impossible for me to believe that chance
or luck plays an important role in my life.

What happens to me is my own doing.

Sometimes I feel that I don't have enough
control over the direction my life is taking.

1	 2	 3	 4	 5	 67

1	 2	 3	 4	 5	 67

1	 2	 3	 4	 5	 67

Q4 Please indicate the extent to which you disagree or agree with the following statements
regarding your firm's international entrepreneurial orientation, using the scale provided
ranging from 'strongly disagree' to 'strongly agree'.

4.1 In general, the top managers of my firm favour.......

Strongly disagree	 (Please circle your response on the scale below)

A strong emphasis on	 1	 2	 3	 4	 5	 6	 7
the marketing of tried
and tested products.

Strongly agree

A strong emphasis on
innovative products,
R&D, technological
leadership.

4.2 In the past five years my firm ..........

Strongly disagree	 (Please circle your response on the scale below) 	 Strongly agree

Marketed no new	 1	 2	 3 4 5 6 7	 Marketed many new
product lines,	 product lines.

4.3 In the past five years ........

Strongly disagree	 (please circle your response on the scale below)

Changes in product lines	 1	 2	 3	 4	 5	 6	 7
have mostly been a
minor issue for my firm.

Strongly agree

Changes in product
lines have usually
been a major issue for
my firm.

4.4 In dealing with its competitors, my firm.......

Strongly disagree	 (Please circle your response on the scale below)

Typically responds to	 1	 2	 3	 4	 5	 6	 7
actions which
competitors initiate.

Strongly agree

Typically initiates
actions to which
competitors then
respond.
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Typically seeks to avoid
competitive clashes,
preferring a "live and let
live" posture.

Strongly disagree

Typically adopts a
very competitive,
"undo the
competitors" posture.

Strongly agree

4.7 In general, the top manager(s) of my firm has.......

Strongly disagree	 (Please circle your response on the scale below)

A strong tendency to	 1	 2	 3	 4	 5	 6	 7
take on low risk projects
(with normal & certain
rates of return).

Strongly agree

A strong tendency to
take on high risk
projects (with some
chances of success but
a very high rate of
return).

(Please circle your response on the scale below)

1	 2	 3	 4	 5	 6	 7

4.5 In dealing with its competitors my firm
Strongly disagree	 (Please circle your response on the scale below)

Is very seldom the first 	 1	 2	 3	 4	 5	 6	 7
business to introduce
new products,
administrative
techniques, operating
technologies, etc..

Strongly agree
Is very often the first
business to introduce
new products,
administrative
techniques, operating
technologies, etc..

4.6 In dealing with its competitors my firm.....

4.8 In general, the top managers of my firm believe that

Strongly disagree	 (Please circle your response on the scale below)

Due to the conditions in	 1	 2	 3	 4	 5	 6	 7
which the firm operates,
it is best to act
cautiously to achieve
objectives.

Strongly agree

Due to the conditions
in which the firm
operates, bold acts are
necessary to achieve
objectives.

4.9 When confronted with decision making situations involving uncertainty, my firm.....

Strongly disagree	 (Please circle your response on the scale below) 	 Strongly agree

Typically adopts a 	 1	 2	 3	 4	 5	 6	 7	 Typically adopts a
cautious, "wait & see" 	 bold, aggressive
posture in order to	 posture in order to
minimise the probability 	 maximise the
of making costly	 probability of
decisions.	 exploiting potential

opportunities.
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2	 3

2	 3

2	 3

2	 3

2	 3

2	 3

2	 3

4	 5

4	 5

4	 5

4	 5

4	 5

4	 5

4	 5

4	 52	 3

Q5 Please indicate your perception of the following aspects of exporting compared with the
domestic market, using the scale provided ranging from 'much less than domestic' to
'much more than domestic'.

Please circle your response on the scale below
	Much less	 About the	 Much more

	

than	 same as	 than

	

domestic	 domestic	 domestic

The risks of exporting are	 1	 2	 3	 4	 5

The profits from exporting are 	 1	 2	 3	 4	 5

The costs of exporting are 	 1	 2	 3	 4	 5

The growth of exporting is	 1	 2	 3	 4	 5

Q6 Please indicate your perception of the following aspects of exporting compared with the
domestic market, using the scale provided ranging from 'strongly disagree' to 'strongly
agree'.

