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Influences on international market entry method degsions by European entrepreneurs

Abstract

The internationalization of small to medium-sizeans has been the subject of scholarly activity deveral
decades initially focusing on describing the gradueremental stages starting with exporting evadvio a firm
investing in foreign markets. More recently theld# of international new ventures and international
entrepreneurship have emerged. International emtneprship has shifted the focus of analysis to the
entrepreneur and how international decisions aterukned by entrepreneurial competencies and chiebi
such as developing and exploiting internationatrgarand customer networks and relationships. Mafcihe
extant research examines external market condititurences on internationalization strategies teglacts the
role of the international decision making capaietiitof entrepreneurs. The research addresses tlmisar
influences on the internationalization strategidsentrepreneurs through in-depth interviews withnew
entrepreneurs of fast growth medium-sized firméour European countries. Entrepreneurs were probedta
how they internationalized their businesses usipgnoended questions and responses analyzed thomegh
and axial coding identifying themes and patternartive at a grounded explanation and understanafitigeir
decision making behaviour.

The study finds that the most important influencesrgernational decisions about international mas@ry
mode (IMEM) were determined by the personal prefegerand mindset of the entrepreneur, the natutieeof
product and their priority of being close to andlirect contact with their customers. On the otieard industry
globalization, resource limitations and nationalltme have a limited influence on the entreprersur’
international market entry mode decision making.

Key words: International market entry mode decisitaking, entrepreneur’s perspective, product arstocoer
interaction.

Introduction

International marketing involves making a choicéwten competing expansion strategies dependindhen t
nature of the market, firm resources and managghiédsophy (Reid, 1983). The choice of internatlonarket
entry mode (IMEM) is a significant international @gon facing top managers and has been the subfect
extensive research in the export behaviour, intemnal marketing and international business literat
(Malhotra, Agarwal, and Ulgado 2003). Entry modpast of the early stage of the international evotluof the
firm (Johanson and Vahlne 1990) and in the stagedeimof internationalization or the establishmehain
approach has tended to present entry modes asfagequence from indirect export, through toitpredirect
investment (Johanson and Wiedersheim-Paul, 1976)lehdf entry has also been the subject of researitte
literature on strategic alliances and foreign diragestment (Buckley, 2002) and in the literatarel theories
of the International Product Life Cycle Theory (IPL@Jarket Imperfections Theory, Strategic Behaviour
Theory, Resource Advantage Theory, Transaction Caoaty&is Theory, Eclectic Theory, Internationalization
Theory and Network Theory (Malhotra, Agarwal, anga#lo 2003). These theories have been used inutg st
of internationalization of small exporter and largalti-national firms. Others have examined theeaetlents of
and influences on mode changes (Calof and Beat@$h).

Given the diversity and contexts (e.g., sectomfgize) internationalization has been presentednaki-
theoretical (Coviello and McAuley 1999) and mulis@plinary (Shenkar, 2004). Peng (2004) suggédsitsin
order for the field of international business towadorward there should be a return to internatidnmesiness



strategic decision-making and the firm as a unitaofalysis and more attention paid to theory. The
entrepreneurship field offers a rich vein of reshaand concepts to explain internationalization amate
specifically the international strategic decisioaking behaviour of managers. My paper addressssssiue by
using the firm and in particular the entreprenethe unit of analysis.

Although extant research on internationalizatiocues on new ventures, small and very large fiGwvigllo
and Jones, 2004) there is a lack of attention tdiune-sized firms. My research uses firm size aseasure of
medium size (number of employees, 100-500 Dun &dBiraet; Corbetta, 2005; Simon, 1996). The selecifon
number of employees is rather arbitrary and vatording to region (OECD, 2005). My research atemses
on the entrepreneur (entrepreneur (s) owns a mimirofi 15% of equity, independent not a subsidiary of
another company and no industrial shareholder owrenthan 50% of equity) country location to evatuat
possible cultural differences and contexts (ltdafyhhcontext culture, France, medium context cul@smany
and UK low context cultures) (Hall, 1959; Hofsted®91; Axtell, 1995) and industry sector (convems
engineering and metal and high-technology-eleattorielecommunications and software) (Boter and
Holmquist, 1996) as possible moderating influenoasthe international market entry mode strategies o
entrepreneurs. Finally, to assess the affect of tam the mode of entry decision-making from theeption of
exports to several years later | selected firms liaa been involved in international business forygars or
more.

