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Abstract

A review of the literature emerging from a numbé&areas on smaller born-globals reveals that it
is fragmented with no coherent theoretical framdwdn particular, current conceptualizations of the
born-global fail adequately to consider the useoatward-inward strategic partnerships and de-
internationalization. This paper draws on in-depiterviews with senior managers in smaller born-
globals, to address this research gap and reviealsmbvement between outward and inward relational
entry modes used as a proactive de-internationimizestrategy by these firms, during periods of
economic decline such as that experienced globétiér the dot com crash of 2000. Building on erigti
theories of network perspective and Dunning’s Oatgaigm, a framework provides explanation of the
use of multiple entry modes and ‘switching’ fromtward to inward strategies, such as strategicreléa
to exclusive reseller, to allow smaller-born glabdb continue to expand their commitment to
international markets through business relatiorsship

1. I ntroduction

Early literature on the stage model viewed int@omalization as changes in the firm through
incremental commitments to foreign markets. Stgrtimith the entry mode that requires the least
commitment of resources, such as exporting, theyento one requiring greater commitment, such as
joint venturing (JV) (Cavusgil, 1980). These adiéd encompass outward connections, such as exports
strategic alliances, JVs, licensing, technologyeagrents and merger and acquisition, and inward
linkages, such as purchasing functions (Karlsdsethi, Benito & Welch, 2003), including importingda
buying agent. Recent studies focusing on the iatamalization of small to medium sized enterprises
(SMEs) operating in high-tech industries have olestrithat they tend to internationalize more rapidly
with market entry routes or paths different frorogh in low-tech sectors (Crick & Spence, 2005).s€he
SMEs have advanced technologies and capabilitiesedacated workforce, and an ability to locate
opportunities and act quickly to take first-movewantage (Bell, 1995). Referred to as born-glowadd
their exhibited behaviour, in contrast to a stageslel, may mean they do not have time to integrate
knowledge and fully develop the implementation ledit international strategies (Johanson & Vahine,
1977). This implies their strategies may be reactather than proactive in nature, strongly supgabhty
technology (e.g. internet), which assists them &kenrapid decisions often following unsolicited ensl
(Eisenhardt, 1989).

However, the limitations of conventional interoailization stage theories for adequately
explaining the internationalization process of SMEsigh-tech fields are now numerous (Bell, 1995,
Knight & Cavusgil, 1996), such as the behavioubafn-globals. Yet such challenge has not gone lkyon
guestioning the relevance of these theoreticalagmtres to outward forms of internationalizatiomt tis,
that inward activities always precede outward #a; that they have a manufacturing focus and tha
“inward international activities...usually involve aiter investments and less risk” (Karlsen et @003).
Inward activities are regarded as a prelude taribee important platform for subsequent operatiavit)
no suggestion that inward activities may be stiategpves by firms that follow outward activitiescan
address particular external factors. Acknowledding importance of inward connections and role of
procurement in the internationalization of the firthe current study focuses on born-global SMEs in
high-tech industries, involved in switching fromteard to inward activities, sometimes referredtale-
internationalized. According to Benito and Welch94T), de-internationalization encompasses any
reduction in a company’'s engagement in its crosddyoactivities, e.g. moving from outward to inward
entry modes. There is now considerable recognitian in certain instances it is plausible thatren
internationalization can take the form of dis-inwesnt (Calof & Beamish, 1995, Chetty & Campbell-
Hunt, 2004). Hence, de-internationalization raifess question, how relevant are the more traditional
approaches to internationalization of SMEs in tee millennium (Fletcher, 2001)?

By contrast, the contingency approach, is basetth@mpremise that firms’ international evolution
is contingent upon a wide range of market-spedifid firm-specific characteristics (Fletcher, 2001).



External situations or opportunities may causedito leapfrog stages or to enter markets that are
psychically distant (culturally different) from tHeome country. Alternatively, taking a relationagw,
“network perspective” (Coviello & McAuley, 1999)tebutes internationalization of smaller born-gltsha
to the development of networks of relationshipsrotime to build collaborative partnerships with
international buyers, sellers and distributors feesy tbuild up knowledge about each other (Freeman,
Edwards, & Schroder, 2006). While neither approadtiresses de-internationalization of SMEs directly,
Mainela (2007) leaves open how deliberately marsagee able to develop and use interpersonal
relationships for different business purposes. kénbtudies that claim that social networks canret b
planned or managed, Mainela (2007) argues “theist wltiple means known and used in business life
through which managers try to influence the natfréhe business relationships, making them more
personal and useful” (pp. 96-97). Relying on Dugisnownership-location-internalization (OLI)
paradigm, the O-advantages appear to be the “misiersl of internationalisation, irrespective offfiisize
and internationalisation strategy” (Hollenstein,020 p. 431). As the knowledge-base on which O-
advantages of smaller firms rests is more con&dhithan that of larger firms, and opportunities
irrefutably drive their strategy (Hollenstein, 200%here is then no logical reason to assume tN# S
internationalization is always linear, that is,ttlmvard activities precede outward.

While several researchers in the area of SME riat@nalization suggest a more holistic view
which embraces inward, linked (strategic allian@s)vell as outward forms, these studies comment on
the extent rather than on the motivations for idvand linked internationalization. For example,
Korhonen, Loustarinen and Welch (1996) found thdy d4 percent of SMEs began internationalization
from the outward side. Luostarinen and Gabriels&®04) found that of manufacturers engaged in
outward activities, 79 percent were also involvedniward activities and 17 percent in linked aditbs.
Karlsen et al. (2003) point to learning through amev for later outward activities but perceive indvar
connections as “early activities”, suggesting tthet connections become less obvious as organization
grow” (p. 394). None provide explanations of thetiwation for the selection of alternative governanc
structures (Oviatt & McDougall, 1994), particuladfter SMEs have begun to internationalize. We know
that born-globals tend to rely on hybrid structuretheir distribution channels such as close i@tahips
and network partners (Madsen & Servais, 1997) hatl dollaborative partnerships frequently determine
their location, through client followership and ththey use inward and outward activities (Freeman,
Edwards, & Schroder, 2006).