Please circle your response on the scale below
Strongly	 Strongly
disagree	 Neutral	 agree

Obtaining payment for sales made to
foreign buyers is relatively simple. 	 1

Obtaining export financing is a
complicated process.	 1

The paper work involved in processing
an export sale is easy to understand. 	 I

Evaluating the performance of sales
distributors in foreign markets is difficult. 	 1

Export financing is easy to get. 	 1

Exporting is just too complicated to be
bothered with.	 I

Locating sales agents/distributors in
foreign markets is easy. 	 1

My firm would check on the credit
rating of a foreign buyer before	 I
responding to an inquiry.
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The following section deals with Internet activities.
II. INTERNET USE IN YOUR FIRM:

Q7 Please indicate when your firm started using the following Internet services for
business purposes? (if any of the listed services are not used, please tick the "not used"
box).

Year	 Month	 Not used

. E-mail
Access to the 'WWW

. Corporate home page
Corporate web server
Intranet
Extranet
	

r:i
. Internet telephony

Internet videoconferencing
Other, please state________

Note: if your firm does not use any of the above mentioned internet
services, please go directly to 0 21

Q8 Please indicate how many employees use the Net as part of their job?

Q9 Please indicate how many PC's you have?

Q1O Please indicate how many PC's are directly connected to the Internet? _________

Qil Please indicate on average the percentage of your firm turnover which you allocate
for Internet purposes (e.g. To update your PC's and/or buy new software and
maintenance)? __________%. (If none please write zero %)

Q12 Please indicate the extent to which you provide your employees with formal Internet
training (e.g. Courses, workshops on e-commerce, advice and training on business usage of
the Internet).

Please circle your response on the scale below
Virtually	 Always

never

We provide our IT staff with formal
Internet training.

We provide our marketing staff with
formal Internet training.

We provide our export staff with
formal Internet training.

1
	

2	 3	 4
	

5

1
	

2	 3	 4
	

5

1
	

2	 3	 4
	

5
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Q13 Please indicate the extent to which you 'disagree' or 'agree' that using the Internet is
part of your every day work for exporting9.....

Please circle your response on the scale below
Strongly	 Strongly
disagree	 Neutral	 agree

1	 2	 3	 4	 5

Q14 Please indicate the extent to which you use the Internet to do the following, using the
scale provided ranging from 'Virtually never' to 'Always'.

Please circle your response on the scale below

	

Virtually	 Always
never

Contacting your overseas customers. 	 1	 2	 3	 4	 5

Contacting your overseas suppliers. 	 1	 2	 3	 4	 5

Contacting employees.	 1	 2	 3	 4	 5

Dealing with international public
authorities.	 1

	
2
	

3
	

4
	

5

Receiving overseas orders. 	 1
	

2
	

3
	

4
	

5

Receiving overseas enquiries. 	 1
	

2
	

3
	

4
	

5

Ordering goods and services from
	 1
	

2
	

3
	

4
	

5
abroad.

Recruiting personnel. 	 1	 2
	

3	 4
	

5

Identif'ing foreign competitors.	 1	 2
	

3	 4
	

5

Identifying foreign distributors. 	 1	 2
	

3	 4
	

5

Identifying potential business
partners.	 1	 2

	
3	 4
	

5

Identifying potential foreign
customers.	 1	 2	 3	 4	 5

Identifying foreign technologies. 	 1	 2	 3	 4	 5

Identifying foreign markets. 	 1	 2	 3	 4	 5

389



Q15 Please indicate whether the effects of the Internet have been positive or negative, using
the scale provided ranging from 'Very negative' to 'Very positive'

Please circle your response on the scale below
Very negative	 No effect	 Very positive

The Internet has changed our firm's
overall image. 	 1	 2	 3	 4	 5

Use of the Internet has changed
our firm's sales.	 1	 2	 3	 4	 5

The Internet has changed the number of
middlemen our firm needs in distribution. 	 1	 2	 3	 4	 5

The Internet has changed our firm's
order processing costs. 	 1	 2	 3	 4	 5

The Internet has changed our
administrative procedures. 	 1	 2	 3	 4	 5

The Internet has changed the extent to
which we contract out services, e.g.
Warehousing.	 1	 2	 3	 4	 5

Q16 Please indicate the effects of the Internet on the following, using the scale provided
ranging from 'Strongly disagree' to 'Strongly agree'.

