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Abstract

The purpose of the paper is to investigate how innovative, small-to-medium enter-

prises (SMEs) internationalize through utilizing wholly foreign-owned entities

(WFOEs), as there is a little research explaining this. This paper presents the findings

from in-depth case studies with 14 SMEs that internationalized to China as WFOEs.

The SMEs internationalized as WFOEs in order to tap into opportunities and develop

presence. WFOEs were developed either proactively or reactively, which provided a

catalyst for internationalization. SMEs mostly used radical, game-changing product

innovations. However, findings from the case studies revealed that the Chinese mar-

ket did not always accept western innovations, and adaptations had to be made. A

new conceptual model with a range of theoretical propositions for future researchers

is developed, based on the findings.
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1 | INTRODUCTION

Doing business in emerging markets presents many challenges and

opportunities, and foreign firms can fail due to a multitude of reasons

in this environment (Carr & Harris, 2021; Das, 2015; He, Boateng, &

Ring, 2019). Small-to-medium enterprises (SMEs)—the focus of this

study—maybe at greater risk of failure due to limitations in their finan-

cial, technical, and managerial resources (Brouthers, Nakos,

Hadjimarcou, & Brouthers, 2009; Lu & Beamish, 2001). Such con-

straints differentiate them from larger firms in terms of their

approaches to innovation, operational scale, and decision-making

characteristics, which influence how they internationalize (Dato-on,

Banerjee, & Roy, 2018; O'Cass & Weerawardena, 2009). This has led

to scholars offering new ways to theorize the internationalization of

SMEs (Andersén & Samuelsson, 2016; Hilmersson, Johanson,

Lundberg, & Papaioannou, 2021; Paul, Parthasarathy, & Gupta, 2017);

this paper contributes to this research literature by developing a con-

ceptual model of how SMEs address opportunities and utilize their

knowledge and innovation capabilities to internationalize into China

as wholly foreign owned enterprises (WFOEs), which are defined as

100% foreign-owned limited liability companies with one or more for-

eign investors (Ku, 2013).

As is commonly known, China is expected to continue to grow to

become the largest economy by 2030, offering international businesses

many opportunities (Paul, 2016). In turn, there has been a significant

increase in the number of foreign businesses entering China through dif-

ferent entry modes (Bing-sheng, 2004; Chang, Chung, & Moon, 2013).

Research has demonstrated the critical role that international knowledge
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and innovation play in the successful internationalization of SMEs

(Deligianni, Voudouris, & Lioukas, 2015). Although scholars have exam-

ined the phenomenon of firm internationalization from developed coun-

tries to emerging economies Ramamurti, 2004), the majority of studies

on innovation and SME internationalization, owing to their size-related

constraints, focus on low-resource commitment entry modes such as

exporting (Knight & Cavusgil, 2004; O'Cass & Weerawardena, 2009; Sui

& Baum, 2014; Wakelin, 1998). However, some scholars have shown

that smaller firms do choose higher commitment entry modes such as

WFOEs (Aspelund et al., 2007), which can enhance their host market

knowledge, facilitate long-term opportunities, and develop greater com-

petitive advantages (Ripolles et al., 2018; Zahra, Ireland, & Hitt, 2000).

Therefore, notwithstanding their resource limitations, the question of

‘how’ SMEs successfully internationalize through WFOEs is an impor-

tant topic to explore in emerging markets.

Most studies have focused on high-tech SMEs and have thus over-

looked the differences they share with low-tech counterparts when

expanding into emerging markets. Contrasts in findings in the literature

suggest that these firms are likely to differ in terms of their key

resources, innovation activities, and how they internationalize (Crick &

Spence, 2005; Spence & Crick, 2006; Taylor & Jack, 2013). Indeed,

recent research has called for comparative studies that incorporate both

types of firms, especially in the context of emerging markets where there

are institutional voids (Sui, Yu, & Baum, 2012). In light of this, our study

incorporates both low- and high-tech SMEs as we seek to address the

following questions: How do Australian SMEs identify and capture opportu-

nities in their internationalization to China utilizing WFOEs? How do firm-

specific capabilities such as innovation and knowledge enable the SMEs to

leverage opportunities for firms in their internationalization?

We address these questions through a multi-case study analysis of

the experiences of 14 SMEs who had internationalized from Australia to

China utilizing WFOEs, and contribute to the literature by offering a new

conceptual model on SME internationalization. In the process, we

address the critical issues SMEs face around what capabilities they need,

innovation strategies they should use, and processes they should follow

to succeed in foreign markets under higher commitment entry modes

(Welch, Benito, & Petersen, 2007). By contextualizing our study in China,

we also address calls to improve our understanding of context-specific

issues when creating opportunities in international markets (Mainela,

Puhakka, & Servais, 2014). In addition, this study answers calls for

research examining issues around innovation in the Chinese context

(Chatterjee & Sahasranamam, 2018; Heredia, Yang, Flores, Rubiños, &

Heredia, 2020) and the use of international dynamic marketing capabili-

ties (Xu, Guo, Zhang, & Dang, 2018).

2 | LITERATURE REVIEW

2.1 | Entrepreneurship and international
opportunities

The entrepreneur's drive is identified as a key stimulant for the inter-

nationalization of SMEs (Oviatt & McDougall, 2005). This is grounded

in the views of traditional entrepreneurship theory (Covin &

Slevin, 1989; Miller, 1983), where “proactiveness (actively entering

new product/market spaces and seeking market leadership positions)”
is a core element of a firm's entrepreneurial orientation (Anderson,

Kreiser, Kuratko, Hornsby, & Eshima, 2015, p. 1581). Indeed, smaller-

sized business strategies are often driven by the entrepreneur or man-

agement team, and their enthusiasm for internationalization generally

leads to a higher degree of internationalization (Brouthers, Nakos, &

Dimitratos, 2015).

In addition to proactiveness, the presence of an opportunity is

another essential element for international entrepreneurship

(Hilmersson et al., 2021; Oviatt & McDougall, 2005). Short

et al. (2010, p. 40) assert that “without an opportunity, there is no

entrepreneurship. A potential entrepreneur can be immensely creative

and hardworking, but without an opportunity to target these charac-

teristics, entrepreneurial activities cannot take place.” This argument

resonates with the international business literature, where interna-

tionalization has been defined as “the recognition and exploitation of

entrepreneurial opportunities that lead to new international market

entry” (Chandra, Styles, & Wilkinson, 2009, p. 31).

Although the literature is settled on the importance role opportu-

nity has in the internationalization process (Johanson & Vahlne, 2009),

it remains unclear when and how international opportunities are cap-

tured by SMEs through the proactiveness of the entrepreneur (Crick

& Jones, 2000; Knight & Cavusgil, 2004), and when are they through

serendipitous encounters (Chandra et al., 2009). In a study on high-

tech SMEs, Crick and Jones (2000) found that a firm's managerial

team's orientation to international markets was a vital driver behind

internationalization. A comparative study among high-tech and low-

tech SMEs found that the high-tech firms were more likely to interna-

tionalize (through exporting and licensing) proactively—reflected in

their strategic thinking and planning, niche offerings, internationaliza-

tion from inception, active searching, and the commitment of manage-

ment to internationalization (Bell, Crick, & Young, 2004).

Proactiveness has also been evident in low-technology SMEs. Taylor

and Jack (2013) found that the entrepreneurial drive of managers from

Australian low-technology industries was a key driver for their interna-

tionalization to develop in psychically proximate markets (for example,

culturally similar countries including the US, New Zealand, & the United

Kingdom). Their motive for internationalization was also due to a limited

domestic market and a need to capitalize on their product innovation

before being imitated by competitors (Taylor & Jack, 2013), which is

common in international new ventures (Knight & Liesch, 2016). In our

study, we focus on a psychically distant host country where we explore

how entrepreneurs capture business opportunities from a fast growing

and evolving emerging economy; China.

The role of serendipity or chance is identified as another important

factor in how international opportunities are identified and exploited

(Chandra et al., 2009). Spence and Crick (2006) found that serendipitous

events were a critical determinant of key decisions related to international-

ization among UK and Canadian entrepreneurs, andMeyer and Skak (2002)

found that firms in Eastern Europe identified foreign business opportuni-

ties by chance through contacts established at trade fairs. However, the

286 ABDULHAK ET AL.

 15206874, 2022, 4, D
ow

nloaded from
 https://onlinelibrary.w

iley.com
/doi/10.1002/tie.22277 by V

ictoria U
niversity, W

iley O
nline L

ibrary on [09/08/2023]. See the T
erm

s and C
onditions (https://onlinelibrary.w

iley.com
/term

s-and-conditions) on W
iley O

nline L
ibrary for rules of use; O

A
 articles are governed by the applicable C

reative C
om

m
ons L

icense



degree to which a serendipitous encounter is actually preceded by proac-

tive search is often unclear. For example, Ellis (2011) found that although

most opportunities are discovered, they are intentionally sought instead of

encountered serendipitously. This resonates with Muzychenko and Lie-

sch (2015), who found that the identification of international opportunities

is determined by the manager's desire to build a world-class enterprise. In

light of this, we pose the first research question (RQ1):

RQ1: How do Australian SMEs identify and capture

opportunities in their internationalization to China uti-

lizing WFOEs?

2.2 | Innovation as a dynamic capability

A firm's capabilities play an important role in the identification and

exploitation of opportunities in international markets. Innovation is

one capability that is central to the entrepreneurship literature, as it

determines the originality and competitive relevance of the product

and/or service portfolio that is introduced into overseas markets

(Anderson et al., 2015; Miller, 1983). Innovation takes many forms,

evident in their products, processes, services, marketing activities, and

business models (Najmaei, 2014), and acts as a stimulant for growth,

profitability, and organizational success by adapting to customers in

foreign markets or by contributing to cost advantages (Kumar, 2014).