Thus, the broad problem this paper addressesas avk the motivations for outward-inward and
linked internationalization of smaller born-gloldams? With this in mind, the paper progressesugto
the following steps: first, inward-outward linkaga® reviewed as these are important for gainirigebe
understanding of the nature of complex forms arimhitional resource commitment, which is then lihke
to our current understanding of born-global SMEs argued that the stages model, which suppionts-t
dependent, deterministic evolutionary paths, datsntlude contractual and collaborative entry nsoite
its establishment process, nor the factors thatcatesing born-global SMEs to switch (move) from
outward to inward entry modes, which, on the “stefa appears to be reducing their international
involvement, referred to as de-internationalizatibhen discussion is provided which suggests tllew
de-internationalization is quite common, little @asch has occurred because it is largely viewed as
failure and a reactive strategy. Two questions gmé&mom the literature. The first asks how do serall
born-global firms move through the de-internaticwation process? It is argued that there is a lafck
theoretical explanation of the strategic use ofvand-inward linkages and de-internationalizatiorthia
selection of business partners by born-global SMiE® different paths along which internationaliaati
theories have evolved and their relation to smddten-global international involvement and entrydao
are then outlined. It is argued that the risk reugesponse to legitimating and competitive pressiny
larger multinational corporation (MNCs) is not diamito SMEs. A risk neutral response to these two
pressures does not account for the first-mover radge and risk-taker’s viewpoint, to enter a market
before their rivals, very typical of the behaviamfrsmaller born-global firms. Thus, the second tjoas
asks how do smaller born-global firms choose thetry mode? Multiple, in-depth interviews with sami
managers in seven smaller-born globals were coadutd describe proactive de-internationalization



strategies, outward-inward entry modes and actse af networks in client followership strategies, a
reverse situation to that encompassed by stagerigkealone. Findings suggest that following de-
internationalization, SMEs have increased their ketakknowledge and for some born-globals even
increased their level of commitment, by switchingni outward to inward connections. This challenges
the stages model and supports the argument th&dckean integrated approach for understanding born-
global SMEs exhibiting pro-active and opportunigighaviour, focusing on a knowledge-base primarily
related to capabilities underpinned by incrememmiabvations. The findings also support a framewafrk
this process and a new focus is suggested forelurdsearch.

2. I nternational involvement and owner ship mode

Chan, Makino and Isobe (2006) found that a MNCarkat entry decisions are strongly
influenced by its own prior entry and exit decispmarginally influential on its own subsequent kear
entry decisions at the parent level, and highljuiriced by those of other MNCs (legitimacy and
competition). In addition, a MNC’s market entry tans have a stronger relationship with the prior
entry and exit decisions of other local competitran of competitor MNCs at the host and global
industry levels. Legitimacy refers to the practiok firms increasing their chances of surviving by
following the practices and strategies of othem§y given their lack of information about efficignand
effectiveness of their strategies, especially inditions of uncertainty (DiMaggio & Powell, 1983F)irms
will perceive high levels of uncertainty about thecome of foreign market entry (FME) when theyklac
information to estimate the present and future etacknditions in the host market (Johanson & Vahlne
1977). While engaging in FME, firms that are lessiifiar with a foreign market will tend to imitathe
actions of other firms operating in the same margetause of the perceived legitimacy of their lyigh
visible entry decisions (Chan, et al., 2006, Gnill2002).

Competition can also have a major impact on theEFdécision of MNCs. A MNC's
tendency to follow the market entry behavior ofesthfirms will peak when firms observe many other
foreign firms entering the same market. Many netwaarts also signals to potential and entrenchexisfir
the increase in competition, meaning the pressoredsources (e.g. labour, distribution and supplie
networks) and customers will intensify, encouragamrenched firms to raise barriers to entry and
deterring new firms from entering (Mitchell, Shav&rYeung, 1994). As the organizational densityha
host market intensifies, the legitimacy process lmayeplaced by the competitive process. The tanyden
to imitate the FME decisions of other firms in arked will fall_off beyond a particular threshold as the
number of new entrants in the host market incre@Skan, et al., 2006). Similarly, the value of eimg a
market may become questionable when firms obsexkge |numbers of competitors exiting a given
market, as this may signal that the market is tostile for new entrants and this deters entry (i3,
1998).

However, Chan et al. (2006) does not take intosictamation the theory of first mover
advantage and the theory of internationalizatioh ‘@mplicitly assumes that MNCs are risk neutratan
respond to legitimating and competitive pressunes tielatively similar fashion” (p.661). The finstever
advantage generally takes a risk-taker’'s viewpait enters a market before their rivals (Isobekiiva
& Montgomery, 2000), behaviour very typical of tlsenaller born-global (Freeman, et al., 2006,
Gabrielsson & Kirpalani, 2004). This behaviour lie treverse the stages theory (Johanson & Vahine,
1977), with a focus on risk-averse behavior in FMih the underlying argument that firms will iratly
make small scale, successive increases in theoures commitment to foreign markets that are
psychically similar before finally investing in nedistant markets. However, this resource commitmen
behaviour is atypical for smaller-born globals whiend not to be psychically sensitive to distaathkats
even for their first move (Crick & Spence, 2005,bBelsson & Kirpalani, 2004) although there islstil
some debate about this issue (Chetty & CampbellHa004).

The resource advantage (RA) theory (Hunt, 200R)wal for entry mode choices regarding
internalization based on resource exploitation mbedded know-how (e.g. wholly owned subsidiary,



merger and acquisition) or collaboration for reseugxploration and development (e.g. strategiarais,
licensing and JVs), as it focuses on skills andpetencies of the firm (Malhotra, et al., 2003). Hwer,
the RA theory does not explain or predict the tgbecooperative behavior a firm will choose. The
transaction cost analysis (TCA) theory (Williams&875) does state that when adaptation costs (tswvar
environmental uncertainty), performance costs (td&dehavioural uncertainty), and safeguarding cost
(towards assebuilding and opportunistic behavior) are low or absentndirwill choose market
governance (e.g. strategic alliance, licensingy.c@ntrast, when the costs are perceived as htghearthe
production cost advantages in the foreign markehsfwill choose internal governance mechanisng (e.
merger and acquisition, wholly owned subsidiarydwedver, the major limitation of TCA is that firms
simply do not base their entry mode choice arosadéds of reduced transaction castsiebut might also
wish to consider non-TCA factors such as globagration and market power (Dunning, 2000). While
exporting is still the preferred type of internaidb activity for SMEs, they are increasingly becogqi
more directly involved in foreign locatisnthrough distribution, production and R&D (Coviefl
McAuley, 1999). The higher resource constraintinfa SMEs than larger firms, implies SMEs are more
likely to choosea contractual arrangement and if they choose equited activities, they prefer minority-
stakes over full ownership. These “soft” forms ofernational activities help to overcome some ef th
resource constraints facing SMEs. However, some §Mgpecially in the high-techiche markets may
choose full ownership as an international strat@@yckley, 1989). Recently, Dunning’'s (2000) OLI
paradigm of ownership, location and internalizidlyantages has been further developed to allowdar n
world economic forces such as global competitiaflinfy transaction costs and increasing knowledge o
economic events, prompting a changing pattern tdriationalization, characterized by international
networks and strategic alliances (Hollenstein, 2006 particular, the O-advantages acknowledge
international alliances and networks as an efficrapans to access assets and to preserve andthmiild
firm’s unique resources and capabilities. Thisrl@&l versionallows for the possible explanation of a
network perspective of internationalization for fgjlobals and the smaller firm.

