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ABSTRACT 

International trade is vital to a country’s economic survival (Al-Aali, 1995; Asiedu & 

Lien, 2004). Currently, exporting represents one of the most common international 

trade activities and entry modes to international markets. Multinational-enterprises 

(MNEs) have enacted a dominant role in global markets for a substantial time. 

However, more recently, small and medium-seized enterprises (SMEs) have come to 

play an increasingly important role in the global economy. In fact, SMEs have been 

reported to contribute between 25 to 35 percent of world exports (Chen, 2006) and 

manufacturing, thus, emphasising their importance in the global marketplace. This 

being the case, significant research attention in the area of SMEs and their exporting 

performance, international activities and barriers to new market entry has resulted.  

 

However, little attention has been given to the decision-making processes associated 

with exporting (Anderson & Floren, 2004). Moreover, little is known about SME 

decision-makers and, in particular, the level of perceived risk they associate with 

international business activities. This represents a significant gap in the literature. 

Given this, there is a need to understand how individual characteristics (for example 

demographic characteristics and management style) and cultural characteristics (for 

example uncertainty avoidance and long-term orientation) together with exporting 

motivations and barriers influence SMEs decision-makers’ risk perception associated 

with exporting and how these may differ within emerging and advanced markets. In 

doing so, important theoretical and practical implications will result.  Hence, the 

overall research questions of this study are: 

 

RQ1: What are the perceived motivations (to export) of export- decision makers and 

how do these differ across advanced versus emerging markets? 

 

RQ2: What are the perceived barriers (to export) of export- decision makers and how 

do these differ across advanced versus emerging markets? 

 

RQ3: How do cultural characteristics influence export decision-makers’ perception of 

risk (associated with exporting), and how do these influences differ across advanced 

versus emerging markets? 
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RQ4: How do individual characteristics influence export decision-makers’ perception 

of risk (associated with exporting), and how do these characteristics differ across 

advanced versus emerging markets? 

 

To accomplish the objectives of this research and answer the research questions, the 

study adopted a qualitative method approach. The current research is exploratory in 

nature and is used to assist in providing background information about the research 

objective, to explore patterns and ideas that could be later tested and to validate 

appropriateness of the presented conceptual model and associated set of general 

propositions. Specifically a convergent interviewing technique was utilised in this 

research given that the research questions being addressed in this research lacked 

substantive theoretical underpinning and clearly defined measurement constructs 

(Dick, 1990) 

 

The analysis of the interview data suggests that exporting barriers and stimuli exert 

great influence on SMEs managers’ risk perceptions and resultant export-related 

decisions. Moreover, it appears definitive links exist between a manager’s level of 

education, years of experience and management style on their risk perceptions and 

decisions associated with exporting. Further, a manager’s cultural characteristics 

also appear to exert a concomitant influence upon these risk perceptions and export-

related decisions. Importantly, the findings reveal a negative association between a 

manager’s commitment and risk perceptions, such that, the higher the perceived risk 

the lower the commitment to exporting. The interviews also revealed new themes 

and factors that were subsequently included in the confirmed conceptual model, 

centering upon the influence of on the SMEs decision-makers perceptions of risk 

associated with exporting. Furthermore, the results clearly show that the manager’s 

risk perceptions determine the company’s level of involvement in exporting, 

particularly in regard to the total amount exported.  Thus, based on the analysis of 

the Australian (advanced market) and Saudi Arabian (emerging market) SMEs 

managers’ in-depth interviews, all research propositions received majority support.   

 

The current research has highlighted and added important information related to our 

understanding of SMEs decision-makers within the context of exporting domain. The 

findings of this research make a significant contribution to the body of knowledge 

within the exporting context and as a result, several aspects have implications for the 

theory and practice. This study significantly contributes to our knowledge of SME 

decision-making behaviour in international marketing activities. The comparison 
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between two distinctly different markets (advanced and emerging) has provided 

fruitful insight into the effect of both country development and culture upon exporting 

decision-making, and provides a solid platform for future inquiry in this important 

research-area. 
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CHAPTER ONE:   INTRODUCTION 

 

1.1   Introduction 

The goal of this research is to identify the factors influencing the exporting strategies of small 

and medium sized enterprises (SMEs) and their decision-makers risk perceptions associated 

with exporting. Specifically, the study addresses SMEs currently operating in both emerging 

and advanced economies as a way to deepen our understanding of the processes, and 

performance of SMEs within international markets. The increasing internationalisation of 

markets has fostered new challenges for SMEs worldwide (Axinn, 1988). Issues, such as 

globalisation, liberalisation of trade, deregulation, the knowledge economy and e-business, 

have stimulated research into the performance of SMEs (e.g. Verhees & Meulenberg, 2004), 

although research into the different behaviours and attitudes evidenced by SME decision 

makers, operating in different environments, remains limited.  

 

The current research used a seven chapter structure (see Figure 1.1). This chapter (Chapter 

One) provides an overview of the research by identifying the topic of interest, discussing the 

research questions, providing a justification for the research, describing the proposed 

methodological approaches and presenting the key definitions of the study.  

 

Chapter Two reviews and presents a discussion of the literature that is relevant to this 

research. Following the introductory section of the chapter, a background to the research is 

provided. The following sections discuss the motivations to export and introduce categories 

of the export stimuli. Important issues, such as, SMEs and exporting, internationalisation and 

export motivations, firm size and export stimuli, and firm characteristics and export 

development, are also discussed. In addition, this chapter provides an overview of the 

barriers to exporting; exporting decision-making, and risk perceptions in the context of 

exporting. Next, the influence of cultural differences on managers, and how these differences 

are reflected in their exporting behaviour are discussed. Then, an outline is presented of the 

individual characteristics of managers and how these characteristics influence SMEs 

managers’ risk perceptions associated with exporting. Moreover, the research questions are 

stated, and, lastly, a summary of the chapter is provided. 

 

Chapter Three builds the theoretical foundation for the study by reviewing the relevant 

literature, including factors that may influence an SME decision-makers’ considerations 

regarding the risks associated with exporting in international markets. First, the research 

conceptual model components are presented. Then, the motivations of firms to export, and 
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the four main categories of these identified motives, are discussed. The following section 

presents and discusses salient barriers to exporting with all issues related to the influence of 

such obstacles on the decision of a firm to export. Next, perceived risks and the main 

aspects and issues relating to these risks, including the dimensional structure of perceived 

risk, perceived risk and organisational buying, and perceived risk and exporting, are 

presented. A discussion of the research propositions and preliminary conceptual model are 

discussed and presented. 

 

Chapter Four details the research methodology to be used in this research. Firstly, research 

paradigms are introduced and discussed. This is followed by the research planning model 

and its three component stages (preliminary planning, research approach, and 

implementation) which are detailed in relation to the convergent interviewing (qualitative) 

method. Next, the research approach, the data collection, and the data analysis, selected to 

address the propositions, are described. In addition, the sampling and related issues are 

presented. The use of the convergent interviewing, as the data collection tool, is justified, and 

its validity and reliability are discussed.  

 

Chapters Five and Six present the results of the data analysis used to address the research 

propositions. The data were obtained from a convenience sample of 29 participants via 

telephone interviews (15 participants from Saudi Arabia and 14 participants from Australia). 

The results of both the Saudi Arabia and Australian SMEs interviews are presented. For the 

purpose of clarity and ease of interpretation, the results are presented in-line with the 

research propositions (see Chapter Three). Chapter Five and Six begin with a descriptive 

summary of the Sample profiles (Saudi Arabia and Australian SMEs decision-makers, 

respectively). Next, the analysis of the sample data derived from both county interviews are 

presented. Then, the findings from the interviewees are discussed to explain how the 

findings support the preliminary conceptual model and the research propositions.  

 

Chapter Seven presents the conclusions drawn for each of the research propositions. More 

specifically, a discussion of the findings and conclusions are summarised in relation to the 

existing literature and, accordingly, the theoretical contributions of the current research to 

existing theory are presented. Following this, the practical implications (from a managerial 

and public policy perspective) are detailed. Lastly, the limitations of the study are outlined, 

followed by recommendations for future research opportunities. Lastly, the final conclusions 

of the thesis are provided. 
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Figure 1:1   Outline of Chapter 1 

 

Source: Developed for this research. 

 

1.2   Background of the study 

In recent years, the world economy has undergone radical transformation. In particular, 

transforming the scope of trade from a local to an international emphasis is one of the main 

changes in modern times (Leonidou, 2004). Indeed, international trade is vital to a country’s 

economic survival and represents one of the most powerful links between nations (Al-Aali, 

1995; Asiedu & Lien, 2004). Currently, exporting represents one of the most common entry 

modes to the international markets (Lado, Martínez-Ros, & Valenzuela, 2001); it is also a 

prominent feature of the global economy related to the expanded movement of goods, 

services, capital, information and labour, across national and regional boundaries (Leonidou, 

2004). This is closely linked to the development of communication technologies that have 
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made the world approximate a small village, which in turn has led to the formulation of new 

trade regulations and laws designed to trim-down and mitigate traditional trade obstacles and 

barriers in both developed and developing countries (Borensztein, De Gregorio, & Lee, 

1998). 

 

Multinational Enterprises, (MNEs), especially large-scale corporations, maintain a dominant 

role in the global market(Crick & Chaudhry, 1997), while Small and Medium-sized 

Enterprises (SMEs) have, only recently, attracted significant practitioner and academic 

interest (Miesenbock, 1988). Therefore, it is suggested that developed and developing 

economies, have only recently realised the important role that SME’s have in the move 

towards efficient international trade (Hill, Nancarrow, & Wright, 2002). 

 

SMEs play an increasingly important role in global economies (Hill et al., 2002). Carson, 

Cromie, McGowan and Hill (1995) reveal that, over the past 20 years, SMEs have been 

identified, by most western governments, as significant economic contributors to job and 

wealth creation. SMEs contribute to the economic development of nations and are 

considered to be their manufacturing backbone due to their ability to generate employment 

with minimum cost and innovation (Chen, 2006). In support of this, Neupent, Baughn and 

Dao (2006) show that SME’s represent one of the fastest growing segments in the 

economies of various countries. Thus, there is a growing understanding of the importance of 

assisting SMEs, considering their contribution to job creation, the development of new 

products and services, and their encouragement of the entrepreneurial culture (Crick, Al 

Obaidi, & Chaudhry, 1998). 

 

In recent years, issues, such as the increasing internationalisation of markets, globalisation, 

liberalisation of trade, deregulation, the growth in the knowledge economy and e-business, 

have created new challenges for SMEs; this has stimulated significant attention by 

researchers into their exporting performance, international activities, and those obstacles or 

barriers that restrict entry into new export markets (e.g. Hamill, 1997; Karakaya, 2002; Chen, 

2006; Crick et al., 1998). This outcome has arisen as SMEs contribute to a country’s 

economic regeneration, in general, and the creation of opportunities, in particular (Hill et al., 

2002). 

 

1.3 Statement of problem 

Exporting is an important activity for SME’s at both an organisational and economic level 

(D'Souza & McDougall, 1989; Edmunds & Khoury, 1986). However, involvement in 
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international trade requires knowledge of the process of exporting and the cultural context. 

Due to the obstacles, forces, and uncertainties in international markets, many SMEs are not 

currently internationalised. This outcome may be because of the perception of risk held by 

the owner/managers of such firms (Leonidou, 2004). Numerous studies have identified many 

obstacles and risks associated with international marketing (e.g. Leonidou, 2003; Leonidou, 

1995a; Karakaya, 2002; Chen, 2006; Crick et al., 1998). However, although there is a 

significant body of literature that deals with the uncertainties and risks that exist in 

international markets (e.g. Brouthers, 1995; Brouthers, Brouthers and Werner, 2002), the 

process of SMEs internationalisation (Westhead, Wright, & Ucbasaran, 2001), and the 

factors influencing the decision to initiate, continue or discontinue exporting (Crick, 2004), is 

not well explored. To date, the literature does not clearly explicate how exporting SME 

decision-makers within manufacturing perceive these obstacles, and whether this influences 

their decisions to export, and what factors influence their risk perception and export-related 

decisions. The proposed framework and conceptual model in this research will assist in 

clarifying this problem and facilitate a greater understanding of linkages between the different 

(identified) variables and the resultant exporting decision. 

 

1.4   Research questions 

Risk is particularly relevant to international marketing activities (Hawkes & Rowe, 2008). 

However, little is known of how SMEs in developing and emerging markets deal with risk as 

compared to those operating within advanced markets. Decision-makers (senior 

management) appear to be the most important factor in determining a company’s 

commitment to exporting (Gilmore, Carson, & O'Donnell, 2004). Studies in this field have 

generally focused on how these decision-makers work, and how risk management 

experiences have shaped and directed their degree of involvement in exporting (e.g., Lind, 

Sepulveda & Nunez, 2000; Westhead, 1995; Sitkin & Pablo, 1992). However, to date, 

minimal work has been done regarding the influence a decision-maker’s individual 

characteristics, cultural characteristics, along with exporting motivations and barriers, may 

have on their perception of the risks associated with exporting. It is on this basis that the four 

broad research questions of this study are posed: 

 

RQ1: What are the perceived motivations (to export) of export-decision makers and how do 

these differ across advanced versus emerging markets? 

 

RQ2: What are the perceived barriers (to export) of export-decision makers and how do 

these differ across advanced versus emerging markets? 
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RQ3: How do cultural characteristics influence export decision-makers’ perception of risk 

(associated with exporting), and how do these influences differ across advanced versus 

emerging markets? 

 

RQ4: How do individual characteristics influence export decision-makers’ perception of risk 

(associated with exporting), and how do these characteristics differ across advanced versus 

emerging markets? 

 

1.5   Definitions and Terms 

To establish an understanding of the foundation of the constructs used in this research, and 

to reconcile any differences in definitions, fifteen key research terms are defined below. 

 

Exporting stimuli, also called motives, incentives or attention evokers; those factors are the 

main drive of the firm's decision to initiate export activities (Leonidou et al., 2007). 

 

Internal motives are the factors within any firm that influence their export decision (such as a 

firm’s assets and resource) (Leonidou et al., 2007). 

 

External motives are those factors, originating from host or foreign environments, that 

influence their export decision (Leonidou et al., 2007). 

 

Reactive stimuli reflect whether the firm’s export decision is mainly motivated by factors in 

the external environment, or driven by the firm’s internal situation (Leonidou et al., 2007). 

 

Proactive stimuli relate to whether or not the firm takes the first step to seek, recognise and 

exploit opportunities in the foreign markets (Leonidou et al., 2007). 

 

Exporting barriers are obstacles or barriers to exporting; they include those problems and 

constraints that face and hold back a firm’s ability to start, develop, or continue business 

activities in foreign markets (Leonidou, 2004). 

 

Internal-domestic export barriers are problems and factors that the firm’s experience within in 

their home country (Crick et al., 1998). 

 

Internal-foreign export barriers are problems within the firm, experienced in the host country 

(Crick et al., 1998). 
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External-domestic export barriers arise from the external environment, but are still 

experienced by the firm in their home country (Crick et al., 1998). 

 

External-foreign export barriers arise from the external environment and are experienced by 

the firm in the host country (Crick et al., 1998). 

 

Perceived risk is how individuals (decision makers) label situations in the external business 

environment in terms of probabilistic estimates of the extent and controllability of risks (Sitkin 

and Pablo, 1992). 

 

Management style is the adhesive that binds diverse operations and functions together. It is 

the philosophy or set of principles by which one capitalises on the abilities of the firm’s 

people. It is not a procedure on how to do, but is the management framework for doing. A 

management style is a way of life operating throughout the enterprise. It permits an executive 

to rely on the initiative of his people (Quang & Vuong, 2002). 

 

Culture is the collective programming of the mind which distinguishes the members of one 

category of people from another, and the category of people can be a nation, region, or 

ethnic group (national culture, etc.), women versus men (gender culture), a social class, a 

profession or occupation (occupational culture), a type of business, a work organization or 

part of it (organizational culture), or even a family (Hofstede, 1994). 

 

Power distance expresses the degree to which the less powerful members of a society 

accept, and expect, that power is distributed unequally. The fundamental issue here is how a 

society handles inequalities among people. People in societies exhibiting a large degree of 

power distance accept a hierarchical order in which everybody has a place; this needs no 

further justification. In societies with low power distance, people strive to equalise the 

distribution of power and demand justification for inequalities of power (Hofstede, 2012). 

 

Masculinity stands for preference in society for achievement, heroism, assertiveness and 

material reward for success. The society at large is more competitive (Hofstede, 2012). 

 

Femininity stands for a preference for cooperation, modesty, caring for the weak, and quality 

of life. The society at large is more consensus-oriented (Hofstede, 2012). 

 

Uncertainty avoidance expresses the degree to which the members of a society feel 

uncomfortable with uncertainty and ambiguity. The fundamental issue here is how a society 
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deals with the fact that the future can never be known: should we try to control the future or 

just let it happen? Countries exhibiting strong uncertainty avoidance maintain rigid codes of 

belief and behaviour and are intolerant of unorthodox behaviour and ideas. Weak UAI 

societies maintain a more relaxed attitude in which practice counts more than principles 

(Hofstede, 2012). 

 

Individualism can be defined as a preference for a loosely-knit social framework in which 

individuals are expected to take care of themselves and their immediate families, only. 

Collectivism represents a preference for a tightly-knit framework in society in which 

individuals can expect their relatives or members of a particular in-group to look after them in 

exchange for unquestioning loyalty. A society's position on this dimension is reflected in 

whether people’s self-image is defined in terms of “I” or “we” (Hofstede, 2012). 