Although there is a reasonable body of literature that predomi-

nantly looks at SMEs' exporting and innovation (see Love &

Roper, 2015), there is a lack of research exploring the role of innova-

tion in the establishment of higher commitment entry modes, such as

WFOEs in emerging markets. One explanation for this skewness

toward exports is related to the resource constraints faced by SMEs

(Lu & Beamish, 2001), who favor exports for their flexibility and cost-

effectiveness (Knight & Cavusgil, 2004). Notwithstanding this view,

previous research has also shown that SMEs utilize a range of entry

modes extending beyond exporting (see Melén & Nordman, 2009).

Hence, WFOEs is a relevant entry mode to explore.

We address this gap by examining the role of organizational inno-

vation (product, process, marketing, and business model innovation) in

the internationalization of SMEs through WFOEs in China (Ku, 2013;

O'Cass & Weerawardena, 2009). Exploring this context lends interest-

ing new insights into how firms can overcome their resource con-

straints to establish a physical presence in institutionally distant

markets, which may prove critical for enhancing and sustaining their

competitive advantage (Ripolles et al., 2018; Zahra et al., 2000).

Reasearch has demonstrated that innovation plays a significant

role in the successful internationalization of SMEs (Bell et al., 2004;

Crick & Jones, 2000; Suh & Kim, 2014; Taylor & Jack, 2013). For

example, Crick and Jones (2000) found that product and process inno-

vation influences the rapidity of internationalization through alliances

and subsidiaries as forms of entry mode into developed markets. Bell

et al. (2004) found that an important stimulus for UK firms to interna-

tionalize was either to gain access to R&D funding via alliances or cap-

italize on their product and process innovation through licensing with

foreign manufacturers, whereas establishing a WFOE in the form of a

sales entity maybe cost prohibitive (Bell et al., 2004). Taylor and

Jack (2013) found that low-technology SMEs internationalized by

establishing WFOEs in other developed markets to capitalize on their

product innovations and gain a first-mover advantage before they

were imitated by host market competitors. However, three decades

of research have yet to arrive at a consensus on how and when the

costs of establishing higher commitment entry modes outweigh the

costs and risks of forefeiting operational and IP control, which has

been further complicated by the rise of emerging markets (Zhao, Ma,

& Yang, 2017).

2.3 | Knowledge

An SME's knowledge base is important for developing innovative

products that can help firms successfully internationalize into foreign

markets (Deligianni et al., 2015). The knowledge-based view (KBV)

(Grant, 1996) holds that knowledge is vital for a firm to achieve

favourable strategic outcomes. Technological knowledge is defined as

“knowledge associated with products, technologies and/or processes”
(Burgers, Van Den Bosch, & Volberda, 2008, p. 56); it is important

because it reflects the entrepreneur's ability to meet product demand

through the development of new products (Clarysse, Wright, & Van

de Velde, 2011). This enables the entrepreneur's responsiveness to

competitors by increasing product/service functionality, in addition to

reducing costs (Wiklund & Shepherd, 2003). Empirical research has

shown that firms with superior technological knowledge are better

able to adapt and grow in new markets (Autio, Sapienza, &

Almeida, 2000), while outperforming foreign market competitors (Suh

& Kim, 2014).

Our review of the literature suggests that research into the role

of knowledge in the successful establishment of higher-commitment

entry modes for SMEs in emerging markets is scant (Knight & Lie-

sch, 2016); studies have focused on exploring the knowledge intensity

of large MNEs in such contexts (Zhao et al., 2017). Some scholars

such as Deligianni et al. (2015) have explored how the configuration

of technological, market, and international knowledge enabled the

internationalization of Greek SMEs through subsidiaries; however,

they focus on the developed markets of Europe and the US. Suh and

Kim (2014) found that technological capabilities, international market-

ing, and customer relationship management are important capabilities

that influence the internationalization performance of the firm.

Although their study incorporates high-commitment entry modes

such as joint ventures and offices, there is no emphasis on WFOEs in

emerging markets (Suh & Kim, 2014).

Spence and Crick (2006) found that the reputation of SMEs that

possess technological advantages was important in attracting over-

seas customers. Although higher-commitment entry modes were less

evident, findings suggest that offices/subsidiaries were established in

foreign markets when a local presence was deemed necessary by the

entrepreneurial team (Spence & Crick, 2006). This has also been evi-

dent in low-technology SMEs, where seeking proximity to foreign
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customers was a key driver behind the allocation of resources in for-

eign markets in the form of subsidiaries or offices (Taylor &

Jack, 2013).

Market knowledge is another form of knowledge that it is rele-

vant for both high-tech and low-tech SMEs. Burgers et al. (2008, p.

56) define market knowledge as “knowledge associated with

targeting customer set, entering markets, distributions channels,

marketing approaches, and business models.” Scholars posit that

market knowledge makes the exploration and leveraging of oppor-

tunities for entrepreneurs more efficient due to their sharper

awareness of customer needs (Wiklund & Shepherd, 2003), and

their insight into the effective methods that they can utilize (Bur-

gers et al., 2008). International market knowledge also can help

address the firm's exposure to the liability of foreignness (LOF)

(Zaheer, 1995), where a familiarity with the foreign market's busi-

ness and institutional environment mitigates the risks associated

with internationalization (Eriksson, Johanson, Majkgard, &

Sharma, 1997; Johanson & Vahlne, 2009). Sapienza, Autio, George,

and Zahra (2006) suggest that a manager with previous interna-

tional knowledge compensates for a lack of organizational knowl-

edge by importing established routines from previous employment.

This reduces the time and costs required for applying an interna-

tionalization strategy and improves the firm's precision in opportu-

nity capture (Sapienza et al., 2006).

Empirical evidence has demonstrated the role international

knowledge plays in the internationalization process. Acedo and

Jones (2007) found that education level, languages spoken, and inter-

national experience fostered higher levels of proactivity and lower

perceptions of risk in internationalization. Muzychenko and Lie-

sch (2015) found that the entrepreneurs' accumulated experience

allowed them to assess risk and make calculated decisions that

underpinned their desire to seek market opportunities. Lindstrand,

Melén, and Nordman (2011) found that managers or employees with

international experience assisted SMEs in the bridging of different

backgrounds/mindsets and created a shared view on how markets

should be penetrated. In light of this discussion, we develop the sec-

ond research question (RQ2):

RQ2: How do firm-specific capabilities such as innova-

tion and knowledge enable the SMEs to leverage

opportunities for firms in their internationalization?

3 | RESEARCH METHOD

Given that robust theorizing on SMEs operating as WFOEs in China is

not well established, a qualitative case study approach was chosen to

further our understanding of this context and phenomena (Kontinen

& Ojala, 2011; Yin, 2014). Quantitative studies examining innovation

and internationalization focus on observable variables (i.e., the “what”)
and overlook some finer details, we seek to explore in relation to

‘how’ firms internationalize and “why” they choose specific strategies

(Fan, Zhu, & Nyland, 2012; Flick, 2009). Therefore, based on

Yin (2014) case study methodology, this study aims to understand less

observable firm behavior and use analytical generalization to consoli-

date findings on SMEs internationalizing into China via WFOEs, giving

voice to the actors.

Fourteen innovative Australian SMEs were chosen using the

following purposeful sampling frame: the firm was: 1) Australian; 2)

an SME with 1–200 employees; 3) innovative in at least one form

(product, process, positional, or paradigm); and 4) conducting inter-

national business in China in the form of a WFOE. The SMEs were

identified through the Australia China Business Council (ACBC) and

AustCham Shanghai, Guangzhou, and Hong Kong, based in China.

CEOs, business owners, or top-level executives who were involved

in their China business operations were believed to be the most

knowledgeable people to gain an in-depth understanding of their

experiences. Twelve interviews were conducted face-to-face, and

two were conducted through Skype. Secondary sources of informa-

tion, including websites, media articles, and other published mate-

rials, were also utilized to facilitate data triangulation (Miles &

Huberman, 1994).

Table 1 summarizes the activities, industry, size (measured by

number of employees), innovation type, and entry modes of the 14

firms investigated. We also specify psuedonyms for each company,

for example, Recruitment Co, Accounting Co, and others. A multiple

case study method across the industries was chosen to validate the

findings' robustness and derive generalized theoretical propositions

(Yin, 2014).

Semi-structured in-depth interviews formed the primary data col-

lection method, with interviews being conducted with one key infor-

mant selected from each SME. In addition, a semi-structured

interview schedule was created based on the literature review. This

approach to data collection was designed to generate insight regard-

ing how (Kontinen & Ojala, 2011; Yin, 2014) factors such as interna-

tional entrepreneurship, innovation and knowledge capabilities

influence internationalization. The second author conducted the inter-

views, and the following open-ended questions, among others, were

asked: “How did your internationalization to China come about?”;
“What does your business in China do?”; “What entry mode are you

using at the moment?”; “How do you describe your firm as being

innovative?”; “What role does this innovation play in China?”; “What

forms of knowledge do you use in your internationalization?”; and a

range of demographic questions.

To start the analysis, the first two authors engaged in open

coding (Corbin & Strauss, 1990; Glaser & Strauss, 1967), where

transcripts were read line by line, and themes and categories

related to their approach to internationalization (proactive vs reac-

tive), innovation (product vs positional innovation), and knowledge

type (technological, specialist or international knowledge) were

established. This reductionist approach was necessary in the focus-

ing, abstracting, and transforming of our raw data (Miles &

Huberman, 1994). Once these categories were established, the

main concept under examination was identified, namely “interna-
tionalization of SMEs using WFOEs.” Selective coding was then

conducted where the relationships between the identified themes
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and the main concept under examination were investigated (Glaser

& Strauss, 1967). Memos were jotted down about how different

concepts influenced internationalization as a WFOE by identifying

positive expression such as major advantage, critical, important,

improve, and helpful. The write-up of these memos forms the basis

of our findings and analysis presented in the next section.

4 | FINDINGS AND ANALYSIS

In the present study, the central concept is the internationalization of

SMEs utilizing WFOEs. Table 2 presents the main findings of the four-

teen cases.

4.1 | How did it come about that foreign SMEs
setup as WFOE: By accident or design?

The proactive seeking of opportunities was evident in ten of the

study's cases (see Table 2). This was identified by themes such as the

entrepreneur's international outlook and proactive stratetic planning.