However, the issues of control and integrationictvlunderpin TCA, are likely to be increasingly
irrelevant as an explanation in the environmentcdlesd as global, technologically advanced and
dynamically innovative where firms can both disintdize through alliance capitalism and still maint
control (Malhotra, et al., 2003). Nor do these tieoadequately explain the lack of internalizatipn
smaller-born globals due to financial constrairstad their preference for collaborative partnerships,
including outward to inward, based on network cotgtadescribed by the network perspective. This
suggest a need for greater integration of theoretical amptions, especially so for those SMEs involved
in accelerated internationalization. The contraaddul approach to internationalization has been well
represented in recent studies of high-tech and ledne intensive SMEs, many of whom are born-globals
(Chetty & Campbell-Hunt, 2004, Freeman et al., 3006ternationalization can be perceived as the
externalization of multilateral activities and fiteited through a myriad of social and businessvagks,
which, over time build institutional knowledge from multiple diverscountry experiences and also
experience in the specific ongoing business ratth@n experiences at the level of the country (Ghett
Eriksson, & Lindbergh, 2006). The building of knadbe through experience is consistent with a stages
model of internationalization (Johanson & Vahln®77) and reduced uncertainty which drives the
smaller firm to seek out opportunities in foreigarkets (Penrose, 1959). More importantly, the wario
network relationships influence their initial marlantry decision and also the mode of entry forllma
firms (Coviello & Martin, 1999). Bell (1995) obsed the use of networks in client followership sgst
of smaller born-globals in high-tech industries,eninternationalization was noted for its rapidvgh,
and reactive and opportunistic exporting which pdea planned strategic involvement. Haahti, Madupu,
Yavas and Babakus (2005) noted evidence of SMEdoging cooperative strategies to enrich their
knowledge base about export markets, which consglgumproved their performance. Finally, while de-
internationalization can be perceived as a rejeatiche internationalization process, it can bdarstood
as such only if we assume an outward strateghe only pathway in the internationalization presxe
Fletcher (2001) does not assume this definitiveitipos leaving open the possibility that de-
internationalization is the apparent withdrawahfroternational activities, in the absence of amyter
evidence. It is this further evidence to which vesvriurn.




3. Inward-Outward Linkages

A number of studies have examined the importarfcénward activities for SMEs, such as
importing (Gruen, 1991, Katsikeas, 1998, Leonidb@89). The results have confirmed inward-outward
linkages with Welch and Luostarinen (1993) providividence that inward internationalization factors
play an important role in later outward expansidnstudy of the inward-outward internationalization
patterns of a large number of Finnish SMEs fourad the majority began international operationshmn t
inward side (importing) rather than the outwardp@ting) raising profound questions about governmen
policy towards export promotion (Korhonen, Lougiarn, & Welch, 1996). Against a background of more
intensive competition in the global arena, incnegsuse of technology and knowledge involved in
innovation, rising costs of production, along withorter product cycles, many SMEs are being driven
towards collaborative arrangements (Coviello & M&&w 1999). Inward-outward linkages provide
evidence of the importance of networks to thesdabotative arrangements (Hallen, 1992) in the
international market development process (Welch99)19and particularly to smaller born-globals
(Freeman, Edwards, & Schroder, 2006, Oviatt & Mc@ally 1994).

Viewed as time-dependent and deterministic (Areterd997) the stages model does not allow
for both large MNCs that are well endowed with teses, and MNCs in the service sectors (Bell, 1995)
Nor does it allow for smaller-born globals with los@source commitment, rapid commercialization
expectations, and a preference for collaborativeyemodes, for example, strategic alliances over
independent modes such as exporting (Crick & Spe2@®b). Similarly, the network perspective does no
provide a predictive model and appears ad hocsiruiiderstanding of the internationalization process
(Malhotra, Agarwal, & Ulgado, 2003). Coviello anccBuley (1999) posit that convergence of the stages
model and network perspective is required becausdéh® dynamic and broad nature of SME
internationalization.

4, De-internationalization

Fletcher (2001) argues that internal and extefaelors are driving SMEs to adopt a more
dynamic as opposed to an incremental approachcesitch between forms of international involvement
as changing market circumstances require. He tadl®pposite of the stepwise progression and fatwar
momentum de-internationalization, and incorpordtés into his model with forward and backward
linkages between the outward and inward internatipation activities (strategies). However, becaofse
the poor response to his survey on SMEs exhibifiegnternationalization, he was unable to draw any
generalizations. Identified as a limitation of Bisidy, he called for “a more comprehensive lisfirohs
which reduced their international involvement neéalsbe obtained and...inquir[y] as to the factors
causing their de-internationalisation” (p.47).

Studies, such as Chan et al. (2006) focus on IgESs only, engaging in FME through “foreign
direct investment rather than through arm’s leragthtractual modes, such as licensing and expoading
importing” (p.643). This view conflicts sharply WitBuckley's (1993) view of the “new” industrial
organization which features cooperative arrangesnant alliances and envisages a new structure of
international competition based around collaborafialhotra, Agarwal, & Ulgado, 2003). Described as
alliance capitalism over hierarchical capitalisiie hew organization is motivated by a desire taced
transaction cost, which leads to enhanced ownesggpific advantages to overcome entry barriers
(Dunning, 1995). These new organizations behavh stfitategic flexibility by typically disinternaliag
activities outside of their core competencies amldssquently forming strategic alliances and network
relationships (Dunning, 1995, Welch & Welch, 1998dwever, this theory does not consider the smaller
firm that might engage in strategic alliances dtatxmrative partnership as its first, not subseguentry
mode choice typical of smaller born-globals. Noesldt account for their move to subsequent entry
modes that could be described as inward such &sséxe reseller, while simultaneously moving to fav



joint manufacturing in another foreign market, aggpical for smaller born-globals (Freeman, Edwsard
& Schroder, 2006).

