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ABSTRACT

Micromultinationals are small and medium-sized mrises that engage in foreign market entry
modes beyond exporting. The purpose of this stgdipiunveil the knowledge types required by
micromultinationals. To this end, we conducted @ierpretive interview study involving managers

and advisers. We extend the SME internationalindtterature by distilling the knowledge types that

this unique body of small multinationals requirésurthermore, we generate a framework that
enhances the knowledge-based perspective by shah@agnicromultinational expansion is led by

tacitly dominated knowledge of internal actors tedato products, industries, and markets and
facilitated by functional knowledge provided by exxtal actors.

Keywords: Micromultinationals, Knowledge, Interpvetresearch, Managers, Advisers, SMEs



SME Internationalization beyond Exporting: A Knowledge-based Perspective across

Managers and Advisers

1. Introduction

Studies increasingly report that many small andiumésized enterprises (SMESs) have alleviated the
liabilities of smallness and foreignness, since ythare now able to pursue complex
internationalization strategies similar to thosetlwdir large counterparts. Modern SMEs, which are
able to engage in market entry modes beyond exgpr§uch as foreign subsidiaries, international
joint ventures, and international strategic allescare typically referred to as micromultinatienal
(Dimitratos, Johnson, Slow, & Young, 2003; Prashant, 2011). Although overlaps exist between
the features of micromultinationals and those bfeptinternationalized SMEs, such as international
new ventures or born-globals, the uniqueness aedifspty of micromultinationals resides in entry
modes as opposed to internationalization speedlevitie terminology used varies, this phenomenon
is recognized as having emerged in both high- andtéchnology sectors across the world (e.g., Lu
& Beamish, 2006; Ripollés & Blesa, 2012; Schwenshg, & Kabst, 2011; Shin, Mendoza, Hawkins,
& Choi, 2017). These studies testify to SMES’ @pilio initiate and manage foreign market entry
modes beyond exporting. Thus, micromultinationaénedit from increased flexibility in their
international operations, which allows them clossnéo foreign customers, access to networks,
sophisticated competitive strategies, and enhaniezaning synergies (Dimitratos, Amoros,
Etchebarne, & Felzensztein, 2014; Simon, 2009;a8toRialp, & Dimitratos, 2017; Vanninen,
Kuivalainen, & Ciravegna, 2017).

Although micromultinationals represent a real-wgltetnomenon (Doh, 2015), we are yet to
fully understand what enables their occurrencesadequent proliferation. The review conducted on
SME foreign market entry mode selection by Laufd S&chwens (2014) reveals that the state of the
theories in this field is under-developed and fertbtudies are required to explain this phenomenon.
Enhancing our understanding of micromultinationakivéties allows us to derive meaningful
implications for research and practice in SME im&tionalization. To this end, we know that
knowledge is expected to help lessen SMESs’ intiligbilities and act as a catalyst for internagion
involvement. Prior studies recognize that knowledgémportant for SME internationalization in
general (Filatotchev, Liu, Buck, & Wright, 2009; €&aann & Keupp, 2007; Rovira-Nordman &
Melén, 2008) and is likely to be vital for micrortinhtional activities (Dimitratos, Lioukas, lbeh, &
Wheeler, 2010). So far, most research focuses oawlkadge that enables export-based
internationalization (e.g., Filatotchev et al., 908laahti, Modupu, Yavas, & Babakus, 2005; Villar,
Alegre, & Pla-Barber, 2014). Comparatively, limitedidence exists regarding the knowledge types

that allow an SME to operate as a micromultinationa
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Knowledge is encapsulated by multiple agents anghart stems from outside the firm
(Casillas, Moreno, Acedo, Gallego, & Ramos, 2009pukas, 1996) as, for example, knowledge
provided by advisers (Bennett & Robson, 1999, 260ksl, 2012; Lambrecht & Pirnay, 2005). Yet,
the SME internationalization literature largely @iges on internal actors, such as knowledge
generated by a firm's managers and key employesreas to date, the voice of the advisers remains
almost silent. Advisers are recognized as relesantces of knowledge for internationalizing SMEs
(Fletcher & Harris, 2012; Fletcher, Harris, & Righ€013). They can provide micromultinationals
with crucial knowledge for their international opgons. It hence becomes imperative to investigate
not only the perspective of managers but also thewpoint of relevant advisers for
internationalization beyond exporting in order tcecighher the existence and growth of
micromultinationals.

The aim of this study is therefore to elucidate khewledge types required by SMEs for
engaging in internationalization beyond exportirsguaderstood by managers and advisers. To this
purpose, we embrace a perspective on knowledgeredspy interpretivism (Acedo, Barroso, &
Galan, 2004; Spender, 1996; Tsoukas, 1996). Tinataomprehensive understanding, we consider
multiple voices (Cheney, 2000) at the individualdleof SME managers and internationalization
advisers so as to reveal a shared meaning of kdgaléNe conduct a qualitative interview study
aimed at answering the following research questisoording to the understanding of (a) managers
and (b) advisers, what are the types of knowledgeessary for the SME to engage in
internationalization beyond exporting’he interpretive approach we opt for is embeddedtiénsocial
constructionist philosophy, “which sees social itgahs a constructed world built in and through
meaningful interpretations” (Prasad & Prasad, 2@03-7). This approach is particularly appropriate
for understanding the perceptions of knowledge sypd the decision-makers who drive
micromultinational activities.

The contribution of this study is twofold. Firstewadvance the SME internationalization
literature by identifying the knowledge types sfiedio micromultinationals: (ain-depth worldwide
network knowledgeg(b) hands-on foreign market knowledgand (c)international set-up knowledge
These go beyond the knowledge types previously ldped for export-based internationalization,
thus enabling SMEs to alleviate their innate liéles and hence orchestrate complex
internationalization strategies. Micromultinatiorlalowledge types allow managers to ingeniously
deploy the limited resources available in orderirgiate and coordinate distinct international
activities across multiple geographies. This is fin& study to distinguish between the types of
knowledge required to operate as a micromultinati@md those necessary for exporting. Thus, we
address calls for research to gain further insigitdb the knowledge instrumental for SME
internationalization via different foreign marketntey modes (Laufs & Schwens, 2014; Musteen,
Datta, & Butts, 2014). Second, our proposed framkved Shared Knowledge Interpretation across

Managers and Advisers (SKIMAdntributes to the advancement of the knowledgedagrspective
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within the SME internationalization literaturé®ur evidence suggests that sustainable market
expansion is driven by the dynamic and iterativeuawlation of tacitly dominated knowledge of
internal actors (managers) related to productsdtigks, and markets and facilitated by functional
knowledge, commonly provided by external actorsigats) to the firm. In doing so, we respond to
calls for research to enhance our understandirigofviedge development for SME growth through
internationalization by studying micromultinationahanagers and external knowledge sources
(Deligianni, Voudouris, & Lioukas, 2015; FernhabBt¢cDougall-Covin, & Shepherd, 2009; Jones,
Coviello, & Tang, 2011).