Building on the propositions from the literature mgper reports on the findings of exploratory restedo
examine the factors influencing the choice of moéi@ntry grounded in the experiences of top marsager
medium-sized firms to develop a framework for intgdional decision-makers, and explore the lesduaitscan
be learnt for practice. First of all | develop tipeopositions from the literature before explainitite
methodology adopted for the empirical study. | th@esent the results, discussion and implicatiams f
entrepreneurs, advisors and policy-makers.

Development of the propositions from the literature

Managers may have different biases for focusing #féorts on either domestic or international netekbased
on their educational background or prior experienoé living in other countries. Dichtl, Koeglmaynd

Mueller (1990) found that internal mental and psyjobical attitudes were linked to an outward movettd a

firm’'s operations. Further, some managers may tstvenger international capabilities due to theiroipr
international experience or ability to leveragerthercit knowledge about international opportursitieiesch and
Knight, 1999; Mitchell, Smith, Seawright, and Mor2000; Peng and York, 2001). | therefore propose:

Proposition 1 Personal factors (namely, bias, preferences aiat pxperience) of the entrepreneur will
strongly influence their IMEM choice of entry metho

The decision about market entry mode may vary ddpgngpon the nature of the product or service (€ore
Cespedes and Rangan, 1989). The level of complexkity product or service may determine the nature of
supplier—buyer relations. With a complex productservice, users may want a direct relationship ki
original source of the technology (the produceranrintermediary service provider). Similarly, lifet product
requires user education, customization to theidgaee is subject to rapid technical change, therbthyer may
demand direct links with the knowledge or technialirce rather than a commercial intermediary (Rang
Menezes, and Maier, 1992). Further, in the innovaliterature (Urban and VVon Hippel, 1986; Hersaaitl \Von
Hippel, 1992) in high technology and mature prodiategories the lead user customer plays a critidalin
the development of innovative products in collatiorawith the supplier. The buyer, or customer, ixitical
influence on a firm’s international strategy (Whoigk, 2002). If domestic firms build strong ties thvi
internationally active companies, they may becotientfollowers and start their internationalizatiprocess
(Perks, 2003; Sharma and Blomstermo, 2003). Buyerg be important for strategic reasons, or bectuse
relationship contributes a significant level of eaues or profits (Campbell and Wilson, 1996). Cquosatly,
the level of international involvement by the seligll rise as the significance of the relationsimgreases. In
the internationalization process of the firm donwesind international customer networks also actaas
influence on the internationalization process,ipaldrly mode of entry (Coviello and Munro, 1996)herefore
suggest that:

Proposition 2: Product or services that require a high involveimieom users (technological usage and
application; supply arrangements) act as a stnofhigeince on the entrepreneurs IMEM choice of enteghod.
Proposition 3: The importance of the customer acts as a strohgeimfe on the entrepreneurs IMEM choice of
entry method.



A firm needs to support market growth and sustaimpetitive advantage through heterogeneous resource
which are valuable, rare, inimitable and non-stinstble (Wenerfelt, 1984; Dierickx and Cool, 1983irney,
Wright, and Ketchen, 2001). Arguably, SMEs encoumbe@re financial and managerial resource constraints
than larger firms, when making the decision to eiteernational markets (Chetty and Campbell-H2@03;
Malhotra, Argawal and Malhotra, 2003; Alvarez, 2pBdwever, the perception of adequacy should eagmur

a decision. From this | suggest:

Proposition 4: The availability of adequate resources acts asrangtconstraining influence on the
entrepreneurs IMEM choice of entry method.