 

Long-term orientation can be interpreted as dealing with society’s search for virtue. In 

societies with a long-term orientation, people believe that truth depends very much on the 

situation, context and time. They show an ability to adapt traditions to changed conditions, 

and have a strong propensity to save and to invest, thriftiness, and perseverance in 

achieving results. In contrast, societies with a short-term orientation generally have a strong 

concern with establishing the absolute Truth. They are normative in their thinking. They 

exhibit great respect for traditions, a relatively small propensity to save for the future, and a 

focus on achieving quick results (Hofstede, 2012). 

 

1.6   Significance of the research 

The current study contributes to the knowledge of SMEs’ attitudes to international marketing 

activities. Exporting SMEs are considered to be one of the major economic ‘global pillars’ as 

they are major contributors to a nation’s wealth and job creation (Al-Aali, 1999; Freund & 

Pierola, 2008). An SME’s attitude toward exporting is considered crucial within the context of 

international marketing (Hill et al., 2002). The present study fills an identified gap in the 

international trade literature; it examines the influence of individual characteristics (for 

example, education, experience and management style) and cultural characteristics (for 

example, uncertainty avoidance and long-term orientation) of SMEs’ decision-makers have 

on the perceived risk associated with exporting, together with exporting motivations and 

barriers. The study has significant managerial and theoretical implications for all involved 

stakeholders and peak bodies, while also providing a solid framework for future academic 

research in this area. 
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1.7   Justification of the study 

International trade is vital to a country’s economic survival and represents a powerful 

economic link between nations (Asiedu & Lien, 2004; Al-Aali, 1999). In 2011, world 

merchandise trade growth has grown by 5 percent overall, with developed economies 

experiencing 4.7 percent growth and developing countries recording an increase of 5.4 

percent (WTO, 2012). The remarkable growth in international trade has been one of the main 

features of an increasingly global marketplace (particularly, over the past two decades) 

(Sarfaroz, 2002), and is shown by the increasing number of companies that have become 

involved in global goods and services exchange (Barkeme, Bell & Pennings, 1996). A key 

aspect of international trade is exporting activity, which represents one of the most important 

entry modes to international markets (Lado et al., 2001) and is considered a vital survival 

activity for a country’s economy (Asiedu & Lien, 2004). Consistent with the growth in 

international trade, exporting activity has increased substantially over the past 5 years, rising 

from $US14102000 in the year 2007 to 18255000 in 2011. Consequently, the rapid and 

sustained economic growth in countries is closely associated with the growth in exporting 

(Brenton & Newfarmer, 2008). Further, export growth is important in sustaining a country’s 

economy and in developing firm-level growth for a number of reasons. First, it has the ability 

to create income growth when domestic demand lags (especially within saturated markets). 

Second, it generates jobs, and tends to induce more efficient production structures. Third, it 

assists in preventing balance of payment crises (Freurd & Pierala, 2008). Lastly, export 

growth has been found to be a key driver of Gross Domestic Product (GDP); many 

developing countries have been seen to encourage exporting so as to stimulate growth in 

their domestic economies (Brenton & Newfarmer, 2008). 

 

As mentioned above, exporting is an important survival and growth trade tool for both 

developed and developing economies. In developed (advanced) economies, firms have 

utilised exporting strategies to exploit emerging (host) markets in an attempt to find new 

market opportunities, especially as (home) markets become increasingly saturated (London 

& Hart, 2004). This is due to perceived growth opportunities within emerging (host) markets 

(Arnold & Quelch, 1998). 

 

Recently, Small and Medium-sized enterprises (SMEs) have exhibited an increased interest 

in exporting (Miesenbock, 1988; Hill et al., 2002). SMEs play an increasingly important role in 

the ongoing growth of the global economy (Hill et al., 2002). Crick et al. (1998) suggest that 

SMEs have been identified by most western governments as being significant economic 

contributors to job and wealth creation over the past 20 year. In particular, SMEs contribute 
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to the economic development of nations; they are considered to be the manufacturing 

backbone of an economy, due to their ability to innovate and generate employment at 

minimum cost (Chen, 2006). Neupent et al., (2006) argue that SME firms represent one of 

the fastest growing segments in many economies. Thus, many governments have found that 

assisting SMEs contributes to job creation and the development of new products and 

services, while encouraging an entrepreneurial culture (Al-Aali, 1999).  

 

However, research has shown that many obstacles exist in relation to SME involvement in 

exporting (e.g. Hamill, 1997; Karakaya, 2002; Chen, 2006; Crick et al., 1998). Other studies 

have identified that the role of the decision-makers of SMEs appears important, as these 

decision-makers generally determine the company’s commitment to exporting (Gilmore et al., 

2004). Nevertheless, little attention has been given to the decision-making process 

associated with exporting (Anderson & Floren, 2004). Also, to date, little is known about SME 

decision-makers and, in particular, the level of perceived risk they associate with 

international business activities. This represents a significant gap in the literature. Moreover, 

there is a need to understand how SMEs’ decision-makers’ individual and cultural 

characteristics, along with exporting motivations and barriers, influence their perceived risk 

associated with exporting; as well as how these may differ within emerging and advanced 

markets. Thus, the current research provides new insights into the factors influencing the 

decision-makers’ risk perceptions and how that may influence their responses and 

involvement of exporting within advanced and emerging markets. 

 

From a theoretical perspective, the knowledge obtained through this research enhances our 

understanding of the factors influencing SMEs decision-makers’ risk perceptions associated 

with exporting, as well as the outcomes resulting from their perceptions of risk, whether that 

is a negative or a positive influence. From a practical perspective, the findings assist in 

providing a greater understanding of how SMEs decision-makers’ manage exporting and the 

associated risks. Thus, the knowledge gained from this study provides a clearer 

understanding of the attitudes of SMEs decision-makers, within manufacturing, towards 

exporting. Further, the knowledge of exporting SMEs deepens and clarifies the methods by 

which SMEs in both emerging and advanced markets deal with risk in the international 

marketplace. The study provides significant managerial and theoretical implications. The 

method used to answer the proposed research questions are detailed below (section 1.8). 
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1.8   Methodology 

A qualitative method approach is utilised in this research. Therefore, in the current research, 

an exploratory method is used to assist in providing background information about the 

research objective, to explore patterns and ideas that are tested later (Burns and Bush, 

2003), and to validate a presented set of general propositions (Malhorta, 1999). The 

qualitative method data collection uses the convergent interviewing technique as the most 

appropriate technique in situations which require in-depth information about a particular 

phenomenon of interest and where theory is deficient and lacks well-defined constructs for all 

variables or issues of interest (Dick, 1990; Weaven, 2004). Thus, this interviewing technique 

was used with a sample of Australian exporters (advanced economy) and Saudi Arabian 

exporters (emerging economy) in order to address the research questions and propositions 

of this study.  

 

1.9   Conclusion 

This chapter has detailed and provided the foundations and the background of the study. 

Firstly, it introduced key issues in the relevant to the current research. Then the presentation 

of the research objective, the statement of the problem, and the associated research 

questions were presented and justified in relation to the identified gaps within the study 

context. Next, a discussion on the importance of the study was presented. Last, the key 

definitions of the focal constructs of the research were outlined, and the proposed 

methodology was briefly discussed.   
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CHAPTER TWO: LITERATURE REVIEW 

 

2.1   Introduction 

The previous chapter provided an overview of this research. This chapter presents and 

discusses the relevant extant literature. An outline of the chapter is shown in Figure 2.1. 

Following the introductory section of this chapter, section 2.2 provides a background to the 

research. The sections that follow discuss the motivations to export. Important issues 

include: SMEs and exporting; exporting in both advanced and emerging countries; 

internationalisation and export motivations; firm size and export stimuli; and the firm’s 

characteristics and export development. In addition, the chapter discusses the barriers to 

exporting; exporting decision-making, and risk perception in the context of exporting. Next, 

the influence of cultural differences on managers, and how these differences are reflected in 

their exporting behaviour are discussed. Then, an overview is presented of the individual 

characteristics of managers and how these characteristics influence SME managers’ risk 

perceptions associated with exporting. Moreover, the research questions of the current study 

are presented in section 2.9, and, finally, a summary of the chapter in section 2.10. 
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Figure 2:1   Outline of chapter 2 

 

Source: Developed for this research. 

 

2.2   Background 

It is essential to understand that international trade is vital to a country’s economic survival; it 

also represents a powerful economic link between nations (Al-Aali, 1999; Asiedu & Lien, 

2004). The remarkable growth in international trade has been one of the main features of an 

increasingly global marketplace (particularly, over the past two decades) (Sarfaraz, 2002), 

and is demonstrated by the increasing number of companies that have become involved in 

global goods and services exchange (Barkema, Bell, & Pennings, 1996). Further, a key 

aspect of international trade is exporting, which represents one of the most attractive foreign 

market entry modes, from both a country’s and a firm’s perspective (Katsikeas & Morgan, 
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1994). Consequently, the rapid and sustained economic growth in countries is closely 

associated with the growth in exporting (Brenton & Newfarmer, 2007). 

 

Exporting generates numerous macro and micro economic benefits to both national 

economies and individual firms (Leonidou, 2003). In terms of microeconomic benefits, 

exporting generates funds for companies to use for reinvestment, allows the diversification of 

business risks across different markets, utilises operating capacity, and improves technology, 

quality and service levels in the organisation; at the same time it also enhances profits (that 

in turn attract and reward shareholders and employees). From a macroeconomic 

perspective, exporting contributes to the economic development of nations, generates 

foreign exchange reserves, creates backward and forward linkages in the economy, supports 

other economic activities through the utilisation of resources, and enriches employment 

opportunities (Leonidou, 2003). 

 

Such export growth is important in sustaining a country’s economy and in developing firm-

level growth for a number of reasons. First, it has the ability to create income growth when 

domestic demand lags (especially within saturated markets). Second, it generates jobs, and 

tends to induce more efficient production structures. Third, it assists in preventing a balance 

of payments crisis (Freurd & Pierala, 2008). Lastly, export growth has been found to be a key 

driver of Gross Domestic Product (GDP); consequently, many developing countries have 

been seen to encourage exporting so as to stimulate growth in their domestic economies 

(Brenton & Newfarmer, 2007). For instance, Brenton and Newfarmer (2007) found a positive 

relationship between export market penetration and GDP per captia. Given these findings, it 

is not surprising that growth in world export trade has been substantial in recent years. For 

example, average exports have increased by 2.7 percentage points during the 2000 to 2007 

period (World Trade Organization, 2008). In volume terms, in 2007, manufactured products 

grew by 7.5 percent. Moreover, world merchandise trade volume has increased 

considerably, from US$ 5591 billion in 1997 to US$ 13950 billion in 2007 (WTO, 2008), and 

has increased to US$ 15238 billion in 2010 (WTO, 2011). 

 

Additionally, as exporting represents one of the most important entry modes into international 

markets, it is also considered a vital survival activity for a country’s economy (Lado et al., 

2001). The low level of committed resources and control that is required by firms, when 

pursuing a chosen market entry mode in foreign markets, has also made exporting a 

favourable strategic move. Also, as Small and Medium-sized Enterprises (SMEs) often lack 

the resources and staff of larger corporations; they tend to favour exporting as an entry mode 

to international markets (Jaffe & Pasternak, 1994). In support of this finding, Jaffe and 
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Pasternak (1994) argue that there is a realisation amongst SME managers that their firms’ 

success and growth can be accomplished through exporting, especially within the short term. 

 

2.2.1   Exporting and SMEs 

From a global economic perspective, internationalisation is more and more part of the current 

reality of doing business, especially for SMEs. Further, SMEs from both emerging and 

advanced markets increasingly have to interact with, and manage, globalisation. As 

mentioned previously, the internationalisation of markets, globalisation, the liberalisation of 

trade, deregulation, growth in the knowledge economy and e-business have created new 

challenges for SMEs worldwide; at the same time they have induced many SMEs to expand 

internationally. These factors have stimulated significant research attention in the area of 

SMEs and their exporting performance, as well as international activities, and obstacles or 

barriers to new market entry and exporting (e.g. Hamill, 1997; Karakaya, 2002; Chen, 2006; 

Crick et al., 1998).  

 

This interest has developed due to SMEs contribution to their country’s economic 

regeneration, in general, and the creation of opportunities, in particular (Hill et al., 2002). 

When compared to larger firms, SMEs are typically more resource-constrained (Fujita, 1995; 

Coviello & McAuley, 1999; Knight, 2000; Hollenstein, 2005). Hence, small firms are 

becoming increasingly international. Indeed, they have been reported to contribute between 

25 and 35 percent of world exports in manufacturing activities (Andersson & Floren, 2008). 

However, even small, resource-constrained firms can succeed when they expand overseas 

(Knight & Cavusgil, 2004; Oviatt & McDougall, 1994), where they are able to access valuable 

resources through their international activities (Kuemmerle, 2002). In addition, SMEs from 

developed countries have started to become more involved with risky environments, such as 

emerging markets. 

 

Thus, SMEs have come to play an increasingly important role in global economies (Hill et al., 

2002). Carson et al. (1995) reveal that, over the past 20 years, SMEs have been identified by 

most Western governments as being significant economic contributors to job and wealth 

creation. Thus, SMEs contribute to the economic development of nations and are considered 

as the manufacturing backbone for their ability to generate employment with minimum cost 

and innovation (Chen, 2006). Neupert et al. (2006) postulate that, in many countries, SMEs 

are one of the fastest growing economic segments. Consequently, there is a growing 

awareness of the importance of assisting SMEs in their contributions to job creation, 

developing new products and services, and encouraging entrepreneurial culture (Al-Aali, 
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1999). Importantly, the research has shown that many obstacles exist when undertaking 

international trade. For example, Crick et al. (1998) found that the most prominent obstacles 

facing manufacturing exporters were: competition in export markets; a lack of market 

information; a fear of imposed dumping policies; increasing tariffs; unclear trade agreements; 

import restrictions; the cost of importing raw materials; and the lack of suitable personnel 

(Hamill, 1997). However, SMEs are becoming more and more internationalised due to 

success and growth that can be accomplished, through it, and the low level of resource 

commitments that are required in this process. 

 

2.3 Exporting (Emerging vs. Advanced Markets) 

Historically, governments in both developed and developing economies have focused their 

efforts on enhancing international trade, specifically the exporting of goods and services 

(Viviers & Calof, 1999). The importance of exporting has increased in recent decades, due 

mainly to multiple business and economic benefits accruing from international goods and 

service exchanges (Leonidou, 2003). In support of this, Katsikeas and Morgan (1994) 

suggest that, when firms pursue an exporting strategy, they solve some of the country’s trade 

imbalances. 

 

As mentioned above, exporting is an important survival and growth trade tool for both 

developed and developing economies. In developed (advanced) economies, firms have been 

utilising exporting strategies to exploit emerging (host) markets in an attempt to find new 

market opportunities as their usual (home) markets become increasingly saturated (London 

& Hart, 2004). This approach has resulted from the perceived growth opportunities within 

emerging (host) markets (Arnold & Quelch, 1998). In particular, in developing nations during 

the 2000-2007 periods, this exporting strategy can be seen in terms of the change in volume 

of world merchandise exports and production. Interestingly, export growth was 3 percent in 

North America and around 4 percent in Europe for this same period (WTO, 2008). 

Furthermore, a recent report indicates that from 2000 to 2010, trade in manufactured goods 

grew in volume terms by an annual average of 4.8 percent (WTO, 2011). For example, 

Europe’s exports of manufactured products grew by 11 percent in 2010 and Asian exports of 

manufactured products grew by 30 percent in 2010, making up for the loss incurred during 

the financial crisis. Overall, the increase in export volume of manufactured goods in 2010 

was considerable, at 18 percent (WTO, 2011). 

 

Moreover, the contribution of the less-developed countries to world trade has increased, and 

the ratio of trade to GDP in these countries has continued to grow over the past years (WTO, 
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2008). The growth in the volume of world merchandise exports and production from 2000 to 

2007, in these regions, was 10.5 percent in Asia, and 6.5 percent in South and Central 

America. Furthermore, from 1995 to 2004, exports from developed to developing countries 

increased by approximately 140 percent (Brenton & Newfarmer, 2007). The main reasons for 

this significant growth includes the increasing reliance of advanced markets on developing 

countries as a source of demand for final goods, and as a source of inexpensive and high 

quality industrial raw materials (Ahearne, Fernald, Loungani, & Schindler, 2003; WTO, 2011). 

Thus, the wide array of motives located in international markets lead to an obvious increase 

in the number of firms engaged in exporting. 

 

Moreover, exporting firms, from emerging countries, differ from their counterparts in 

developed countries in many aspects (Neupert et al. 2006). These differences can be 

summarised by the following two main points. First, the export stimuli that motivated 

exporters from both domestic and foreign markets, and, second, the exporting barriers facing 

them in both the domestic and foreign markets. Additionally, many studies suggest that 

exporting stimuli and barriers facing, and experienced, by firms are different from one country 

to another, especially when the economic level of the countries differ. In emerging 

economies, many exporting firms encounter problems in product quality, whereas, in 

developed economies, the problems faced by exporters relate to the initiation and ongoing 

appreciation of exporting approaches (Neupert et al., 2006). 

 

SMEs in developing and emerging markets often suffer from the lack of management 

education, are overwhelmed with poor cost accounting, lack quality awareness, and do not 

engage in business planning and performance monitoring (Lind et al., 2000). More 

importantly, in relation to decision-making, information is not considered to be a significant 

asset. This being the case, many countries have instigated supporting programs for SMEs. 