The remainder of this study is organized as folloWse next section presents the research
background. The interpretive method adopted foa datlection and analysis is described in the third
section. The findings derived from the UK contewe discussed in section four. The final section
presents concluding remarks and elaborates ondatpns for practitioners, limitations, and future

research agendas.

2. Research background

2.1 Knowledge as a catalyst of SME internatiorion

Few studies in the SME internationalization areeedly base their theoretical arguments on a
knowledge-based perspective. Although notable ddaep exist (e.g., Filatotchev et al., 2009;
Fletcher & Harris, 2012; Gassmann & Keupp, 2007|a¥iet al., 2014), numerous studies, while
recognizing the crucial importance of knowledge ttoe international behavior of the SME, do not
anchor their reasoning on the tenets of the knayddmhsed perspective. Comparatively, other
theoretical underpinnings are more frequently engidp leaving a gap that requires further
investigation.

A fine-grained analysis of the SME internationdiiaa literature shows that we presently
have an insufficient understanding of the knowledgguired for internationalization beyond
exporting. Most research so far has focused on ledye instrumental for export-based
internationalization (e.g., Filatotchev et al., 9@0Blaahti et al., 2005; Villar et al., 2014; Zh@007).
Such studies identified managerial international/anbusiness knowledge as vital for successfully
conducting exporting activities (Filatotchev et 2009; Haahti et al., 2005; Zhou, 2007). The aile
knowledge derived from networks is also clearlyhtighted in the export-based literature (e.g.,
Filatotchev et al., 2009; Haahti et al., 2005; Hilsson & Jansson, 2012; Zhou, Wu, & Luo, 2007).
As to micromultinationals, although knowledge idleg heart of their proliferation (Dimitratos et, al
2003, 2010), we presently know very little abowt kmowledge types that steer this phenomenon.

Insights into the knowledge types essential foerimationalization should be derived by
collating the views of multiple actors, since knedde is encapsulated by several agents and it
partially originates outside the firm (Casillasakt 2009; Fernhaber et al., 2009; Villar et aQ12).



As outlined, to date, studies that investigate Kedge required for SME internationalization
primarily choose a single type of actor as theit ahanalysis. This actor is commonly internathe
firm (frequently the SME itself), while external tacs remain under-researched. Specifically,
advisers, although reported to have relevant iateynalization knowledge, even more than could be
obtained from network relationships (Fletcher & kkar2012; Fletcher et al.,, 2013), have been
neglected by the SME internationalization literatur

Turning our attention toward the level of analysi®e emergence and growth of the SME
internationalization literature has highlighted thgportance of situating the analysis at the irdiiil
level. This focus has had implications for the waywhich knowledge that is instrumental for
internationalization is understood and portrayedhgyliterature. This is particularly relevant,c@nn
order to understand the international entrepreatbghavior of SMEs, we must first understand the
individual who drives the firm (Coviello, 2015; Jello, Kano, & Liesch, 2017). Specifically,
international new ventures (Oviatt & McDougall, #92005) and born-globals (Knight & Cavusgil,
2004; Madsen & Servais, 1997; Rennie, 1993; RiRip/p, & Knight, 2005) draw attention to the
core role of the individual for the internationaliion strategy of the firm. Individual cognitiondan
vision drive international involvement. Also, indiwal-level knowledge, pre-acquired know-how,
and international experience are key for intermaticopportunity identification and the subsequent
deployment of resources for opportunity exploitati?Jnique knowledge is essential for creating
value for the firm in diverse foreign markets. Thisowledge, which is tacit and difficult to imitate
includes an excellent understanding of supply clpariners, foreign markets, and coordination of
multiple value chain activities. As the SME intefomalization literature has continued to grow
during recent years, so has the acknowledgemettieofmportance of the individual's cognition,
interpretations, and perceptions for the intermetidbehavior of the SME (Hsu, Chen, & Cheng,
2013; Jones et al., 2011; Zander, McDougall-Co#&ifRose, 2015). Nevertheless, in line with Covin
and Miller (2014), we observe that while numeroastdbutions recognize the crucial importance of
the entrepreneur and suggest that the analysiddsbeusituated at the individual level, they often
identify the firm as the entrepreneurial actor.iWibial understanding and interpretation of thebglo
environment are vital for micromultinational manegewho are in direct contact with their
international partners and markets (Dimitratos,ndon, Plakoyiannaki, & Young, 2016). Therefore,

adopting an individual-level analysis is expectdltiminate the micromultinational phenomenon.

2.2 Shifting lenses in understanding the role @vedge in micromultinational internationalization:
Toward an interpretive perspective

This study adopts a view of knowledge inspiredrigripretivism (Acedo et al., 2004; Spender, 1996;
Tsoukas, 1996), which is particularly appropriater filluminating individual understanding.

Following Nonaka, Toyama, and Konno (2000), we arthat knowledge is dynamic because it is



created as a result of the interplay among indadisland organizations and thus is beyond the reach
of positivist approaches (Nonaka & Peltokorpi, 2006onaka, Toyama, & Nagata, 2000).
Furthermore, drawing on Nonaka, Toyama, and Kor2@)@), our stance is that knowledge is
humanistic, as it is driven by human action. Thigigests that information is transformed into
knowledge when it is interpreted by individuals ddhson their own beliefs and commitments.
According to these schools of thought, knowledgeastext-specific, since it is merely information
when out of context. As opposed to information, wlealge includes beliefs, perspectives, intentions,
commitments, and values and is closely linked tmoac(Nonaka, 1994; Tsoukas & Vladimirou,
2001). In alignment with Spender (1996), we hidhtlighat increased flexibility exists between the
way in which individuals perceive achievements loé firm and its processes. Consequently, this
leads to potential variation in terms of strateggcision-making and firm management. In a similar
vein, Tsoukas (1996) suggests that individual pregations and actions will vary according to their
past experiences and interactions with other acembedded in socio-temporal, industry, and local
specific conditions. As a result of gaining expece in specific industries, as Spender (1989)
explains, managers learn a particular ‘industrypeschat allows them to make sense of their specif
environment. Managers operating in the same ingudgvelop a shared judgment on key issues
regarding product-market, human, technological, favahcial structures. Individual interpretatiorfs o
the environment, shaped by the specific industd@ganizational context, are reflected in actians
the firm level, such as the choice of firm strat¢gfiarma, 2000). Given that knowledge is created by
multiple agents and is partially developed outdidefirm (Regnér & Zander, 2014; Tsoukas, 1996),
individuals can draw upon the knowledge and accatadlexperiences of other actors external to the
firm with whom they interact.