Fletcher (2001) found that contrary to the suggastf Benito and Welch (1997), none of the
factors, which predict internationalization, operhin reverse in the case of de-internationalimafidhose
factors, which were found to be unique to increasddrnationalization, centered on management
characteristics such as commitment and experiericenmployees with regard to involvement in
international activities. By contrast, those fastonique to de-internationalization did not incluatey
management characteristics and those relatingnsficharacteristics were confined to developing ne
products for overseas markets. External impedimeaiéted to lack of continuity in overseas orderd a
poor performance of overseas agents. Fletcher [2@@ued that these factors point to a more reactiv
approach on the part of the firms that have expeeé de-internationalization rather than a consciou
attempt to reduce immediate international involvetrie order to strengthen the firm's future domesti
international position. While, Fletcher's (2001)idy does not mention it directly, it is conceivatiiat a
lack of network contacts may also be contributimghis outcome — de-internationalization. To overneo
this possible limitation, the current study willvestigate the ‘linkages’, both ‘inward’ and ‘outwlar
specified in Fletcher (2001) and Hollenstein, (20@bascertain their influence on smaller born-glsb
de-internationalization process.

By contrast, Benito and Welch (1994) argue thaintiernationalization can result in increased
market knowledge and commitment, despite withdraviggsed on this view, de-internationalization
results in international experience, irrespectivehe firm withdrawing from the foreign market. The
gaining of international experience is consisteithvan incremental process model. Benito and Welch
(1997) identified a number of situations in whiaidternationalization could take place.

Take in Table 1 here

Similarly, Hadjikhani (1997) found that the deganternationalization might actually increase
when a firm makes a planned de-internationalizaftiom a market. Pauwels and Matthyssens (1999) also
developed a model to explain de-internationalizatithey demonstrated how organizations behave, cope
with opposing perspectives, evaluate and ultimateithdraw. Commitment to the venture and the
interplay between different mangers were seen asiitant explanatory variables. From prior resedrch
is clear that de-internationalization is an intégrart of the internationalization process of sOBMES,
though it remains a neglected area of research.

5. Method

In this study, the important aspects of outwandard activities and de-internationalization will
be identified in a qualitative sense using timéesedata. It is recognized that a grounded theathod
reveals theory from data which is systematicallilected and appropriate for research into unknown
terrain (Glaser & Strauss, 1967) and it is undexdtthat it is also appropriate to use a groundedrth
method to obtain a fresh perspective (Stern, 19@derawardena & Mort, 2006). This study will use a
grounded theory method to address the need fontagrated, coherent framework in the field and to
develop an empirically derived framework of outwawdiard internationalization for smaller born-glbba
firms. Following the recommendations of Stern (1)9@4review of the relevant literature concludestth
existing theories were inadequate, and so they placed aside and the researcher turned to thiethel
focus on the phenomenon of smaller born-globaldetive an inducted framework. Two questions were
developed, and definitions derived as guides tordsearch. The objective of the study is to conduct
pattern-matching (Miles & Huberman, 1994) of theimternationalization schema (5 situations) as
described by Benito and Welch (1997) through intklegnd holistic profiling against seven Australian
smaller born-global firms at different stages irithinternationalization development process, ohbagr
for increased market knowledge and commitment ¥alg de-internationalization. The SMEs were
selected to provide a sufficient number for crogsecanalysis, taken from the commercially available



Australian Exporters Database. Australia was seteeis the context because of the prevalence of the
phenomenon of the smaller born-global, earlier fified by McKinsey and Co. (1993), and later by
Chetty and Campbell-Hunt (2004) and Freeman e{2403).

Adopting Strauss and Corbin’s (1998) guidelinetaiied and systematic comparisons across the
cases were used to identify the saturation poidtsahection of cases consistent with Eisenhard@89)
approach. Senior managers were interviewed on pheiticcasions. The two broad questions allowed use
of semi-structured, open-ended questions and prabedicit views and opinions during interviews
(Creswell, 2003). Individual interviews totalled B8urs, and focus group discussions with 3 to hose
managers, totalled 5 hours, reaching 63 overak. ifiterview was the unit of analysis lasting ugua¥
hours. To ensure interviewees were not idiosynciatinature, care was taken in the selection tarens
they exhibited excellent knowledge of the processésldwork was conducted from 2001 to 2005.
Multiple insights into how and why senior managetmemade their decisions provided a robust,
comprehensive and unfolding story. Names of the Si&e studies were coded. Details on the seven
cases are located in Appendix A. Eisenhardt (1%88phasizes that an exploratory approach to data
analysis is guided by a process of understandaid-flata, bringing some order, structure and megtain
the mass of collected data. Analyses of primary detre from transcribed interviews and secondary
sources, such as company memos and reports, toleteng detailed data base on each firm, which
included past history, allowing triangulation ot#e data (Creswell, 2003). The analysis methodd use
several techniques to focus on the two questiomsveare adopted from a grounded theory approach
(Creswell, 2003, Strauss & Corbin, 1998, Yin, 2088)part of the theory-building process (develogmen
of a framework) as well as pattern-matching (Mil& Huberman, 1994). To explain de-
internationalization it was demonstrated how thealn born-globals behave, cope with opposing
perspectives, evaluate and ultimately withdrawniified in a model by (Pauwels & Matthyssens, 1999)

Case analysis was used to develop the themeghandhe themes were linked back to current
studies to identify difference or similarities famaller Australian born-globals in high-tech indiest. An
important factor in the research design was thatlanor within mode changes cannot be examined
without adopting a case study approach (Calof &ish, (1995). Matrices were used as analyticalstool
to organize, prioritize, observe similarities, sgpa into segmented transcribed text for coding of
emergent themes of the large body of data, devedoprof sub-themes, progressive development of
smaller overall themes through pattern-matching effettive categorization (Miles & Huberman, 1994).
Initially, the analysis included open, axial andestive coding to interpret and develop the desiep
narrative about the central phenomenon (Straussif, 1998). For example, observance of an inereas
in the degree of internationalization when a firrakes a planned de-internationalization from a ntarke
as described by Hadjikhani (1997) was considerddd grounded themes were then integrated into a
framework for smaller born-globals. Finally, redtiisg the literature, the emergent themes were @ret
with the literature to build on earlier framewort® indicate extension, confirmation and refutation.
Consistent with Eisenhardt (1989), linking emergeebry to extant literature provides increasedriml
validity, robustness and theoretical generalizghillhis new conceptualization is then discussedels
as interpreted along with implications for theonglaractice.