In line with previous research (e.g., Ellis, 2011; Muzychenko & Lie-

sch, 2015), this drove them to seek and recognize opportunities in the

Chinese market that could be exploited by deploying staff and

resources to develop further market opportunities. These findings

were evident in both low- and high-tech SMEs. Low-tech firms that

engaged in the proactive seeking of foreign market opportunities

either occupied an under-serviced niche in the foreign market and/or

TABLE 1 Sample summary: The Internationalization and Innovation Activities of Australian SMEs

Case Firm What does the firm do? Industry type Size Locations in China
Innovation
type

Entry mode/

business
structure

1 Recruitment Co Australian recruitment

company who recruits

for the Chinese mining

sector

Business

services

100 Beijing/ Shanghai Positional/

product

Hong Kong entity

ops in China

2 Accounting Co Small accounting firm

providing accounting

and virtual CFO services

Business

services

40 Shanghai Positional/

product

WFOE - foreign

partnerships

3 Vehicle Co Vehicle warranty company

providing warranties for

used cars in China

Business

services

100 Shanghai Product WFOE

4 Office Co Virtual and actual office

spaces and services

Business

services

10 Beijing/Shanghai Product WFOE

5 Box Co Innovator and producer of

metal boxes and

products

Manufacturing 200 Suzhou Product Hong Kong entity

operating in

mainland China

6 Biotech Co 1 R&D of diagnostic medical

tools and medical

programs

Biotechnology 400

(200 in Aust)

Nanjing Product Hong Kong entity

operating in

mainland China

7 Biotech Co 2 Provider of drug discovery

research services and

drug discovery services

Biotechnology 72 Shanghai/ Suzhou Product WFOE

8 Biotech Co 3 Contract research

services/drug discovery

and vaccinations

Biotechnology 6 Shanghai Product WFOE with

partnership

9 Medical Equip Co Innovator of new medical

devices

Biotechnology 60 Shanghai Positional/

product

WFOE

10 Metal Frame Co Innovator and producer of

metal frames for

commercial construction

Building and

construction

50 Shanghai Product WFOE

11 Architect Co 1 The landscape architecture

for commercial real

estate

Building and

construction

50 Shanghai/Shenzhen Product WFOE

12 Architect Co 2 Heritage parks/landscape

design

Building and

construction

70 Guangzhou Product WFOE

13 Meat Co Supplier of high quality

organic meat products

Agriculture 5 Hong Kong Process Hong Kong entity

(exporting)

14 Milk Co Innovator and producer of

organic milk products

Agriculture 30 Beijing and

Shanghai

Positional/

product

WFOE
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had a manager or partner with international experience. Quotes from

Meat Co (low-tech) and Medical Equip Co (high-tech) indicate how

firms proactively sought opportunities:

Through our strategic planning process, we identified

China as being a growth market. As a result, we

decided to be located in the market, rather than doing

it all from Australia, so we moved up to Hong Kong to

be in action, giving us a more global outlook on the

business. (Meat Co)

According to this case, a proactive choice was made to enter as a

WFOE to give the firm a presence; it also gave them a global outlook

to other international opportunities, so a higher commitment mode

was needed. This example is indicative:

We are entrepreneurial in the sense that we are always

looking at what we do … and seeing how we can chase

down business opportunities. For instance, you have

got all the Western health issues, which will also hap-

pen in China — diabetes, aging population etc. So there

are huge opportunities in the medical sphere where we

can bring Australian technology over there. In addition,

the total budget for commercialization in Australia is

$80 million: it is nothing compared to China, where it

is worth $2 billion annually. (Medical Equip Co)

The above statement suggests that proactiveness comes from

firms seeking larger markets than Australia. In addition, Medical Equip

Co's main reason for setting up a WFOE was to access the large

funding in China for innovation and investment capital which was not

available in Australia.

Reactiveness to foreign market opportunities was evident in

four cases, with three cases being low-technology firms. These

firms addressed an underserviced niche in China, and opportunities

were identified objectively but not entirely through serendipity.

Managers either reacted to inquiries from potential clients in China

(Milk Co and Metal Frame Co) or responded to clients who invited

them to follow them into China due to their specialist expertise

(Recruitment Co). Managers from these cases reflected a lack of

international knowledge and vision prior to internationalization,

which distinguished them from proactive low-technology SMEs,

who had these assets. Evidence from these cases suggests that

possessing a differentiated product that caters to an underserviced

niche in an emerging foreign market may lead to a firm recognizing

and capitalizing on opportunities needed by clients or major part-

ners. This supports arguments from results of previous studies

(Chandra et al., 2009; Ellis, 2011), and extends their findings into

the context of WFOEs in emerging markets. The following state-

ment supports these views:

… the melamine issues emerged here, and so we ended

up with many calls, much interest, and probablyT
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through lack of facts more than anything, just gut

instinct, we thought let's go, and that's how we ended

up here …. We had emails, some weeks we had 100

inquiries a week, it was huge. (Milk Co)

Milk Co's internationalization was fuelled by strong demand from

Chinese customers who perceived Australian milk products to be

“clean” and “safe” compared to local producers. In the case of

Recruitment Co, their international entrepreneurial venture was initi-

ated by grabbing hold of an opportunity that was presented to them:

The influencing factor to do this was the fact I had a

cornerstone client that made it compelling… I was

entrepreneurial by taking an opportunity in that niche

space and taking it….and no-one else had done that.

(Recruitment Co)

Biotech Co 1 established operations in China through serendipity.

A coincidental meeting between two scientists twenty-seven years

earlier, who wanted to solve health problems, led the firm to engage

and “collaborate with Chinese colleagues.” The role of this serendipi-

tous encounter in leading to a dedicated China presence should not

be overstated, as it was based on short-term activities in China

described by the respondent as “not truly seen as long term Biotech

Co.1 initiatives.” They found that short-term projects allowed for a

level of familiarity in China. The possibility of stronger presence in

China had only recently become apparent with the establishment of a

WFOE. This indicates the time required for some firms to establish a

physical presence (e.g., through a WFOE) in a market after an oppor-

tunity is identified:

… now we have an increasing emphasis on the biotech

sector in China, all of these disparate activities are now

being seen as part of a coherent whole, and so we

have started to talk just in the last probably four or five

years about the China program and we as of last year

have entered into another phase of active expansion.

(Biotech Co.1)

The findings suggest that although foreign market opportunities

may be identified through serendipitous encounters, a level of rela-

tionship building, opportunity seeking, and time to establish legitimacy

is required to build a long-term presence. This extends the findings of

previous studies (Spence & Crick, 2006), which focus on exporting

and do not explore how a serendipitous encounter may lead to a long-

term presence in an emerging foreign market.

4.2 | How was innovation used in the
internationalization of SMEs?

In terms of the role of innovation, it was found that product innova-

tion was the most evident type of innovation used by SMEs (10 cases)

(Table 2). Previous research has demonstrated that a firm possessing a

unique product will achieve successful internationalization (Knight &

Cavusgil, 2004; Sui & Baum, 2014). Product innovation was evident in

all of the high-tech SMEs and four low-tech SMEs, where both types

of firms offered a new and differentiated product to the Chinese mar-

ket. The following is an example:

We have a service we call the “Virtual Chief Finance
Officer (VCFO)”, which we introduced as a very new

concept to the local accounting industry… It is very dif-

ferent because, in China, it's very rare that you find a

finance position such as a CFO can be a part-time … it

is really an innovative concept to the Chinese market.

(Accounting Co)

However, other findings suggest that swift deployment, adapta-

tion, and marketing of the SME's innovations were significantly con-

strained by their limited resources, as further elaborated by

Accounting Co:

We don't have the resources at the moment but to

align with our Australian strategy… we are working

slowly because we do not have a lot of labour

resources here to do that and we don't have a fully

time marketing senior to support us. (Accounting Co)

Moreover, although product/service innovation was found to be

advantageous for SMEs, it was found that in some cases, the tradi-

tionalist nature of the Chinese marketplace may offer some resistance

to radical and unfamiliar products/services. The following observation

was made:

In China, you cannot really be innovative because they

are not interested in innovation. They are only interested

in fast construction and making money. Innovation is

hard to get in China because they work on the theory

that if I change how I build something, it will take longer

to build and will cost more. (Architect Co 1)

Zahra and Bogner (2000, p. 145) suggest that in the case of com-

petitive hostility, the introduction of radically new products will

decline: “since radically new products usually represent a major depar-

ture from existing and known product attributes, the risks and high

costs associated with their development might not be an acceptable

risk.” Hence, in some cases, firms may be better off competing as fol-

lowers rather than pioneers of new products that the Chinese have

not experienced before.

Positional/marketing innovation was evident in four cases

(Recruitment Co, Accounting Co, Meat Co and Milk Co) and was vital

for low-technology SMEs. Similar to Francis and Bessant (2005), these

cases demonstrated a clear brand identity, addressed a niche in their

market, and were supported by innovative marketing techniques

which relied on “social media”, “search engine optimization,” “video
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conferencing,” “market positioning,” “creative branding,” and “creative
event management.” A quote from Milk Co further articulates the role

positional innovation had on the firm's success in a foreign market:

… it is the fact that we have a clearly defined brand.