The acknowledgement and pursuit of individual-leaglalysis aims to disclose real-life
interpretations of multiple actors relevant for tfien’s strategic choices, leading to meaningful
implications of this research for practitioners (D@015). Consequently, we (a) clearly acknowledge
the relevance of developing common meanings inroimenitigate the differences emerging from
individual interpretations (Carlile, 2004) and (pye prominence to tacit knowledge, as meaning
derives from subjective experiences (Nonaka & Reli, 2006; Polanyi, 1966). Specifically, while
explicit knowledge can be expressed and formulatesentences, presented in figures, drawings,
data, scientific formulae, or manuals and therefzae generally be transferred at a low cost, tacit
knowledge is linked to individuals, to their exmartes, senses, intuitions, and emotions and thus is
hardly possible to articulate and transfer (Nondl@jama, and Konno, 2000; Polanyi, 1966). Tacit
knowledge is comprised of both cognitive and tecainelements: the former refers to the ability of
individuals to “form working models of the worldhich include “schemata, paradigms, beliefs, and
viewpoints” and shape “an individual's images oélity and visions for the future”; the latter is
related to context-specific concrete know-how akitiss(Nonaka, 1994, p. 16). Yet, tacit and exftlici

knowledge are not mutually exclusive but rather glementary in nature (Nonaka, 1994; Nonaka &
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Takeuchi, 1995). The boundaries between tacit apticit knowledge are “both porous and flexible”
and their interaction over time may lead to enhdrren performance (Spender, 1996, p. 50). For
example, managers’ international experiential kalge, which is acknowledged as a crucial factor
for SME internationalization, is fundamentally tati nature (Athanassiou & Nigh, 1999, 2000).
However, explicit knowledge, such as data from manesearch reports conducted on foreign
markets or company brochures collected at intewnatitrade fairs, is likely to contribute to its
development.

Embracing this view of knowledge is particularlypappriate for understanding the decision-
makers who steer the micromultinational phenomenodividuals who orchestrate sophisticated
internationalization strategies of SMEs must beemqgus to optimally deploy the scarce resources
available in order to initiate and coordinate opieres in support of distinct international actiesi
across multiple geographies. The internationabiraiathway of micromultinationals may not follow
well-beaten tracks that exporting SMEs frequently. dConversely, micromultinational
internationalization could be seen as a discovetyney guided by the individual's perceptions,

experiences, know-how, and view of the future.

3. Methodology

3.1 Sample and data collection

In this study, we collected data from two groupfctfors relevant to micromultinationals (managers
and advisers) to obtain a comprehensive understgrediSME internationalization beyond exporting.
The main information source comprised of in-deptkeriviews with top managers in eighteen
micromultinationals and ten advisers relevant ftelinationalization beyond exporting. We opted to
gather our data through semi-structured interviéwgurposeful sampling technique was selected for
collecting the empirical data from specific pag@nts to ensure that they represented relevant
informants for our study (Patton, 2015; Welch, Rak Plakoyiannaki, & Paavilainen-Mantymaki,
2011). For the managers’ group, two main critereaenfollowed to ensure appropriate sampling and
enhance the informational richness of the intersiefrst, in alignment with prior qualitative stedi

on SME internationalization (e.g., Gassmann & Ke®fj7; Muzychenko & Liesch, 2015), we only
considered top managers, directly involved in theernationalization strategy of UK-founded
micromultinationals (engaged in at least one foregubsidiary, international joint venture, or
international strategic alliance). Second, to darther insights into SME internationalization thgh
interpretive research (Lamb, Sandberg, & Liesch120de opted for industry diversity in our sample
by ensuring that the managers interviewed ran SMEiistinct high- and low-technology sectors,
hence including accounts from different industryntexts. This is particularly relevant given that
knowledge creation is shaped by industrial settif®s, Peng, & Xie, 2016) and that managerial

interpretation of knowledge may vary accordinghe sector in which they operate (Spender, 1996).



Further, in alignment with recent calls for reséana market entry mode selection of SMEs (Laufs &
Schwens, 2014), managers of both gradually intenmalizing SMEs and rapidly internationalizing
SMEs were selected for participation in this stutlye SMEs considered complied with the definition
of the European Commission (2003). The preliminksy of potential research participants was
derived from a directory of UK-founded firms, maaeailable by FAME (which stands for Financial
Analysis Made Easy and is a database that coritdorsnation on UK and Irish companies), industry
associations, and company websites. The consultaticthese secondary data sources facilitated
purposeful sampling and allowed the interviewers biecome familiar with the context and
idiosyncrasies of individual decision-makers andesponding SMEs. An initial list of twenty-eight
suitable research candidates was identified. Theyewcontacted initially via email and next by
telephone to invite the main decision-maker (managmer/entrepreneur/director/CEQO), directly
involved in the international activity of the firng participate in this research project. Following
thorough analysis and careful consideration ofdai, we observed that saturation was achieved at

eighteen manager interviews. Table 1 presentsnrdbon on the managerial/SME sample profile.

Insert Table 1 here

In the UK the type of adviser contacted for SMEeinationalization support varies greatly and
depends on the preferences of the manager. Theretercollected a second dataset composed of ten
semi-structured interviews with advisers from thqmévate advisory categories most frequently
identified as contributing to international expamsi beyond exporting as revealed by
micromultinational managers. These categories vimeenational business consultancies, international
law advisers, international accountancy practibask advisers, and professional membership bodies
for international business. We could therefore mmmtf managers’ interpretation of the knowledge
requirements for operating a micromultinationalhatihat of advisers. Table 2 presents the sample of

advisers interviewed for this study.
Insert Table 2 here

The managerial interview scripts were comprisetivaf main stages. The first stage of the interview
process focused on a discussion of the managésiahvand business objectives. Considering that the
purpose of the data collection was to unveil irdlinls’ interpretations and perceptions (Isabella,
1990), in the second stage open-ended questioresasked related to their firms’ internationalizatio
strategies. We asked the interviewees to deschbedasoning and thoughts behind their answers.
Further explanation and examples were encouragedotode extra clarity on the issues of interest.

Questions such as “Could you provide further detanl the aforementioned?” or “How exactly do



you understand this issue?” were asked duringstiaige. A similar interview protocol was designed
and followed for the advisers. A few questions weiadified to understand how they perceived the
knowledge support they provided to SMEs for intéomalization beyond exporting.

The interviews were conducted by two researcherandgerial interviews lasted ninety
minutes, whereas the interviews with advisers thdtrty-five minutes on average. Following
standard procedure in interpretive research (Mag, Corley, & Gioia, 2007), interviews were audio
recorded. Next, they were transcribed verbatimlding 344 single-spaced pages of transcription
material. The interviews were supplemented by iblel ihotes and discussions of the research team,
held after the interviews to provide an initial enstanding of the empirical evidence. Furthermore,
observation, archival documents, and informatioailaile on firm websites were also utilized. A

complete database with the collected data wasettdmfore carrying out the data analysis.