6. Findings

The research findings are first presented as m@thgr incorporating the emergent themes of the
in-depth interviews, followed by the integrationtbé themes into a coherent framework for smalenb
globals. It commences with the first question, hdavthey move through this de-internationalization
process? This is followed by the second question; do smaller born-global firms choose their entry
mode?

6.1. Themati@nalysis



Emergent themes are discussed below for both iqunestThe first question discusses use of
deliberate defensive strategy; proactive respoodeostile environments; temporary switching of gntr
modes and reducing volume of exchange; and comtinaaagement of changing relational entry modes
by smaller born-globals. The second question dssiscollaborative arrangements with domestic
competitors; collaborative relationships followitgmporary de-internationalization; and existencea of
strong regional presence in a foreign market gdate-internationalization.

6.1.1. Deliberate defensive strategy

De-internationalization in Case B could be desatilas a switching in emphasis from a heavy
reliance on outward (exporting) to inward (impaogtirstrategic alliances) activities such as exchusiv
importer. One can infer that de-internationalizatias been a deliberate defensive strategy, rdthara
pulling out of international markets. An enhancegrde of international commitment has been observed
by utilizing a different international strategy,mely an inward linkage to foreign markets. The asile
seller relationships with large US based supplienge also continued to give Case B a foreign custom
connection and customer base in foreign markegeoiEly lead markets. This has enabled them to
continue to sell their new product developmentaasnall company with limited financial resourceg, b
utilizing an inward internationalization strategygrceived by some as a pulling out.

Pulled out of any overseas work except the DRAi{@iRadio Analyzer)! We'll probably still continue
with that...The domestic market and internationaltparships to re-sell. So, we don't have this great
dream — of the London office! The N.Y. office! Tihisot — for a small company! It is not right! Not
viable!l...A better way is to chase up the compestitiecause they’'ve already got existing distributio
channels! Chains in those areas! So just use therd!do alliances with them and sell better gearW&o
make more money out of this backend services amdtthultimately sell our product out through tham
well. We made more money through them. We're ntitalig competing with them (other overseas
suppliers)...Because we couldn't get a base! Andlétnnturn in the market was so great (CEO)

6.1.2. Proactive response to hostile environment

While other competitors pulled away from overseastomers and suppliers, Case B followed a
different pathway, remaining connected with thesergeas relationships by switching their entry mode
This modal switch involved the use of strategiciaates and through those exclusive business
relationships, Case B has been able to continggaw while other small and large firms in the glbba
market have suffered severe decline or closurellioand globally.

Ah global (recessions)...It is still promising. Thé&seo question of that. Our problem, or my prohlén
that the innovations are too advanced. It providemodel for international sales as you go out tigtou
other people, who have international market plaldes HP, E., Like P. who are developing these very
advanced service systems, which require my tecgnol&o therein lies the secret of selling out thioug
people who already have a customer base and githegn a differentiation in the service provision
business. ...Well that's our international saleststgy at the moment — ‘sell out’! Because our tetdmo

is so advanced, you can't sell it direct to thetoosers. So it's really quite an irony (CEO).

A hostile economic environment can also put carsible financial strain on overseas customers.
The added pressure can lead to the relationshigrifey and as in Case E, the SME was forced to
withdraw from a foreign market, but existing netlwaontacts were still used to find new contactschhi
later linked the SME back into former and new fgreimarkets. Despite this temporary reduction or
cessation in sales, learning by the SME still tquce, increasing the SMEs internationalization
experience.

The problem that we had with that initial introdiact into those markets was we probably chose the
wrong partner on the way in. And that's extremehportant with any distribution activity that you



undertake in any market, whether it's domesticnderinational, you need to be choosing the rightiper
(General Manager)

6.1.3. Temporary switching of entry modes and redpeolume of exchange

De-internationalization through a decline in C&8s outward international strategies was
perceived as temporary. Nearly a year after théiegwut of most foreign markets in terms of outsvar
international strategies, the global market stattetinprove economically, locally and globally. E@n
customers began to consider buying discussions thi¢hn once again. They managed to keep these
foreign buyer networks active through constantadjaé following their de-internationalization stigye
over a twelve month period, using inward (impor}ifigkages to lead markets, to enable a rapid take
of their old foreign networks through outward ligkes as the market, globally, began to improve.

We've stayed in contact and had occasional intépacback and forward. But until the environment
stabilises, until the projects start again. Becauspically we're needing commitment from an
organisation to change the way they are doing sbimgt And we probably don’t have the capability to
persuade them to do that. Yes, they need to ddwdéyes’. They are going to replace that netwdhis
network management system or do this or do thaO(CE

Perseverance with established foreign network ctsitaas a deliberate strategy for Case E as the
global market contracted sharply due to oversupBlyworking with existing customers and willingly
reducing their supply so as to maintain some conthey continued their visibility and internatidna
experience through interaction. Thus, foreign salese drastically reduced by the SME, indicating a
proactive strategy and maintenance of small ordérs.continued personal contact meant the SME could
still pursue opportunities through shared learningl the global market intensified. This implidgat the
SME is taking a long-term view of the relationshigher than a short-term sales approach.

It's very labour intensive; it's very capital intgive, entering those markets. But, you do havetsevere
and eventually that will come right. But we seat tiecovery phase probably being 18 months, twosyea
away. So providing you can stick to your guns eodtinue to pursue some of the opportunities over
there, knowing that you get small volumes up frdntt you could grow into bigger and better
things.”(General Manager)

Despite sales ceasing temporarily, as in Cashd-attive pursuit of existing contacts in foreign
markets through informal networks, usually resirtthe return to outward activities within a shtinte.
The interruption to repeat orders by the foreigstamer is not seen age&minationby the SME but as
part of relationship management in foreign markktirmal links are seen as essential for long-term
commitment to FME.

So we were targeting people used to small boutignes in San Francisco and New York and I'm still i
touch with someone in San Francisco and we mdydstisome business. So it's developed two ways; one
we went out to try and find markets and the otherewpeople who came in here and generated exports
(Original Owner/Consultant)

6.1.4. Continual management of changing relatierdgty modes

The continual management of business relationshipseded, achieved through foreign network
contacts by Case B. This has continued since tleeinternationalization strategy was implemented], a
this type of network communication is likely to &f& them to progressively reconnect into the UK
market, a lead market, requiring additional reseww@mmitment, as global demand improves.