The industry influence has been acknowledged byePdft986) and Grant (2002) in the globalization of
businesses. Others in the field of population egyplilannan and Freeman, 1977) and entrepreneyiGhipn
and Slevin, 1991; Dess, Lumpkin and Covin, 1992,rZah993; Tan, 1996) recognize that the environnenta
context shapes entrepreneurial strategies in p&tiinternationalization (Garner, 1982; Rao, 199)stomer
preferences and the demands they make on suppfies internationalization decisions (Bell, 1995)pr
example, a domestic or international customer neguire a supplier to sell directly to its subsigiarin
international markets. On the other hand the imtiBonal customer may prefer to deal with locallysdxh
intermediaries. The impact of the industry environhn the IMEM decision provides the basis for therth
proposition.

Proposition 5: The industry environment in which the firm opesgatgill act as a strong influence on the
entrepreneurs IMEM choice of entry method.

Once a firm engages in foreign markets managers t@eope with psychic distances and barriersrimgeof
culture and language which may disturb the flowimkrnationalization of a firm (Moen, Gavlen, and
Enderesen, 2004). MarcellBavies, and Williamg2002) argue that the language element can causeain
degree of ambivalence when making decisions atbmutMEM. Managers are more likely to select a market
entry mode that will overcome language and culthaatiers, such as local agents if they lack canfad or are
uncertain about a particular country. On the otiend if they perceive cultural similarity betweédre thome
country and the potential market (Sharma and Blemst, 2003; Wei and Christodoulou, 1997; Erranaitid
Rao, 1993) they may be more likely to deal direwatith customers.

Proposition 6 National culture has a strong influence on thieegmeneurs IMEM choice of entry method.

Figure 1The five theorized influences on the IMEM deision
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Methodology

To meet the research aims both grounded theoryu&trand Corbin, 1998) and case study methodologies
employed; the latter because it is viewed as “\dkiat all stages of the theory building processtkstein,
1992). Its particular strength is the collectionriwh data,in vivo, facilitating the evaluation of interrelated
definitions and propositions and the exploratioriha relations between them. The approach | havptedas
‘theory-first’, whereby theory is developed via @detuctivestrategy’ with the researcher identifying “some
orienting constructs and propositions to test aeobe in the field” (Miles and Huberman, 1994, pJL3\ case
study reveals theoretical relations in situ and banused to uncover processes that link inputsaarnpluts
within a system (Lacey, 1976). This implies that theearcher may “literally see them (processesyrbcc
(Glaser and Strauss, 1967, p.40). The multiple-ozesthodology allows for replication and developmehta
rich theoretical framework” (Yin, 1994, p.46). Theethodology for the research does not seek to apply
sampling logic because it would be ‘misplaced’ (Yi894). The research is based on sixteen casestfichm

a population of 500 firms (Europe 500, 2004) andririews with the lead entrepreneur of firms in EerJK,
Italy and Germany. The ‘ideal’ number of casesnsthe main, judgmental (Yin, 1994) and it wouldoakse
inappropriate in the light of the methodology toplgn a calculated sample size. The interview data wa
compared with data from company documents to imprthe validity and accuracy of the analysis and
discussion. All of the responding firms provided méth information ranging from internal company
documents, catalogues, books, annual reports a3 puttings. This method helps to overcome thil@mo of
‘mistaken’ memories on the part of intervieweestdacilitates confirmation of a statement(s) vianparison
with documentary evidence. The coding system appligsl based on the structure of the questionnaéé ims
the process of interviewing and was analyzed in $teges allowing for several iterations and intetigdions
from micro-analysis to the linking of concepts gmdpositions (Strauss and Corbin, 1998). The fegel of
analysis coded the documents into 28 free noddsnwilvivo’ software. The coding structure and carite/as
developed around the questionnaire and adjustedvasodes emerged. This enabled me to identifyserase
patterns, replications and differences. The setevel of coding and analysis in this stage broledhta down

to develop the influences on the IMEM.