3.2 Data analysis

The data analysis process was designed to alloatidta between the empirical evidence and theory
(Isabella, 1990). In alignment with prior interpvet studies (Lamb et al., 2011; Shinkle & Spencer,
2012), our data analysis involved distinct steps uaderstand what knowledge types
micromultinational managers and advisers perceigezhable internationalization beyond exporting.
Following Nag et al. (2007), and in line with thrtdrpretive research tradition, each of the thtepss
involved rereading the transcripts and reinterpgethe data. Similar to Corley and Gioia (2004) and
Gioia, Corley, and Hamilton (2013), we started bentifying 1st-order codes directly from the
interviews. We then merged these codes into 2ndrotigeoretical level themes. Finally, further
integration led to the aggregation into knowledgmathsions. Data management was conducted in
NVivo 10, which was helpful for shifting betweenffdrent sources of evidence from the two
samples, finding relevant phrases and paragraphs the interview transcripts, and carrying out the
data coding. We initially analyzed the managemdé¢riviews and next the interviews with advisers.
Following that, we compared their collective undsngling and searched for a shared interpretation.
Below, we present the data analysis steps for gneagerial sample.

First, an initial familiarization with the intervie transcripts was conducted. This involved
reading each individual transcript several timesgtasp the managers’ interpretations of the
knowledge requirements for internationalization do&) exporting. Short summaries were elaborated,
reflecting our initial understanding of intervieveéénterpretations of knowledge. As we intended to
unveil managerial interpretations and percepti@ssppposed to probing existing theories (Gioia et
al., 2013), we opted for an a posteriori codingtsefgy. This enabled us to account for emerging 1st-
order codes from our empirical dataset, thus piogifresh insights adding to the existing literatur
Consequently, nine 1st-order codes emerged bastuksa collective interpretations. At this point we

identified which of the 1st-order codes representbd knowledge types specific solely to



micromultinationals. These weia-depth worldwide network knowledgieands-on foreign market
knowledge and international set-up knowledgélhe other six 1st-order codes corresponded to
knowledge types necessary for both exporting ancramiulatinational activities, given that the
investigated firms were also exporting. Specificathese codes wergeneral product knowledge
expert product knowledgéoreign opportunity knowledgdoreign collaborator knowledgédoreign
customer knowledgandinternational trade knowledge.

Following Gioia et al. (2013), in the second stéghe analysis, we reread the transcripts and
consequently grouped the nine 1st-order codesethatged from the previous step into four broader
2nd-order concepts, which corresponded to theiatig theoretical themegroduct distinctiveness
knowledge worldwide industry idiosyncratic knowledg®reign locality knowledgeandfunctional
knowledge

The third step undertaken involved a further regdih the transcripts. This time, the main
focus was on understanding how the intervieweesndet and organized knowledge, particularly
considering whether this knowledge was internal@nexternal to the firm and tacit and/or explicit
in nature. Thus, we could further merge the 2nantdemes into higher-order aggregate dimensions
(Gioia et al., 2013) that expressed the commorrpntéation of the managers interviewed (Isabella,
1990). These two qualitatively distinct knowledgémensions werecore internationalization
knowledgeandsituational practical knowledga/Ne cross-checked our interpretation until we could
observe that each of these aggregate dimensioramedistable and their formulation improved.

Next, we proceeded to compare managers’ and adVisederstanding of knowledge
necessary for internationalization beyond exportiRgrther to conducting a similar data analysis
process on the interviews with advisers, we ndtetl fine differences in interpretive nuances exliste
between the two groups. For instance, adviserstifaigh an extra 1st-order code, namely
international liaising knowledgeapplicable for both exporting and micromultinatb activities.
Furthermore, some differences were identified betwie two groups regarding the internal/external
and tacit/explicit nature of knowledge types. Néveless, advisers’ collective perceptions of thé-2n
order themes and final aggregate knowledge dimeagjenerally confirmed those of the managers.

Figure 1 presents a synopsis of the data structure.

Insert Figure 1 here

4. Presentation and discussion of findings

This research seeks to uncover the shared unddirsgaof knowledge across managers and advisers.
As shown by our data analysis (Figure 1), two ogdniag knowledge dimensions emerged, namely

core internationalization knowledgedsituational practical knowledge.
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4.1 Core internationalization knowledge

Consensus exists between the two groups of intgede in terms of acknowledging that most
components of core internationalization knowledgetacit and internal to the firm. We also observe
a tension between the understandings of the twapgr@n which we elaborate in the following
section.

Core internationalization knowledgg construed as knowledge that allows the managee t
the architect of the SME'’s future. It is indispepigafor identifying opportunities and is responsibl
for the decision-making process that enables SMEsngage in and manage internationalization
beyond exporting, frequently in a leadership positin their industry. Core internationalization
knowledgeis largely encapsulated by major actors in the fikmowledge stocks of either managers
or key employees) and can be developed jointly wiéir foreign business networks and international
partners. This finding aligns well with a recenadst by Stoian et al. (2017), which reports that
micromultinationals actively use their interorgatienal networks to enhance their innovative
behavior on international markets. Core internatii@ation knowledge may trace its roots to
managers’ prior (international) experiences andtedge stocks, yet it is continuously recombined
and developed (Casillas et al., 2009; Jones & Gag@14; Nonaka & Takeuchi, 1995; Tsoukas,
1996).

Our findings show that core internationalizatiorowedge is tightly linked to individuals
and is embedded in their subjective experiencesese and intuitions and therefore is hardly péssib
to articulate and transfer (Nonaka & PeltokorpiQ@0Nonaka, Toyama, and Konno, 2000; Polanyi,
1966):

“In the Middle East, face-to-face activities areahunore important, so a local presence there ig ver
important. In the areas of Asia Pacific, there @ggain ways of working that require different &kil
and experience than those in European marketsjsaliout experience, it's about understandingtwha

works and what doesn’t; unfortunately a lot of tisadifficult to teach.” (M6)

The meaning of core internationalization knowledgdlirectly linked to a combination of three
perceived interwoven knowledge types, relatedptoduct distinctivenessworldwide industry
idiosyncratic andforeign locality knowledgeThese three knowledge types are provided in Ipart
the (international) experience of the main mandger are continuously enriched and updated
(Casillas et al., 2009; Tsoukas, 1996). The follayguote is illustrative of the aforementioned:

“My knowledge was gained mainly [...] in my earliesiyé. I've learned a lot working for other people:
learning how they deal abroad, how they developdgomducts, and all the rest of it is very good

experience. And then, of course, you add your aea.i’ (M3)

The advisers interviewed for this study generalyared the managerial understanding of core

internationalization knowledgén that the fundamental decision to engage in matgonalization
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beyond exporting originates in knowledge encapedldty the managers and occasionally by key
employees. They consider micromultinational manager be knowledgeable about the foreign

markets targeted, their objectives, and ways tocgmh these markets:

“The micromultinational [managers] are more struetl in their approach, in that they've got a
reasonable idea of what they want to achieve, vaseBME [managers], who, for example, would have
an enquiry for an agent/distributor, tend to bgtsly less structured. This tends to be more aafhe-
reactive opportunity. [Micromultinational managedsiin’'t really have too much experience of the tax,
financial, and legal matters, [they] have a vergdjanderstanding of what they do, what their produc
is, how it works.” (A10)

A few constituents of the three core internatiaralon knowledge components precede involvement
in internationalization beyond exporting, as theg aequired for exporting and therefore were
developed before the SME became a micromultinatifrigure 1). Given that in our sample all
SMEs started their international activity by expugtand became micromultinationals at a later date,
we are able to distil the knowledge types requfceperating as a micromultinational as compared
to export-based internationalization. Our evideticerefore shows that core internationalization
knowledge, and in particular some of its componastdetailed below, enables the SME to overcome
its innate liabilities and hence successfully ergagentry modes beyond exporting.