We came here, and we knew what our brand meant,

and so our communications to consumers as well as

the business world here were easy, 100 percent Aus-

tralian, 100 percent certified organic, that's it… So I

think if you come here not having a clear brand mes-

sage, you would just be lost because there is so much

going on here… it is very difficult for a company of our

size to compete in TV advertising. We just need to look

at innovative ways of getting customer brand aware-

ness. (Milk Co)

Indeed, positional innovation was found to provide firms with a

competitive advantage and a clear message to the market and allowed

them to overcome their liability of smallness (Aldrich & Auster, 1986)

and foreignness (Zaheer, 1995). Recruitment Co further articulates

the advantages they observed from focusing on a niche market like

China and has developed a reputation in the market:

My advantage is clearly that I am in a niche. So I com-

pete with the biggest… We have the same type of

brands in headhunting, so there are four or five domi-

nant players, and I compete with them, and I beat them

most of the time when I go against them …because I

compete in a niche, and have branding/reputation in

this market, so I get repeat clients. (Recruitment Co)

Positional/marketing innovation was not evident in any of the high-

tech SMEs who participated in this study. One observed that e-market-

ing was inappropriate for their business as they relied on customization,

personal contact, and business-to-business (B2B) dealings. On the other

hand, the R&D intensive, non-manufacturing SMEs (Medical Equip Co,

Biotech Co 1 and 2) referred to larger partners to manufacture their

innovation breakthroughs and thus depended on their business contacts

to market their innovations. Findings suggest that by outsourcing activi-

ties and focusing on innovative core competencies, high-tech firms can

address challenges related to their resources constraints. On the other

hand, low-technology SMEs may need to compensate for their lack of

technological innovation by relying on positional innovation— occupying

a niche in their market and utilizing innovative marketing techniques

(Francis & Bessant, 2005), to achieve a competitive advantage in an

emerging market such as China.

4.3 | Organizational knowledge sustaining the firm
in an emerging market

To adress research question 2, Table 2 identifies the knowledge-

based resources that contributed to the internationalization of

SMEs to China. Technological knowledge was evident in all five

high-tech firms (Medical Equip Co, Box Co, Biotech Co 1, 2, and 3)

and was found to support the firm's product innovation. However,

this technological knowledge can also be specialist knowledge for

high-tech firms. Previous research indicates that technological

knowledge gives firms a competitive advantage, which facilitates

the successful internationalization of the firm (Autio et al., 2000;

Deligianni et al., 2015; Oviatt & McDougall, 2005). The following is

indicative:

So, it is commercializing research, raising capital, licens-

ing technology, conducting the engineering, and devel-

oping the technology; we run clinical trials working

with universities, so it is quite complex… The feedback

we have got from people in China is that the Chinese

are not particularly innovative with technology. So the

advantage we have is that we can deliver novel,

sophisticated technology to the market and have

excellent technical capability to do that. (Medical

Equip Co)

Technological knowledge was not evident in the eight cases that

were low-tech SMEs. However, specialist knowledge was found to

support the low-tech SMEs in developing capabilities to address a

niche in the foreign market and compensate for their lack of techno-

logical knowledge. Findings suggest that all nine low-technology firms

(Recruitment Co, Accounting Co, Milk Co, Metal Frame Co, Meat Co,

Architecture Co 1 and 2, Vehicle Co and Office Co) relied on specialist

knowledge to support operations in their respective markets. This

allowed SMEs to identify the target market they wanted and focus

their limited resources on a particular niche. This finding is in line with

Zahra and George (2002, p. 193), who proposed that a firm's existing

knowledge “influences the locus of search” of the firm. Responses

from Metal Frame Co elaborate on this matter:

We try not to do bigger and better than everyone, but

we are trying to do what we do better, so we picked

some segments that we think we are good at… we

have been brought in because they know we can do

export, they know we can design and build the project

for them. (Metal Frame Co)

When combined with technological or specialist knowledge, inter-

national knowledge was found to further contribute to the competi-

tive advantage of the SMEs in China. This was evident in four cases

(Biotech Co 2, Biotech Co 3, Architect Co, and Accounting Co), where

the founder/manager was an Australian citizen with either business

experience in Asia or a Chinese background:

… Local market knowledge is critical because I was

born in China, so I think I know Chinese culture pretty

well. However, I was educated in Australia, so I know

the education system here and how research is done…
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So, I have particular leverage in China that most people

might not say. (Biotech Co 2)

… we have had business experience in Asia before,

Hong Kong, in particular, we set up an office in Hong

Kong. (Medical Equip Co)

In four cases (Biotech Co 1, Box Co, Metal Frame Co, and Milk

Co), managers who lacked foreign market knowledge were found to

hire managers and staff with local market knowledge to overcome

their liability of foreignness (Zaheer, 1995). The representative of

Metal Frame Co articulates this:

My advice dealing with “guanxi” would be; do not

waste your time even trying to work it out or think

about it, or plan around it. Just get a good Chinese

manager and say, “Look, this is the target…” and let

him run with it. (Metal Frame Co)

Our findings suggest that international knowledge embedded in

the entrepreneur or their employees enables both high-tech and low-

tech SMEs to overcome the liability of foreigness (Zaheer, 1995). This

is in line with previous studies which found that international knowl-

edge/experience provides firms with an advantage over competitors

in navigating through a foreign market's institutional, cultural, and

business environment (Eriksson et al., 1997; Musteen, Francis, &

Datta, 2010; Sapienza et al., 2006). It aslo aligns with studies which

posit that the development of foreign market knowledge and experi-

ence is vital during the internationalization process (Johanson &

Vahlne, 1977).

5 | CONCEPTUALIZATION AND
DISCUSSION

Figure 1 summarizes our findings by presenting a conceptual model of

the factors that influence the internationalization for SMEs, and pro-

poses ways in which entrepreneurs can internationalize into China by

establishing WFOEs.

In this model, internationalization as a WFOE can occur through

two different paths: proactive or reactive. While both paths resulted

in internationalization, we argue that firms will be categorized in dif-

ferent ways. If a firm is proactive, it will have an international outlook

and establish an international presence to actively identify and pursue

further foreign opportunities. Whereas, for reactive SMEs, serendipity

will play a role; the ability to capture opportunities, referred to by

(Crick & Spence, 2005) as the objective discovery of opportunity, will

be important. That is, for a firm to capture foreign market opportuni-

ties, its capabilities must be aligned to the opportunities regardless of

whether they are identified through proactive or reactive encounters.

Other studies have focused on examining the role of innovation in the

internationalization of SMEs in the form of exporting (Higon &

Internationalization of 

a SME as a WFOE 

P1a: SMEs that are proactive will display traits of having an 

international outlook, searching for opportunities, being 

entrepreneurial, having international experience and will 

implement strategies, structures and staffing to achieve 

internationalization goals. 

P1b: Reactive SMEs will react to new clients' demand for their 

products or have their current clients ask them to follow them. 

They often lack a global vision and knowledge but may offer a 

unique or differentiated product/service. Their 

internationalization will be categorized as serendipitous but may 

lead to a strong presence in the market through relationship 

building, opportunity seeking, and time to establish legitimacy. 

P2a: WFOE SMEs will utilize product innovation as their main 

source of innovation in the Chinese market, especially for high-

tech SMEs. 

P2b: Foreign SMEs may face difficulties in adapting and 

implementing innovations in China's developing market and 

cultural context given their resource constraints. 

P2c: The low-tech WFOE SMEs will utilize positional/marketing 

innovations to occupy a niche in the Chinese market compared to 

technological innovation. 

P3a: High-tech SMEs will rely on the exploitation of their 

technological knowledge when internationalizing into emerging 

markets through WFOEs. 

P3c: High- and low-tech SMEs will similarly rely on their 

international knowledge to overcome their liability of foreigness 

when internationalizing through WFOEs. 

P3b: Low-tech SMEs will rely on their specialist knowledge when 

internationalizing into emerging markets through WFOEs. 

Proactive 
International outlook 

Searching for opportunities 

Implement structures, strategies and staff once an opportunity identified 

Entrepreneurial management team 

International experience 

Reactive 
React to new clients or follow current clients 

Lacked international vision and knowledge 

Offer a unique or differentiated product 

Serendipity 

Culmination of short-term projects that result in presence 

Relationship building, opportunity seeking, and time to establish legitimacy 

Innovation 
WFOEs used product innovation 

Strong role of having a unique product 

Chinese environment posed barriers to introduction of innovative products 

Positional/marketing innovation used by low tech SMEs relationship building, 

opportunity seeking, and time to establish legitimacy 

Knowledge 
Technological knowledge for high-tech SMEs 

Specialist knowledge for low-tech SMEs 

International knowledge for high and low-tech SMEs 

Hire local staff when one lacks knowledge 

F IGURE 1 How internationalization occurred for Australian SMEs using WFOEs [Color figure can be viewed at wileyonlinelibrary.com]

294 ABDULHAK ET AL.

 15206874, 2022, 4, D
ow

nloaded from
 https://onlinelibrary.w

iley.com
/doi/10.1002/tie.22277 by V

ictoria U
niversity, W

iley O
nline L

ibrary on [09/08/2023]. See the T
erm

s and C
onditions (https://onlinelibrary.w

iley.com
/term

s-and-conditions) on W
iley O

nline L
ibrary for rules of use; O

A
 articles are governed by the applicable C

reative C
om

m
ons L

icense

http://wileyonlinelibrary.com


Driffield, 2011; O'Cass & Weerawardena, 2009; Rodríguez &

Rodríguez, 2005), but have rarely explored the lessons that can be

drawn from SMEs engaging in more resource intensive entry modes

such as WFOEs in emerging markets. Based on the findings of our

qualitative research, we develop the following propositions:

P1a: SMEs that are proactive will display traits of hav-

ing an international outlook, searching for opportuni-

ties, being entrepreneurial, having international

experience, and will implement strategies, structures,

and staffing to achieve internationalization goals.

P1b: Reactive SMEs will react to new clients' demand

for their products or have their current clients ask

them to follow into international markets. They may

lack a global vision and knowledge but offer a unique

or differentiated product/service. Their internationali-

zation will be categorized as serendipitous but may

lead to a strong presence in the market through rela-

tionship building, opportunity seeking, and enough

time to establish legitimacy.

The role of innovation for SMEs utilizing WFOEs was also intriguing.

It was apparent that most SMEs, especially those in high-tech industries,

were mainly using product innovation. However, it was apparent that

firms needed to adapt their innovations to the Chinese market, as they

were not always accepted. However, adapting to aspects of the firm's

products to the Chinese market was not always feasible, given the

resource constraints of the SME (Brouthers et al., 2015). The trade-off

between standardization and local adaptation is a core underpinning of

international strategy theories (Boddewyn, Soehl, & Picard, 1986;

Prahalad & Doz, 1987). Our findings suggest that a contingency

approach of taking the firm and market context into account is needed,

as the decision to standardize or adapt the innovation accordingly is not

always simple (Chung, Lu Wang, & Huang, 2012; Quelch & Hoff, 1986).