We will take up more quickly in Europe than Nortmekica and we’'ll probably go after such
acquisitions. So, we're going to get ourself funtietbke over. Do some takeovers in Europe andhNort
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America. That's probably the model that would maense now. | guess when we first started,
particularly in Europe, the operators, pretty mucbntracted directly for our type of product. | haae
feeling now that may or may not be the case (CEQO)

When does “pulling out of a market” actually oczutr is argued that this is really a state-of-mind
and not simply related to physical sales for Casafter 3 years of “silence” following an initialrder
from an overseas client, the SME did not percéeiieds the end of the relationship but part ofpfezess
required to build credibility. Thus the relationshinoved from active to inactive, meanwhile, further
contacts were being developed so as to reconnebtfaimer and new customers in foreign markets
through new orders, at a later time.

It didn't take long. We had some contacts and sente wine to Hong Kong. Haven't heard back from
that, although it's three or four years ago, buiient there and we were paid for it. And we sentes
wine to Singapore on the same basis. The real tradsve’re interested in are the London ones, gatti
feedback. The St. Paul Minneapolis one becauseewetting feedback and we are now in the process to
sending more wine to a different outlet in Sing&pand Hong Kong but we’re using somebody who is
trying to set himself up as the business that @ddeg§Original Owner/Consultant)

Withdrawal may also be interrelated with otheeinational activities by the SME. Case D was
asked to engage in a strategic alliance, for atgfeniod of time, for high-tech support in one fgre
market by a new foreign customer before they wdug products from the SME in their main foreign
market. This suggests that the first activity, vhterminated within a few months, was not a simple
matter of withdrawing from one foreign market byetlISME but about building credibility and
commitment to foreign activities with this largdolgal player for successive markets in Latin Amaric

Some of our international customers have got largaufacturing facilities in Brazil and have basigal
told us to go to Brazil because they want technécgdport in that market...the management told us that
before we would be considered for sales, we woalde o give them support in their Sao Paolo
operations (Managing Director)

6.2. Collaborative arrangements with domestic catitgs

Analysed in question two, Case A, has had tdateita number of collaborative arrangements
with their domestic competitors to act collectivaly a single voice for marketing and developingpaal
brand and secondly to rely on pulling in domestimpetitors to work collaboratively in strategiciatice
partnerships to meet large foreign customers’ retgud hey did this because they had previouslytbad
withdraw from fulfilling some prior foreign customerders as they were too large for their smathfio
meet. They withdrew from a number of exporting agements and instead initiated two joint initiative
with the same clients within two years of leavihg foreign markets, without which they would novéa
been able to fulfil the customer orders and thuspmte effectively or as quickly, as a global playethe
citrus export business. Exporting alone was notiging them with the entry advantages of collahigeat
JV or strategic alliances, such as grower contracis joint regional brand sharing with domestic
exporters. They perceive that utilizing the latterdes, i.e. JVs and strategic alliances, more éeilyin
the future will enable them to compete more effedyi as a global player.

R&D, through an export division we worked with...aparter that supplied the UK last year. We didn’t
have enough fruit on our own...We got 2 others tp hsl Last year, in S.W., they wanted more frainth
we could supply them, and we got two others exgotte work with us. Supplying America through
Riversun, organized a collective coordinated apptofor that market. Joint branding to the exterdtth
we are the main supporter of Australia Fresh fdrus and that is now linking in with apples andhwit
pears. Last year we did use other packing housead& fruit for us...and because we wanted to preserv
our quarantine freedom for the US. [joint activitiare ] on the rise...Last 2 to 3 years(MD)

6.2.1. Collaborative relationships following tempoy de-internationalization
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Following a local and global downturn in the higlth communication network industry, Case B
sought to use more elaborate (moving from exportingstrategic alliances) relationships with key
customers and suppliers. This means relationshgs\alving considerably. This subsequent stratdgy
building closer business relationships with netwodctors following their temporary de-
internationalization strategy is designed to ace#dethe process. Closer relationships have beemefb
by establishing strategic alliances with large ifgmesuppliers as exclusive re-sellers in their @emestic
markets. As an exclusive re-seller of large US tasgplier products into their domestic marketaih be
regarded as an inward strategy.

The subsequent outward re-sale is achieved byimgik partnerships with the same foreign
suppliers for new product development and producdifitation. They found that forming closer
relationships with customers and suppliers takesrime and one can infer they have had to moverawa
from initial predatory behavior that tended to tansactional and short-term. They have moved to@m
collaborative, long-term view of relationships. $hater re-entry strategy into international masket
following their de-internationalization requiresatiyging business relational attitudes.

We leverage our product with the offshore producist.the moment 100 percent of them...We've got
offshore production of sourced material from otpeople plus mine...Software as well. We're importing,
buying in things from somebody overseas where ggheguce it — then modify it...pink, blue! Add value!
And then on-seller itl...\We don't distribute any ibf ourselves...Marketing and sales [performed
overseas]....About 30 percent [of sales offshore] thé moment... Both direct and strategic
alliance...Doing it ourselves and getting other pedpl do it too! Get the strategic alliances up.tSir

bit in conflict with the earlier ones...The distritart we don't do any of that at all, we use otheogle to

do that...R&D, sub-assembly production is all hereQ}

Signalled withdrawal might appear to be the situnif a firm exports less than in previous years
to some existing foreign customers. However, thighinbe due to climatic conditions that drastically
reduce their stock levels. Rather than sendingatkgo any key foreign customers, in Case G, &S
sent reduced amounts to key customers for a fixezibgh of time. In this way the SME was proactively
managing the connections to these major customearggd climatic variations through ongoing
interaction.

Of course there are limitations in terms of the amtoof grapes that we can have, or get our handarah
the amount of wine that we can make in our faciftiyd then there are obviously quality issues. \dfétd
want to compromise the quality to expand at a raggause | think it’s very much a situation thagafi
start to compromise the quality of the wines, yewgoing to suffer in the long run anyway. It migbt
great in the short-term if you have a huge markétywu’'ve got to be very careful not to overdo gsin
(Chief Winemaker)

6.2.2. Strong regional presence in a foreign magkeir to de-internationalization

JV and strategic alliances in Europe and a joiotiyned sales and design office in London three
months after their first overseas activity, a sgeproject in Germany, have also provided Case 8 wi
very strong position in European networks. Thedevard activities occurred prior to the setting uiglee
home market, a de-internationalization strategyneig, an inward linked strategy, a shared sales and
design office, 12 months after their overseas #ietsy Evidence of considerable planning and classg
established person-centered contacts in Europdy reemplemented these very relationship-driven
multiple entry modes adopted very early in theieinational process. The early use of a JV modindy
SME enabled joint ownership of a subsidiary inldad market, London, in the European region and now
the US and also financed the subsequent home .office