Product distinctiveness knowledggpresents an indispensable starting point forliament
in any international activity. Both its constitusngeneral product knowledgend expert product

knowledgehave been developed prior to involvement in imionalization beyond exporting:

“A good knowledge of our products and their applaas [...] everything from the price to the

technology and the machinery [...] that's the stgrfioint.” [for international activity] (M4)

Based on our evidencevorldwide industry idiosyncratic knowledigea combination of knowledge
developed for export-based internationalization &ndwledge specific to micromultinationals.
certain level ofknowledge of foreign opportunitida the industryand of knowledge of foreign
collaboratorsin their sector is developed before the SME stapsrating as a micromultinational
when engaged solely in exporting. However, industhpsyncraticin-depth worldwide network
knowledgeis developed gradually and is essential for iraBomalization beyond exporting to take
place. It builds on knowledge derived from priordign opportunities and collaboration experiences
(Chandra, Styles, & Wilkinson, 2012; Reuber, Diatitrs, & Kuivalainen, 2037 Specifically, our
evidence shows that micromultinational manager® fzavintimate knowledge of the business actors
in their industry across the world. Frequently ytla@e in direct and ongoing contact with many of
these actors. Such close embeddedness in thestigdwetwork ecosystem allows micromultinational
managers to have a holistic understanding of thettor at present and to predict future changes.
They have an excellent grasp of the current denzendell as a visionary outlook. This enables

micromultinational managers to identify or createspective opportunities in the most promising
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locations in their industry and address them whih host suitable entry modes, such as subsidiaries,
joint ventures, or strategic alliances.

Foreign locality knowledgethe third core internationalization knowledge comgat,
includes foreign customer knowledgand hands-on foreign market knowledg&he empirical
evidence suggests that the former is needed faliengagement in international activities through
exporting and is further augmented when internalieation beyond exporting is pursued. Yet,
knowledge of international customers is necessany bot sufficient for engagement in
internationalization beyond exporting. In turn, thger enables SMEs to conduct business in foreign
locations via subsidiaries, joint ventures, ortsga alliances. For example, consensus existsacro
the managers interviewed that hands-on knowleddeaal culture and institutions, gained through
lived experiences, is necessary for being ablgavaie foreign subsidiaries.

The following quote is illustrative afiorldwide industry idiosyncratic knowledgedforeign
locality knowledgen the micromultinational context. Moreover, tlggote also exemplifies hoim-
depth worldwide network knowledgadhands-on foreign market knowledgee particularly relevant

for overcoming the innate liabilities of SMEs:

“We take a lot of due diligence before we expartd &n area to look into what we know about the
market, how it's structured, who are the players] the different modes of entry. It is all based on
local intelligence, based on knowledge from thepbednvolved in setting the business up, plus key
partners we already have in place in those countfie.] These people typically have an intimate
knowledge of the industry that we're involved ixcellent language skills, and a knowledge of the
target country that we were setting up in.” (M17)

Core internationalization knowledge is perceiveduagjue and very difficult to imitate, as it is
specific to the manager and is firmly embeddechahuman and relational capital of the firm, thus
aligning with the international new ventures pecspe (Gassmann & Keupp, 2007; Hennart, 2014;
Madsen & Servais, 1997; Oviatt & McDougall, 1994alR et al., 2005). However, our empirical
evidence brings novel insights by distinguishingusen the types of knowledge required in the early
internationalization stages (export-based) and esuEnt micromultinational internationalization
stages. Product distinctiveness knowledgs a prerequisite, indispensable but not necdgsari
sufficient for engaging in internationalization loeygl exporting. It is typically developed beforeabr
an early export-based internationalization stade.well-communicated, product encapsulated
knowledge may act as a springboard for internalipaizon in niche markets worldwide (Hennart,
2014; Madsen & Servais, 1997; Oviatt & McDougalip8). As suggested by our empirical evidence,
some constituents aforldwideindustryidiosyncratic knowledgandforeign locality knowledgere
also developed for export-based internationalipatitet, an intimate knowledge of the industry and
foreign markets is required for operating as a amurltinational. Irrespective of the technology
intensity of the industry, the investigated managsrare a collective belief of their sector as ¢pa@n

close-knit community wherein actors have specifiduistry knowledge that is constantly enriched
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over time (Spender, 1989, 1996). Micromultinatiomainagers have developed an interorganizational
network-based industry cognition (Stoian et al.1 20 which allows them to make sense of their
environments and engage in complex internation@izastrategies. Industry knowledge is closely
related to an in-depth knowledge of specific foneigarkets where business opportunities exist in
their particular niche sectors. Our empirical euicke shows that while a good understanding of
customers is generally sufficient for direct expat substantially more hands-on knowledge of the
market is essential for operating international sadibries or involvement in international joint
ventures. As revealed by the managerial interviemsslepth, experiential knowledge of the culture,
regulatory frameworks, and unwritten rules of cariohg business in the foreign markets targeted is
crucial for daily operations. Micromultinational megers explained that they often count on their key
employees and international network partners whe liasider industry knowledge and impeccable
understanding of the foreign markets of interest.