For example, China has introduced promotional laws for SMEs; these provide policies and 

development measures that enhance the overall quality and competitiveness of SMEs, and 

stimulate industrial development. However, SMEs, in developing markets, often operate 

during rapid market growth and, therefore, their managerial and technical capabilities do not 

meet the demands of such market competition (Chen, 2006).  

 

In comparison, SMEs, in developed countries, show different managerial behaviour and 

ways in which they deal with and evaluate exporting. For example, Ojala and Tyrvainen 

(2007) found that USA SME software firms tend to favour countries which provide large 

markets for their software products; this then determines their entry market decisions. 

Further, in relation to Canadian SMEs, internationalisation is viewed as a natural 
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development of their domestic activities, and they often have carefully planned strategies 

targeting niche markets (Spence, 2003). However, differences between firms from different 

economic levels exist, with many recent studies reporting such results (e.g. Neupert et al., 

2006).  

 

Within the current global and connected business environment, firms from any market, 

(regardless of the economic level of the country), may experience the same problems. 

Nevertheless, it appears that the cost of the production is the main barrier facing most of the 

manufacturers from advanced markets, as well as from some emerging markets. This 

internal barrier is viewed as the main obstacle that makes international market competition 

quite high for advanced market firms when they target developing and emerging markets, as 

well as advanced markets. Thus, emerging market firms are utilising this competitive 

advantage over their counterparts from advanced markets. In addition, the differences across 

the two different markets may be due to differences in motivation, in the barriers that the 

firms are facing, cultural differences, and the individual characteristics that influence the 

firm’s decision-makers. As such, these are further discussed in the following sections. 

 

2.4 Motivation to Export 

Exporting may be conceptualised as a strategic response, by management, to the interplay 

of internal and external forces (Lado et al., 2001). Thus, firms choose exporting as a 

marketing strategy for a variety of reasons. First, the increase in competition and trade 

liberalisation in international markets has encouraged many firms to move towards exporting 

(Crick & Chaudhry, 1997). Second, the high level of foreign competition has forced local 

firms to become more international (Viviers & Calof, 1999). In addition, within the context of 

the product life cycle model, firms often adopt global strategies when their products have 

reached a declining stage in home country markets (Barkema et al., 1996). Hence, exporting 

is a necessary ingredient to ensure the survival and growth of firms (especially SMEs) 

(Westhead, 1995). In support of this, Hall (1980) suggests that firms may be enticed into 

exporting due to hostile local environments that make survival and development difficult. 

 

Generally, a firm’s involvement in exporting is the result of a wide array of motives, which can 

be classified into internal and external categories (Leonidou, Katsikeas, Palihawadana, & 

Spyropoulou, 2007). These export motives, also called stimuli, incentives or attention 

evokers, are the main drivers of the firm's decision to initiate export activities. Further, 

internal motives are associated with factors such as the accumulation of unsold inventory, 

the desire for growth, and the possession of a unique product. In contrast, external motives 
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are associated with the external environment in both the home and host countries, including 

unsolicited orders from abroad, favourable exchange rates, and encouragement by 

government agencies (Leonidou et al., 2007). Moreover, several factors have made 

exporting a popular business mode. They relate to the minimisation of business risks, the low 

commitment of resources, and the added flexibility in the movement of goods and services 

across borders (Leonidou, 1995b). 

 

2.4.1 Internationalisation and Export Motivation 

O’Farrell and Wood (1998) suggest that a variety of demand-side and supply-side factors 

influence a firm’s ability to internationalise. Further, SMEs owners, with limited experience, 

information and networks, are less aware of the opportunities available in domestic and 

foreign markets (Westhead et al., 2004). Thus, exporting motives have, in the main, a direct 

impact on exporters during the process of internationalisation, which differs from one stage to 

another. This process is observable (even without a large difference between the motivations 

of firms) particularly while initiating or continuing to export. However, SMEs need more (and 

diversified) assistance from the government, due to their capabilities and lack of human and 

financial resources (Crick, 1995). 

 

Baker and Kaynak (1992) found that the most important motivators to export in Canadian 

firms, were: the foreign markets’ size; searching for market diversification to achieve stability; 

and profit potential and physical proximity to the US market. Interestingly, the firms’ major 

motives, in terms of exporting during the initiating stage, appear to be responses to: 

unsolicited orders from aboard; looking to market diversification for stability; offers by foreign 

distributors; and profit potential. On the other hand, existing exporters are motivated by: 

access to larger markets; the proximity of markets; utilising excess capacity; the high growth 

rate; and smoothing out of business cycles. 

 

Many models have been developed in the international marketing and management 

literatures to explain firm behaviour when internationalising activities (See Figure 2.2). The 

first model, introduced by Johnson and Wiedersheim-Paul (1975), is termed the Uppsala 

model. They identified many factors that are important during a firm’s internationalisation 

stages, such as, the decision-makers’ characteristics, market information, the enterprise’s 

environment, and the firms’ extra-regional expansion. Their model stresses the important role 

played by a firm’s information acquisition procedure during the internationalisation process 

(Hoang, 2000). Another model, introduced by Bilkey and Teaser (1977), proposes that the 

process of internationalisation, especially the exporting activities should be viewed, in the 
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main, as a learning process whereby firms gradually become familiar with international 

markets and the exporting operations.  

 

In addition, Cavusgil (1982) proposes a model that conceptualises a firm’s export behaviour 

as a process comprising the management of successful decisions over a period of time. He 

suggests several factors that either hinder or assist the firm’s process of internationalisation. 

The Barret and Wilson (1986) model emphasises the impact of top management’ attributes 

on the firm’s export behaviour, including: decision-makers’ personal characteristics, and 

intentions toward international business orientation to planning foreign operations. Lim, 

Sharkey and Kim’s (1991) model focuses on an innovation adaptation perspective. This 

model differentiates four stages, explaining observed exporting behaviour, namely: 

awareness, interest, intention and adoption. Importantly, Reid (1981) argues that the 

decision-maker’s attitude, experience, motivation and expectations are the primary 

determinants in a firm’s decision to engage in foreign market activity. For this he proposes a 

five-stage model focusing on the firm’s decision-maker (See Figure 2.2 for the model 

stages). In contrast, Crick (1995) categorises exporting firms and their development during 

internationlisation in relation to their export commitment as non-exporters, passive exporters, 

or active exporters. 

 

In spite of the relative merits of these studies, the stages of the models of export 

development have been criticised for their theoretical and methodological shortcomings 

(Hoang, 2000). First, Leonidou and Katsikeas (1996) criticise the models' assumptions that 

export development must occur through gradual steps and mechanistic progression. Other 

researches argue that firms do not, or should not, follow the proposed stages (Andersen, 

1993; Reid, 1981; Turnbull, 1987). Second, Anderson (1993) suggests that these models are 

not explanatory in relation to how the gradual process takes place, or how the firms can 

move from one step to another. Third, Bell (1995) argues that, with global improvements in 

the communication and transportation industry, the world economy has become less relevant 

in terms of ‘psychic distance’. Moreover, these models view exporting as a single activity 

rather than one of the firm’s overall activity portfolios (Leonidou & Katsikeas, 1996). 

 

Thus, there is a consensus that firms be classified as non-exporters, passive exporters or 

active exporters (Crick, 1995). Crick (1995) suggests that there are less noticeable 

differences between firms during the different stages of internationalisation. For example, the 

first group (and stage one), the non-exporter group, involves management groups that are 

not interested in exporting. The second group, the passive exporters group, incorporates 

three stages, starting with stage two, namely, that management is willing to fill unsolicited 
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orders, but makes little effort to explore the feasibility of active exporting. Stage three occurs 

when management actively explores the feasibility of active exporting, while the fourth stage 

occurs when the firm exports on an experimental basis to some psychologically close 

country. The third group, the active exporters, contains two stages (the fifth and sixth 

stages). In the fifth stage, the firm is an experienced exporter, while, in the sixth stage, 

management explores the feasibility of exporting to other more psychologically distant 

countries.  

 

Previous research by Crick (1995) suggests that firms in similar stages share common 

characteristics. The study highlighted the different motives operating at the various stages. 

Thus, in stages two to four, the motives relate to unique products and managerial motivations 

and, to a lesser extent, profit advantage and marketing advantage. In support of this 

approach, Baker and Kaynak (1992) found similar common motives that firms are exposed to 

during the internationalisation process or the stages of exporting. Indeed, there is growing 

evidence to suggest that firms pass through several stages on the way to becoming actively 

involved in exporting activity (Moini, 1998). Once again this view, that internationlisation is a 

staged process, is supported by the literature review on export behaviour (for example, 

Johanson & Wiedersheim-Paul, 1975; Bilkey & Tesar, 1977; Cavusgil, 1982; Reid, 1981). 

Consequently, it is reasonable to conclude that firms: a) will be at different stages of 

development; b) will proceed at different rates; c) that previous experience will influence 

future activities; and d) that many firms will not complete the exporting process (Crick, 1995). 
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Figure 2:2   Internationlisation Process Models 
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Bilkey and 

Tesar 

1977 

Cavusgil 

1980 

Czinkota 

1982 

Reid  

1981 

Khan  

1978 

Stage 1 

Export awareness: 
problem of opportunity 

recognition, arousal of 

need 
Stage 2 

Export intention: 

Motivation, attitude, 
beliefs, and expectancy 

about limited exporting 

Stage 3 
Export trial: personal 

experience from limited 

exporting 

Stage 4 

Export evaluation: results 

from engaging in 
exporting  

Stage 5 

Export acceptance: 
adoption of 

exporting/rejection of 

exporting 

Stage 1 

New exporters' market 
ventures 

Stage 2 

Buyer initiated export 
market ventures 

Stage 3 

Carelessly planned export 
market ventures 

Stage 4 

Carefully planned export 
market ventures 

Stage 5 

Experienced exporters' 

market ventures 

Stage 6 

Exports through own 
sales subsidiary 

Stage 7 

Export ventures located 
in Communist countries 

 

Source: Adapted from Johanson & Wiedersheim-Paul (1975); Bilkey & Tesar (1977); Cavusgil (1982); Czinkota (1982); Khan (1978); Reid (1981). 
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2.4.2 Export Motives and Export Development 

International marketing researchers have proposed that there are many stages in the 

internationalisation process of the firms (Bilkey & Tesar, 1977; Cavusgil, 1982, 1984; 

Cavusgil & Nevin, 1981; Czinkota & Johnston, 1981; Katsikeas, 1996; Rao & Naidu, 

1993). However, some studies have questioned the difference that exists between 

firms during their export development (Katsikeas, 1996; Reid, 1981; Sullivan & 

Bauerschmidt, 1990; Turnbull, 1987). That is, motivating factors can be found during 

the internationalisation process, starting from the pre-export and initial stages to 

more progressed and matured stages (Bilkey & Tesar, 1977; Leonidou, 1995b). 

Supporting this assessment, Katsikeas (1995) suggests that regular exporters are 

more likely to place greater emphasis on export stimuli, which can be seen in their 

ability to modify their products to suit international markets, while sporadic exporters 

apportion less importance to these actions.  

 

Moreover, empirical evidence suggests that the factors that motivate the decisions of 

regular exporters are of a more proactive nature, whereas the decisions of sporadic 

exporters are more reactive in nature (Katsikeas, 1996). Therefore, some studies 

have indicated that reactive stimuli are very important for exporters during the 

initiation stages (Albaum, 1983; Bilkey, 1978; Cavusgil, 1984a; Joynt, 1982; 

Katsikeas, 1995); this conclusion means that the more the firm is engaged in 

exporting, the more they will be proactively stimulated. Also, some researchers have 

investigated the relationship between the firm's characteristics, such as firm size and 

the export stimuli, and how such characteristics influence firm behaviour towards 

export stimuli (Hoang, 2000). 

 

2.4.3 Firm Size and Export Motivations 

One of the most important factors receiving attention in the exporting literature is 

firm-specific resources and capabilities, which are identified as influencing the export 

behaviour  of many firm (Suárez-Ortega & Alamo-Vera, 2005). For example, the 

firms’ size (Axinn, 1988; Bonaccorsi, 1992; Calof, 1994; Cavusgil, 1984; Reid, 1982) 

is a major variable related to firm export development; thus, there is a positive 

relationship between firm size and export behaviour. Further, the importance of size 

relates to the resources and capabilities that the firm possesses, which, in turn, 

makes direct involvement in exporting easier and faster. In support of this conclusion, 

Pederson and Petersen (1998) suggest that firm size can be seen as a proxy for the 

availability of resources. Also, larger firms, with their larger resource base, are more 
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able to handle risks associated with exporting than are smaller firms (Erramilli & Rao, 

1993).  

 

In addition, Clark (1993) argues that firms with large resources will behave differently 

than smaller ones regarding their competitive strategies. For example, larger firms 

are more concerned with long-term adaptiveness (quicker to react) to external 

environmental changes (market changes) than are smaller firms; However, there is 

little consensus in relation to the impact of firm size on exporting activities (Aaby & 

Slater, 1989). Indeed, many studies support the argument that there is a difference 

between various firm sizes and export behaviour. However, this difference does not 

appear to be great (Julien, Joyal, Deshaies, & Ramangalahy, 1997). In the 

developing economy of Vietnam, Hoang (2000) found that large Vietnamese firms 

were more motivated by proactive factors, such as the knowledge of foreign markets, 

and the firm’s unique competence, than were smaller firms. This is related to the 

limited resources that the smaller firms could access in such countries. 

 

A number of reactive and proactive motives for exporting are given by SMEs 

(Leonidou, 1998). According to Leonidou et al.’s (2007) literature review, 40 different 

motives were identified as having an impact upon the export behaviour of small firms. 

These motives are classified (as mentioned earlier) as internal and external factors. 

The five main export internal stimuli categories are: human resource-related stimuli, 

financial stimuli, production-related stimuli, research and development-related stimuli, 

and marketing-related stimuli. The main export external stimuli are domestic market-

related stimuli, foreign market-related stimuli, home government-related stimuli, 

foreign government-related stimuli, intermediary-related stimuli, competition-related 

stimuli, customer-related stimuli, and miscellaneous stimuli. The larger (of the small) 

firms have a greater propensity to report proactive motivations for exporting than 

micro firms (Moen, 1999). Indeed, Moen (1999) noted that SMEs can be pushed into 

exporting due to a small or declining domestic market. In general, Westhead, 

Ucbasran and Binks (2004) found that SMEs’ reasons for exporting are ones that 

respond to a number of exporting motives, and varied from proactive to reactive 

stimuli.  

 

Firms from different economic level countries may have experienced differences in 

exporting motivations(Neupert, et al., 2006).This result may be due to the different 

internal and external motivates available to firms, which, in turn, depend on their 

country’s economic level. For example, firms operating in advanced markets usually 
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receive real and tangible government incentives to encourage them to go global. 

Also, these firms tend to have access to financial resources which allows them to 

compete in the quality of their products or services. On the other hand, exporters 

from emerging markets may have problems in receiving government incentives or 

access to funds which are barriers, rather than motives. In other words, each market 

has its own unique exporting motive or motives that make them different from the 

others; this fact is true even within the same economic level markets. Nevertheless, 

many firms encounter significant obstacles when pursuing an exporting strategy. This 

notion is now further discussed in the next section (section 2.5). 

 

2.5 Barriers to Exporting 

Arguably, one of the most widely investigated areas in the exporting literature 

pertains to the barriers to exporting (Barkema et al., 1996). These obstacles or 

barriers include those problems and constraints that are faced, or hold back, a firm’s 

ability to start, develop, or continue business activities in foreign markets (Leonidou, 

2004). In addition, many studies have identified the factors hindering firms from 

initiating, developing or sustaining exporting activities (Leonidou, 1995a). Exporting 

barriers have been grouped into two categories: internal and external. Leonidou 

(2004) suggests that internal barriers are those associated with an exporting 

organisation’s resources, capabilities and approaches to exporting (i.e. information, 

functional and marketing barriers). In contrast, external barriers are those stemming 

from both home and host country environments, such as foreign rules, regulations, 

tariff barriers and differing societal customs. Further, previous research has identified 

additional obstacles, including psychological, operational, organisational, and 

product/market elements (Hamill, 1997).   

 

Other studies have identified several broader external and internal barriers, including: 

external, operational, internal, and informational problems (e.g. Katsikeas & Morgan, 

1994). However, studies by Kaleka and Katsikeas (1995), Morgan (1997), and 

Leonidou (1995b) have extended these areas and re-termed them as: internal-

domestic export barriers; internal-foreign export barriers; external-domestic export 

barriers; and external-foreign export barriers. These four categories of barriers will be 

discussed in detail in the next chapter (Chapter 3). 
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2.5.1 Export barriers and Firm Characteristics 

A range of factors have been identified as influencing and shaping a firm’s export 

behaviour (Katsikeas & Morgan, 1994). Indeed, such behaviour  is heavily influenced 

by management’s perception of the barriers associated with exporting activities; this 

perception is influenced by the firm’s characteristics, such as firm size and export 

experience (Samiee & Walters, 1990). The findings of several empirical studies have 

shown that the size of the firm is a key determinant of its’ export propensity (Burton, 

1987; Reid, 1981). Therefore, smaller firms, without size advantages, will be 

impacted upon (negatively) in terms of their export activities (Katsikeas & Morgan, 

1994). Advantages connected to a firm’s size include the number of staff, financial 

resources, and capabilities. Hence, firms with higher capabilities and resources are 

able to direct greater efforts towards exporting success than firms with limited 

resources and capabilities (Cavusgil & Naor, 1987; Reid, 1981). However, research 

by Aaby and Slater (1989) has shown that there is little agreement over whether the 

firm’s size has an impact on its exporting activities performance and behaviour. 