Please circle your response on the scale below
Strongly	 Strongly
disagree	 Neutral	 agree

Use of the Internet has helped our firm
to penetrate unfamiliar foreign markets. 	 1	 2	 3	 4	 5

Use of the Internet has helped to develop	 1	 2	 3	 4	 5
relationship with our customers.

Use of the Internet has helped to generate
international awareness of our business. 	 1	 2	 3	 4	 5

Use of the Internet has generated useful
feedback from our foreign customers. 	 1	 2	 3	 4	 5

Use of the Internet has given our firm
a competitive advantage over rivals. 	 1	 2	 3	 4	 5

Use of the Internet has helped our firm to
attract new customers.	 1	 2	 3	 4	 5

Q17 Please describe one example of an export arrangement that has been affected by
using the Internet.
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Note: If your firm does not have a web site, please go directly to 0 21.

Q18 What is your firm's Web site address (URL) please:
http:/I______________________________________

Q19 Please indicate the extent to which you use your Web site to do the following, using the
scale provided ranging from 'Virtually never' to 'Always'.

Please circle your response on the scale below
Virtually	 Always

never
Presenting, publicising and
promoting our firm on the WWTW.	 1	 2	 3	 4	 5

Presenting our firm's products on the
WWW.	 1	 2	 3	 4	 5

Selling our firm's products via ordering
online.	 1	 2	 3	 4	 5

Distributing our firm's products directly
via the internet.	 1	 2	 3	 4	 5

Offering after sales service.	 1	 2	 3	 4	 5

Tracking progress of orders. 	 1	 2	 3	 4	 5

Q20 Please indicate the importance of the following statements as far as your Web site is
concerned, using the scale provided ranging from 'Not important at all' to 'Very
important.

Please circle your response on the scale below
Not important	 Very important

at all
We update our web site on a
weekly basis.	 1	 2	 3	 4	 5

We investigate our web site's
effectiveness by checking who
accesses it on a weekly basis. 	 1	 2

	
3	 4
	

5

We check how fast our Web site
can be downloaded on a weekly basis.	 1	 2

	
3	 4
	

5

We research the perceptions
of users of our web site. 	 1	 2

	
3	 4
	

5

We use language(s) other than
English in our Web site.	 1	 2

	
3	 4
	

5

Our web site is well organised
and easy to navigate. 	 1	 2

	
3	 4
	

5

Our web site is supported with
a query form and/or FAQ page	 1	 2

	
3	 4
	

5
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The following section deals with export performance.

III. EXPORT PERFORMANCE

Q21 Please indicate the l country ever that you exported to?

Country	 Year

Q22 Please indicate the number of countries your firm currently exports to?

Q23 Please indicate the most important country I market you export to

Q24 Please indicate how many years the firm has been exporting?

Q25 Please indicate your firm's export ratio for the financial year 2000-2001, measured by
the volume of export sales as a proportion to total sales ____________

Q26 In the table below, please indicate your firm's sales growth rates in the last five years
of exporting activity (where relevant), where year one is the most recent year.

Sales growth
Please circle your response on the scale below for each year

1-5 %	 6-10 %	 11-15 % 16-20 %	 20+ %

Year 1
	

I
	

2
	

3
	

4
	

5

Year 2
	

1
	

2
	

3
	

4
	

5

Year 3
	

1
	

2
	

3
	

4
	

5

Year 4
	

1
	

2
	

3
	

4
	

5

Year 5
	

1
	

2
	

3
	

4
	

5

Q27 In the table below, please indicate whether your firm has made a profit, broken-even
or made a loss, in the last five years of exporting activity (where relevant), where year one is
the most recent year.

Profitability
Please circle your response on the scale below for each year

Loss	 Break-even	 Profit

Year 1
	

1
	

2
	

3

Year 2
	

1
	

2
	

3

Year 3
	

1
	

2
	

3

Year 4
	

1
	

2
	

3

Year 5
	

1
	

2
	

3
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Q28 Please rate your firm's export success during the last five years of exporting, using
the scale provided ranging from 'unsuccessful' to 'successful'.