The interpretation of managers (and advisers) lgldaghlights the importance of allowing
and nurturing these diverse knowledge types toldpve their firms, thus enhancing and sustaining
their ability to manage several value chain agésitsimultaneously in multiple markets (Jones &
Casulli, 2014). Interestingly, we observe thatdpective of how rapidly the SME internationalized
from start-up, involvement in internationalizatibeyond exporting follows after a period of time,
ranging from two to over thirty years, from the aoencement of the international activities via
exporting (Table 1). The time elapsed before ihitievolvement in internationalization beyond
exporting depends on managerial judgment basech®mtanagers’ perceptions of the knowledge
accumulated (Nonaka, 1994), which may enable nepompnity identification and subsequent
exploitation in specific contexts (Reuber et alD12, Sharma, 2000; Tsoukas, 1996). This is in
alignment with the assumption of the process thebipternationalization, namely that firms aspire
to engage in higher commitment foreign market entndes all along. However, they refrain from
doing so, given the high risk perceived, which banmitigated in time by accumulated experiential
knowledge. Micromultinational managers construe time is needed to develaporldwide industry
idiosyncratic knowledgendforeign locality knowledgas well as to allow the three components of
core internationalization knowledge to engage @o-#volutionary interaction that enables sustamabl
internationalization beyond exporting. This is sknsable for creating unique synergies between the
product, industry, and foreign markets, thus priamelfurther knowledge development required for
micromultinational internationalization. For exampmicromultinational managers may capitalize on
their experiential knowledge of manufacturing thproduct/s domestically (or in certain foreign
markets) to be able to open subsidiaries in otharkets. In turn, this will enhance their
understanding of their industries across geograpaiel may lead to product innovation and further
foreign market penetration via foreign market entmpdes specific to micromultinationals. This
knowledge development can result from interactidth vbusiness networks (Johanson & Vahlne,
2009; Stoian et al., 2017; Vahlne & Johanson, 201W@nce providing support for the
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conceptualization of knowledge as humanistic andadyic (Nonaka, Toyama, and Konno, 2000).
Moreover, managerial interpretation aligns with thew of Tsoukas (1996) in that knowledge is
continuously created by multiple agents, leading new interpretations manifested in the
internationalization speed of the SME.

In sum, the evolutionary interplay between the éhtemponents of core internationalization
knowledge, namelproduct distinctivenessvorldwide industry idiosyncratjcand foreign locality

knowledges essential for the micromultinational phenometwaccur.

4.2 Situational practical knowledge

Both groups of interviewees concur that situatigmaictical knowledge originates from outside the
firm (Tsoukas, 1996) and is typically provided visers. Our findings are somewhat different from
previous research on export-based internationaizate.g., Chaudhry & Crick, 1998; Westhead,
Wright, & Ucbasaran, 2001), which suggests thatermal professional advisers may help in
identifying opportunities abroad that are vital foternationalization but otherwise not necessarily
accessible to SMEs. Conversely, our data reveas dpportunity identification is part of core

internationalization knowledge and therefore indérito the firm. Both groups of interviewees
perceive situational practical knowledge to beteglaofunctional knowledgeincluding tasks of an

accounting/legal and financial/banking nature:

“Expanding abroad is a decision that they've alyeadde when they come to me. | would advise them
on some of the tax implications of what they'rerdp? (A6)

“There’s no way we could set a business up in Chiitlhout that practical advice at the set-up leitel,

just wouldn’t happen. Advisers can't tell us angthiabout the Chinese pest control market.” (M17)

We can infer that for the micromultinationals iradd in this study, the knowledge required for
opportunity identification and access to resout@esbeen developed through the previous experience
of the manager (or firm) or by interaction with ithbusiness network and/or international partners
(Buckley, Glaister, Klijn, & Tan, 2009; Collinson &oulden, 2005; Dimitratos et al., 2010, 2014,
Stoian et al., 2017; Vahlne & Johanson, 2017). @&kternal knowledge requirements from advisers
occur more frequently after the decision to engagaternationalization beyond exporting has been
taken internally by the manager. Our findings shbat for exporting, advisers are required to assist
only with support for tasks such as drafting cartgaletters of credit, currency exchange, andfsari
i.e., international trade knowledgeNevertheless, once involved in internationalzatibeyond
exporting, and therefore in ongoing and direct aonwith foreign markets, extra advice will be
required for the completion of functional tasks tsuas setting up foreign subsidiaries: i.e.,
international set-up knowledge

Subtle discrepancies exist, however, between theesoof managers and advisers. While

recognizing the practical importance of advisersdwledge, micromultinational managers perceive
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situational practical knowledge to be rather expliand standardized. Following managerial
interpretation, although situational practical khedge comprises specialized (accounting/legal or
financial/banking) knowledge, it can be substituteith knowledge provided by another similar
adviser, unless a trustworthy relationship hasadlyebeen developed (Lee, Tuselmann, Jayawarna, &
Rouse, 2011). While the advisers’ interpretatiosinsilar to that of the managers, advisers emphasiz
that they devote increased efforts to clearly ustdeding each client’s knowledge requirements and
customize their services accordingly (Hitt, BiermiMlenbruck, & Shimizu, 2006; Sirmon, Hitt, &
Ireland, 2007). Strong elements of tacitness acamsulated in situational practical knowledge from
the advisers’ standpoint (Polanyi, 1975).

Another notable difference is that unlike managadsjsers construe that they also provide
international liaising knowledgéo micromultinationals, aimed at facilitating caot with potential
international business partners (Figure 1). Thisaspatible with prior findings by Friesl (2012).
Advisers thus perceive that they contribute to éhbancement diunctional knowledgeas well as
foreign locality knowledgéy occasionally galvanizing a co-creation processing as a bridge to
relevant foreign actors.

The underlying reason for these subtle tensionsdmit the interpretations of the two groups
of interviewees derives from the advisers’ expéatathat the knowledge transfer is more long-term
oriented than the expectation of the managers. erdé@ferences in interpretations may stem from
managerial understanding of their sector as a yighécialized niche industry held within close-knit
communities. The micromultinational managers ingaseéd perceive that the most knowledgeable
actors should be part of these communities ratier butsiders. This corroborates prior interpretive
approaches to knowledge (Spender, 1996) that sulataxperiential sector-specific knowledge is
required to be able to make sense of a particulambss milieu. Thus, these managers consider
themselves and their key employees to be highlyvedgeable about their specific industries and
therefore best equipped to navigate within thosesiries. Managerial interpretation may be subject
to their judgment regarding deploying their limitexources in areas that are directly linked t@ cor
internationalization knowledge and fundamentalifidernationalization beyond exporting. Naturally,

this would reduce their capacity to contract thwises of advisers on a continuous basis.

4.3 The SKIMA framework

Further to analyzing our empirical evidence, we fautvard the SKIMA framework, presented in

Figure 2, which enables SMEs to engage in intesnatization beyond exporting.

Insert Figure 2 here
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SKIMA transcends industry-specific idiosyncrasiesl ainveils a framework that permits SMEs to
adopt internationalization strategies similar tosth practiced by large multinationals.