 

Nevertheless, there is consensus that a firm possessing more resources and 

capabilities usually achieves higher levels of economies of scale and, thus, have 

lower levels of perceived risk associated with their exporting activities (Bonaccorsi, 

1992). In support of this view, Katsikeas and Morgan (1994) posit that there are 

significant differences between a firm’s size when dealing with exporting barriers, 

namely, information/communication with the export market, product adaptation, and 

exogenous logistical constraints. As a consequence, smaller firms perceive more 

problems than did larger firms. 

 

2.5.2 Exporting Risk 

Many forces exist in the global business environment that constrain firms from 

exporting; these barriers can be categorised under the broad umbrella of ‘risk’ 

(Fletcher & Brown, 2008). Specifically, Cavusgil (2004) categorises risk as: 

commercial, financial, country (political and legal), and cross-cultural. First, 

commercial risks are associated with the presence of weak partnerships; operational 

problems; timing of entry; competitive intensity; and poor execution of strategy. 

Second, financial/currency risks include those associated with currency exposure; 

asset valuation; foreign taxation; inflationary and transfer pricing; and global 

sourcing. Third, host country (political and legal) risks include: social/political unrest 

and instability; economic mismanagement; inflation; distribution of income; size of the 
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middle class; government intervention; bureaucracy and red tape; market access; 

profit repatriation; and legal safeguarding of intellectual property rights. Finally, cross-

cultural risks are associated with the cultural distance that appears between the host 

and home countries, such as: cross-country negotiation patterns; decision-making 

styles; and ethical practices.  

 

In an attempt to try to reduce risk, Cavusgil, Ghauri and Agarwal (2002) suggest that 

managers assess all available information in relation to the selected markets in order 

to evaluate what kinds of risks are involved in doing business in that market. This 

approach is particularly important as many international markets differ significantly, 

especially based on their maturity (or lack thereof). Several studies have found a 

marked difference in how firms handle and operate international activities (Neupert et 

al., 2006); also, Cavusgil, Ghauri and Agarwal (2002) argue that firms from advanced 

markets experience different barriers than their counterparts from emerging markets. 

Most of these differences exist within the context of the home country.  

 

2.6 Export Decision-Making (Risk Perception) 

In SMEs, the owner/managers, or senior management, are responsible and 

authorised to make the decision to start, continue, or discontinue exporting, or any 

other international activity (Gilmore et al., 2004). Thus, an SME’s degree of 

commitment and involvement in international activities is largely determined by their 

managers. Therefore, the key variable in small business internationalisation is the 

decision-maker of the firm. In this context, SME’s decision-makers are those who 

determine the nature and scope of international activities (Westhead, 1995). Several 

studies have suggested that the decision to internationalise is an entrepreneurial act 

by a manager (e.g. Crick, 2004), and that the characteristics of the decision-makers 

(managers) are a major antecedent to export growth (e.g. Leonidou, Katsikeas, & 

Piercy, 1998). 

 

Axinn (1988) suggests that when managers evaluate the external and internal 

environment, prior to adopting a chosen exporting strategy, the evaluation process is 

largely influenced by their perception of the characteristics of exporting. In support of 

this finding, Suarez-Ortega and Almo-Vera (2005) postulate that the management’s 

attitudes and perceptions about exporting are the main determinants of their choice 

of exporting approach. Moreover, international operations and exporting success is 
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most often dependent on management’s perceptions of suitable export target 

markets (Ojala & Tyrvainen, 2007). 

 

The international business literature classifies market entry mode strategies into 

three broad groups: non-equity/exporting mode, joint-venture mode, and wholly 

owned subsidiary mode (Ahmed, Mohamad, Tan, & Johnson, 2002; Hill et al., 2002). 

Firms may choose one of these entry modes, based on their management’s 

perception of the targeted market (Brouthers, 1995). As a consequence, firms tend to 

avoid risks associated with foreign markets by choosing the entry mode that would 

most likely reduce such risks (Naumann & Lincoln, 1991). Ahmad, Mohamad, Tan 

and Johnson (2002) found that, for Malaysian organisations in the public sector, the 

choice of market entry mode was influenced by the degree of perceived risk in 

international markets. They also found that there was a negative relationship 

between the level of perceived risk and the level of resource commitment and control 

of organisational operations in foreign markets. 

 

A review of the exporting literature reveals an increased concentration of research in 

the area of exporting barriers, as well as interest in problems experienced by SMEs 

in undertaking international activities. However, there has been noticeably less work 

conducted on the experience of SMEs exporters as they grow internationally 

(Neupert et al., 2006). Most of the work which has been undertaken in this domain 

has focused on developed and fully industrialised countries, with less attention being 

given to developing and emerging industries in the third world (Al-Aali, 1999).Overall, 

exporting is an important activity for SME’s at both an organisational and economic 

level (D'Souza & McDougall, 1989; Edmunds & Khoury, 1986).  

 

However, involvement in international trade requires knowledge of the process of 

exporting, as well as the cultural context. Due to the obstacles, forces, and 

uncertainties in international markets, many SMEs are not currently internationalised. 

This outcome may be a result of the perception of risk held by the owner/managers 

of such firms (Leonidou, 2004). Numerous studies have identified many obstacles 

and risks associated with international marketing (e.g. Leonidou, 2003; Leonidou, 

1995a; Karakaya, 2002; Chen, 2006; Crick et al., 1998). Nevertheless, there is a 

significant body of literature that deals with the uncertainties and risks that exist in 

international markets (e.g. Brouthers, 1995; Brouthers, Brouthers& Werner, 2002), 

the process of SMEs internationalisation (Westhead et al., 2001), and the factors 

influencing the decision to initiate, continue or discontinue exporting (Crick, 2004). 
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However, it is not currently clear how exporting SMEs decision-makers, within 

manufacturing, perceive these obstacles, and whether this influences their decisions 

to export. The proposed framework and conceptual model in the current research will 

assist in clarifying this problem and facilitate a greater understanding of the linkage 

between the different (identified) variables and the resultant exporting decision. 

 

Thus risk provides a point of investigation in relation to international marketing 

activities. However, little is known of how SMEs in developing and emerging markets 

deal with risk in comparison to those operating within advanced markets. However, 

the decision-makers (senior management) appear to be the most important factor in 

determining a company’s commitment to exporting (Gilmore et al., 2004). Studies in 

this field have generally focused on how these decision-makers work, and how risk 

management experiences have shaped and directed their degree of involvement in 

exporting (e.g. Lind et al., 2000; Westhead, 1995; Sitkin & Pablo, 1992). 

Unfortunately, to date, minimal work has been undertaken in relation to the influence 

a decision-maker’s individual characteristics have on their perception of the risks 

associated with exporting. Moreover, studies investigating and comparing SMEs, in 

both developed and developing countries, have found a marked difference in how 

they handle and operate international activities. One of these involves the effect of 

cultural differences from one country to another, particularly in relation to managerial 

style (Hofstede, 1980). 

 

2.7 Export Decision-Making (Cultural Characteristics) 

Equally important to these factors are the cultural factors, such as the attitudes, 

values, norms, beliefs, behaviours, and demographic trends of countries. Many 

studies have linked and established the manager’s ways of management and 

behaviours to their cultures, which differ considerably amongst countries. Also, 

culture represents the broadest influence on many dimensions of human behaviour 

(Soares, Farhangmehr & Shoham, 2007). For instance, the boundaries and 

responsibilities of occupations sometimes have restrained differences across 

cultures. Accordingly, managers must be familiar with such cultural nuances in order 

to function effectively in both the domestic and international business environments. 

Consequently, culture plays a vital role in getting things done. That is, 

cultural differences between countries and individuals will have a significant 

impact on their behaviour, especially the manager’s decision-making process. These 
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cultural differences are what distinguish the decision-making processes between 

companies at all levels and, in particular, export-related decisions.  

 

Hofstede's (1994) definition of culture is relevant here; ''the collective programming of 

the mind which distinguishes the members of one category of people from another, 

and the category of people can be a nation, region, or ethnic group (national etc. 

culture), women versus men (gender culture), a social class, a profession or 

occupation (occupational culture), a type of business, a work organization or part of it 

(organizational culture), or even a family'' (p.1). One of the best models to 

consider cultural differences between countries is Hofstede's five dimensions model. 

This model is the most widely used national cultural model in a vast range of studies 

conducted in different research domains (e.g. psychology, sociology, marketing, and 

management) (Sondergaard, 1994; Steenkamp, 2001).  

 

In his studies, Hofstede (1984, 1991, 2001) utilised 116,000 questionnaires from over 

60,000 respondents in over sixty countries. The five dimensions created assigned 

indexes for each of the five dimensions to all nations, and linked them with 

demographic, geographic, economic, and political aspects of the society (Kale & 

Barnes, 1992; Soares et al., 2007), a feature unmatched by other frameworks. Thus, 

Hofstede's study is the most comprehensive and robust study in terms of national 

culture sample numbers (Smith et al., 1996). Moreover, Soares et al. (2007) argue 

that the framework is useful in formulating hypotheses for comparative cross-cultural 

studies. Therefore, Hofstede’s operationalisation of cultures (1984) is viewed as the 

“standard” and best model used in international marketing studies (Dawar et al., 

1996; Engel et al., 1995; Samiee & Jeong, 1994; Sivakumar & Nakata, 2001; 

Sondergaard, 1994). This model consists of five dimensions that summarise the 

features of the cultures which help to understand how countries differ; these five 

dimensions are discussed in the following sections. 

 

2.7.1  Power Distance 

Power distance is the extent to which the less powerful members of organisations 

and institutions accept, and expect, that power is distributed unequally. This 

represents inequality (more versus less), as defined from below, not from above. It 

suggests that a society’s level of inequality is endorsed by the followers as much as 

by the leaders. Further, power and inequality appear to be fundamental to any 

society, while any one with international experience will be aware that “all societies 
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are unequal, but some are more unequal than others” (Hofstede, 1994, p.3). Table 

2.1 lists some of the differences between small and large power distance cultures. 

Thus, firms and managers operating in high power distance societies will be more 

centralised, with more dictatorial power, which influence a firm’s performance. 

Indeed, every transaction has to be completed through the firm’s managers, and this 

will delay the development process of the company.   

 

Table 2:1   Hofstede Model - Power Distance (PD) 

 Level Characteristics 

P
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e
 

 

High PD 

 

 Centralized companies. 

 Strong hierarchies. 

 Large gaps in compensation, authority, and respect. 

 

 

Low PD 

 

 Flatter organizations. 

 Supervisors and employees are considered almost as 
equals. 

 

 Source: Adapted from Hofstede (1994). 

 

2.7.2 Individualism versus Collectivism 

Another cultural difference is individualism versus collectivism, which can be defined 

as the degree to which individuals are incorporated into groups. In individualistic 

societies, the ties between individuals are loose, with everyone expected to look after 

him/herself and his/her immediate family. On the other hand, collectivistic societies, 

(from birth onwards), are integrated into strong, interrelated in-groups, often 

extended families (with uncles, aunts and grandparents), which continue protecting 

them in exchange for unquestioning loyalty. The word “collectivism” in this sense has 

no political meaning; it refers to the group, not to the state. Again, the current topic is 

addressed by this dimension; it is an extremely fundamental dimension, apparent in 

all societies (Hofstede, 1994). Within individualistic countries, managers place more 

emphasis on their success and achievements. In the case of exporting, they are 

more able to export because they are risk-takers in comparison to their counterparts 

from collectivistic countries. Further, individualistic managers enjoy the challenge of 

exporting. 
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 Table 2:2   Hofstede Model - Individualism (IDV) vs. Collectivism 

 Level Characteristics 
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High IDV 

 

 High valuation on people's time and their need for freedom. 

 An enjoyment of challenges, and an expectation of rewards 
for hard work. 

 Respect for privacy. 

 

 

 

Low IDV 

 

 Emphasis on building skills and becoming masters of 
something. 

 Work for intrinsic rewards. 

 Harmony more important than honesty. 

 

 Source: Adapted from Hofstede (1994). 

 

2.7.3 Masculinity versus Femininity 

Within cultural differences is the distinction between gender, that is, masculinity 

versus femininity. These two terms refer to the distribution of gender roles, being 

another fundamental issue for any society in which a range of solutions are found. 

The IBM (Hofstede, 1994) study revealed that women’s values differ less among 

societies than men’s values. In addition, men’s values include being very assertive, 

and competitive and differ from women’s values, which relate to values of modesty, 

caring, and so forth. The male assertive role has been termed “masculine” and the 

modest, caring role “feminine”. In  feminine countries, women have equal modesty 

and caring values to men, while in masculine countries the women are somewhat 

assertive and competitive, but not as much as the men. These countries demonstrate 

a gap in the values between men and women. 

 

Masculine societies appreciate achievement and dislike failure, whereas feminine 

societies value relationships, and view failure as much less important (Newman & 

Nollen 1996). Moreover, within masculine societies, individuals tend to be ambitious 

and need to (personally) excel. They also place a great emphasis on their work; in 

other words, they live in order to work and they have a high regard for achievers. On 

the other hand, feminine societies are more concerned with quality of life and helping 

others. In the workplace, they work to earn the money necessary for living in 

business, as well as in private life; they strive for consensus and develop sympathy 
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for people who are in need. Thus, exporting managers who work in masculine 

societies will behave differently than their counterparts in feminine societies when it 

comes to the exporting decision.  

 

Table 2:3   Hofstede Model - Masculinity (MAS) vs. Femininity 

 Level Characteristics 
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High MAS 

 

 Men are masculine and women are feminine. 

 There is a well-defined distinction between men's work 
and women's work. 

 Assertiveness appreciated. 

 Oversell yourself. 

 Stress on careers. 

 Decisiveness. 

 

 

 

Low MAS 

 

 A woman can do anything a man can do. 

 Powerful and successful women are admired and 
respected. 

 Assertiveness ridiculed 

 Undersell yourself. 

 Stress on life quality. 

 Intuition. 

 

Source: Adapted from Hofstede (1994). 

 

2.7.4 Uncertainty Avoidance 

Uncertainty avoidance is the fourth dimension of Hofstede's model and deals with a 

society’s tolerance for uncertainty and ambiguity. Further, it refers to a person’s 

search for truth, and indicates to what extent a culture programs its members to feel 

either uncomfortable or comfortable in unstructured situations. Unstructured 

situations are novel, unknown, surprising and different from the usual. Uncertainty 

avoiding cultures try to minimise the possibility of such situations by strict laws and 

rules, safety and security measures and, on the philosophical and religious level, by 

a belief in absolute truth; “there can only be one truth and we have it”. People in 

uncertainty avoiding countries tend to be more emotional, and motivated by an inner 

nervous energy. The opposite type, uncertainty accepting cultures, are more tolerant 

of opinions which diverge from what they are used to; they try to have as few rules as 

possible and (on the philosophical and religious level), they are relativist and allow 
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many currents to flow side by side. People within these cultures are more phlegmatic 

and contemplative, and are not expected by their environment to express emotions 

(Hofstede, 1994). 

 

Thus, managers from high uncertainty avoidance societies tend to be more cautious 

when they deal with international activities. In such cultures emotions are displayed 

in the way that everything different is perceived as dangerous. However, managers 

from low uncertainty avoidance societies are more likely to stimulate innovations and 

emphasise new ideas. They are more flexible, and more proactive than reactive, to 

changes occurring inside and outside of business. Thus, they will be more active 

exporters, due to their acceptance of the existence of risk and their informal and 

flexible management style. 

Table 2:4   Hofstede Model - Uncertainty Avoidance (UAI) 

 Level Characteristics 
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High UAI 

 

 Very formal business conduct with lots of rules and policies. 

 Need and expect structure. 

 Sense of nervousness spurns high levels of emotion and 
expression. 

 Differences are avoided. 

 Emotional need for rules–written or unwritten. 

 More formalization and standardization. 

 

 

 

Low UAI 

 

 Informal business attitude. 

 More concern with long term strategy than what is 
happening on a daily basis. 

 Accepting of change and risk. 

 Dislike of rules–written or unwritten. 

 Less formalization and standardization. 

 

Source: Adapted from Hofstede (1994). 
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2.7.5 Long-Term versus Short-Term Orientation 

This fifth dimension was found in a study among students in 23 countries around the 

world, using a questionnaire designed by Chinese scholars (The Chinese Culture 

Connection, 1987). Later it was added to Hofstede's original model. The dimension 

helps explain how people deal with Virtue, regardless of Truth. The long-term 

orientation infers that people are more oriented towards values like thrift and 

perseverance. On the other hand, the values associated with short-term oriented 

people are respectful of tradition, fulfilling social obligations, and protecting one’s 

“face”. Both the positively and the negatively-rated values of this dimension remind 

us of the teachings of Confucius (King & Bond, 1985). Originally called “Confucian 

dynamism”, the dimension also applies to countries without a Confucian heritage. It 

indicates the extent to which a society is more future/long-term orientated, or more 

past or short-term orientated. Hence, managers from long-term orientation cultures 

will be more focused on the pursuit of certain goals, and building long-term 

relationships to accomplish their goals. These managers are more focused on 

steadiness and stability. In comparison, managers from short-term orientations are 

considered more entrepreneurial as long-term traditions and commitments do not 

become impediments to change. This approach in fast moving markets does not 

perform well; similarly, too much respect for tradition prevents innovation.  