Unsuccessful
	

Please circle your response on the scale below
	 Successful

1	 2
	

3	 4	 5	 6	 7	 8
	

9	 10

Q29 Please indicate how your competitors in your export markets would rate your firm's
export performance, using the scale provided ranging from 'unsuccessful' to 'successful'.

Unsuccessful
	

Please circle your response on the scale below
	 Successful

1	 2
	

3	 4	 5	 6	 7	 8	 9
	

10

Q30 From the list below, please select the appropriate objective (s) set by management for
the firms exporting activities over the last five years.

a) Assume that you have 100 points to distribute among the selected objectives
proportional to their importance, how would you allocate the points so that the total adds
up to 100?

Strategic objectives	 Importance

a- Gain a foothold in the export market. 	 ___________
b- Increase the awareness of our producticompany. 	 __________
c- Respond to competitive pressure. 	 ___________
d- Improve our company's market share position. 	 __________
e- Expand strategically into foreign markets. 	 ___________
f- Increase the profitability of the company. 	 ___________
g- Just respond to enquiries from abroad. 	 __________
h- Other (specify) __________________________	 ____________

b) Which of the above objectives were achieved in the last five years of exporting activity?

Please circle the letter to the left corresponding to the objectives.

The following section deals with your firm background.

IV. BACKGROUND INFORMATION

Q31 In what year was your company founded? ____________

Q32 Is your firm	 a- J Independently owned	 b- IJ A subsidiary

Q33 Is your firm	 a- I UK owned	 b- J Non-UK owned

Q34 Please indicate the total number of employees the firm has? __________

Q35 Your firm's products are primarily sold in.... (tick all that apply)

a- IJ Consumer markets	 b- J Business-to-Business markets	 c- 11 A mixture of both
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Poor

I0
0
0
I0
0
0
0
0
0

Q36 Please choose the industry category that best describes your business....

11 Food & Beverages. 	 11 Office Machinery & Computers.
1 Fishing industry.	 1 Textiles, clothing & fur.
1 Biotechnology & instrumentation.

Q37 Is your industry considered..........
a- J High tech	 b- 0 Medium tech

	
c- 0 Low tech

Q38 What is your position in the firm

• Please describe your status in the firm?

Are you the founder?	 0 Yes	 0 No

Are you the owner?	 0 Yes	 0 No

• Please indicate your area of responsibility (s)? (tick all that apply)

0 Marketing	 0 Sales	 0 Production	 0 Export	 0 Others

Q39 Please indicate how many years have you been working in this industry?

0 Less than 1 year
	

011-15 years
o 1- 5 years
	

0 16-25 years
0 6- 10 years
	

0 Over 25 years

Q40 From the following, please indicate to which age group you belong?

OUnder2S	 025-30	 031-40	 041-50	 OOverSO

Q41 Please tick as appropriate 0 Male	 0 Female

Q42 Please indicate what level of education you have attained? (tick all that apply)

0 0 grade, Standard grade.	 0 Degree, postgraduate degree
o A level, Highers, SYS.	 0 Professional qualification
0 HNC/IINI)
	

0 Apprenticeship
0 No formal qualification

Q43 Please indicate your degree of fluency in the following foreign language(s), using the
scale provided ranging from 'Not at all' to 'Excellent'.

Not at all

French	 tO
Italian	 0
German	 0
Japanese	 0
Russian	 0
Spanish 0
Others (please specif') tO
____________ 0

0

Fair	 Good	 Excellent

0
	

0
	

0
0
	

ID

0
	

0
	

ID

0
	

ID
	

ID

0
	

0
	

0
0
	

0
	

0
ID
	

0
	

ID

ID
	

i:i
	

ID

0
	

ID
	

0
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Q44 Were you born in the UK?	 1J Yes	 ii No

Q45 Please indicate where you spent your last summer vacation?

L1 In English speaking countries. 	 1J In non-English speaking countries.

Q46 Have you ever lived in a country where English is not the first language for more than
6 months?

JYes
	

No

Q47 Have you ever worked in a foreign country for 6 months or more?

DYes
	

No

Q48 Please indicate how many overseas business trips you made over the last 12 months?

Thank you very much indeed for your time and co-operation.