Some SMEs found that Chinese clients/consumers were themselves not

keen on innovation, which seemed to be a cultural preference, or consid-

ered the adoption of the innovation too economically costly. This means

that firms generally need to be wary of whether the innovations they

offer can be accepted in emerging markets and whether adaption is feasi-

ble given their limited resources. Our analysis suggests that all fourteen

SMEs in our study were successful in their foreign market endeavors

despite the challenges associated with operating in a culturally and institu-

tionally different context. However, the acceptance of their innovations

varied. Positional/marketing innovation was more apparent for the low-

tech SMEs. Based on these findings, we offer the following propositions:

P2a: WFOE SMEs will utilize product innovation as

their main source of innovation in the Chinese market,

especially for high-tech SMEs.

P2b: Foreign SMEs may face difficulties in adapting

and implementing innovations in China's developing

market and cultural context, given their resource

constraints.

P2c: The low-tech WFOE SMEs will utilize positional/

marketing innovations to occupy a niche in the Chi-

nese market rather than technological innovation.

The firm's organizational knowledge (technological or specialist

knowledge) and international knowledge (embedded in the managerial

team or foreign market employees) enable the firm to navigate foreign

markets and identify appropriate opportunities to exploit. We found

that technological knowledge was a key enabler for high-tech SMEs

developing a physical presence in China, where they sought to stay

close to the commercialization of their technology through

manufacturing or its service component (e.g., research and clinical tri-

als). We found specialist knowledge to be a vital asset for low-tech

SMEs looking to penetrate emerging markets, as it assists these

smaller firms in overcoming their liability of smallness by effectively

targeting an unoccupied niche (Aldrich & Auster, 1986). Moreover, it

serves as a substitute for their lack of technological knowledge (Bur-

gers et al., 2008; Sullivan & Marvel, 2011), and a source of innovation

and competitive advantage. Further, international knowledge was

found to play a critical role in successful internationalization using

high commitment entry modes, where establishing a local presence

also allows entrepreneurs to acquire local talent who can can help

overcome their liability of foreignness (Zaheer, 1995). In light of these

findings, we propose the following:

P3a: High-tech SMEs will rely on the exploitation of

their technological knowledge when internationalizing

into emerging markets through WFOEs.

P3b: Low-tech SMEs will rely on their specialist knowl-

edge when internationalizing into emerging markets

through WFOEs.

P3c: High- and Low-tech SMEs will rely on their inter-

national knowledge to overcome their liability of for-

eignness when internationalizing through WFOEs.

6 | LIMITATIONS AND FUTURE RESEARCH

This study is not without limitations. Firstly, although we explored in-

depth how SMEs internationalized as WFOEs based on the key

themes identified in our analysis, our study was limited to a sample of

fourteen SMEs. Hence, future research can benefit from a larger sam-

ple size and draw further conclusions by comparing specific industry

sectors. Secondly, our data collection methods do not explore perfor-

mance measures. Our sample facilitates comparison among high-per-

forming and low-performing firms; however, it suffers from survivor

bias, that is, all firms we examined were successful in their ventures.

Thirdly, from a theoretical perspective, we do not examine the

influence of institutions (e.g., laws, regulations, norms, and culture)

and business ecosystems on SME internationalization (Scott, 1995,

1998). We encourage future research to incorporate the influence of

environmental forces (e.g., regulations, culture, government interven-

tion, infrastructure, and technological capabilities) when exploring
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internationalization strategy in emerging economies (Hess, 2020;

Meyer & Peng, 2016). Research can also explore how innovative

SMEs adapt, interact, and co-create in emerging market entrepreneur-

ial ecosystems through networks and stakeholder collaborations

(Ratten, 2020b). Moreover, future research can extend our conceptual

model by incorporating entrepreneurial ecosystems to understand

how international entrepreneurs are addressing business challenges

related to the COVID-19 pandemic (Ratten, 2020a).

We encourage future researchers to utilize and extend our con-

ceptual model into other countries, as we believe that further insights

can be synthesized from exploring other emerging market contexts.

Researchers would have the opportunity also to examine the proposi-

tions that we developed as hypotheses in a larger sample size and

establish in what contexts they hold true. There are also possibilities

for extending the theoretical model using these propositions and

model in the case of firms from emerging countries investing in devel-

oped countries, in the form of outward foreign direct investment

(OFDI), as the volume of OFDI from emerging countries has increased

substantially (Deng, Yang, Wang, & Doyle, 2017).

7 | CONCLUSION

In light of the evolving business environment in China, innovative SMEs

from developed markets are well placed to benefit from the market

opportunities available from establishing a physical presence there

through a WFOE (Ripollés, Blesa, & Monferrer, 2012; Zahra et al., 2000).

However, they also face greater risks in market entry than larger organi-

zations due to their limited resources and lack of experience in overseas

markets (Brouthers et al., 2009; Lu & Beamish, 2001). This study sought

to explore how SMEs can effectively internationalize through high com-

mitment entry modes and compete successfully in emerging markets.

Understanding the key success factors in terms of the manager's entre-

preneurial drive, innovative capabilities, and organizational knowledge is

essential to increase the likelihood of the successful establishment,

growth, and capitalization of foreign market opportunities (Deligianni

et al., 2015; Knight & Liesch, 2016; Sapienza et al., 2006).

Our findings demonstrate that the internationalization of innova-

tive SMEs into China is not always driven by a proactive international

outlook, as it is sometimes triggered by a reactive response to an

opportunity presented by an existing or prospective client or partner.

Regardless of the initial driver for internationalization, we found that

innovative SMEs must possess the capabilities and resources to capi-

talize on foreign market opportunities and establish a competitive

presence. For high-tech SMEs, this involves capitalizing on their tech-

nological knowledge and product innovations to gain and sustain a

competitive edge, whereas for low-tech SMEs, it involves targeting an

unoccupied niche through specialist knowledge and positional innova-

tion. Although innovation proved critical for the success of these

firms, entrepreneurs must be cautious in understanding the local con-

text and limitations of their own resources when making decisions on

standardizing existing products or services or engaging in local adapta-

tion. International knowledge proved critical in mitigating the

uncertainty for both types of firms. Such knoweldge was either

embedded from the accumulated experience of the management team

or acquired by employing local talent.

Our research provides vital conceptual narrative evidence to help

researchers and practitioners make more effective decisions in terms of

market engagement strategies and opportunity realization in the Chinese

market. In the study, we addressed calls for examining issues around

innovation in the Chinese context (Chatterjee & Sahasranamam, 2018;

Heredia et al., 2020), and understanding the capabilities needed for

SMEs to succeed in foreign markets under higher commitment entry

modes (Welch et al., 2007). With such high potential gains and risks, the

need for intelligence-backed action is essential for SMEs to take their

share of this dynamic new world of trade.

ACKNOWLEDGMENT

Open access publishing facilitated by Deakin University, as part of the

Wiley - Deakin University agreement via the Council of Australian

University Librarians.

ORCID

Ismail ‘Sol’ Abdulhak https://orcid.org/0000-0001-6375-6460

Jane Menzies https://orcid.org/0000-0002-7685-8586

Justin Paul https://orcid.org/0000-0001-5062-8371

Rohail Hassan https://orcid.org/0000-0002-7825-0283

REFERENCES

Acedo, F. J., & Jones, M. V. (2007). Speed of internationalization and

entrepreneurial cognition: Insights and a comparison between interna-

tional new ventures, exporters and domestic firms. Journal of World

Business, 42(3), 236–252. https://doi.org/10.1016/j.jwb.2007.04.012

Aldrich, H. E., & Auster, E. R. (1986). Even dwarfs start small: Liability of

age and size and their strategic implications. Research in Organization

Behaviour, 8, 165–198.
Andersén, J., & Samuelsson, J. (2016). Resource organization and firm per-

formance. International Journal of Entrepreneurial Behavior & Research,

22(4), 466–484. https://doi.org/10.1108/IJEBR-11-2015-0250
Anderson, B. S., Kreiser, P. M., Kuratko, D. F., Hornsby, J. S., & Eshima, Y.

(2015). Reconceptualizing entrepreneurial orientation. Strategic Manage-

ment Journal, 36(10), 1579–1596. https://doi.org/10.1002/smj.2298

Aspelund, A., Madsen, TK., Moen, Ø. (2017). A review of the foundation,

international marketing strategies, and performance of international

new ventures. European Journal of Marketing, 41(11-12):1423-1448.

https://doi.org/10.1108/03090560710821242

Autio, E., Sapienza, H. J., & Almeida, J. G. (2000). Effects of age at entry,

knowledge intensity, and imitability on international growth. The Acad-

emy of Management Journal, 43(5), 909–924. https://doi.org/10.2307/
1556419

Bell, J., Crick, D., & Young, S. (2004). Small firm internationalization and

business strategy: An exploratory study of ‘knowledge-intensive’ and
‘traditional’ manufacturing firms in the UK. International Small Business

Journal, 22(1), 23–56. https://doi.org/10.1177/0266242604039479
Bing-sheng, T. (2004). The WTO and entry modes in China. Thunderbird