Results

The analysis of market entry mode starts with a sarrof the entrepreneurs choices and then expéin sot
discuss channels, partners and subsidiaries. Thatiguiag elicited the extent to which the firms e@ngaged
in direct export, exports through subsidiariespfaienture partners, or indirect exports (agentdistributors).

The case study findings are analyzed and presenté&bie 1 below in terms of direct versus indirentry

modes.

Table 1 Summary of the international market entry nethods of the case firms by location/sector/number
of employees

Case Direct export Foreign Partners/jv Agent-
Location/Sector/Employeed subsidiaries llicensing distributor
Case 1 Germany/ Yes Yes Yes No
Software/130

Case 2 Germany/ Yes Yes Yes No
Software/410

Case 3 Germany/ Metal/15p Yes No Yes (Licence) No
Case 4 Yes Yes No Yes
Germany/Electronic/200

Case 5 Germany/ Yes No Yes No
Electronic/181

Case 6 Germany/ Yes Yes No Yes
Electronic/375

Case 7 France/ Yes Yes No No
Software/230

Case 8 France/ Metal/185 Yes No No Yes
Case 9 Yes No No Yes
France/Electronic/245

Case 10 Yes No No Yes
France/Electronic/110




Case 11 ltaly/Electronic/105 No Yes No Yes
Case 12 Italy/Metal/333 Yes No No Yes
Case 13 Italy/Metal/101 Yes No No No
Case 14 Italy/Metal/129 No No Yes No
Case 15 UK/Software/139 Yes No Yes (Licence) No
Case 16 UK/Metal/150 Yes No No Yes

The method of market entry and the subsequent paifanternationalization for the firms in the syudisplay
both common and divergent patterns. What is comto@il of the firms is that regardless of the choserket
entry method there is a strong preference to haeetdinks with the customer. These may be throdghct
sales to end-users or OEMSs, joint ventures, pattipssor sales subsidiaries. Over an extended ¢pefidime
(average of 10 years in exporting) these firms hastechanged their mode of market entry which aafitts
the stage theory and mode change theory of infenaization. There were some industry sector diffiees in
the mode of entry. The 6 firms that had chosen IMBNhe form of a subsidiary were in the high-tecbggl
sectors. None of the metal or mechanical engingditms use this form of market entry mode. Allidfs
involved in partnerships were in the high-technglagdustries none in the metal mechanical sectowéyer
there were no sector differences in the use oftagerdistributors.

Proposition 1 Personal factors (namely, bias, preferences aiat pxperience) of the entrepreneur will
strongly influence their IMEM choice of entry metho

The evidence from the empirical research is thattiteepreneur has a very strong influence on thENNMf
the firm. The strength of this influence is evidentmany of the respondents’ discussion of the ingare of
the entrepreneur’s role and involvement in intéamatl market entry mode decisions.

“I travelled to a bank, we went to their officeliondon, a big American bank. We then set up a sialogid
(respondent firm 1).

“In the consumer market we do address the end-umérwe sell into distribution retail system intagjon

and PC OEMs so we classically mix two modes of markey” (respondent firm 6).

“| prefer to enter a country through direct salassf to get started, to support the start up of sdkaries”

(respondent firm 7).

“l am in direct and close contact with clients. Wihgou transfer an industrial unit it is necessapywork
with trust. It is not necessary to use an interiagg because marketing close to the potentiaintjieve do
not want the foreign agent” (respondent firm 8).

“I prefer to sell directly to the radio operatortn each country there is only one operator” (resdent firm
9).

“As the president | prefer to sell directly 92/93% sales are from supplying components (pumps, rsotor
etc) directly to manufacturers of white goods” fpeadent firm 12).
“ work directly with OEM car makers in Germany, Frem and in the UK. As they are suppliers of key
components to the car industry for special carg] products need to be designed into the clientglpcts,
then we have direct links with customers” (resparidiem 13).

“My approach is direct and simple go into any stdaok at the back of the boxes and make contahttive
companies who make the machines and then seltlgitechem (respondent firm 15).