 

Table 2:5   Hofstede Model - Long Term vs. Short Term Orientation 

 Level Characteristics 
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High LTO 

 

 Family is the basis of society. 

 Parents and men have more authority than young 
people and women. 

 Strong work ethic. 

 High value placed on education and training. 

 Emphasis on persistence. 

 Invest in real estate.  

 

 

 

Low LTO 

 

 Promotion of equality. 

 High creativity, individualism. 

 Treat others as you would like to be treated. 

 Self-actualization is sought. 

 Emphasis on quick results. 

 Invest in mutual funds. 

Source: Adapted from Hofstede (1994). 
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Generally, when firms decide to venture overseas, they consider this as a strategic 

move, often due to the amount of risk associated with the logistical complexity, and 

the need for customising products for specific markets (Ferdows, 1997). Therefore, it 

is possible that some, or all elements of, culture would impact upon the decision to 

export, as well as the total amount to be exported (Pagell et al., 2005). Companies 

that have manufacturing plants located within certain cultures might find it more 

difficult to create products for export or to use foreign sources, as culture plays a 

major role in the decisions surrounding the level of exports chosen. Moreover, 

Flaherty (1996) suggests that cultural differences affect the way managers 

communicate which, in turn, affect their decision to introduce new products, 

forecasting and scheduling, and quality management. Thus, the study of cultural 

differences between emerging and advanced markets will provide a better 

understanding of the differences between SMEs decision-makers exporting 

behaviour; how these influence their risk perception associated with such 

international activities; and how these differences influence managers’ decisions to 

export. Next, the influence of the decision-makers’ individual characteristics on their 

risk perception associated with exporting is discussed. 

 

2.8   Export Decision-Making (Individual Characteristics) 

A firms’ attitude and behaviour towards trade opportunities, barriers to 

internationalisation, or their readiness to be involved in international markets, appear 

to be influenced mostly by the perceptions of top management (Dichtl et al., 1990). 

Prior research has shown that SMEs’ success in internationalisation relies upon the 

determination and drive of management (e.g. Cavusgil, 1984) and, in particular, the 

propensity of such management to take risks (Chetty & Campbell-Hunt, 2003). 

However, little attention is given to the relationship between the decision-makers’ 

behaviour  in small and medium-size firms, and the process of internationalisation 

(Andersson & Floren, 2008). This shortage of information exists, even though the 

importance of the manager/owner has caught the attention of various researchers 

(e.g. Andersson & Floren, 2008; Gilmore et al., 2004).  

 

Until recently there has not been a holistic and informative approach to the 

discussion about the influence of individuals on a firm’s internationalisation process 

(Anderson & Floren, 2008). Interestingly, this has occurred despite the knowledge 

that managers and owners of SMEs appear to influence every business transaction 

(Reijonen & Komppula, 2007). Indeed, Schein (1992) argues that the firm’s founder 
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is considered to be the central determinant of the firm in all respects, influencing its 

strategies, structure and culture. Also, Walker and Brown (2004) found that owners 

and managers usually make most of the business actions and decisions in SMEs. 

Therefore, their personal abilities and motivations will impact upon the firm’s overall 

strategy in relation to expansion, growth (Walker & Brown, 2004), and 

entrepreneurial decision-making. 

 

2.8.1 Decision-makers and Entrepreneurship 

Within this context, entrepreneurship refers to new ideas, such as innovative ways of 

producing products, or developing new sources of supplies, thus giving firms a 

competitive advantage (Schumpeter, 1934). Brundin, Patzelt and Shepherd (2008) 

posit that firms that act entrepreneurially operate in complex and dynamic 

environments. Moreover, firms that adopt an entrepreneurial strategic orientation 

generally act proactively, as shown by their innovative actions and risk-taking 

(Wiklund & Shepherd, 2005). Further, Wiklund and Shepherd’s (2005) study found 

that entrepreneurial strategies, such as proactiveness, innovativeness and risk-

taking, have a positive impact on small business performance. Entrepreneurial firms 

may also regard risk as an opportunity. Thus, firms that enter countries (markets) 

with associated high risks obtain a competitive advantage, and so differentiate 

themselves from their competitors (Palich & Bagby, 1995).  

 

2.8.2 Demographic Characteristics (Education and Experience) 

Earlier researchers studied the variety of factors that affect the performance of SMEs 

(e.g. Long, 1983; Sexton & Brown, 1983; Theng & Boon, 1996). The findings have 

been grouped into internal and external factors (Theng & Boon, 1996). Some 

research has focused on personality traits and demographic characteristics (e.g. 

education and experience) of the SME decision-makers, especially as factors that 

influence the success of the firm (e.g. Khurrum et al., 2008; Politis, 2008; Walker & 

Brown, 2004). The current research focuses on the effect of the level of education 

and experience of SME decision-makers, and how these characteristics influence the 

decision-making process regarding exporting behaviours. 

 
As noted earlier, the literature reveals that firms within the SME sector revolve 

around the owners/managers (Carson et al., 1995), which means that the firm is 

managed and controlled directly by them (Verhees & Meulenberg, 2004). Hankinson 

(2000) supports this notion, and suggests that the entire management of the SME is 
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based essentially on the owners’/managers’ background, experience and know-how, 

thus emphasising the importance of the current investigation. Similarly, Theng and 

Boon (1996) found that owner’/managers’ personality and habits, in Singaporean 

SMEs, have a direct impact on the profitability of the firm. Moreover, to keep new 

businesses on track in turbulent times, managers and owners should be 

knowledgeable about the best management practices that suit their firms (Barrow, 

2001). 

 

Consequently, the demographic characteristics of SME decision-makers are very 

important to the firm’s overall performance, particularly so in terms of their attitude to 

exporting. This concept is related to the fact that small business owners look for 

useful information in the marketplace (Johnson & Kuehn, 1987); and that information 

acquisition and utilisation is important for firms engaging in entrepreneurial actions, 

such as a new market entry (Keh et al., 2007). These searching skills, foresight, 

imagination, computational and communication skills are essential tools for SME 

decision-makers, especially if their firm is to achieve success in internationalisation, 

usually acquired by proper education (Sapienza & Grimm, 1997). Altinay (2008) 

argues that the cultural attributes of owners and managers, such as education, 

language and religion, play a very important role in the development and survival of 

the entrepreneurial firm. Thus, the extant literature refers to some of the most 

important characteristics centering upon education, the owners experience in 

business, and family/history characteristics(Khurrum et al., 2008). 

 
Additionally, the amount of knowledge that a firm obtains through overseas market 

experience enables firms to reduce the uncertainty associated with exporting 

activities (Katsikeas & Morgan, 1994). Also, some studies found that the more the 

firm had experience, the more overseas opportunities were subsequently created (Ali 

& Swiercz, 1991; Johanson & Vahlne, 1990). Moreover, firms with enduring export 

market experience were more likely to perceive less uncertainty during exporting 

activities (Madsen, 1989), and had a better understanding of overseas market 

mechanisms. These firms also viewed problems and barriers associated with 

exporting as more manageable, in comparison to those with less experience.  

 

Further, firms with a low level of export market experience face relatively more 

problems than firms with higher levels of experience in three dimensions: national 

export policy; perceived procedural complexity; and concentration on the problem, 

such as export pricing (Katsikeas & Morgan, 1994). Moreover, firms that operated in 
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developing markets experienced different problems and barriers than their 

counterparts operating in advanced markets. These differences in their individual 

characteristics of managers include level of education and experience, as well as 

management style (discussed in the following section). 

 

2.8.3 Management Style 

Management style can be described as the way an organisation is managed (Quang 

& Vuong, 2002). According to Schleh (1977, p. 10), management style is: ''The 

adhesive that binds diverse operations and functions together. It is the philosophy or 

set of principles by which you capitalise on the abilities of your people. It is not a 

procedure on how to do, but is the management framework for doing''. (Quang & 

Vuong, 2002). A management style is a way of life operating throughout the 

enterprise. It permits an executive to rely on the initiative of his people. In terms of 

management functions, Khandwalla (1995b, p. 48) defined management style as the 

distinctive way in which an organisation makes decisions and discharges various 

functions, including goal setting, the formulation and implementation of strategy, all 

basic management activities, corporate image building, and dealings with key 

stakeholders. Thus, as Khandwalla (1995b) suggests, management styles vary, 

depending on the organisation’s operating environment. 

 
The role of management has been seen as playing a major part in any SME’s 

success in internationalisation (Hutchinson et al., 2006). SME decision-making power 

appears to be centered in the hands of one person, or only a few people, within the 

firm (Reid, 1981). Thus, international involvement decisions are the direct task of the 

owners/managers (Hutchinson et al., 2006). However, until now little has been known 

about the impact of a decision-makers’ characteristics on this activity (Halikias & 

Panayotopoulou, 2003). Nevertheless, studies by Williams (1992) and Vida (2000) 

confirm that the management’s attitude toward risk is very important in terms of 

making a positive decision to enter a foreign market. Further, senior executives’ style 

of management appears to reflect the firms’ effectiveness in such activities. Quang 

and Vuong (2000) also suggest that there is a significant correlation between 

organisational effectiveness and management style. Moreover, due to the high failure 

rates associated with new and small businesses, the need to study SME 

performance, and those characteristics that impact on their success, is vitally 

important (Wiklund & Shepherd, 2005). To this end, the current research explores the 

importance of management style and the other individual characteristics of SME’s 
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managers, and how that influences their decision to export and how this differs in 

advanced and emerging markets.  

 

2.9   Research Questions 

The previous sections of this chapter have reviewed and discussed several points 

related to exporting firms, from the perspectives of both advanced and emerging 

markets, and factors that may be influence the decision to export. As previously 

stated, exporting is one of the most important and favourable international markets 

entry modes, especially due to the low resource commitment needed, no matter what 

a country’s economic level of development. Further, SMEs play a vital role through 

their contribution to the local economy and their active 

participation in international trade, and internationalisation in general. In addition, a 

firm’s involvement in exporting is the result of a wide array of motives, both internal 

and external in nature. These stimuli differ from country to country, based on 

domestic market conditions and the firm’s resources and capabilities, in addition to 

the conditions of the targeted markets. However, firms encounter significant 

obstacles when pursuing an exporting strategy and these barriers vary from internal 

to external obstacles experienced within the home or host markets. Thus, the current 

study seeks to explore the impact of these factors on firms’ export behaviours and 

managers’ risk perceptions associated with the process.  

 

As previously discussed, other factors are thought to influence the decision-makers’ 

export behaviour and their firms' performance in such international activities. These 

factors include decision-makers’ individual characteristics, cultural differences, 

managers’ risk perceptions, and exporting stimuli and barriers. Individual 

characteristics, such as the level of education, experience and management style, 

appear to be essential and important factors influencing managers’ perceptions and 

evaluations of exporting motivations and barriers experienced by their firms. Such 

factors also influence managers’ and firms’ risk perceptions associated with the 

export decision, either positively or negatively. As discussed above, cultural 

differences seem to be another factor that influences and directs managers’ 

behaviour towards exporting.  

 

Thus exporting, and risk perception, associated with exporting, provides a focus of 

investigation in relation to international marketing activities. However, little is known 

on how SMEs in developing and emerging markets deal with risk, in comparison to 



41 

 

those operating within advanced markets. However, the decision-makers (senior 

management) appear to be the most important factor in determining a company’s 

commitment to exporting (Gilmore et al., 2004). Studies in this field have generally 

focused on how these decision-makers work, and how risk management experiences 

have shaped and directed their degree of involvement in exporting (e.g. Lind et al., 

2000; Westhead, 1995; Sitkin & Pablo, 1992). However, to date, minimal work has 

been undertaken in relation to the influence a decision-maker’s individual 

characteristics, cultural differences, and perceptions of exporting stimuli and barriers, 

have on the decision to export. It is on this basis that four broad research questions 

are posed in the current study: 

 
RQ1: What are the perceived motivations (to export) of export- decision makers and 

how do these differ across advanced versus emerging markets? 

 

RQ2: What are the perceived barriers (to export) of export- decision makers and how 

do these differ across advanced versus emerging markets? 

 

RQ3: How do cultural characteristics influence export decision-makers’ perception of 

risk (associated with exporting), and how do these influences differ across advanced 

versus emerging markets? 

 

RQ4: How do individual characteristics influence export decision-makers’ perception 

of risk (associated with exporting), and how do these characteristics differ across 

advanced versus emerging markets? 

 

2.10 Conclusion 

Exporting is an important activity for SMEs at both an organisational and economic 

level (D'Souza & McDougall, 1989; Edmunds & Khoury, 1986). However, 

involvement in international trade requires knowledge of the process of exporting and 

knowledge of the cultural context. Due to the obstacles, forces, and uncertainties in 

international markets, many SMEs are not currently internationalised, possibly the 

result of their (the owner/managers) perception of risk (Leonidou, 2004). Numerous 

studies have identified many of the obstacles and risks associated with international 

marketing (e.g. Leonidou, 2003; Leonidou, 1995a; Karakaya, 2002; Chen, 2006; 

Crick et al., 1998). There is a significant body of literature related to the uncertainties 

and risks that exist in international markets (e.g. Brouthers, 1995; Brouthers et al., 

2002), the process of SMEs internationalisation (Westhead et al., 2001), and the 
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factors influencing the decision to initiate, continue or discontinue exporting (Crick, 

2004). However, it is not yet clear how the exporting SME decision-makers within 

manufacturing perceive these obstacles, and how factors, such as individual 

characteristics and cultural differences, influence the decision to export. The next 

chapter (Chapter Three) presents the research conceptual model and the 

propositions of the study. 
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CHAPTER THREE: CONCEPTUAL MODEL DEVELOPMENT 
 

3.1   Introduction 

This chapter consists of eight main sections that discuss and present the 

development of the research conceptual model to be tested in the current study. An 

outline of the chapter is depicted in Figure 3.1. The research conceptual model 

components are presented in section 3.2. Section 3.3 discusses the motivations of 

firms to export and presents the four main categories of these identified motives. The 

following section presents and discusses salient barriers to exporting with all the 

issues related to the influence of such obstacles on the decision of a firm to export. 

Section 3.5 discusses perceived risks to exporting and provides the main aspects 

and issues that relate to these risks, including the dimensional structure of perceived 

risk, perceived risk and organisational buying, and perceived risk and exporting.  

 

Next, the cultural differences are discussed, centering on Hofstede's five dimensional 

model. Section 3.7 then addresses the impact of decision-makers’ individual 

characteristics on export. Issues such as influence of decision-maker’s demographics 

characteristics on firm’s success, and related previous studies are introduced. Then, 

the importance of the decision-makers demographic characteristics (e.g. education 

and experience) and management style in the process of internationalisation, 

decision-making and their importance for success, are discussed. These identified 

variables assist in the development of the preliminary conceptual model. In this 

chapter, a set of propositions are proposed and concluding remarks are made in 

section 3.8. 
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Figure 3:1   Outline of Chapter 3 

 

Source: Developed for this research. 

 

3.2   Conceptual Model 

A preliminary conceptual model has been developed for the purpose of this study 

(Figure 3.2); following a comprehensive review of the literature. The research 

conceptual model represents the main factors that influence decision-makers’ 

exporting behaviour, namely: exporting motivations, exporting barriers, risk 

perception, cultural differences, and individual characteristics of the SME decision-

makers, such as level of education, experience, and management style.  

 

First, the export motives, also termed stimuli, incentives or attention evokers, are the 

main drivers of the firm's decision to initiate export activities and keep their active 

involvement ongoing (Leonidou et al., 2007). Second, obstacles or barriers to 

exporting include those problems and constraints that face and constrain a firm’s 
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ability to start, develop, or continue business activities in foreign markets (Leonidou, 

2004). Third, risk perception refers to how individuals (i.e. decision makers) label a 

situation in the external business environment in terms of probabilistic estimates of 

the extent and controllability of perceived risks. Fourth, cultural differences are 

related to the countries’ and individuals’ values, attitudes, and demographics that 

make each society distinctive. Fifth, individual characteristics of decision-makers 

refer to the qualities and attributes that individuals have, and that distinguish each 

from their counterparts. The factors depicted in the conceptual model assist in 

clarifying the influence of such factors on the risk perception of SMEs decision-

makers associated with exporting, and the difference in exporters' behaviour, for 

those who operate in both emerging and advanced markets. 

 

Additionally, studies that have investigated and compared SMEs in both advanced 

and emerging countries have generally found marked differences in how firms handle 

and operate international activities (Neupert et al., 2006). One of the main reasons 

for these variations is the effect of cultural differences, particularly in relation to 

managerial style (Hofstede, 1980). Also, SMEs in emerging and advanced markets 

face different problems and barriers when they decide to follow a globalisation 

strategy (Lind et al., 2000). Neupert et al. (2006) argue that export challenges, and 

factors that limit SMEs undertaking active involvement, emerge from their country’s 

context. Further, SMEs in developing and emerging countries experience more 

internal factors than external factors, while their counterparts in advanced countries 

place greater emphasis on external factors(Neupert et al., 2006). 