International Business Review, 46(4), 381–400.
Boddewyn, J. J., Soehl, R., & Picard, J. (1986). Standardization in international

marketing: Is ted Levitt in fact right? Business Horizons, 29, 69–75.
Brouthers, K. D., Nakos, G., & Dimitratos, P. (2015). SME entrepreneurial

orientation, international performance, and the moderating role of

strategic alliances [article]. Entrepreneurship: Theory & Practice, 39(5),

1161–1187. https://doi.org/10.1111/etap.12101

296 ABDULHAK ET AL.

 15206874, 2022, 4, D
ow

nloaded from
 https://onlinelibrary.w

iley.com
/doi/10.1002/tie.22277 by V

ictoria U
niversity, W

iley O
nline L

ibrary on [09/08/2023]. See the T
erm

s and C
onditions (https://onlinelibrary.w

iley.com
/term

s-and-conditions) on W
iley O

nline L
ibrary for rules of use; O

A
 articles are governed by the applicable C

reative C
om

m
ons L

icense

https://orcid.org/0000-0001-6375-6460
https://orcid.org/0000-0001-6375-6460
https://orcid.org/0000-0002-7685-8586
https://orcid.org/0000-0002-7685-8586
https://orcid.org/0000-0001-5062-8371
https://orcid.org/0000-0001-5062-8371
https://orcid.org/0000-0002-7825-0283
https://orcid.org/0000-0002-7825-0283
https://doi.org/10.1016/j.jwb.2007.04.012
https://doi.org/10.1108/IJEBR-11-2015-0250
https://doi.org/10.1002/smj.2298
https://doi.org/10.1108/03090560710821242
https://doi.org/10.2307/1556419
https://doi.org/10.2307/1556419
https://doi.org/10.1177/0266242604039479
https://doi.org/10.1111/etap.12101


Brouthers, L. E., Nakos, G., Hadjimarcou, J., & Brouthers, K. D. (2009). Key

factors for successful export performance for small firms. Journal of

International Marketing, 17(3), 21–38.
Burgers, J. H., Van Den Bosch, F. A. J., & Volberda, H. W. (2008). Why

new business development projects fail: Coping with the differences

of technological versus market knowledge. Long Range Planning, 41(1),

55–73. https://doi.org/10.1016/j.lrp.2007.10.003
Carr, C., & Harris, D. (2021). Commercial hostages in international business

disputes. Thunderbird International Business Review, 63(4), 523–542.
Chandra, Y., Styles, C., & Wilkinson, I. (2009). The recognition of first time

international entrepreneurial opportunities: Evidence from firms in

knowledge-based industries. International Marketing Review, 26(1), 30–
61. https://doi.org/10.1108/02651330910933195

Chang, S.-J., Chung, J., & Moon, J. J. (2013). When do wholly owned sub-

sidiaries perform better than joint ventures? Strategic Management

Journal, 34(3), 317–337. https://doi.org/10.1002/smj.2016

Chatterjee, D., & Sahasranamam, S. (2018). Technological innovation

research in China and India: A bibliometric analysis for the period

1991–2015. Management and Organization Review, 14(1), 179–221.
https://doi.org/10.1017/mor.2017.46

Chung, H. F. L., Lu Wang, C., & Huang, P. (2012). A contingency approach

to international marketing strategy and decision-making structure

among exporting firms. International Marketing Review, 29(1), 54–87.
https://doi.org/10.1108/02651331211201543

Clarysse, B., Wright, M., & Van de Velde, E. (2011). Entrepreneurial origin,

technological knowledge, and the growth of spin-off companies. Jour-

nal of Management Studies, 48(6), 1420–1442. https://doi.org/10.

1111/j.1467-6486.2010.00991.x

Corbin, J., & Strauss, A. (1990). Grounded theory research: Procedures,

canons, and evaluative criteria. Qualitative Sociology, 13, 3–21.
Covin, J. G., & Slevin, D. P. (1989). Strategic management of small firms in

hostile and benign environments. Strategic Management Journal, 10(1),

75–87. http://ezproxy.lib.monash.edu.au/login?url=http://search.

ebscohost.com/login.aspx?direct=true&db=bth&AN=12617336&

site=ehost-live&scope=site

Crick, D., & Jones, M. V. (2000). Small high-technology firms and interna-

tional high-technology markets. Journal of International Marketing, 8(2),

63–85. https://doi.org/10.1509/jimk.8.2.63.19623

Crick, D., & Spence, M. (2005). The internationalisation of ‘high per-

forming’ UKhigh-tech SMEs: A study of planned and unplanned strate-

gies. International Business Review, 14(2), 167–185. https://doi.org/10.
1016/j.ibusrev.2004.04.007

Das, D. K. (2015). Multinational corporations and the transforming opera-

tional environment in China. Thunderbird International Business Review,

57(4), 271–280.
Dato-on, M. C., Banerjee, S., & Roy, M. (2018). Innovation support and

small-firm performance in India: A social capital perspective. Thunder-

bird International Business Review, 60(5), 797–807.
Deligianni, I., Voudouris, I., & Lioukas, S. (2015). Growth paths of small

technology firms: The effects of different knowledge types over time.

Journal of World Business, 50(3), 491–504. https://doi.org/10.1016/j.
jwb.2014.08.006

Deng, P., Yang, X., Wang, L., & Doyle, B. (2017). Chinese investment in

advanced economies: Opportunities and challenges. Thunderbird Inter-

national Business Review, 59(4), 461–471.
Ellis, P. D. (2011). Social ties and international entrepreneurship: Opportu-

nities and constraints affecting firm internationalization. Journal of

International Business Studies, 42(1), 99–127. https://doi.org/10.1057/
jibs.2010.20

Eriksson, K., Johanson, J., Majkgard, A., & Sharma, D. D. (1997). Experien-

tial knowledge and cost in the internationalization process. Journal of

International Business Studies, 28(2), 337–360. http://www.jstor.org.

ezproxy.lib.monash.edu.au/stable/155258

Fan, D., Zhu, C. J., & Nyland, C. (2012). Factors affecting global integration

of Chinese multinationals in Australia: A qualitative analysis.

International Business Review, 21(1), 13–26. https://doi.org/10.1016/j.
ibusrev.2011.03.005

Flick, U. (2009). An introduction to qualitative research (4th ed.). Thousand

Oaks, CA: Sage.

Francis, D., & Bessant, J. (2005). Targeting innovation and implications for

capability development. Technovation, 25(3), 171–183. https://doi.

org/10.1016/j.technovation.2004.03.004

Glaser, B. G., & Strauss, A. L. (1967). The discovery of grounded theory:

Strategies for qualitative research. Chicago, IL: Aldine Publishing

Company.

Grant, R. M. (1996). Prospering in dynamically-competitive environments:

Organizational capability as knowledge integration. Organization Sci-

ence, 7(4), 375–387 http://www.jstor.org.ezproxy.lib.monash.edu.au/

stable/2635098

He, W., Boateng, A., & Ring, P. (2019). Motives, choice of entry mode, and

challenges of bank internationalization: Evidence from China. Thunder-

bird International Business Review, 61(6), 897–909.
Heredia, J., Yang, X., Flores, A., Rubiños, C., & Heredia, W. (2020). What

drives new product innovation in China? An integrative strategy tripod

approach. Thunderbird International Business Review, 62(4), 393–409.
Hess, J. P. (2020). Entrepreneurial ecosystems in Bulgaria and Romania: A

comparative analysis. Thunderbird International Business Review, 62(5),

489–501.
Higon, D. A., & Driffield, N. (2011). Exporting and innovation performance:

Analysis of the annual small business survey in the UK. International

Small Business Journal, 29(1), 4–24.
Hilmersson, M., Johanson, M., Lundberg, H., & Papaioannou, S. (2021).

Opportunity novelty, improvisation and network adaptation in the

internationalization of Swedish SMEs. Thunderbird International Busi-

ness Review, 63(2), 201–215.
Johanson, J., & Vahlne, J. E. (1977). The internationalization process of the

firm: A model of knowledge development and increasing foreign mar-

ket commitments. Journal of International Business Studies, 8(1), 23–32.
Johanson, J., & Vahlne, J. E. (2009). The Uppsala internationalization pro-

cess model revisited: From liability of foreignness to liability of out-

sidership. Journal of International Business Studies, 40(1), 1411–1431.
Knight, G. A., & Cavusgil, S. T. (2004). Innovation organizational capabili-

ties and the born-global firm. Journal of International Business Studies,

35(2), 124–141. http://ezproxy.lib.monash.edu.au/login?url=http://

search.ebscohost.com/login.aspx?direct=true&db=bth&AN=

12999823&site=ehost-live&scope=site

Knight, G. A., & Liesch, P. W. (2016). Internationalization: From incremen-

tal to born global. Journal of World Business, 51(1), 93–102. https://doi.
org/10.1016/j.jwb.2015.08.011

Kontinen, T., & Ojala, A. (2011). International opportunity recognition

among small and medium-sized family firms. Journal of Small Business

Management, 49(3), 490–514.
Ku, E. (2013). Setting up a wholly foreign-owned enterprise (WFOE) in

China. China Briefing https://www.china-briefing.com/news/setting-

up-a-wholly-foreign-owned-enterprise-in-china/

Kumar, V. (2014). Understanding cultural differences in innovation: A con-

ceptual framework and future research directions. Journal of Interna-

tional Marketing, 22(3), 1–29 http://ezproxy.lib.monash.edu.au/login?

url=http://search.ebscohost.com/login.aspx?direct=true&db=bth&

AN=98365649&site=ehost-live&scope=site

Lindstrand, A., Melén, S., & Nordman, E. R. (2011). Turning social capital

into business: A study of the internationalization of biotech SMEs.

International Business Review, 20(2), 194–212. https://doi.org/10.