Drawing on the evidence from this study, SKIMA dnagally presents all knowledge types
both groups perceived as necessary for interndizatian beyond exporting to occur and highlights
the three micromultinational-specific knowledge dgp namely(a) in-depth worldwide network
knowledge (b) hands-on foreign market knowledgend (c) international set-up knowledg&hese
knowledge types jointly contribute to alleviate ffabilities of smallness that SMEs are intrinsigal
subject to. Explicitly, resource scarcity and eammental vulnerability, which adversely affect SMEs
and their subsidiaries (Lu & Beamish, 2006), ardigated by the intimate foreign market and
network knowledge of managers and their key emm@syeSuch knowledge is occasionally
complemented by international set-up knowledge igexv’ by advisers. Thorough foreign market and
network knowledge permits micromultinational marrag® develop a very good understanding of
their customers, the target market characteristiod,the entire industry worldwide. Hence, managers
can make competent judgments on current demandelsasy anticipate changes and opportunities
that can be addressed with micromultinational-dfefireign market entry modes. Furthermore, the
liabilities of foreignness are overcome primaritydugh an excellent local knowledge of managers
and key employees. This foreign market knowledge finaquently originate from international
networks. As a result, the SME (and its subsidir@an successfully compete against local firms in
the target markets. Embeddedness in worldwide m&tvegosystems in their industries allows
micromultinational managers to benefit from ongoounnectiveness with relevant business actors,

thus overcoming the liabilities of outsidership.

5. Conclusions

The purpose of this study was to elucidate the kedge types required by SMEs for engaging in
internationalization beyond exporting as understopdnanagers and advisers. Our contribution is as
follows.

First, we contribute to the SME internationalizatititerature by distilling the specific
knowledge types of micromultinationals: (aydepth worldwidenetwork knowledgewhich reflects
industry knowledge required to identify and worlosgly with collaborators abroad, equipping
managers with a holistic understanding of theitareat present and a visionary outlook toward the
future; (b)hands-on foreign market knowledgenich is knowledge needed to conduct daily business
operations overseas; and i{@ernational set-up knowledgehich is associated with the practicalities
intertwined with setting up abroad via modes beyergdorting. The micromultinational knowledge
types build on and complement previous knowledgegyrequired for exporting, hence advancing the
literature, which has been silent on the knowledgeded for expanding through internationalization

beyond exporting. This knowledge is linked to idigitig and working in close interaction with the
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most appropriate actors worldwide who have insikleowledge of the industry and the foreign
location targeted. Micromultinational knowledge ¢gpallow the SME to overcome its liabilities of
smallness, foreignness, and outsidership and coesdly enable the dispersion of value-added
activities internationally. In this way, a foothdklgained in the foreign markets of interest, eingu
increased familiarity and communication with custos) suppliers, and other stakeholders of
relevance. This lays the foundation for the develept of new knowledge useful for sustainable
international expansion. Our findings corroboratevipus research on micromultinationals by Stoian
et al. (2017), which reports that top managerswWedge of foreign markets and interorganizational
network management enhances international redipting a qualitative research method, we are
able to provide a fine-grained approach by unwgilihe additional knowledge types required to
operate a micromultinational as perceived not daylynanagers but also by relevant advisers. Hence,
we respond to calls for conducting research whicik¢ into knowledge types instrumental for SME
internationalization via distinct entry modes (Le8f Schwens, 2014; Musteen et al., 2014).

Second, our study enhances the knowledge-basedpegér®e within the SME
internationalization literature by showing that ketr expansion is driven by tacitly dominated
knowledge encapsulated by internal firm actorsteelato products, industries, and markets and
facilitated by functional knowledge provided by extal actors. Moreover, it draws attention to the
complementarity of different views of stakeholdergarding the knowledge needed for the growth of
the multinational SME. By adopting the knowledgesdxd perspective in the study of
micromultinationals, we provide new insights intacromultinational behavior. In doing so, we
address calls for conducting research into the Idpuweent of knowledge for SME growth via
internationalization (Deligianni et al., 2015; Jenst al., 2011) by investigating micromultinational
managers as well as alternative external knowlestgeces to those considered by Fernhaber et al.
(2009). Furthermore, our work has mitigated thecjigiof research regarding studies situated at the
individual level (Andersson, Dasi, Mudambi, & Pesiar, 2016; Coviello et al., 2017) by adopting an

interpretive approach in SME internationalization.

5.1 Managerial relevance

The findings from this study have relevant implicas for practice. SME managers who aim to
engage in foreign market entry modes beyond expprtiay find it useful to develop knowledge that
allows them to produce distinctive products. Thimwledge must be organically and constantly
recombined with industry worldwide and hands-onwiealge of foreign markets to ensure growth
via internationalization beyond exporting. Thesenagers can consider relying on their tacit
knowledge (along with that of their key employeaten taking strategic decisions, such as selecting
the most appropriate foreign market entry modesaBla for their products and aligned with the

idiosyncrasies of the foreign markets targeteds tecommendable, however, that they consistently
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aim at enhancing their industry and foreign markebwledge to ensure the sustainability and
development of their internationalization strategis these SME managers lead firms which operate
in niche industries, it is advisable to cultivatdiran culture that promotes continued and efficient
communication with relevant network actors in trsgictor (and related sectors). To this purposé, bot
offline events and state-of-the-art internet-endbtechnologies must be appropriately utilized.
Multiple international stakeholders (such as inddional partners, customers, and pertinent
institutional actors for their sectors) may be emghin an ongoing dialog, including face-to-face
visits in the foreign markets of interest, for tBME managers to be able to enrich and update their
knowledge. Thus, the perceived risk associated imitbrnationalization can be alleviated and the
SME manager is likely to take informed decisiorlatezl to market entry mode selection. Conversely,
in relation to functional requirements (e.g., prag@ginternational partnership agreements andnggtti
up subsidiaries abroad), it is advisable to contitae services of professional advisers specialized
dealing with international accounting/legal andafinial/banking issues. If satisfied with the advice
received, it would be beneficial to remain in centaith that specific adviser for developing a
trustworthy relationship. Advisers, on the othendhamay find it useful to gain in-depth knowledde o
specialized niche sectors wherein micromultinati®rogperate so as to increase the frequency with

which they provide knowledge services to these SMEs

5.2 Limitations and future research

The present study has limitations that may guidéhéu research. First, the understanding of the
managers and advisers who participated in thisystedeals that knowledge for successfully
engaging in internationalization beyond exportiteratively, continuously, and inexorably propels
new knowledge development. The scope of this stimbuld be extended to incorporate managerial
cognition of other major issues for sustainablyrapeg internationalization beyond exporting, which
were not explicitly investigated in this study. Alevant example would be the investigation of
perceptions regarding international opportunitylesgiion and exploitation through a temporal lens,
highlighting the learning curve that underpins pgagential changes in an individual's understanding
of the world and vision of the future. Second, tsligdy incorporated two groups of interviewees,
namely micromultinational managers and internatisation advisers. Further studies may also
investigate cases where managers (and advisewsglhas other groups of stakeholders relevant to
internationalized SMEs, such as main internatiguaatners or representatives of local chambers of
commerce and national trade organizations, engageint knowledge co-creation beneficial for
micromultinationals. Third, this study investigatie knowledge types responsible for involvement
in internationalization beyond exporting as comgate export-based internationalization. Future
research could examine the knowledge types SMHEsreefpr engaging in distinct equity modes in

foreign markets, for example, by comparing intdoval subsidiary set-up with involvement in
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international joint ventures. Fourth, future stisdieay find it fruitful to embrace multiple level$ o
analysis, such as the individual level and the mimgdional level. This would allow juxtaposing
findings obtained at the individual level with tleoselevant at the organizational level, such as

developing the organizational capabilities and weses required by micromultinationals.
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Figure 1. Synopsis of the data structure: Knowledge typesired for internationalization beyond exporting dadexporting as reported by managers and advisers
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MANAGERS’ AND ADVISERS’ QUOTES
RELEVANT EXAMPLES