 

However, it is not clearly shown how exporting SME decision-makers (within the 

manufacturing context) perceive these obstacles, and whether this influences their 

decisions in relation to exporting. The proposed conceptual model in this research 

assists in clarifying this problem and facilitating a greater understanding of the 

linkage between the different (identified) variables, and the (ultimate) exporting 

decision. 
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Figure 3.2   Research Conceptual Model 
 

 

 Source: Developed for this research  

 

3.3   Motivations to Export 

Generally, a firm’s involvement in exporting is the result of a wide variety of motives, 

which can be classified into internal and external categories (Leonidou, Katsikeas, 

Palihawadana, & Spyropoulou, 2007). These export motives, together with a number 

of factors (discussed below), are the main drivers of the firm's decision to initiate 

export activities. Internal motives are associated with factors such as the 

accumulation of unsold inventory, the desire for growth, and the possession of a 

unique product. External motives are associated with the external environment in 

both the home and host countries, including unsolicited orders from abroad, 

favourable exchange rates, and encouragement by government agencies. Moreover, 

advantages of exporting iclude the minimisation of business risks, low commitment of 

resources and added flexibility in the movement of goods and services across 

borders (Leonidou, 1995b). 

 

Many studies have concluded that management’s use of government export 

assistance can contribute to a successful export development strategy (Bilkey, 1978; 

Bilkey & Tesar, 1977; Cavusgil, 1982). Assistance, such as credits, subsidies and 
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insurance, may increase the likelihood of profitability and reduce the risks for 

exporters and, indeed, are actually desired by them (Crick & Czinkota, 1995). The 

findings of Lautanen (2000) suggest that inter-firm and person-to-person 

transmission of information are important stimuli to generate interest in exporting, 

while the manager's knowledge of languages increases a firm’s likelihood of adopting 

the exporting strategy soon after becoming interested in exporting. Additionally, the 

amount and quality of resources,(such as managerial resources) the education level 

of the employees, and capital and capacity are crucial factors in any firm’s 

internationalisation program (Reid, 1981). Miesenbock (1988) recommends that the 

initial motives for exporting in a small firm most often lie outside the firm (such as 

receiving unsolicited orders from abroad) rather than inside the firm (such as excess 

capacity). 

 

Karagozoglu and Lindell (1998) identified a number of exporting stimuli that 

motivated and attracted SME Technology-Based firms to internationalise. They cited 

motivations, such as: global market opportunities being more promising than the 

domestic market; inquiries from potential foreign buyers; insufficient domestic market 

volume to achieve competitive research and development; domestic market 

saturation or domestic competitors internationalising their business; threats from 

multinational development; and critical knowledge and resources not being 

domestically available. 

 

Export motives can be categorised using a quadruple typology, including: external-

reactive, external-proactive, internal-reactive, and internal-proactive motives 

(Leonidou et al., 2007; Peterson, Albaum, & Ridgway, 1989). Internal motives are the 

factors within any firm that influence exporting decisions (such as a firm’s assets and 

resources), whereas external motives are those factors originating from host or 

foreign environments. In the export motivation category, popular theory states that 

firms engage in exporting to circumvent domestic market problems and this approach 

is called “the export push” hypothesis (Rao & Naidu, 1993). In other words, the firm’s 

passive responses to internal or external pressure (push factors) exemplify reactive 

motives, while their interests in developing distinctive competencies (pull factors) 

represent proactive motives. 

 

Many studies reveal that leading export motives are mainly associated with external 

factors, and are usually a reaction to adverse markets conditions, unsolicited orders, 

home market saturation, and the decline in domestic sales (Ghauri & Kumar, 1989; 
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Pavord & Bogart, 1975; Simpson & Kujawa, 1974; Sullivan & Bauerschmidt, 1990). 

On the other hand, other studies have found that internal factors (“the export push”), 

such as excessive production capacity, are more important export motives (Brooks & 

Rosson, 1982; Kothari, 1989; Tesar & Tarleton, 1982). Importantly, Kaynak and 

Stevenson (1982) analysed a list of export motives and concluded that push factors 

are more significant than pull factors. Moreover, Leonidou (1998) adduced that 

certain push factors demonstrate highly motivating influences on exporting, including: 

domestic market saturation, unsolicited orders from abroad and under-utilised 

production capacity. 

 

In the main, the extant literature has classified export motives into two dimensions 

(Albaum et al, 1989; Morgan & Katsikeas, 1997): the locus of motives (internal or 

external to the firm), and firm motivated behaviour, whether proactive or reactive 

(Stewart & McAuley, 1999). The first dimension reflects whether the firm’s export 

decision is primarily motivated by factors in the external environment, or driven by the 

firm’s internal situation. The second aspect is whether or not the firm takes the first 

step to seek, recognise and exploit opportunities in foreign markets. Consequently, 

motivation to export has been categorised as having both reactive and proactive 

elements (Johnston & Czinkota, 1982; Piercy, 1981). While proactive motives are 

seen clearly in the firm’s aggressive behaviour, that is, searching and looking after 

opportunities in foreign markets, reactive motives are those that are associated with 

the firm’s passive attitude towards changing conditions in the surrounding 

environment (Morgan & Katsikeas, 1997). Following Albaum et al. (1994) and 

Leonidou’s (1995b) work, four main categories of export motives were identified: 

proactive-internal, proactive-external, reactive-internal, and reactive-external. 

 

Proactive motives may stem from the internal environment, whereby the SME is 

interested in exploiting unique internal competencies or market opportunities, an 

example of the proactive-internal stimuli. Alternatively, proactive stimuli also stem 

from SMEs’ aggressive behaviour and deliberate search for market opportunities 

abroad; however, the origin of such stimuli lies in the external environment. On the 

other hand, reactive stimuli may arise from both the internal and external 

environment. Motives that arise from within SMEs, and reflect the firm’s engagement 

in international activities (as a reaction to certain internal conditions or events) are 

called the reactive-internal stimuli. Also, the reason for exporting may be the result of 

fortuitous circumstances or a response to environmental pressures (i.e. reactive-

external stimuli). As such, these categories are further discussed (next).  
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3.3.1   Proactive-Internal Motives 

The proactive-internal type of motive is linked to the firm’s interest in developing 

unique internal competencies or market opportunities. The literature suggests that 

the following motives in this category are: competitive export position, derived from 

afavourable cost situation; possession of unique product(s); and export intention by 

top management (Albaum et al., 1994; Baker & Kaynak, 1992; Kaynak & Kothari, 

1984; Leonidou, 2011). Westhead, Ucbasran and Binks (2004) found that SMEs’ 

reasons for exporting are, generally, a response to the many exporting stimuli, with 

one of these motivating the firm to react to the proactive internal stimuli. Their 

findings identified stimuli as: part of the intrinsic growth objective of the firm; the 

export market activity targeted by the key founder/owner/manager; exporting being 

viewed as the easiest way to grow; export markets being proactively targeted by 

other members of staff; and excess capacity “pushing” the business into exporting.  

 

Additionally, the firm’s own import operations can have a direct influence on the firm’s 

exporting decision, or the idea of exporting might come through a personal contact, 

or the growth objective of the firm (together with all other forms of the proactive-

internal motives)(Lautanen, 2000; Leonidou, 2011; Acedo & Galan, 2011). Thus, this 

type of motivation is dependent on the firm's resources and capabilities, and their 

management intentions towards the exporting process. Many studies have found 

marked differences between firms from different economic level markets, based on 

their size (and amount) of motivation. In addition, firms operating in emerging and 

advanced markets may differ in the amount, or the type, of proactive internal motives. 

For example, firms operating in advanced markets may be motivated to export by the 

possession of unique products, while their counterparts in emerging markets may be 

motivated because they found a competitive export position in foreign markets. 

Therefore, the following proposition is presented: 

 

P1: Proactive internal motives will influence the decision to export and these motives 
will differ across exporters operating within advanced versus emerging markets. 
 

3.3.2   Proactive-External Motives 

The proactive-external export motive class is associated with the firm’s aggressive 

behaviour and the firm's search for new overseas market opportunities; nevertheless, 

the origin appears to reside in the external environment. Examples include trade tariff 

reductions in foreign markets, favourable exchange currency, and little product 

regulation in targeted foreign markets, government export intensive programs, and 
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attractive export incentives (Diamantopoulos et al., 1990; Kaynak & Erol, 1989; 

Leonidou, 1995b; Sullivan & Bauerschmidt, 1990; Leonidou, 2011). Indeed, 

Westhead et al. (2004) found that some of the main drivers of SMEs to export are 

encompassed within the proactive-external stimuli. In their study, these stimuli 

consisted of the availability of information, favourable exchange rates, and activities 

of national/local public sector agencies who established contracts with overseas 

clients.  

 

Additional proactive-external stimuli concern ideas coming from a bank (or 

middleman), as well as taking advantage of potential economies of scale (Lautanen, 

2000; Leonidou, 2011). These types of motives depend on the firm’s overall 

behaviour towards exporting and how they classify themselves as risk-takers, i.e. 

looking out for opportunities in order to move quickly towards international activities, 

or risk-averse firms who maintain traditional directions in order to avoid risks 

associated with the process. This difference in firm behaviour, and what motivates 

them, is mainly related to core differences that exist between the countries’ and the 

firms’ backgrounds. For example, many governments within advanced markets offer 

many forms of export intensive programs which motivated firms operating in such 

markets to keep exporting (Crick, 2004). On the other hand, firms operating in 

emerging and developing markets may be motivated by different types of proactive 

external motives such as favourable exchange rates or even the availability of 

information (Neupert et al., 2006). Hence, it is posited that: 

 

P2: Proactive external motives will influence the decision to export and these motives 
will differ across exporters operating within advanced versus emerging markets. 
 

3.3.3   Reactive-Internal Motives 

Motives in the reactive-internal category appear to arise from within the firm, not from 

the external environment, and reflect the firm’s engagement in international business 

as a reaction to changing conditions. These motives are mainly related to diminishing 

domestic sales, the availability of production capacity, and the economic downturn in 

the domestic market (Barker & Kaynak, 1992; Katsikeas & Piercy, 1993; Ursic & 

Czinkota, 1984; Leonidou, 2011). Two motives offset the reactive-internal stimuli, 

namely, seasonal sales, and reduced financial risks and declining profits in domestic 

markets (Westhead, Ucbasaran, & Binks, 2004). Furthermore, the study by Lautanen 

(2000) cites a number of other reactive-internal motives, including excess capacity, 

domestic recession, and intensified local or domestic competition. Firms that operate 
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from different economic level countries experience different business environment 

conditions and, for example, firms operating in advanced markets may experience, in 

some seasons, a high production capacity which represents a main motive to 

exporting, while firms operating in emerging markets may export to avoid declining 

profits in domestic markets. On this basis, they may react differently; thus, 

proposition three is presented:  

 

P3: Reactive internal motives will influence the decision to export and these motives 
will differ across exporters operating within advanced versus emerging markets. 
 

3.3.4   Reactive-External Motives 

The export motive in this class (i.e. reactive-external) arises from the external 

environment. However, a passive attitude is retained by the firm to external 

environmental pressures, such as unexpected orders from foreign customers, 

domestic market saturation, and fluctuations in the domestic market demand 

(Albaum, 1983; Katsikeas, 1996; Piercy, 1981; Weaver & Pak, 1990; Leonidou, 

2011). According to Westhead et al. (2004), the reactive-external stimuli, cited by 

exporters, are: being contacted by foreign customs for ordering; one-off orders; local 

clients internationalising and pulling the business abroad with them; following or 

meeting the actions of competitors; membership of the European Union; increased 

competition in the domestic market; and acting as a subcontractor to another firm 

making the country or export decision.  

 

Moreover, some of the most important initial reactive-external stimuli are represented 

by an unsolicited order from abroad, observing other firms exporting similar products 

overseas, and ideas coming from another domestic enterprise (Lautanen, 2000; 

Leonidou, 2011). Therefore, firms’ motivations are based on domestic and foreign 

market conditions, which are connected to their countries and the targeted markets. 

As a result, companies from emerging markets may differ from their counterparts in 

advanced markets, specifically in terms of how they are motivated under this 

category of motivations. For example, firms operating in advanced markets may be 

motivated by domestic markets saturation, while firms in emerging or developing 

markets may be motivated by different business and economic forces.  Based on this 

discussion, proposition four is presented (below):  

 

P4: Reactive external motives will influence the decision to export and these motives 
will differ across exporters operating within advanced versus emerging markets. 
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3.4   Barriers to Export 

Exporting is considered (in both developed and developing countries) as an 

important tool to survive and succeed in the global environment, even though it may 

involve many difficulties and constraints for firms engaged in, or planning to, export 

(Al-Aali, 1995). Firms that are exporting from developing countries face obstacles 

that differ from their counterparts in developed country contexts (Ford et al., 1987). 

Obstacles or barriers to exporting include problems and constraints that face and 

hold back a firm’s ability to start, develop, or continue business activities in foreign 

markets (Leonidou, 2004).However, to date, the majority of research, conducted in 

the field of exporting barriers, has focused on developed markets (Al-Aali, 1995). 

 

3.4.1   Exporting Barriers in Developed and Developing Markets 

In developed markets research has highlighted several obstacles faced by exporters. 

First, there is the risk of doing business overseas (commercial and political risks) 

(Bauerschmidt et al., 1985; Lim et al., 1991; Sullivan & Bauerschmidt, 1990; Al-Hyari, 

Al-Weshah, & Alnsour, 2012), as well as the firm’s inability to reach foreign market 

demand, especially for small-scale manufacturers (Moini, 1998; Rabino, 1980). 

Second, the cost of doing business overseas can prove too expensive, especially in 

relation to the cost of raw materials, and the high tariffs on imported products in those 

foreign markets (Bauerschmidt et al., 1985; Sullivan & Bauerschmidt, 1990). Third, 

the lack of government assistance or actual export related hindrances also creates 

problems (Bauerschmidt et al., 1985; Lim et al., 1991; Sullivan & Bauerschmidt, 

1990; Al-Hyari et al., 2012; Jamshed, Arslan, & Umair, 2011). The fourth barrier to 

exporting relates to the lack of knowledge about overseas opportunities (Lim et al., 

1991; Moini, 1998; Jamshed et al., 2011; Al-Hyari et al., 2012; Pinho & Martins, 

2010; Organisation for Economic Co-operation and Development, 2009). Fifth, there 

is the high level of competition in the foreign markets (Bauerschmidt et al., 1985; 

Sullivan & Bauerschmidt, 1990; Al-Hyari et al., 2012). Furthermore, problems 

associated with international marketing, such as the lack of foreign distribution 

knowledge, also create barriers (Bauerschmidt et al., 1985; Sullivan and 

Bauerschmidt, 1989; Kaynak, 1992; Kaynak & Kothari, 1984; Kedia & Chhokar, 

1986; OECD, 2009). In addition, the existence of product usage (Bauerschmidt et al., 

1985; Sullivan &Bauerschmidt, 1989), safety and quality standards can differ and 

cause exporting problems (Bilkey, 1978; Rabino, 1980; Tookey, 1964; Jamshed et 

al., 2011; Al-Hyari et al., 2012).  
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Moreover, the financial obstacles associated with collecting money in foreign markets 

revolve around the high value of the home currency (Bauerschmidt et al., 1985; 

Sullivan & Bauerschmidt, 1989; Moini, 1992), exchange currency fluctuations 

(Kaynak, 1992), credit problems, insurance problems, and, more generally, the 

collection of money (Kaynak et al., 1987). Furthermore, complexities in export and 

import regulations and procedures (in both the home and host countries) create 

difficulties (Bauerschmidt et al., 1985; Pavord & Bogart, 1975; Rabino, 1980; Sullivan 

& Bauerschmidt, 1990; Yaprak, 1985).  

 

Another barrier, identified in the international marketing literature, centers on the lack 

of language and cultural knowledge, or differences in backgrounds which can result 

in misunderstandings and conflict (Bauerschmidt et al., 1985; Pavord & Bogart, 1975; 

Rabino, 1980; Sullivan & Bauerschmidt, 1990; Yaprak, 1985). A further barrier is 

created due to the lack of strategic resources, such as: productive capacity 

(Bauerschmidt et al., 1985; Sullivan & Bauerschmidt, 1990; Yaprak, 1985); qualified 

staff (Dichtl et al., 1990; Rabino, 1980; Yaprak, 1985); and management time. 

Furthermore, there are a host of(miscellaneous) obstacles, which include general 

exporting difficulties (Kedia & Chhokar, 1986; Weinrauch & Rao, 1974), as well as 

trade restrictions imposed by governments (Kaynak & Kothari, 1984; Moini, 1998; 

Rabino, 1980; Jamshed et al., 2011; Al-Hyari et al., 2012). 

 

On the other hand, some researchers have extended the work conducted in the 

context of advanced markets and deployed such knowledge into developing market 

areas in an attempt to explore the obstacles and barriers facing and hindering firms’ 

opererationalising in such environments. For example, Christensen, Rocha and 

Gertner (1987) suggest other potential barriers that may face Brazilian (i.e. under 

developed economy) exporters. Their study identified four obstacles: inadequate 

financial incentives; strong international competition; resources and capabilities of the 

firm; and the focus on the domestic market demand. Also of interest is a study by 

Tseng and Yu (1991) of Taiwanese firms exporting goods into European markets. 

They found that the most important barriers and constraints were a lack of foreign 

market information, limited trading knowledge of personnel, and the 

inappropriateness of the quality of exchanged goods for the needs of the new market 

(Leonidou, 1995a). 

 

In another study, Crick et al. (1998) found that the most important obstacles for the 

Saudi Arabian manufactures included: competition in export markets; a lack of 



54 

 

market information, fear of imposed dumping policies; increasing tariffs, unclear trade 

agreements, import restrictions, the cost of importing raw materials, and the lack of 

suitable personnel. Consequently, these barriers influence and shape a firm’s export 

behaviour (Katsikeas & Morgan, 1994). Concurrently, a firm’s export behaviour is 

heavily influenced by the management’s perception of the export barriers associated 

with such activities. Additionally, firms from emerging markets are facing different 

barriers than their counterparts from advanced markets.  