Please enclose a business card (including e-mail address) with the completed
questionnaire if you would like to receive an executive summary of the findings.

Please return the completed questionnaire in the enclosed pre-paid envelope to:

Rasha Mostafa
University of Strathclyde
Department of Marketing

Stenhouse Building
173 Cathedral Street
Glasgow, G4 ORQ
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SOURCES OF THE RESEARCH CONSTRUCTS

Construct/variable 	 Source (s)

Need for achievement	 Lumpkin and Erdogan: online at
(nAch) QI	 http://www.usasbe.org/conferences/l 999/99%2Opapers/lumpkin.pdf

Tolerance of Ambiguity	 Budner (1962) and Lumpkin and Erdogan (1999), following the
Q2	 latter authors, items that deal with student-teacher relationship and

those unrelated to working life where eliminated from Budner's
________________________ original scale of tolerance-intolerance of ambiguity.
Locus of control Q3	 Rotter scale of Internal-External locus of control and Lumpkin and
______________________ Erdogan (1999).
Entrepreneurial	 Miller,D. and Friesen,P. (1982); Covin and Slevin, (1988); Naman
orientation Q4	 and Slevin, (1993).
Perceived export risks 	 Cavusgil and Naor (1987).
andprofits Q5.1, Q5.2	 ______________________________________________________
Perceived export costs	 Leonidou,L.; Katsikeas,C. and Piercy,N. (1998).
andgrowth Q5.3, Q5.4 ____________________________________________________
Perceived export	 Axinn (1988).
complexityQ6	 ______________________________________________________
Experience with Internet Brock,J. (2000).
technologiesQ7	 ___________________________________________________________
Q8 to Q14	 The researcher (mainly from the literature)
Perceived internal and	 Bennett,R. (1997) and Auger,P. and Gallaugher,J. (1997).
external Internet benefits
Q15and Q16	 __________________________________________________
Q17, Q18 and Q19	 The researcher.
Q20.1 Q20.2	 Brock,J.(2000).
Q20.3, Q20.4, Q20.5,	 The researcher.
Q20.6, and Q20.7 	 _________________________________________________________
Degree of	 Stewart,D. (1997)
internationalisation Q21
to Q25	 _________________________________________________________
Export performance 	 Cavusgil,T. and Zou,S. (1994) and Styles,C. (1998)
indicatorsQ26 to Q30	 _________________________________________________________
Background information The researcher
Q31to Q38	 _________________________________________________________
Professional experience	 Da Rocha,A., Christensen, H., Da Cunha, and Eduardo,C. (1990)
Q39_______________________________________
Age Q40	 Dichtl et al., (1983)
Level of education Q42 	 Cavusgil,T. and Naor,J. (1987)
Owners/managers	 Dichtl et al., (1983)
international orientation
Q43to Q47	 ______________________________________________________
Number of overseas	 Cavusgil,T. and Naor,J. (1987)
businesstrips Q48	 _________________________________________________________
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Component Matrix: Need for Achievement (nAch)

Factor
1

nAch Qi .1
	

0.763
nAch Q1.2
	

0.734
nAchQl.3
	

0.672
nAch Q1.5
	

0.587

Figen values
	

1.917
Percentage of Variance
	

47.91%
Cumulative Variance Explained

	
47.9 1%

Extraction Method: Principal Component Analysis.
Only one component was extracted. The solution cannot be
rotated.

Factor Matrix: Locus of Control

LOCUS OF CONTROL Q3.1
LOCUS OF CONTROL Q3.2
LOCUS OF CONTROL Q3.3
LOCUS OF CONTROL Q3.4
LOCUS OF CONTROL Q3.5
LOCUS OF CONTROL Q3.6
LOCUS OF CONTROL Q3.7
LOCUS OF CONTROL Q3.8
LOCUS OF CONTROL Q3.9
LOCUS OF CONTROL Q3.1O
LOCUS OF CONTROL Q3.11
LOCUS OF CONTROL Q3.12
LOCUS OF CONTROL Q3.13
LOCUS OF CONTROL Q3.14
LOCUS OF CONTROL Q3.15
LOCUS OF CONTROL Q3.16
LOCUS OF CONTROL Q3.17
LOCUS OF CONTROL Q3.18