“| prefer to work with OEM customers in Germany, damnd the USA. Exactly, then at that point we picked
three companies, phoned them cold and asked togsee them directly” (respondent firm 16).

The entrepreneur was mainly responsible for initagxport sales activities. Even when the firm'sinational
business developed and other specialist export gessdook on the responsibility for internationales, the
simple organizational structure for exports lefe tentrepreneur still actively involved in domestod
international mode of entry decision making anediselling.

Proposition 2: Product or services that require (a) high involgamfrom users (technological usage and
application; supply arrangements) act as a stnofhgeince on the entrepreneurs IMEM choice of enteghod.



The interplay between the nature of the producyicserand the preferences of the customer influerices
mode of international market entry for these firfasr example, there is evidence to suggest thausfivith
complex products or systems serving customers wieréouyer requires direct support select directketa
entry modes. Where firms use sales subsidiariegieat factor in making the decision is the cuseymdemand
for local support. Conversely where the customersdwot demand a local presence and the produstais/ely
standardized agents are used as a mode of matket Hre literature suggests that a firm’s inteioradl market
entry mode is in part influenced by the naturehef product and service offering (Corey, CespeddsRamgan,
1989). Complex products and co-design with majatamers are a strong characteristic of the softaack
electronics firms and the need for integrated suppétems is a feature of firms in the metal meithaectors
working with OEMs:

“We have a product-a product that needs directrneantact with the customer because the product is
complex” (respondent firm 5).

“We adapt the products to the buyer” (respondemnt ).

“I think our product is quite special and requireseghnical background we need to train and haverobn
persons specific to servicing the product, goodtmrsng, well documented, we want control over ldéa
(respondent firm 7).

“Yes it is determined by the product, the distritmutsystem is determined by the product. We haveg man
different products, we do not have rules, each pebds different we take a different approach. Vi rrow
focusing on producing only global products we dbwant to produce products for the French markeyonl
(respondent firm 9).

Proposition 3: The importance of the customer acts as a strohgeimée on the entrepreneurs IMEM choice of
entry method.

The discourse from the interviewees provides vergnst evidence that the internationalization proogas
started by ‘following the customer’ and respondinga customer need or demand. The firms clearly view
themselves to be customer oriented and there deree that the firms’ internal staff and processesset up to
disseminate and respond to customer informatiolipviong Kohli and Jaworski (1990). The association
between customer demands and IMEM is evident in cemtsnfrom most of the firms and is one of the
strongest influences from the respondents’ peragecBeveral of the responses support Homburg'€QR0
‘closeness to customer’ construct and the stromgpection between the firm and the market (Srivast&ahey
and Christensen, 2001). There was also evidendewthatever the market entry mode the firm uses, the
preference was for some direct interaction withadhstomer:

“We need subsidiaries to keep our customers hajyey, need a local person they can talk to” (respamd
firm 2).

“Yes-we follow our customers. If they request thisn we must work with them wherever they wanb'us t
(respondent firm 5).

“Have to check that the needs of the client arabanet. We want to satisfy our customers. Most iitapb
thing we developed products with the clients, thegsided on the product (respondent firm 7).

“The company is close to clients? Sure, very cigse When you transfer an industrial unit it is essary to
work with trust because in such a project you asponsible for many things, and it is importantt ttee
client can trust you” (respondent firm 8).

“We need to be trusted by the customer becauseswaap their products. We do not give them produats
give them our know-how. We have some niche prodpetsalized around a customer. We change products
to customer demands. We have to be close to otwomas our technical department, our engineering
department they work very closely with the custérfrespondent firm 10).

“When we moved into the market in 1993 it was anlibck of developing products to a customer in the
USA. We followed the customer to other locationsiniternational markets. We are close to our
customers”(respondent firm 15).

Proposition 4: The availability of adequate resources acts asrangtconstraining influence on the
entrepreneurs IMEM choice of entry method.