 

3.4.2   Barriers Classifications 

Following the previous review of the exporting barriers literature, the classifications of 

exporting barriers are discussed. From the literature review, early research classified 

barriers to exporting into two categories: internal and external. However, later studies 

by Kaleka and Katsikeas (1995), Morgan (1997), and Leonidou (1995b) have 

extended the areas to include: internal-domestic export barriers; internal-foreign 

export barriers; external-domestic export barriers; and external-foreign export 

barriers. 

 

3.4.2.1   Internal-Domestic Export Barriers 

The internal-domestic export barriers include problems and factors that a firm 

experiences within in their home country (Crick et al., 1998).These include a lack of 

qualified staff for international activities (Pavord & Bogart, 1975; Vosikis & Palmour, 

1980; Yang, Leone, & Alden, 1992; Pinho & Martins, 2010; OECD, 2009); poor 

organisation and formalisation of export departments (Bauerschmidt, Sullivan, & 

Gillespie, 1985); insufficient production capabilities (Alexandrides, 1971; Yaprak, 

1985); lack of managerial time (Kaynak & Kothari, 1984); and the firm’s concerns 

regarding developing domestic market activities (Keng& Jiuan, 1989). These barriers 

are often related to the firm's management experience and capabilities, which can 

vary from country to country. Further, the barriers may also relate to the economic 

development of each country. That is, countries from emerging markets may differ 

from their counterparts in advanced countries. Indeed, those differences may also 

influence their decision to export and, consequently, even influence the way they 

behave, when undertaking international activities. Based on the above arguments, 

the following proposition is presented:  

 
P5: Internal-domestic export barriers will influence the decision to export and these 
barriers will differ across exporters operating within advanced versus emerging 
markets. 
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3.4.2.2   Internal-Foreign Export Barriers 

Second, internal-foreign export barriers (such as problems experienced in the host 

country and the firm’s adjustment to such problems) include high transportation costs 

(Bauerschmidt et al., 1985; OECD, 2009); low product quality (Gripsrud, 1990, 

Jamshed et al., 2011); transportation and shipment difficulties (Cheong & Chong, 

1988; Kedia & Chhokar, 1986; Kaynak& Kothari, 1984; OECD, 2009); limited 

knowledge of market intelligence to research foreign markets (Barker & Kaynak, 

1992; Barrett & Wilkinson, 1985; Bilkey & Tesar, 1977; Hook & Czinkota, 1988; 

Yaprak, 1985; Pinho & Martins, 2010; OECD, 2009; Al-Hyari et al., 2012); and risks 

and costs in selling abroad (Tesar & Tarleton, 1982). Barriers within this category are 

mainly related to the country's infrastructure in the home and host markets, as well 

as the firm's product quality, and the availability of information pertaining to overseas 

markets.  

 

Such barriers may not exist in some markets, or all of them may be experienced by 

some firms. The outcome depends on the countries in which the firms are operating 

from, and may be influenced by the targeted markets. For example, a recent study 

found that firms, from emerging markets, experience barriers related to product 

quality, while advanced market firms face transportation problems when they target 

developing markets (Nuopert et al, 2006). Hence, it is posited that: 

 
P6: Internal-foreign export barriers will influence the decision to export and these 
barriers will differ across exporters operating within advanced versus emerging 
markets. 
 

3.4.2.3   External-Domestic Export Barriers 

Third, external-domestic export barriers arise from the external environment, (but are 

still experienced by the firm in their home country)include the complexity of the paper 

work involved in exporting (Tesar& Tarleton, 1982; Barret& Wilkinson, 1985; Cheong 

& Chong, 1988; Keng & Jiuan, 1898); the high cost of capital to finance exports 

(Brooks & Rosson, 1982; Hook & Czinkota, 1988; Korth, 1991; Vosikis & Palmour, 

1980); the lack of government assistance to overcome export barriers (Yaprak, 1985; 

Pinho & Martins, 2010); the lack of attractive export incentives; and inadequate 

promotion of the programs provided by the government (Albaum, 1983; Pinho & 

Martins, 2010). These difficulties differ from country to country, mostly because 

government support varies considerably within each country. However, the 

availability and access to funds also differs from one country to another, most often 
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linked to the economic level of the development of the country. Thus, it is proposed 

that: 

 
P7: External-domestic export barriers will influence the decision to export and these 
barriers will differ across exporters operating within advanced versus emerging 
markets. 
 

3.4.2.4   External-Foreign Export Barriers 

Fourth, external-foreign export barriers arise from the external environment and are 

experienced by the firm in the host country; examples include: restrictions imposed 

by foreign government rules and regulations (Hook & Czinkota, 1988; Jamshed et al., 

2011); a lack of information about overseas markets (Kedia & Chhokar, 1986; OECD, 

2009; Pinho & Martins, 2010; Al-Hyari et al., 2012); difficulty in making foreign 

contacts, including intermediaries (Samiee & Walters, 1990); a lack of export market 

distribution channel structures and development (Dichtl, Koeglmayr, & Mueller, 1990; 

Kaynak & Kothari, 1984; Lim et al., 1991; OECD, 2009); intensity of competition in 

export markets (Dichtl et al., 1990); language and cultural differences (Gripsrud, 

1990); and the high value of the domestic currency (Yang et al., 1992). However, 

firms also differ in how they perceive these obstacles and barriers and these 

perceptions are often influenced by their level of involvement in exporting activities 

(Morgan, 1997), which are based on the country-specific situation of their home 

country and their host (or target) country. Hence, the following proposition is 

presented: 

 
P8: External-foreign export barriers will influence the decision to export and these 
barriers will differ across exporters operating within advanced versus emerging 
markets. 

 
3.5   Exporting Decision-Making (Perceived Risk) 

The concept of risk was first introduced in the academic literature in the 1920s and, 

since then, has been effectively used to inform theories of decision-making in 

economics, finance and the decision sciences (Dowling & Staelin, 1994). In 1960, 

Bauer introduced the concept of perceived risk in the marketing literature. As a result, 

perceived risk has been studied and applied in many domains, including banking, the 

health industry, food technology and international marketing; most research has been 

conducted within the domain of consumer behaviour (Mitchell, 1999). 

 

Importantly, risk has been defined and conceptualised in many ways. For example, 

risk has been categorised as either objective risk or subjective risk (Mitchell, 1999). 
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Indeed, there has been considerable debate over the existence of objective risk, with 

many advocating that subjective (or perceived risk) is the most accurate way in which 

to measure risk (Mitchell, 1999). This argument is made on the basis that objective 

risk can only be measured by physical harm (Stone & Winter, 1985), while subjective 

risk is relative to the perceiver and can be measured as it has a significant effect on 

behaviour (Mitchell, 1999).  

 

Generally, it is accepted that perceived risk is a product of uncertainty and adverse 

consequences, resulting from an individual’s action (Mitchell, 1999). In this sense, 

perceived risk is two-dimensional, with one dimension consisting of probability and 

the second dimension being associated with magnitude. For example, probability 

refers to the likelihood that an individual will experience negative consequences, 

whereas magnitude represents the severity of the negative consequence (Dowling & 

Staelin, 1994; Mitchell, 1999). As the consequences associated with any purchase 

(either at an individual or organisational level) cannot be fully known in the pre-

purchase stage, every buying decision has, to some degree, an element of risk 

associated with it (Hornibrook & Fearne, 2003). 

 

3.5.1 Dimensional Structure of Perceived Risk 

Risk is often referred to as having two components: inherent risk and handled risk 

(Bettman, 1973; Mitchell, 1999). Inherent risk represents the risk that is present prior 

to the decision to purchase, whereas handled risk refers to the risk that is incurred 

after any risk-reduction strategies have been put in place. Thus, handled risk is 

evident after the decision to purchase (Mitchell, 1999; Cho & Lee, 2006). Further, 

perceived risk has been studied extensively in the context of consumption, with the 

result that risk has also been segmented into product class risk and specific product 

risk (Dowling & Staelin, 1994). For example, product class risk may be considered 

high in the case of medications or surgical procedures in general, whereas product 

specific risk may vary considerably between brands within a product class (for 

example, Mercedes versus Hyundai cars). In addition, the mode or method 

associated with the purchase has also been found to exhibit different levels of 

inherent risk, with the likes of online shopping (Garbarino & Strahilevitz, 2004; Reidl, 

Hubert & Kenning, 2010) and telephone shopping (Cox & Rich, 1964) perceived to 

be quite high in the risk stakes. 
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3.5.2 Perceived Risk and Organisational Buying 

Although much of the perceived risk research has concentrated on the individual in 

relation to consumption, another important area for investigation is associated with 

organisational buying (Mitchell, 1999). Previous research shows that differences 

between the goals of the consumer and the organisation have led to assessments of 

potentially higher levels of risk in the organisational context(Hornibrook & Fearne, 

2003). Also, there is some suggestion that organisational-level risk assessments are 

more complicated in terms of the complexity and magnitude of potential 

consequences, than are those encountered within consumer purchasing evaluations 

(Mitchell, 1998). There are five main risk categories, considered by management 

decision-makers, when making purchases (Valla, 1982; Mitchell, 1999; Mitchell, 

Moutinho & Lewis, 2003). These can be categorised into financial risk, technical risk, 

delivery risk, service risk and risk related to developing and maintaining 

supplier/customer long-term relationships. Although perceived risk has mostly been 

examined in the consumer behaviour domain, at both the organisational and 

individual level, there has been considerably less risk-related research conducted in 

relation to the decision-making of SMEs in relation to exporting. 

 

3.5.3 Perceived Risk and Exporting 

As levels of international competition increase, companies are facing increasingly 

complex strategic decision-making (Ahmed et al., 2002). In fact, it has been 

confirmed that a firm’s choice of any entry mode strategy varies relative to the firms 

perceptions of risk associated with foreign markets (Brouthers, 1995). In support of 

this, Sitkin and Weingart (1995) argue that perceived risk has a direct and strong 

effect on an individuals’ (managers) behaviour. Claver, Rienda and Quer (2008) also 

postulate that both the behaviour of firms, and their strategy relating to managerial 

level decisions, are influenced by the manager’s perception of the risk entailed in 

performing any activity (especially exporting).Moreover, Sitkin and Weingart 

(1995)found that, in the context of exporting, perceived risk is negatively associated 

with exporting commitment.  

 

Thus, the key to understanding exporting decisions is through understanding the 

decisions made by individuals operating within organisations. For example, decision-

making within organisations is significantly affected by the level of risk perceived by 

the decision-makers of the firm (Sitkin & Weingart, 1995), with export decisions, in 

particular, being closely related to the preferences of the decision-makers’ (e.g. 
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Cavusgil & Nevin, 1981). Specifically, international risk perceptions have been found 

to have a significant impact on the choice of entry mode employed by firms when 

entering into foreign markets (Ahmed et al., 2002). 

 

On this basis, an individual’s assessment of risk will influence a firm’s strategy, with 

risk minimisation often being a major consideration in both domestic and international 

business (Mitchell, 1999; Noy & Ellis, 2003). Thus, academics have proposed a 

number of theoretical and empirical models to deepen our knowledge and 

understanding of the effect of perceived risk on buying and selling practices in 

international and local markets (Dowling & Staelin, 1994). In particular, Miller (1992) 

developed an integrated risk management international business framework, to 

identify and appraise existing uncertainties. According to this framework, firms adjust 

their international business strategies based on management perceptions of, and 

exposure to, international risk. More specifically, Miller (1992) categorised risk as 

being inherent within: (1) the general environment; (2) the industry; and (3) the firm 

(see Table 3.1). General environmental uncertainty refers to factors and variables 

within the home country, such as political instability, government policy instability, 

macroeconomic uncertainties, social uncertainties, and nature-based uncertainties. 

 

Industry risks can be perceived and experienced by firms in three broad classes of 

uncertainties: input market uncertainty, product market uncertainty, and competitive 

uncertainty (Miller, 1992). Finally, firm-specific risk includes: operating uncertainties 

(those related to labour issues, and firm-specific input supply and production), liability 

uncertainties, research and development, credit, and behavioural uncertainties 

(Miller, 1992). While these categories exemplify the risk associated with exporting, it 

is the way in which the individual within the organisation perceives these risks that is 

important in affecting the exporting decision. Thus, a key focus of the current study is 

perceived risk by the decision-maker in exporting organisations; this topic is 

examined in relation to environmental, industry and firm-specific risks. 
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Table 3:1   Integrated management framework 

Environmental 
uncertainty 

Industry risks Firm-specific risks 

 Political 

 Government policy 

 Macroeconomic 

 Social and nature-

based 

 Input market 

uncertainties 

 Product market 

uncertainties 

 Competitive 

uncertainties 

 Operating 

uncertainties 

 Liability 

uncertainties 

 Research and 

development 

uncertainty 

 Credit uncertainty 

 Behavioural 

uncertainty 

Source: Adapted from Miller (1992).  

 

In Miller’s (1992) study it is suggested that the two main organisational responses to 

uncertainties are financial risk management and strategic management. While the 

financial risk management response relates to forward buying and future contract 

insurance, strategic risk management provides five generic responses to 

uncertainties (avoidance, control, cooperation, imitation, and flexibility strategies). 

Later studies by Brouthers et al. (2002) and Ahmad et al. (2002) examined the 

influence of international risk on a firm’s choice of market entry mode in different 

contexts, and thus built on Miller’s previous work. Consequently, Miller’s integrated 

framework, examines the influence of these risk variables on the decision-makers’ 

exporting decisions. However, to date, the influence of international risk on a firm’s 

decision-makers’ perception, and their behaviour within exporting, are still not 

clarified. Hence, the current study is important in the examination of this influence 

within the exporting SMEs context in emerging and advanced markets. This identified 

research gap leads to the following proposition: 

 
P9: Perceived risk will influence the decision to export and perceptions of exporting 
risk will differ across exporters operating within advanced versus emerging markets. 
 

 

 

 



61 

 

3.6 Exporting Decision-Making (Cultural Characteristics) 

Managers’ culture influences their decisions, whether decisions are related to local or 

international activities. Since the focus of this study is on exporting, it aims to deepen 

our understanding of the influence of culture on managers’ behaviour and their 

decision to export. The individual's culture is one of the most important foundations 

that determine the behaviour of both individuals and organisations. Additionally (as 

detailed in previous sections), each individual country maintains a unique set of 

characteristics that will affect decisions made within the firm, and within different 

contexts (Pagell, Katz & Sheu, 2005). Thus, understanding the influence of such 

factors on both companies’ and managers’ performance is very important. The 

current study, therefore, seeks to understand the influence of SMEs decision-makers’ 

national culture on their international activities performance, as well as their decision 

to export.  

 

The importance of cultural values and principles in explaining the differences of firms' 

performance has been reported in several studies (e.g. Hofstede, 1980; Geebet, 

1993; Tse et al, 1988). However, it has been suggested that performance differences 

at the firm level are, to a degree, due to the different cultures defining desirable 

corporate performance in different ways. For instance, the business culture in Japan 

tends to focus on building market share over the long term, while United States (US) 

firms have been more focused on short-term profitability (Pagell et al., 2005). The 

current study will adopt Hofstede's national culture five-dimensional model, which 

has been widely used in different disciplines and many studies, including 

international marketing. According to Hofstede's results, countries differ on their 

score in the five dimensions (i.e. power distance, individualism, uncertainty 

avoidance, masculinity and long-term orientation) which make them behave and 

manage their businesses differently and, thus, manage exporting differently. 

Furthermore, cultural influences may affect managers in emerging and advanced 

markets in different way.  

 

3.6.1 Individualism and Collectivism 

Individualists (such as from the US) will value cooperation only when it leads to the 

achievement of personal benefits that cannot be achieved by working alone (Wagner, 

1995), while one of the core advantages of collectivism lies in creating stable long-

term relationships, as reported in detail by many studies within the Japanese context 

(e.g. Gerlach, 1992).In addition, within collectivistic societies the norms of reciprocity 
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are more common than in the individualistic society (Johnson, Cullen, Sakano & 

Takenouchi 1996). Moreover, collectivistic societies will tolerate the pitfalls of their 

partners with the focus of the review process being the long-term survival of the 

relationship (Kale, 1995). On the other hand, “cultures with high individualism are 

more prone to opt out of unsatisfactory relationships than low individualistic cultures, 

and one would expect more frequent dissolution of transnational strategic alliances 

among firms from high individualistic cultures compared with those from low 

individualistic cultures” (Kale 1995, p.447). Furthermore, Karunaratne, Johnston and 

Rao (1996) suggest that, when both sides of the international activity (importers and 

exporters) come from individualistic cultures, the chances for cultural adaptation of 

the respective buying and selling teams of importers and exporters are limited. In 

contrast, when both the importers and exporters come from different cultures this will 

provide more opportunities for cultural adaptation, which can range from full to part 

adaptation (Kohls & Buller 1994). Hence, individualism and collectivism, as cultural 

constructs, are interpreted to have both a negative and a positive influence in 

maintaining relationships.  

 

3.6.2 Power Distance  

Power distance, as a cultural variable, captures the acceptance of hierarchies of 

power in a society. Hofstede defined power distance in the following way: “Power 

distance can be defined as the extent to which less powerful members of 

organisations within a country accept the unequal distribution of power” (Hofstede, 

1980, p. 390). Thus, people in high power distant societies follow the organisational 

hierarchy in a rigid manner, and expect centralised decision making. Therefore, they 

do not consider entering into the participative management style that mainly focuses 

on power sharing and consensus based decision-making (e.g. Wong, 1985; Tayeb, 

1988; Newman & Nollen 1996). Thus, high power distance does not support either 

dialogue or dissent, with the emphasis on harmony being incongruent with dissent or 

conflict (Gottlieb & Sanzgiri, 1996). One negative outcome of this context is that 

creativity and change are limited or non-existent (Overvold, 1987).  