[regarding international activity]A good knowledge of our products and their appiioas [...] everything from thprice to the technolot
and the machinery [...] that's the starting poin{M4)

1st-ORDER
CODES

2nd-ORDER
THEMES

General Product
Knowledge

r[regarding international activityFirst of all, you have to position yourself as an expert in aipalar field. You need to develop a partic?
technology or develop something unique and haveathity to manufacture that into a product. We itiosed ourselves with sor
interesting technologiesye launched [exported] our products into the maskiétat [present international partners] were wordim. [...]

Jhey realized that they needed to come to us toehable them to have those technologi€el6) y

[regarding international activityThe decision to develop business in a particulautry was predicated on the size of the opporyusitc
the ease with which we could achieve it. [...] Inmmies where we have our own operations we hadadlydaken that stepnd had said t
ourselves the business here is big enough for uatd to hire our own people(M8)

Expert Product

Knowledge

Foreign Opportunity
Knowledge

Product
Distinctiveness
Knowledge

(“In China itself we don't have a legal entity, bue do have a company that we're velyse to, a distributor. [...] They have a very sg) - Worldwide
dependency on our relationship and, of course,him&€we have a strong dependency on our retesfip as well. They are very helpful t Foreign Collaborator | _Industry _
on a day-to-day basis with not only selling ourgots. We work closely with them in running extdbg giving them the support that tt Knowledge Idiosyncratic
Lneed to be successin selling our produci, but we also do get some pretty good market intlig from them (M13) )y Knowledge

[regarding knowledge for internationalization begiagxporting]“It's direct networks, it's the people that we dadiness with whether tF
are customers, suppliersy competitors. Being a small industry it's relaly easy to get to know people within the marketahich yo
operate [...] and when people become available orhete a need for new talent or knowledge then Wizauthose resources(M17)

r[regarding international activity)We are guaranteeing our customers goods by magkimg that we understand what matters to them. [P
the beginning of a project we're very likely to demngineers out to understand the problem, to ki@xcustomerto provide a solution. W

will often advise the customer of how best to desigmething. W would ideally want to work with a customer asheas possible in ar
Lrelationship." (M10)

J
r[regarding internationalization beyond exportifighnds-on experience is absolutely essential, you cali’ateybody how to do it, they’ve?
to learn for themselves.{IM9); “ Understanding and knowledge of the markets themsglv] that often is gained through compet

knowledge. [...] The second area after that is kndgdeof the regulatory and legal frameworks withiattmarket. [Also] ae of the ke
ihings about working in different cultural marké&san understanding of the etiquette and ways ofglbusiness within those marketéV6) )
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bank comes in and helps us with letters of credil4)

“Explain how internatioml trade can help them whe
they sell.” (A9)

[“We help businesses settle in quicker loc)
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[regarding setting up foreign subsidiariés] fact we appointed an accountal
company that advised on all that; so that was alelfor us.”(M3)
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Notefor 1st-order codes 1 = Knowledge specific only to micromultinationals ] = Knowledge necessary for both exporting and nmeridinational activities.

- = Shows agreement across managers and advisess =
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Shows code identified only by advisers.
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Figure 2. Shared knowledge interpretation across managers and advisers (SKIMA)
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Mana- Profiles
gers

Paosition of Interviewee Industrial Sector Technology Total Number It:::rslak;gr?;? ;(te:rrr?at:gr?;ﬁzation Z]? ?cl)rll\:il;\rgg?sr Internationalization
Intensity of Employees Start-up beyond Exporting Serviced* beyond Exporting
M1. Managing director Security High-tech 30 4 8 6(2) Subsidiaries (2)
Strategic alliances
M2. Managing director Information technology High-tech 40 0 2 5(0) Strategic alliances
M3. CEO Electronics High-tech 110 17 36 5(1) Subsidiaries (1)
Strategic alliances
M4. Managing director Adhesives Low-tech 85 11 27 7(2) Subsidiaries (5)
M5. Managing director Sport equipment Medium low-tech 240 =15 ~30 6(2) Subsidiaries (2)
Joint venture
M6. Managing director Hygiene workwear Low-tech 80 5 20 4(2) Subsidiaries (2)
Joint venture
Strategic alliances
M7. CEO Broadcast audio High-tech 170 2 9 7(2) Subsidiaries (1)
Strategic alliances
M8. Managing director Broadcast audio High-tech 150 2 8 7(2) Subsidiaries (4)
Joint venture
M9. International business director Office furniture Low-tech 200 10 17 3(3) Subsidiaries (3)
M10. CEO Precision instrumentation  High-tech 230 ~15 ~45 5(1) Subsidiaries (3)
M11. Director Office electrics Medium high-tech 105 15 20 4(2) Subsidiaries (3)
M12. CEO Electronics High-tech 110 1 19 5(1) Subsidiaries (2)
M13. Business development managt Electronics Medium high-tech 72 =15 =17 7(2) Subsidiaries (2)
Joint venture
M14. Financial director Electronics High-tech 40 =10 =17 3(2) Subsidiaries (2)
M15. Managing director Machinery and equipment High-tech 220 3 ~35 7(3) Subsidiaries (3)
Joint venture
M16. Executive chairman Communication equipmen: High-tech 210 0 =17 5(1) Subsidiaries (1)
M17. Managing director Pest management Low-tech 170 5 11 7(2) Subsidiaries (6)
M18. Managing director Electronics High-tech 64 0 = 7(2) Subsidiaries (2)

Joint venture

Note: The total number of employees refers to titeeemicromultinational.
* The first figure refers to the total number ohtinents serviced by the firm via any type of intgional activity; the second figure refers to thi&l number of continents where foreign subsidmére located.

Table 1.Profile of micromultinational managers (and copasding micromultinationals)
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Advisers

Profiles

Position of Interviewee

Type of Advisory Firms Run by the Advisers Intervieved

Managing director

Director

Senior consultant

Partner

Partner

International tax partner

Partner

Partner

Manager for trade and international transactions
Director

International business consultancy 1

International business consultancy 2

International business consultancy 3

International law adviser 1

International law adviser 2

Accountancy and business adviser

International accountancy adviser 1

International accountancy adviser 2

Bank adviser

Professional membership body for international hess

Table 2.Profile of advisers
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