Eigen Values
Percentage of Variance
Cumulative of variance explained

Factors
1	 2

0.508
0.448
0.451

0.509
0.524

0.419

0.533
0.538

	3.99	 2.4

	

18.77%	 10.1%

	

18.77%	 28.84%

Extraction Method: Principal Axis Factoring.
Rotation Method: Oblimin with Kaiser Normalisation.
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Factor
1

0.531
0.699
0.520
0.467
0.570
0.519

1.853
30.87%
30.87%

Factor Matrix: Entrepreneurial Orientation

Factors

ENTREPRENEURIAL ORIENTATION Q4.1
ENTREPRENEURIAL ORIENTATION Q4.2
ENTREPRENEURIAL ORIENTATION Q4.3
ENTREPRENEURIAL ORIENTATION Q4.4
ENTREPRENEURIAL ORIENTATION Q4.5
ENTREPRENEURIAL ORIENTATION Q4.6
ENTREPRENEURIAL ORIENTATION Q4.7
ENTREPRENEURIAL ORIENTATION Q4.8
ENTREPRENEURIAL ORIENTATION Q4.9

Eigenvalues
Percentage of variance
Cumulative variance explained

0.456
0.614
0.499
0.559
0.695
0.528
0.527
0.759
0.657

3.7
41.2%
41.2%

2
0.00 1
0.341
0.007
0.232
0.422
0.006

-0.325
-0.439
-0.03 18

1.2
13 .34%
54.54%

Extraction Method: Principal Axis Factoring.
Rotation Method:Oblimin with Kaiser Normalisation.

Component Matrix: Export Complexity

EXPORT COMPLEXITY Q6.1
EXPORT COMPLEXITY Q6.2
EXPORT COMPLEXITY Q6.3
EXPORT COMPLEXITY Q6.4
EXPORT COMPLEXiTY Q6.5
EXPORT COMPLEXITY Q6.7

Eigenvalue
Percentage of variance
Cumulative variance explained

Extraction Method: Principal Component Analysis.
Only one component was extracted. The solution cannot be rotated.
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1
0.156
0.007
0.006
0.105
0.833
0.964
0.921
0.239

3.164
39.55%
39.55%

INTERNET RESOURCE COMMITMENT Q8
INTERNET RESOURCE COMMITMENT Q9
INTERNET RESOURCE COMMITMENT Q10
iNTERNET RESOURCE COMMITMENT Q11
iNTERNET RESOURCE COMMITMENT Q12.1
INTERNET RESOURCE COMMITMENT Q12.2
INTERNET RESOURCE COMMITMENT Q12.3
iNTERNET RESOURCE COMMITMENT Q13

2
0.657
0.919
0.932

-0.136
0.182
0.006
0.005
0.0004

Eigen values
Percentage of variance
Cumulative variance explained

2.07
25.93%
65.49%

Pattern Matrix: Internet Resource Commitment

Factors

Extraction Method: Principal Axis Factoring.
Rotation Method: Oblim with Kaiser Normalisation.

Rotated Component Matrix: level of Internet Use

Factors

INTERNET USE Q14.1
INTERNET USE Q14.2
INTERNET USE Q14.3
INTERNET USE Q14.4
INTERNET USE Q14.5
iNTERNET USE Q14.6
INTERNET USE Q14.7
iNTERNET USE Q14.8
INTERNET USE Q14.9
INTERNET USE Q14.10
INTERNET USE Q14.11
ll'4TERNET USE Q14.12
INTERNET USE Q14.13
iNTERNET USE Q14.14

Eigen value
Percentage of Variance
Cumulative Variance Explained

1
0.237
0.259
0.3 13
0.337
0.008
0.232
0.15 8
0.589
0.837
0.851
0.865
0.772
0.80
0.802

7.034
50.24%
50.24%

2
0.883
0.779
0.505
0.580
0.840
0.833
0.583
0.104
0.217
0.235
0.232
0.38 1
0.229
0.324

1.985
14. 17%
64.42%

Extraction Method: Principle Component Method.
Rotation Method: Varimax with Kaiser Normalisation.
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2
0.287
0.356
0.770
0.885
0.819
0.823
0.249
0.187
0.125
0.112
0.255
0.007