We planned and designed but we were teaching ttesiign people, so we came in and designed the
concept and rolled out a number of them and plarprethably somewhere between 60 to 100. They kept
faxing us the plans for critiquing when we wereLiondon...from their design office. .. Primarily in
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Germany and certainly some in what was East Gernaditlge time...America is a different kettle of fish,
which we are now looking at going in, in a differeray now...LJ., who we have worked with for a long
time now...He has expressed a lot of interest tot stpran office in the US selling our ideas and
principles and looking at this new K. concept thatare developing, K. Asia (Joint MD)

6.3. Development of a multidimensional framework

The preceding section of descriptive narrativegrshedded in the text to provide emergent
themes from the data analysis. The emergent thearesnow linked to literature to identify both
conflicting and similar frameworks (Eisenhardt, @9&esulting in integrated themes and developroént
an empirically grounded framework of smaller botobgls. See Figure 1. The findings suggest that de-
internationalization strategy soon after inceptizais not a complete cessation of international dietss
Rather, SMEs proactively switched from outwardrniward international strategies. This enabled them t
continue to use foreign networks to sell their piedd through inward relationships to foreign suggli
and to expand their international commitment. SEMEs became exclusive re-sellers for large US
suppliers into their own domestic market. They wadke to use these strategic alliances with laogeidn
customers to later buy and distribute their newdpots and modified products to lead foreign markets
such as the US. It would otherwise have been alrmopbssible for them to continue to expand
international sales using an outward internatistedtegy such as exporting during a local and ¢loba
economic downturn in the industry or when experiggctemporary financial constraint. De-
internationalization strategy was a temporary, pubactive strategy and provided a suitable and
inexpensive mechanism for maintaining connectiorimportant contacts and thus foreign markets.

Take in Figure 1

The findings suggest that the behavior of smddten-globals towards inward-outward strategies
and de-internationalization is substantially diéfer from that found in larger MNC literature andest
literature attempting to conceptualize smaller bglobals. For example, the 5 situation descriptiofis
de-internationalization by Benito and Welch (1987 an inadequate explanation. Levels 1-3 areofar t
broad. Level 1 does not look at the motivationsitithe movement, assuming a passive, reactionary
process. Levels 2 and 3 do not allow for the sgiateproactive switching from exporting and JVs to
importing which does not necessarily entail a lamgiof commitment at all, under a network perspecti
but an increase in personal and organizationaligoreontacts consistent with Hallen’s (1992)
frameworks. As the SMEs are continually linkeddeefgn networks through subsequent inward actavitie
following de-internationalization, this gradual @xion of contacts, both social and business, ruasitiy
increases their international experience and kndgde consistent with Coviello and Martin (1999) and
Chetty et al., (2006).

The pace of internationalization accelerates wB8fEs are able to use strategic alliances
initially, rather than more distant modes such>gsoding. Through the use of strategic allianceéd
modes) SMEs were able to achieve FME more quididy thad they relied on exporting alone. To assist
the development of strategic alliances, the usardller, special projects, used by some SMES, &ate
visibility of the firm in the foreign network as Weas helping to build trust and to demonstrate
commitment to foreign customers. Commitment cartieanced with the use of a foreign presence. For
example, a high level injection of resources thifoaglV sales office or strategic alliance whicheiss
formal, less expensive, but which provides a high$jble commitment to the foreign customer’'s marke
and assists with the development of network commestin the foreign markets for local customer
knowledge and new customers. When outward linkages as exporting and JVs to foreign customer
networks were slow or not possible, small firmsldause inward linkages. Examples such as importing
and strategic alliances to foreign supplier netwaskich could later be developed into outward lgés
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such as JVs, merger and acquisition and vice wgesa being used by these SMEs to continue a rapid
level of international growth. In this sense deeingationalization followed by switching and/or
simultaneousnward and outward international strategies capdyeeived as an innovation.

Similarly, an initial special project, an outwdiak, followed by a shared sales office in London
(strategic alliance), also an outward link, awagnir its home market, with a subsequently, de-
internationalization to set up in the home marketaa inward strategy, as a sales and design office,
explains why Level 4 is inadequate for explainihg pphenomenon. Benito and Welch (1997) fail to
examine why the situation has occurred, as thenderationalization, as in this case, is allowihg t
freeing up of limited resources by the SME to famdther JV or sales office through strategic adiéaim
the home market. Level 4 denies that a switch,tifleth as an adaptation cost, might be a proactive
response, designed to reduce environmental unagriilliamson, 1975). The adaptation can occur in
overseas markets, through the use of a proactiieteationalization strategy, such as switchiogm
inward activity. Finally, Level 5 is expropriatioand not part of a proactive, multi modal relational
strategy. Thus, de-internationalization, with sujoemt switching to inward activities can be vieveeda
proactive decision by the SME to reduce economicettninty and free up financial resources. This
decision allows the SME to then seek out opporiesin foreign markets, consistent with Penros&9}.9
Above all, proactive, planned de-internationali@ati which allows subsequent inward and cooperative
strategies to build SME knowledge about foreign kets, enhances foreign performance of SMEs,
consistent with Haahti et al. (2005).

7. Conclusion and implicationsfor theory, management, policy and futureresearch

It has been argued that current research hasredffeom lack of a unified and coherent
framework capturing the unique behaviour of borobgl SMEs. Their use of outward-inward relational
modes following planned de-internationalizatiorpérceived as a response to environmental unceyrtaint
and financial constraints. The capability of théwwek of the SME and their proactive, planned ukdes
internationalization and outward-inward relatiorsitategies implies a multi-dimension construct for
realized de-internationalization strategies of sendborn-globals. “A construct is referred to asltinu
dimensional when it consists of a number of intatesl attributes and dimensions and exists in multi
dimensional domains” (Weerawardena & Mort, 2006,3p. Therefore, realized de-internationalization
strategies of smaller born-globals can be viewednasverall abstraction of the capability of théwwk,
internal and external environment and forces, drategic partnerships, referred to as relationatieso
The findings answer Fletcher’s (2001) question alhether it is a reduction in internationalizatiand
run counter to the Benito and Welch (1997) studietdRer (2001) identified inward and outward
international linkages, but in the present studyr@active de-internationalization strategy is iifeed
using inward activities during a global recessitiovdang continual growth and development of foreign
relationships, later used for outward strategy bgreent. Prior to this study, it was known thatirk |
existed between inward strategy and de-interndiiateon and the link is now made to accelerated
internationalization, present in born-global SMEs.