1016/j.ibusrev.2011.01.002

Love, J., & Roper, S. (2015). SME innovation, exporting and growth: A

review of existing evidence. International Small Business Journal, 33(1),

28–48.
Lu, J. W., & Beamish, P. W. (2001). The internationalization and perfor-

mance of SMEs. Strategic Management Journal, 22(6/7), 565–586.
https://doi.org/10.1002/smj.184

ABDULHAK ET AL. 297

 15206874, 2022, 4, D
ow

nloaded from
 https://onlinelibrary.w

iley.com
/doi/10.1002/tie.22277 by V

ictoria U
niversity, W

iley O
nline L

ibrary on [09/08/2023]. See the T
erm

s and C
onditions (https://onlinelibrary.w

iley.com
/term

s-and-conditions) on W
iley O

nline L
ibrary for rules of use; O

A
 articles are governed by the applicable C

reative C
om

m
ons L

icense

https://doi.org/10.1016/j.lrp.2007.10.003
https://doi.org/10.1108/02651330910933195
https://doi.org/10.1002/smj.2016
https://doi.org/10.1017/mor.2017.46
https://doi.org/10.1108/02651331211201543
https://doi.org/10.1111/j.1467-6486.2010.00991.x
https://doi.org/10.1111/j.1467-6486.2010.00991.x
http://ezproxy.lib.monash.edu.au/login?url=http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=12617336&site=ehost-live&scope=site
http://ezproxy.lib.monash.edu.au/login?url=http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=12617336&site=ehost-live&scope=site
http://ezproxy.lib.monash.edu.au/login?url=http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=12617336&site=ehost-live&scope=site
https://doi.org/10.1509/jimk.8.2.63.19623
https://doi.org/10.1016/j.ibusrev.2004.04.007
https://doi.org/10.1016/j.ibusrev.2004.04.007
https://doi.org/10.1016/j.jwb.2014.08.006
https://doi.org/10.1016/j.jwb.2014.08.006
https://doi.org/10.1057/jibs.2010.20
https://doi.org/10.1057/jibs.2010.20
http://www.jstor.org.ezproxy.lib.monash.edu.au/stable/155258
http://www.jstor.org.ezproxy.lib.monash.edu.au/stable/155258
https://doi.org/10.1016/j.ibusrev.2011.03.005
https://doi.org/10.1016/j.ibusrev.2011.03.005
https://doi.org/10.1016/j.technovation.2004.03.004
https://doi.org/10.1016/j.technovation.2004.03.004
http://www.jstor.org.ezproxy.lib.monash.edu.au/stable/2635098
http://www.jstor.org.ezproxy.lib.monash.edu.au/stable/2635098
http://ezproxy.lib.monash.edu.au/login?url=http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=12999823&site=ehost-live&scope=site
http://ezproxy.lib.monash.edu.au/login?url=http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=12999823&site=ehost-live&scope=site
http://ezproxy.lib.monash.edu.au/login?url=http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=12999823&site=ehost-live&scope=site
https://doi.org/10.1016/j.jwb.2015.08.011
https://doi.org/10.1016/j.jwb.2015.08.011
https://www.china-briefing.com/news/setting-up-a-wholly-foreign-owned-enterprise-in-china/
https://www.china-briefing.com/news/setting-up-a-wholly-foreign-owned-enterprise-in-china/
http://ezproxy.lib.monash.edu.au/login?url=http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=98365649&site=ehost-live&scope=site
http://ezproxy.lib.monash.edu.au/login?url=http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=98365649&site=ehost-live&scope=site
http://ezproxy.lib.monash.edu.au/login?url=http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=98365649&site=ehost-live&scope=site
https://doi.org/10.1016/j.ibusrev.2011.01.002
https://doi.org/10.1016/j.ibusrev.2011.01.002
https://doi.org/10.1002/smj.184


Mainela, T., Puhakka, V., & Servais, P. (2014). The concept of international

opportunity in international entrepreneurship: A review and a research

agenda. International Journal of Management Reviews, 16(1), 105–129.
https://doi.org/10.1111/ijmr.12011

Melén, S., & Nordman, E. R. (2009). The internationalisation modes of born

Globals: A longitudinal study. European Management Journal, 27(4),

243–254. https://doi.org/10.1016/j.emj.2008.11.004

Meyer, K., & Skak, A. (2002). Networks, serendipity and SME entry into

Eastern Europe. European Management Journal, 20(2), 179–188.
https://doi.org/10.1016/S0263-2373(02)00028-2

Meyer, K. E., & Peng, M. W. (2016). Theoretical foundations of emerging

economy business research. Journal of International Business Studies,

47(1), 3–22. https://doi.org/10.1057/jibs.2015.34
Miles, M., & Huberman, A. (1994). Qualitative data analysis (2nd ed.). Thou-

sand Oaks, CA: Sage Publications.

Miller, D. (1983). The correlates of entrepreneurship in three types of

firms. Management Science, 29(7), 770–791. https://doi.org/10.1287/
mnsc.29.7.770

Musteen, M., Francis, J., & Datta, D. K. (2010). Influence of international

networks on internationalization speed and performance. A study of

Czech SMEs. Journal of World Business, 45(3), 197–205.
Muzychenko, O., & Liesch, P. W. (2015). International opportunity identifi-

cation in the internationalisation of the firm. Journal of World Business,

50(4), 704–717. https://doi.org/10.1016/j.jwb.2014.12.001

Najmaei, A. (2014). Towards an integrative model for management of

organisation's total innovation: Insights from the strategic-process

view. IUP Journal of Knowledge Management, 12(3), 61–73.
O'Cass, A., & Weerawardena, J. (2009). Examining the role of international

entrepreneurship, innovation and international market performance in

SME internationalisation [article]. European Journal of Marketing, 43

(11/12), 1325–1348. https://doi.org/10.1108/03090560910989911
Oviatt, B. M., & McDougall, P. P. (2005). Defining international entrepre-

neurship and modeling the speed of internationalization. Entrepreneur-

ship Theory and Practice, 29(5), 537–554. https://doi.org/10.1111/j.
1540-6520.2005.00097.x

Paul, J. (2016). The rise of China: What, when, where, and why? The Inter-

national Trade Journal, 30(3), 207–222. https://doi.org/10.1080/

08853908.2016.1155513

Paul, J., Parthasarathy, S., & Gupta, P. (2017). Exporting challenges of

SMEs: A review and future research agenda. Journal of World Business,

52(3), 327–342. https://doi.org/10.1016/j.jwb.2017.01.003

Prahalad, C. K., & Doz, Y. (1987). The multinational mission: Balancing local

demands and global vision. New York, NY: The Free Press.

Quelch, J. A., & Hoff, E. J. (1986). Customizing global marketing. Harvard

Business Review, 64, 59–68.
Ramamurti, R. (2004). Developing countries and MNEs: extending and

enriching the research agenda. Journal of International Business Studies,

35, 277-283. https://doi.org/10.1057/palgrave.jibs.8400087i

Ratten, V. (2020a). Coronavirus and international business: An entrepre-

neurial ecosystem perspective. Thunderbird International Business

Review, 62(5), 629–634.
Ratten, V. (2020b). Entrepreneurial ecosystems. Thunderbird. International

Business Review, 62(5), 447–455.
Ripollés, M., Blesa, A., & Monferrer, D. (2012). Factors enhancing the

choice of higher resource commitment entry modes in international

new ventures. International Business Review, 21(4), 648–666. https://
doi.org/10.1016/j.ibusrev.2011.07.007

Rodríguez, L. J., & Rodríguez, R. M. G. (2005). Technology and export

behaviour: A resource-based view approach. International Business

Review, 14(5), 539–557. https://doi.org/10.1016/j.ibusrev.2005.

07.002

Sapienza, H. J., Autio, E., George, G., & Zahra, S. A. (2006). A capabilities

perspective on the effects of early internationalization on firm survival

and growth. Academy of Management Review, 31(4), 914–933. https://
doi.org/10.5465/AMR.2006.22527465

Scott, R. W. (1995). Institutions and organizations. Thousand Oaks, CA:

Sage.

Scott, R. W. (1998). Organizations: Rational, natural, and open systems (4th

ed.). Upper Saddle River, NJ: Prentice-Hall.

Short, J. C., Ketchen, J. D. J., Shook, C. L., & Ireland, R. D. (2010). The

concept of “opportunity” in entrepreneurship research: Past accom-

plishments and future challenges. Journal of Management, 36(1),

40–65.
Spence, M., & Crick, D. (2006). A comparative investigation into the inter-

nationalisation of Canadian and UKhigh-tech SMEs. International Mar-

keting Review, 23(5), 524–548. https://doi.org/10.1108/

02651330610703436

Suh, Y., & Kim, M.-S. (2014). Internationally leading SMEs vs. inter-

nationalized SMEs: Evidence of success factors from South Korea.

International Business Review, 23(1), 115–129. https://doi.org/10.

1016/j.ibusrev.2013.03.002

Sui, S., & Baum, M. (2014). Internationalization strategy, firm resources

and the survival of SMEs in the export market [article]. Journal of Inter-

national Business Studies, 45(7), 821–841. https://doi.org/10.1057/

jibs.2014.11

Sui, S., Yu, Z., & Baum, M. (2012). Prevalence and longitudinal trends of

early internationalisation patterns among Canadian SMEs. International

Marketing Review, 29(5), 519–535. https://doi.org/10.1108/

02651331211260368

Sullivan, D. M., & Marvel, M. R. (2011). Knowledge acquisition, network

reliance, and early-stage technology venture outcomes. Journal of

Management Studies, 48(6), 1169–1193. https://doi.org/10.1111/j.

1467-6486.2010.00998.x

Taylor, M., & Jack, R. (2013). Understanding the pace, scale and pattern of

firm internationalization: An extension of the ‘born global’ concept.

International Small Business Journal, 31(6), 701–721. https://doi.org/
10.1177/0266242611431992

Wakelin, K. (1998). Innovation and export behaviour at the firm level.

Research Policy, 26(7/8), 829–841.
Welch, L. S., Benito, G. R., & Petersen, B. (2007). Foreign operation

methods, theory, analysis, strategy. Cheltenham: Edward Elgar

Publishing.

Wiklund, J., & Shepherd, D. (2003). Knowledge-based resources, entrepre-

neurial orientation, and the performance of small and medium-sized

businesses. Strategic Management Journal, 24(13), 1307–1314.
https://doi.org/10.1002/smj.360

Xu, H., Guo, H., Zhang, J., & Dang, A. (2018). Facilitating dynamic market-

ing capabilities development for domestic and foreign firms in an

emerging economy. Journal of Business Research, 86, 141–152. https://
doi.org/10.1016/j.jbusres.2018.01.038

Yin, R. K. (2014). Case study research: Design and methods (5th ed.). Thou-

sand Oaks, CA: Sage Publications.