2.05 1
17.09%
70.868%

iNTERNET BENEFITS Q15.1
INTERNET BENEFITS Q15.2
INTERNET BENEFITS Q15.3
INTERNET BENEFITS Q15.4
INTERNET BENEFITS Q15.5
INTERNET BENEFITS Q15.6
INTERNET BENEFITS Q16.1
INTERNET BENEFITS Q16.2
INTERNET BENEFITS Q16.3
INTERNET BENEFITS Q16.4
iNTERNET BENEFITS Q16.5
INTERNET BENEFITS Q16.6

Factors
1
0.695
0.686
0.255
0.130
0.229
0.141
0.808
0.848
0.841
0.882
0.798
0.879

Eigen Values
Percentage of Variance
Cumulative variance Explained

6.53
53.77%
53.77%

Rotated Component Matrix: Perceived Internet Benefits

Extraction Method: Principal Component Method.
Rotation Method: Varimax with Kaiser Normalisation.

Rotated Component Matrix: Web Assessment

WEB ASSESSMENT Q19.1
WEB ASSESSMENT Q19.2
WEB ASSESSMENT Q19.3
WEB ASSESSMENT Q19.4
WEB ASSESSMENT Q19.5
WEB ASSESSMENT Q19.6
WEB ASSESSMENT Q20.1
WEB ASSESSMENT Q20.2
WEB ASSESSMENT Q20.3
WEB ASSESSMENT Q20.4
WEB ASSESSMENT Q20.5
WEB ASSESSMENT Q20.6
WEB ASSESSMENT Q20.7

Eigen-Values
Percentage of Variance
Cumulative Variance Explained

0.15 8
0.164
0.003

-0.0003
-0.004
0.223
0.690
0.731
0.816
0.799
0.360
0.409
0.204

4.046
31. 126%
31.126%

Factor
2
0.007
0.172
0.800
0.828
0.558
0.672
0.254
0.001
0.003
0.006
0.404

-0.105
0.266

1.981
15.24%
46.36%

3
0.880
0.845
0.178
0.135
0.295

-0.165
0.139
0.350
0.103
0.147

-0 .0 002
0.445
0.410

1.67
10.5 1%
56.88%

Extraction Method: Principal Components Method.
Rotation Method: Varimax with Kaiser Normalisation.
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CLUSTER ANALYSIS RESULTS ACCORDING TO LEVEL OF INTERNET
COMMITMENT

Analysis of Agglomeration Coefficient for Hierarchical Cluster Analysis

Number of Clusters Agglomeration Coefficient 	 Percentage Change in
____________________ __________________________ Coefficient to Next Level

10	 1243.805	 3.88
9	 1292.109	 3.86
8	 1342.065	 4.44
7	 1401.731	 4.86
6	 1469.979	 7.77
5	 1584.333	 7.36
4	 1701.064	 11.16
3	 1890.947	 25.15
2	 2366.706	 42.25
1	 3366.859	 __________________________

The clustering (agglomeration) coefficient shows rather large increases in going from

four to three clusters (1890.947 - 1701.064 = 189.883), three to two clusters

(2366.706 - 1890.974 = 475.732), and two to one cluster (3366.859 - 2366.732 =

1000.127). To further help identify large relative increases in the cluster

homogeneity, the researcher calculate the percentage of change in the clustering

coefficient for ten to two clusters (Hair et a!, 1998). The largest increases were

observed in going from two to one cluster as highlighted in the above table, therefore

the two cluster solution was selected.
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CLUSTER ANALYSIS RESULTS ACCORDING TO THE
ENTREPRENEURIAL ORIENTATION OF THE OWNER/MANAGERS

Analysis of Agglomeration Coefficient for Hierarchical Cluster Analysis

Number of Clusters Agglomeration Coefficient 	 Percentage Change in
____________________ __________________________ Coefficient to Next Level

10	 1358.951	 4.38
9	 1418.437	 4.52
8	 1482.503	 4.35
7	 1546.996	 5.60
6	 1633.552	 5.83
5	 1728.755	 6.28
4	 1837.318	 6.58
3	 1958.305	 14.40
2	 2240.349	 29.00
1	 2890.096	 _________________________

The clustering (agglomeration) coefficient shows rather large increases in going from

four to three clusters (1958.305 - 1837.318 = 120.987), three to two clusters

(2240.349- 1958.305 282.044), and two to one cluster (2890.096 - 2240.349 =

649.747). To further help identify large relative increases in the cluster homogeneity,

the researcher calculate the percentage of change in the clustering coefficient for ten

to two clusters (Hair et al, 1998). The largest increases were observed in going from

two to one cluster as highlighted in the above table, therefore the two cluster solution

was selected.