Similarly, the RA theory does not explain or patdihe type of cooperative behaviour these
SMEs choose, nor does TCA theory alone explain bowhy they choose market governance (e.g.
strategic alliance, licensing). However, similar Bunning’s OLI paradigm and specifically the O-
advantages, these SMEs do partially base theiy emttde choice around issues of reduced transaction
costs and product/market opportunities, and doidension-TCA factors such as global integration and
market power. Legitimacy and cost reduction as angdions for SME de-internationalization are also
incomplete. A proactive decision to reduce salean@xisting foreign customer by an SME is not abou
reducing costs to them but about easing their muste costs. The real cost saving to the SME is the
preservation of the foreign relationship, explaifngda network perspective. Legitimacy explains why
SMEs might follow competitors into a new markegdirst-mover advantage. However, while Case B did
use a first-mover advantage by entering a markey @athe industry life cycle, they were following
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clients and not competitors. In addition, whendbsts of doing business in foreign markets risey to
not withdraw but proactively reduce sales to ehseburden on the client, until such as time as trey
able to recover from a short term financial constraVhen the global environment improves, and the
client is again interested in increasing purcha$éise product, the relationship is still intact.

More directly though, smaller born-globals rely dient followership through network contacts
to direct, albeit planned, market location choieesd types of entry modes, relying on cooperativer ov
competitive governance mechanism for reasons twitliolack of finance, speed and flexibility. Howeye
the OLI paradigm does not allow for the obviouslduip of institutional knowledge through diverse
overseas country experiences subsequent to dedtitaralization, consistent with Chetty et al. (@D0
For this reason, a network perspective is also ewtetb explain how networks, through de-
internationalization, allow continued connectionféoeign actors and environments, building the SMEs
international experience and knowledge. Thus, SMErmnationalization level did not in fact fall dog
the de-internationalization process. However, tia¢ume of their international activities did change,
outward to inward and then back to outward. Thiugsé findings are also partially explained by gesa
model (Johanson & Vahlne, 1977), providing for aedr, step-by-step progression in learning and
knowledge, which is not recognized sufficientlyfgtcher (2001).

Each of the SMEs developed an international gjyater rapid FME through the use of multiple
modes with a tendency to use more elaborate amzengs such as strategic alliances and JVs rathar th
straight exporting or importing early in their déeogment. This preference for relational entry modes
accelerated the pace of their internationalizafioocess. The domestic market was also set up after
entering a considerable number of international ketar by one SME, the result of a planned de-
internationalization strategy. Collaborative pargmgps were also combined with a proactive useesf d
internationalization following perceived economiccertainty or to free up limited resources for lfiert
commitment to internationalization through othdatienal modes. Without the JV arrangement, based o
long established personal contacts, a small, ngh-teich firm like this would not have been able to
establish such a strong regional presence in agfonmarket so quickly. In addition, a great deal of
planning lay behind the network contacts establiskeea quick and effective strategy for accelegetire
pace of their international participation in Eurppesia, the Middle East, Scandinavia and the US. No
evidence of psychic distance was found to explaéir tmarket selection or entry mode choice. Ratthisr
can be explained by a network perspective and Q@satdges, with particular evidence of client
followership and the slow and incremental increimstheir personal and organization foreign contacts
explained by the stages model approach.

Managerially, de-internationalization should noe kperceived as a rejection of the
internationalization process as is normally unaemdtif we assume the outward strategy is the only
pathway. Rather, de-internationalization is pad parcel of the manner in which smaller born-glsbal
enhance their international commitment rapidly arahtinually and how they build and manage
relationships and expand the capability of theitwoeks. This study found that inward activities and
linkages to outward activities are all part of timernationalization process and as such should be
included as prior studies have suggested. Fle{@®1) describes de-internationalization as theaegy
withdrawal from international activities. Howevatr,is argued, that replacing outward (exportingjhwi
inward (exclusive re-seller) activities as partlod process of de-internationalization and usesefdller
relationships as connections to foreign networksliftkages to outward activities namely, new prdduc
development, R&D and manufacturing is not a withddaor reduction. Instead it represents a critical
increase in the SME’s experience, learning and kedge. Thus, internationalization for smaller born-
globals is defined to include all inward-outwarddatte-internationalization activities, which leadan
incremental increase in diverse foreign experientt@®ugh an expansion in their personal and
organization contacts, leading to enhanced commitrnoger time. Future research should apply the
framework to other markets well known for the prese of smaller born-globals, and also to SMEs
involved in international expansion.
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Appendix A: Case Descriptions, Organization and I ndustry

Name of First Number and order of | Industry category Organizational
organization | overseas over seas markets structure
mar ket (approx)
CassA Japan 7 Citrus fruit exporter Managing Director
Central Asia, US incorporating state-of- | and Board of
the-art high-tech Directors
processes
CaseB Indonesia 12 High-tech communication CEO and Board of
Asia, Europe, US products in digital Directors
communication and air-
wave distortion
CaseC Germany 25 CAD and manufacture farJoint Managing
Western, Central and | retailer outlets Directors
Eastern Europe, Middle incorporating state-of-
East, US the-art high-tech
processes
CaseD Japan 1 High-tech manufacturing  Joint Managing
Directors
CaseE United 11 Wine producer and Original Owners,
Kingdom UK, UK, Hong Kong, | exporter incorporating | Board of Directors
Sweden, Holland, state-of-the-art high-tech and Professional
France, Singapore, processes Management
Japan, Canada, Fiji,
Taiwan
CaseF United States| 3 Wine producer and Jointly owned and
and United | US, UK, Hong Kong | exporter incorporating | managed by Original
Kingdom state-of-the-art high-techl Owners
processes
Case G United 4 Wine producer and Listed on the
Kingdom UK, Singapore, exporter incorporating | Australian Stock

Canada, Russia

state-of-the-art high-tech

processes

Exchange

Table 1: Situations of De-inter nationalization

1%

Number Situation description

1 Reduction of operations, in whatever form, in aegiwarket or withdrawal from that mark
2 Switching to operation modes that entail a loweeleof commitment

3 Sell-off or closure of foreign sales, service ommufacturing subsidiaries

4 Reduction of ownership stake in a foreign venture

5 Seize by local authorities of assets owned byeidgarcompany

Source: Benito and Welch (1997)
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Figure 1: An Integrated Framework of De-inter nationalization Strategies for Smaller Born-globals
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