None of the entrepreneurs expressed the opinidnrélsaurces constrained or influenced their degisibout
the IMEM. One respondent discussed some financifficdties caused by the lack of capital and the
underperformance of management in a foreign sudbgidiowever this was not perceived as a resour@gm

as the firm quickly resolved the issue and recaléne situation.



“With the first subsidiary (in the USA) totally ueidtapitalised the entire group is basically livifrgpm hand

to mouth as we say in Germany. The biggest huadleich an expansion is two fold. The one is defini
while you are so busy in your domestic market thelaraway subsidiary requiring attention is hard to
support. The second aspect certainly is local manant quality however we were strongly committed to
this mode of market entry and we were willing atdeao allocate resources to resolving the problem”
(respondent case 6).

This is at variance with the literature on smaliir and resource constraints (Kedia and Chokar,)119&6is
consistent with Crick and Spence (2005) who detgedhithat the resource-based view of the firm do¢sully
explain internationalization decisions by entrepras. A possible reason might be found in the eatdirthe
entrepreneurial mindset. The theory of entrepreaéuwiientation is defined as how firms act and take
entrepreneurial decisions. Entrepreneurial firmsl ttenbe predisposed to take risk (such as intenalization
and IMEM) in the face of resource uncertainty (amstregher types of uncertainties) because they\mliethe
rewards available to them (Lumpkin and Dess, 1986}.example, their knowledge of and strong tieth®
customer base might ease the decision on IMEM. Tliws the firm to ignore resource concerns becdhse
nature of the investment is more clearly known. dRese limitations are problematic only when the
requirements are unclear but if the firm has grekt®wledge of what the international investmentisien
requires, then limited resources may not necegsairider decision-making. This is not to say trestource
limitations will not hinder performance. The prdiraj logic would be that some moderation effectikely.
This implies that further research is needed to rstded how resources influence the internationtédina
process and what role they play in determining IMEM.

Proposition 5: The industry environment in which the firm opesateill act as a strong influence on the
entrepreneurs IMEM choice of entry method.

Most of the industries served by the firms studéed international in nature and so push entreprsniu
engage in international activities. The softwarenfirare linked to international banking, large petgeglobal
software houses, telecommunications, retailingormétion technology, and pharmaceuticals. The @eitr
firms serve international clients in the automohifedical, retail, telecommunications, informattenhnology,
and computer games industries. The metal-mechamits fsupply the global automobile industry, mobile
communications, international projects, domestipliapces, medical, and military markets. For mahyhe
firms the industry environment can so be classegla®l or international in nature. The combinatidriboth an
internationally focused supplier industry and costo industry may be thought to exert a strong arite on
the IMEM of the case study firms. Only one firm, hewer, explicitly acknowledged the influence of the
industry environment on internationalization but MEM.

“The internet is the driving force of our industmsydefinitely. The PC periphery business and clecess
business is a global industry and either you plag global dimension or you don't plagrespondent case 6).

One possible explanation is that the firms followltnational customers into international marketsving
them through a direct market entry mode. Consetjuthiése entrepreneurs are more focused on the diiatee
micro-customer environment rather than the distaatro-industry environment. A more likely explaoati
might be that the nature of the industry is but comsideration. Although one school of thought ssgg that
firms behave in accordance to its industry, otherosls such as the resource-based view argue ithag f
behave in accordance with their unique resourceowenmbnts, and are not governed by industry structure
(Ekeledo and Sivakumar, 2004; Farjoun, 2002). Thgrede of sensitivity of a firm’s internationalizatio
decision-making it could be suggested relies orarmahg resources with the nature of the industryis Th
observation explains the growing interest in thgouece based view in international research (famgle,
Erramilli, Agarwal, and Dev, 2002). On balance, desghe intuitive appeal of drawing on industry
environment as an explanatory variable of inteamati decision-making, it should be viewed as ong icoa
holistic decision-making process (see for examjpdags, 1999).

Proposition 6. National culture has a strong influence on thieegmeneurs IMEM choice of entry method.