Mean Scores of the Indicator Variables of High and Low EO OwnerlManagers

*Initial Cluster Centres
Entrepreneurial orientation EO (Q4) 	 Cluster 1	 Cluster 2

	

(n98)	 (n=58)

	

High EO	 Low EO
____________________________________ owner/managers owner/managers
Innovativeness Q4.1 	 5.01	 3.64
Innovativeness Q4.2 	 5.56	 3.46
Innovativeness Q4.3	 5.31	 3.32
Proactiveness Q4.4 	 4.77	 3.46
Proactiveness Q4.5	 4.91	 2.96
Proactiveness Q4.6 	 4.71	 3.57
Risk taking Q4.7	 4.44	 3.11
Risk taking Q4.8	 4.59	 2.29
RisktakingQ4.9	 4.55	 2.61

* Input from FILE Subcommand
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Mean Scores for the Indicator Variables of High and Low EO Owner/Managers

*Fjnal Cluster Centers
Entrepreneurial orientation EO (Q4)	 Cluster 1	 Cluster 2

High EO	 Low EO
owner/manager owner/manager

____________________________	 (n98)	 (n=58)
Jnnovativeness Q4.1	 5.32	 3.83
Innovativeness Q4.2	 5.93	 4.12
Jnnovativeness Q4.3	 5.60	 3.86
Proactiveness Q4.4	 5.01	 3.72
Proactiveness Q4.5	 5.16	 3.55
Proactiveness Q4.6	 4.92	 3.81
RisktakingQ4.7	 4.61	 3.50
RisktakingQ4.8	 4.78	 3.17
Risk taking Q4.9	 4.73	 3.31

Final cluster centres were obtained from subcommand FILE.

Significance Testing of Differences between High and Low EO
Owner/Managers Clusters Centres

Cluster	 Error
Entrepreneurial	 Mean	 df	 Mean	 df
Orientation Q4	 Square _________ Square _________	 F	 Sig.

Innovativeness Q4.1	 80.755	 1	 1.789	 154	 45.145	 0.000***
JnnovativenessQ4.2	 119.088	 1	 1.589	 154	 74.961	 0.000***
InnovativenessQ4.3	 110.310	 1	 1730	 154	 63.773	 0.000***
Proactiveness Q4.4	 60.264	 1	 1.770	 154	 34.048	 0.000***
Proactiveness Q4.5	 94.626	 1	 1.544	 154	 61.298	 0.000***
ProactivenessQ4.6	 44.733	 1	 1.872	 154	 23.898	 0.000***
RisktakingQ4.7	 45.074	 1	 1.258	 154	 35.824	 0.000***
RisktakingQ4.8	 93.637	 1	 1.255	 154	 74.585	 0.000***
RisktakingQ4.9	 73.920	 1	 1.270	 - 154	 58.224	 0.000*

^0.O1
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Results of Stepwise Discriminant Analysis with Owner/Managers EO as the
Dependent Variable

Variables/Factors

Need for achievement

Internal locus of control

External locus of control

Perceived export complexity

Perceived export risks

Perceived export profits

Perceived export costs

Perceived export growth

Standard
Weights
Value

0.51

N.J.

N.J.

-0.57

N.J.

N.J.

N.J.

0.61

Discriminant
Loadings

	

Value	 Rank

	

0.60	 2

	

0.03	 8

	

-0.17	 4

	

-0.57	 3

	

0.11	 6

	

0.10	 7

	

0.14	 5

	0.62	 1

Univariate F Ratio

Value	 Rank

5 . 50**	 2

0.41	 ns.

2.56	 ns.

4 .92**	 3

0.50	 ns.

0.14	 ns.

2.38	 ns.

5 . 80***	 1

p ^ 0.05,	 p ^ 0.01, N.I. not included, n.s. = not significant atp ^ 0.05.
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