Zaheer, S. (1995). Overcoming the liability of foreignness. The Academy of

Management Journal, 38(2), 341–363. https://doi.org/10.2307/

256683

Zahra, S. A., & Bogner, W. C. (2000). Technology strategy and software

new ventures' performance: Exploring the moderating effect of the

competitive environment. Journal of Business Venturing, 15(2), 135–
173. https://doi.org/10.1016/S0883-9026(98)00009-3

Zahra, S. A., & George, G. (2002). Absorptive capacity: A review, recon-

ceptualization, and extension. The Academy of Management Review, 27

(2), 185–203. https://doi.org/10.2307/4134351
Zahra, S. A., Ireland, R. D., & Hitt, M. A. (2000). International expansion by

new venture firms: International diversity, mode of market entry, tech-

nological learning, and performance. Academy of Management Journal,

43(5), 925–950. https://doi.org/10.2307/1556420
Zhao, H., Ma, J., & Yang, J. (2017). 30 years of research on entry mode and

performance relationship: A meta-analytical review. Management Inter-

national Review, 57(5), 653–682. https://doi.org/10.1007/s11575-

017-0314-2

298 ABDULHAK ET AL.

 15206874, 2022, 4, D
ow

nloaded from
 https://onlinelibrary.w

iley.com
/doi/10.1002/tie.22277 by V

ictoria U
niversity, W

iley O
nline L

ibrary on [09/08/2023]. See the T
erm

s and C
onditions (https://onlinelibrary.w

iley.com
/term

s-and-conditions) on W
iley O

nline L
ibrary for rules of use; O

A
 articles are governed by the applicable C

reative C
om

m
ons L

icense

https://doi.org/10.1111/ijmr.12011
https://doi.org/10.1016/j.emj.2008.11.004
https://doi.org/10.1016/S0263-2373(02)00028-2
https://doi.org/10.1057/jibs.2015.34
https://doi.org/10.1287/mnsc.29.7.770
https://doi.org/10.1287/mnsc.29.7.770
https://doi.org/10.1016/j.jwb.2014.12.001
https://doi.org/10.1108/03090560910989911
https://doi.org/10.1111/j.1540-6520.2005.00097.x
https://doi.org/10.1111/j.1540-6520.2005.00097.x
https://doi.org/10.1080/08853908.2016.1155513
https://doi.org/10.1080/08853908.2016.1155513
https://doi.org/10.1016/j.jwb.2017.01.003
https://doi.org/10.1057/palgrave.jibs.8400087i
https://doi.org/10.1016/j.ibusrev.2011.07.007
https://doi.org/10.1016/j.ibusrev.2011.07.007
https://doi.org/10.1016/j.ibusrev.2005.07.002
https://doi.org/10.1016/j.ibusrev.2005.07.002
https://doi.org/10.5465/AMR.2006.22527465
https://doi.org/10.5465/AMR.2006.22527465
https://doi.org/10.1108/02651330610703436
https://doi.org/10.1108/02651330610703436
https://doi.org/10.1016/j.ibusrev.2013.03.002
https://doi.org/10.1016/j.ibusrev.2013.03.002
https://doi.org/10.1057/jibs.2014.11
https://doi.org/10.1057/jibs.2014.11
https://doi.org/10.1108/02651331211260368
https://doi.org/10.1108/02651331211260368
https://doi.org/10.1111/j.1467-6486.2010.00998.x
https://doi.org/10.1111/j.1467-6486.2010.00998.x
https://doi.org/10.1177/0266242611431992
https://doi.org/10.1177/0266242611431992
https://doi.org/10.1002/smj.360
https://doi.org/10.1016/j.jbusres.2018.01.038
https://doi.org/10.1016/j.jbusres.2018.01.038
https://doi.org/10.2307/256683
https://doi.org/10.2307/256683
https://doi.org/10.1016/S0883-9026(98)00009-3
https://doi.org/10.2307/4134351
https://doi.org/10.2307/1556420
https://doi.org/10.1007/s11575-017-0314-2
https://doi.org/10.1007/s11575-017-0314-2


AUTHOR BIOGRAPHIES

Dr Ismail ‘Sol’ Abdulhak is a Lecturer (Assistant Professor) in Stra-

tegic Management at the Victoria University Business School. Sol

obtained his PhD in Management (specialisation in Strategy &

International Business) in 2021 from Monash University (Mel-

bourne, Australia). Dr Abdulhak's research interests are at the

intersection of strategic management and international business.

His thesis broadly focused on subsidiary-level dynamic perfor-

mance, linguistic and religious distance, and foreign ownership

strategies. He also has an interest in the phenomenon of

reshoring; his collaborative research efforts on the sub-national

reshoring location choices of US manufacturing firms has

appeared in Regional Studies (ABDC: A*).

Dr Jane Menziesis a Senior Lecturer of International Business,

and is the Deputy Director for Higher Degrees by Research at

Deakin University. Her research interests are in internationaliza-

tion of firms, transitional issues of international students, women's

issues around entrepreneurship and women's silence within orga-

nizations. Jane has published in the International Journal of Con-

sumer Studies, International Journal of Conflict Management,

Management International Review, Human Resource Management

Review, International Trade Journal, Australian Journal of Career

Development, and a range of education journals Jane has been

awarded research grants from the Australia-China Council and the

Council for Australian Latin American Relations at the Department

of Foreign Affairs and Trade, Australian Government. Jane has

supervised 6 PhD/DBA students to successful completion. Jane is

commonly quoted in the Australian media for her work on women

expatriates, Australian business internationalization to China and

the four day working week. Jane is also the secretary for the Aus-

tralian and New Zealand International Business Academy

(ANZIBA).

Dr Justin Paul, is the Editor-in-Chief of the A ranked International

Journal of Consumer Studies (Cite Score 7.0). He is ranked among

the world's top 0.1% highly cited researchers by the Web of Sci-

ence with citations increasings at 500 per month with a H Index

of 47. A fromer faculty member with the University of Washing-

ton, he serves as Professor of PhD and MBA programs at the Uni-

versity of Peurto Rico, USA, and holds an honorary visiting

Professor title at Henley Business School, University of Reading,

United Kingdom. Dr Paul introduced the Masstige model and

measure for brand management, CPP model for Internationaliza-

tion, SCOPE framework for Small firms, 7-P framework for Inter-

national Marketing, and TCCM framework for literature reviews.

He holds titles as 'Distinguished Professor' with three reputed

universities, including Indian Institute of Management-Kerala,

SIBM, Pune & MS University. In addition, he has taught full

courses at Aarhus University, Denmark, Grenoble Eco le de

Management, University of Versilles, France, University of Lithua-

nia, Warsaw-Poland, and holds/has held a visiting professor posi-

tion at University of Chicago, Vienna University, Austria, Fudan &

UIBE - China, UAB Barcelona and Madrid. He has published three

best selling case studyies with Ivey and Harvard. He is known as

an author/co-author of books such as Business Environment (4th

Ed), International Marketing, Services Marketing, Export-Import

Management (2nd edition), Management of Banking and Financial

Services by McGraw-Hill, Oxford University Press & Pearson

respectively. He is also an associated edtior at Journal of Business

Research, European Management Journal and Journal of Strategic

Marketing.

Dr. Rohail Hassan is Senior Lecturer of Corporate Governance

and Finance at Othman Yeop Abdullah Graduate School of Busi-

ness (OYAGSB), Universiti Utara Malaysia. His research interests

include corporate governance, women's empowerment, gender

related issues, diversity and inclusion, gender diversity, big data

and analytics, firm performance and strategy. Rohail received his

Doctor of Philosophy in Management with a concentration on

Corporate Governance/Board Diversity in 2019 from Universiti

Teknologi PETRONAS in Malaysia. Dr. Rohail has published his

research in leading management journals and top tier peer-

reviewed ABS ranked journals including the Journal of Business

Research (3*), International Journal of Information Management

(2*), Journal of Management and Organization (2*), Maritime Pol-

icy & Management (2*), Journal of Cleaner Production (2*), Jour-

nal of Intellectual Capital (2*), Journal of Islamic Accounting and

Business Research (1*), Economics Bulletin, Sustainability, Journal

of Risk and Financial Management and International Journal of

Financial Studies. He is currently working as the series editor for

the work titled "Big Data for Industry 4.0: Challenges and Applica-

tions" with Taylor and Francis. Rohail is serving as an International

Editorial Board Member for the International Journal of Produc-

tivity and Performance Management, Journal of Risk and Financial

Management, and Editor of Humanities and Social Sciences

Reviews. He is a reviewer to several prestigious academic journals

such as Journal of Management and Organization, International

Journal of Finance and Economics, Applied Economics incorporat-

ing Applied Financial Economics, Sustainability and International

Journal of Environmental Research and Public Health.

How to cite this article: Abdulhak, I. ‘., Menzies, J., Paul, J., &

Hassan, R. (2022). The internationalization of Australian

innovative small-to-medium enterprises utilizing wholly

foreign-owned entities in China. Thunderbird International

Business Review, 64(4), 285–299. https://doi.org/10.1002/tie.

22277

ABDULHAK ET AL. 299

 15206874, 2022, 4, D
ow

nloaded from
 https://onlinelibrary.w

iley.com
/doi/10.1002/tie.22277 by V

ictoria U
niversity, W

iley O
nline L

ibrary on [09/08/2023]. See the T
erm

s and C
onditions (https://onlinelibrary.w

iley.com
/term

s-and-conditions) on W
iley O

nline L
ibrary for rules of use; O

A
 articles are governed by the applicable C

reative C
om

m
ons L

icense

https://doi.org/10.1002/tie.22277
https://doi.org/10.1002/tie.22277

	The internationalization of Australian innovative small-to-medium enterprises utilizing wholly foreign-owned entities in China
	1  INTRODUCTION
	2  LITERATURE REVIEW
	2.1  Entrepreneurship and international opportunities
	2.2  Innovation as a dynamic capability
	2.3  Knowledge

	3  RESEARCH METHOD
	4  FINDINGS AND ANALYSIS
	4.1  How did it come about that foreign SMEs setup as WFOE: By accident or design?
	4.2  How was innovation used in the internationalization of SMEs?
	4.3  Organizational knowledge sustaining the firm in an emerging market

	5  CONCEPTUALIZATION AND DISCUSSION
	6  LIMITATIONS AND FUTURE RESEARCH
	7  CONCLUSION
	ACKNOWLEDGMENT
	REFERENCES