In terms of the influence of national culture oteimationalization overall the case study resultggest that,
contrary to some of the literature on cross-cultarad entrepreneurial management (Busenitz, Gomez a
Spencer, 2000) few respondents considered natoudiaire as a significant issue in IMEM decision-nmaki
This finding supports Mitchell et al. (2002) and &hiell et al. (2000) who found a common culturalcegtion
of entrepreneurship. A specific component of them&ocountry environment which may impact on
internationalization is the ability to deal withfférent languages and cultures. Language and cligsaes



have not prevented the firms in the study from etipg and they are not seen as significant barti2i$1EM
decisions. However, the organizations that are ndmmestically oriented in their sales appear tk e
linguistic confidence of some of the more interoadilly oriented firms in the study:

“It really becomes difficult with these external angzations where there is also the culture andidnguage
system that is differeiftespondent case 2).

“The mentality of Italian entrepreneurs is we areg@on technological processes good technical dpesto
but we are no good for example at languages andréirg” (respondent case 10).

These quotes suggest that the educational contélinwthe home country may be influential on a fism’
openness to exploiting international market opputies. If the education system emphasizes theldprent

of foreign language skills then this may ultimatebrve to encourage the internationalization @hditwithin
that country. As such this suggests there can beties in the national environmental conditionsgtmulating
IMEM decisions (for example, Wong, Ho, and Autio08). This finding however appears somewhat at odds
with Dwyer, Mesak, and Hsu (2005) who found thabdat national culture types (based on the work of
Hofstede [1991, 2001]) influenced the cross-nafiatifiusion of innovations. Since my research retato
IMEM as opposed to the cross-national diffusiongatewould seem that research is needed to releotig
influence of culture on post internationalizatiorerfprmance in addition to pre-internationalization
expectancies. Whilst culture may not have hinddMBM in the firms we studied in terms of forming a
decision, it would be valuable to discover if tiriggered naivety in entry and post-entry strategy.

Conclusions and implications

The implications of the findings are that the ente@purs in these firms who have been exportingféeast 10
years are that they use a mix of 2 or 3 markeyentrdes simultaneously rather than change market srode
over time in a singular linear progression. Rathese entrepreneurs in medium-sized firms have amend
some divergent patterns of IMEM influenced by pesdactors and biases of the owner manager, theaat
the product or service, and the preferences ofctistomer. There is evidence of differing mode ofryen
decisions depending on the sector. Electronic affivae firms were more likely to use partnershipsl a
subsidiaries as an IMEM. However, there were noosetifferences in the use of agents or distribut@ns the
other hand there is less influence of resource wi®g industry and cultural environment on the IMENMe
results suggest that generally entrepreneurs faiavilar patterns of influences when making IMEM idems.
These entrepreneurs do not perceive they have mstimitations, as they are more likely to havecadae
resources in comparison with micro or small firfitie industry did not appear to be important ratler t
product is a more important criterion for IMEM. Hilya these entrepreneurs appear to overcome cultura
barriers and select the IMEM which is appropriatéhtem and the nature of their products and custemer

The implications for theory are that internationahrket entry mode decisions are not static but dymam
contingent on the influences of the factors outlirie the research propositions. My paper addrefises
shortage of theoretical development in internatidnesiness and entrepreneurship by developingaively
parsimonious framework. The implications for intdrm@al managers are the importance of IMEM decisions
which are driven by a mix of personal bias, prodiactors and the requirements of their customerg Th
implications for policy makers are that any intemien and advice should be specific and continderthe
individual business, the biases and preferencdsecéntrepreneurs’ the products and services andustomers
rather than a generic programme of one size fitsFahally policy makers in their training and adeito
entrepreneurs should play down the resource, indusnvironment and cultural obstacles to decisiabout
international market entry modes.

For future research it would be interesting to Harttest the propositions in other regions of treldvand
extend the work to a larger scale empirical stdhe paper contributes to future empirical studigsffering a
set of propositions grounded in the experiencethefentrepreneurs in the study. Future researchbodd
hypotheses based on the propositions developed.
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