 

However, firms operating within a low power distance context will focus more on 

equity and fairness; their counterparts from high power distance cultures will resort to 

the use of coercion to influence their partners (Kale, 1995). Additionally, low power 

distance is also associated with decentralisation that gives everyone a say in the 

decision-making, with people believing in a participative management style (Nakata & 
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Sivakumar, 1996). Lastly, low power distance will facilitate effective and fair 

interaction, whereas high power distance will encourage an environment of distrust 

and compulsion (Kale, 1995). Consequently, low power distance encourages 

relationship maintenance, which influences the decision-maker’s management style 

and, consequently, will be reflected in their exporting behaviour. Also, managers from 

low power distance countries will differ from their counterparts in how they manage 

international activities. Importantly, the current study will clarify the influence of such 

cultural influences on managers’ decision-making and behaviour in exporting and this 

is expected to differ across cultures and markets at different stages of development. 

 

3.6.3 Masculinity and Femininity  

Masculinity, as a cultural construct, measures “the value placed on material things, 

power, and assertive behaviour as opposed to the value placed on people, and 

nurturance” which is captured by femininity (Hofstede, 1980, p. 390). For example, 

Newman and Nollen (1996) argue that masculine cultures “value achievement and 

abhor failure, whereas feminine cultures value affiliation and view failure as much 

less important”. Countries with high masculinity (such as in Saudi Arabia) show 

assertiveness and aggressive patterns (Kale, 1995), which appears to result in more 

aggressive bargaining behaviour. Such behaviour has been found to negatively 

contribute to building cooperative relationships (Perdue & Summers, 1991).  

 

Kale (1995) argues that firms coming from high masculinity countries will precipitate 

conflicts, while firms from low masculinity countries will prefer harmonious 

understanding. Moreover, he stated that “while the bottom line would be important for 

both masculine and feminine societies, firms in feminine societies will place greater 

emphasis on non-monetary factors like bonds of inter-personal friendship and the 

psychic aspects of relationship” (Hofstede, 1980, p. 448). This outcome arises from 

the relatively high value that masculine societies place on monetary achievements 

that are often threatened, due to the changed competitive scenario as a result of 

environmental changes. Thus, it can be said that managers from different economic 

level countries will be scoring differently on this dimension, and this will distinguish 

their behaviour regarding international activities and their management style overall.  
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3.6.4 Uncertainty Avoidance  

Uncertainty avoidance, as a cultural construct, measures the extent to which people 

in certain societies try to avoid uncertain, and risky, situations by adopting strict 

codes of behaviour (Hofstede, 1980). Hofstede defined uncertainty avoidance as “the 

extent to which the members of a culture feel threatened by uncertain or unknown 

situations (p. 390).” Countries with low uncertainty avoidance participate more in risk 

taking activities (Nakata & Sivakumar, 1996) and show greater dissident acceptance 

behaviour. In contrast, high uncertainty avoidance cultures tend to be skeptical of 

new ideas or behaviours because of their low tolerance for ambiguity and as a result, 

place more importance on rules as a means to avoid risk (Dawar, Parker & Price, 

1996).  

 

In addition, uncertainty avoidance is inversely related to the level of openness in a 

society (Dawar et al., 1996). An empirical study by Schneider and DeMeyer (1991), 

of managers from the high uncertainty avoidance culture of Latin Europe, found that 

the managers respond “forcefully and extremely” to environmental uncertainty and 

threat through major restructuring aimed at reducing uncertainty (Newman & Nollen, 

1996). Kale (1995) argues that societies with high uncertainty avoidance will design 

elabourate control systems to account for losses and gains. On the other hand, 

societies with low uncertainty avoidance will show greater tolerance in accounting for 

rewards and losses, and will tend to attribute poor performance to environmental 

factors that are uncontrollable (Kale 1995, p.446). Thus, low levels of uncertainty 

avoidance lead to more successful and active exporters due to the managers’ risk 

taking and proactive behaviour.  

 
3.6.5 Long Term versus Short Term Orientation 

In 1987, the “Chinese Culture Connection,” comprising Bond (and colleagues), 

extended Hofstede’s work to include a new dimension labeled Confucian work 

dynamism, now more commonly called long-term orientation versus short-term 

orientation to life. This dimension includes such values as thrift, persistence, having a 

sense of shame, and ordering relationships. Confucian work dynamism refers to 

individuals that were dedicated, motivated, responsible, and educated and possess a 

sense of commitment and organisational identity and loyalty. For example, countries 

high in Confucian work dynamism are Hong Kong, Taiwan, Japan, South Korea, and 

Singapore. 
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Long-term orientation encourages thrift, savings, perseverance toward results, and a 

willingness to subordinate oneself for a purpose. Short-term orientation is consistent 

with spending to keep up with social pressure, less savings, preference for quick 

results, and a concern with face (Jandt, 2010). Moreover, countries characterised by 

a long term orientation culture focus more on success in the long run, such as by 

continuously trying, even when they fail. In addition, they value traditions and social 

obligations, which are diametrically opposed to short term orientation cultures. 

Hence, business people from along term orientation culture value profit over ten 

years much higher than quick profits, which is what is preferred in a short term 

orientation culture. Managers from long term orientation cultures focus more on 

creating ongoing long term relationships, and this makes them slower to sign a 

contract or trust a new partnership. 

 
From the above discussions it is clear that cultural difference is a very important 

factor in predicting how individuals will behave. Additionally, it can be assumed that 

these differences will influence the ways in which individuals make decisions, and 

managers, from different countries, will behave and manage their firms. Such 

differences will tend to be based on their cultural background, with each society 

having a unique set of characteristics. To date, little is known about how these 

cultural differences influence SME decision-makers' decisions to export within 

emerging and advanced markets. Thus, given the dearth of research investigating 

these issues, the following proposition is presented: 

 
P10: Cultural characteristics (i.e. power distance, individualism, masculinity, 
uncertainty avoidance, long-term orientation) will influence the decision to export and 
these influences will differ across exporters operating within advanced versus 
emerging markets. 

 

 
3.7   Exporting Decision-Making (Individual Characteristics) 

To increase our knowledge and understanding of how SME decision-makers’ 

manage international market risks, and how they differ in perceiving the risks, it is 

essential to study their personal (individual) characteristics. The study of differences 

in these personal traits and characteristics may help explain why some decision-

makers make more positive decisions regarding exporting than others. Thus, it can 

be said that people choose and shape their environment according to their 

preferences, which are determined (in part) by their personality structure (i.e. 

Holland, 1985; Bolton, 1985).  
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In addition, most business decisions in the small and medium firms are taken by the 

owners, therefore, the personal abilities, motivations and characteristics of the 

owners impact upon whether they want to grow the business or simply wish to 

maintain the size and activities they currently have (Walker & Brown, 2004). Hence, it 

is important for business researchers to understand the effects of these factors on 

owner/manager’s decisions, and their willingness (or not) to initiate exporting 

activities. To date, little is known about how individual characteristics of SME 

decision-makers’ influence their decisions and behaviours. Consequently, SME 

decision-makers’ individual characteristics, such as demographic characteristics 

(education and experience) and management style factors, are used within the 

current study, and are discussed in detail in the next section. 

 

3.7.1   Demographic Characteristics (Education and Experience) 

The literature reveals that firms within the SME sector revolve around 

owners/managers (Carson, Cromie, McGowan, & Hill, 1995), which means that the 

firm is managed and controlled directly by owners/managers (Verhees & 

Meulenberg, 2004). In support of this finding, Hankinson (2000) suggests that the 

entire management of the business is based on the owner/managers’ background, 

experience and know-how, thus emphasising the importance of the current 

investigation. The demographic characteristics of the SME decision-makers are very 

important to the firm’s overall performance, particularly their attitude to exporting. 

Indeed, the extant literature refers to some of the most important characteristics, 

such as education, the owners’ experience in business, and family/history 

characteristics (Khurrum, Bhutta, Rana, & Asad, 2008). Therefore, the demographic 

characteristics of the SME decision-makers, and how this affects their management 

style and risk perception are discussed below.  

 

3.7.1.1   Demographic Characteristics and Firm’s Success 

Altinay (2008) posits that the relationship between the cultural attributes of 

entrepreneurs and their entrepreneurial behaviour requires further empirical 

investigation. He found that there is a relationship between the source of advice and 

an owners/managers’ level of education, which infers that they will look to the best 

source available for information when investigating the markets they are planning to 

enter. Barringer et al. (2005) suggest that education has served as a proxy for 

entrepreneurial skills and abilities. On the other hand, Levent, Masurel and Nijkamp 

(2003) argue that a lack of education acts as an obstacle to entrepreneurship and, 
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thus, the owners/managers of those firms, that want to act entrepreneurially, must 

attain higher levels of education. Further, Walker and Brown (2004) argue that SME 

managers/owners’ motivations to export differ in relation to their motivations, 

including self-satisfaction, achievement, or expanding their business. Singer (1995) 

notes that managers and owners, with prior entrepreneurial experience, appear to 

continue their entrepreneurial behaviour when they become franchisees. Therefore, 

business owners, who are highly educated and experienced, are more likely to act 

entrepreneurially in both management and decision-making. 

 

Many studies have shown that the international experience of decision-makers has a 

strong effect upon SMEs in both the initial decision to expand and the continuing 

strategies employed in international marketing (e.g. Aaby & Slater, 1989; Madsen & 

Servias, 1997). Businesses skills, overseas experience, and the ability of 

management to network are important characteristics that impact the international 

development of retail SMEs (Hutchinson et al., 2006). According to Khurrum et al. 

(2008), the education level of the SME owners/managers impact positively on the 

success of the firm. Dickson, Solomon and Weaver (2008) also postulate that there is 

a positive link between education and entrepreneurial success. Moreover, the 

Organisation for Economic Cooperation and Development (OECD) suggests that 

productivity increases significantly with each added year of education (Dickson et al., 

2008). Thus, prior startup experiences of SMEs owners/managers influence the 

entrepreneurs’ attitudes, preferences and skills (Politis, 2008). A real example of this 

was the finding by Walker (1988) that businesses owned by Greeks in Sydney, 

Australia showed expansionary activity as soon as a university educated son joined 

the firm. Hence, entrepreneurs appear to need these skills to aid them in the process 

of managing their ventures successfully (Politis, 2008). 

 

3.7.1.2   Previous Studies and Demographic Characteristics 

Recent studies have shown that effective decision-making, when faced by the 

ambiguity inherent in new business creation, is an essential skill of senior 

management (Sarasvathy, 2001). Some suggest that effectual decision-making is not 

a personal trait, but is a skill acquired through experience (Dew, Read, Sarasvathy, & 

Wiltbank, 2008). In Theng and Boon’s (1996) study, exploring factors affecting the 

failure of Singaporean SMEs, found that a lack of formal education and an 

unwillingness to take risks were not considered important. This result was in contrast 

with other studies that found such personal traits had a significant effect on 
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entrepreneurial success (e.g. Long, 1983; Sexton & Bowman, 1983; Yusuf &Saffu, 

2005).  

 

The study by Yusuf and Saffu (2005), on manufacturing SMEs in Ghana, identified 

many factors that had a significant role in the success of a firm; one factor was the 

level of experience of the owners and managers. Further, Khurrum et al. (2008) 

studied the effects of the owners’ characteristics on SME success in Pakistan. They 

found that education and experience were important determinants of the ongoing 

health of the SMEs. Additionally, Barringer et al. (2005) revealed that one of the key 

attributes that differentiates rapid-growth firms from slow-growth firms was the 

founders’ characteristics (such as college education, prior industry experience and 

entrepreneurial experience). 

 

Two questions are raised by the above findings. Firstly, How do these demographic 

characteristics influence the SMEs decision-makers ’perceived risk associated with 

exporting? Secondly, How do these characteristics influence their decisions to 

export? Most previous research has focused on how such demographic 

characteristics have affected the firm’s success (e.g. Walker & Brown, 2004; 

Khurrum et al., 2008; Theng & Boon, 1996); whereas the current research examines 

the effect of such characteristics on SMEs managers/owners’ perception of the risk 

associated with exporting. Importantly, this research also examines the influence 

management has on international activity decision-making by addressing the 

demographic characteristics of the owners/managers of SMEs in different countries. 

While there is some evidence that an SME manager’s education, experience and risk 

propensity may influence the adoption of internationalisation strategies (Lind et al., 

2000; Sitkin & Weingart, 1995), these characteristics have not been examined within 

the SME context in emerging and advanced markets. Hence, the following two 

propositions are presented: 

 
P11: Education will influence the decision to export and education levels will differ 
across exporters operating within advanced versus emerging markets. 
 
P12: Experience will influence the decision to export and experience will differ across 
exporters operating within advanced versus emerging markets. 
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3.7.2 Management Style  

While the managements’ attitude toward risk is important, in terms of making a 

positive decision to enter a foreign market, the senior executives’ style of 

management will reflect the firms’ effectiveness in doing so (Vida, 2000; Williams, 

1992). Supporting this contention, Quang and Vuong (2002) argue that there is a 

significant correlation between organisational effectiveness and management style. 

Thus there is a need to study SMEs’ performance and the characteristics that impact 

upon their success (Wiklund & Shepherd, 2005). As a consequence, part of the 

current research explores the importance of management style and how it is affected 

by the decision-maker’s personality and, therefore, how it affects their risk 

perceptions. 

 

3.7.2.1   Decision-Makers’ and Management Style 

The relationship between decision style and the decision-makers’ behaviour has 

been investigated using the Myers-Briggs type indicators to identify an individual’s 

decision-making style (Henderson & Nutt, 1980). As manager/owner skills often drive 

and guide a firm, they may be forced to adopt an administrative approach to keep it 

on the right track (Birley, Cromie, & Myers, 1991). Consequently, according to 

Henderson and Nutt (1980), there are three main decision styles adopted by senior 

executives’. First, the heuristic method involves individuals emphasising pragmatic 

solutions, especially where common sense and intuition play an important role. 

Second, the decisive style sees an individual using minimal data to provide a single 

solution. The third method, the flexible style, also uses minimal data, but also results 

in the provision of multiple solutions. After years of observing the ways in which 

individuals make decisions, Adizes (2008) has identified four main personality styles 

to describe an individual’s behaviour; and the styles related to making decisions, 

which are labeled, in the language of management, as the four management types, 

namely, producer, administrator, entrepreneur, and integrator. He suggests that the 

individuals naturally merge a few of those styles, while many develop and build skills 

in all four areas.  

 

3.7.2.2   Management Styles and Firms Performance 

SMEs owners/managers need a management style that encourages creative, 

innovative and new ways seeking opportunities in both local and international 

markets (Keh, Nguyen, & Ng, 2007). A manager’s decision style is the most 

appropriate way to explain a firm’s decision-making behaviour (Henderson & Nutt, 
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1980), and to explain how they perceive risks associated with entry into new markets, 

both in domestic and international contexts. Managers/owners, who are 

entrepreneurially oriented, are more likely to be opportunity seekers who monitor 

both local and international markets, so as to strengthen their competitive position 

(Covin & Miles, 1999). Moreover, Keh et al (2007) found that entrepreneurial 

orientation has a positive impact on a firm’s performance.  

 

Furthermore, owners/managers, who are entrepreneurs, look for new opportunities to 

gain first-mover advantages and to become the market leader (Keh et al., 2007). 

Therefore, firms that adopt entrepreneurial strategies are mainly involved in 

innovative and potentially risky and proactive moves (Wiklund & Shepherd, 2005). 

Indeed, owners/managers of SMEs can impress their own way and style of 

management to shape the firm’s overall strategies (Quang & Vuong, 2002). 

Additionally, the determination of entrepreneurship and leadership, that lead firms to 

success and innovation, have been the subject of research for an extended time 

(Alstete, 2008), as has the entrepreneurs’ propensity for risk-taking (Hull, 

Bosley&Udell, 1980; Kamalanabhan, Sunder & Manshor, 2006). However, the 

relationship between the decision-makers’ characteristics and entrepreneurial 

behaviour is an area requiring further academic attention (Altinay, 2008); and 

represents a significant research gap which is addressed in the current research. 

 

The present research focuses on management styles that are strongly influenced by 

the culture in which the organisation operates, and how it is affected by aspects such 

as the firm’s characteristic, type, size, operating environment, and firm culture 

(Quang & Vuong, 2002). The results from the Quang and Vuong (2002) study 

suggest that there are differences in the management styles (e.g. entrepreneurial, 

participative, authoritarian styles) that are applied and used by Vietnamese 

organisations in state owned, privately owned, and joint venture businesses. Most of 

the research has focused on entrepreneurial owners/managers of SMEs (e.g. 

Fletcher, 2004). However, the proposed research posits that founders of SMEs do 

not represent a homogenous group, with the associated assumption that they will, 

therefore, adopt different management styles. For this reason, the kinds of 

management styles adopted by SMEs owners/managers, and how they are 

influenced by their personal traits and demographic characteristics (education and 

experience), are studied in the current research. These traits and characteristics 

include the way in which the collective influence of these factors affect the manager’s 

perception of risk in relation to entry into foreign markets. 
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The management literature has assessed models and frameworks that guide the 

development of this current research. Many of these studies examined management 

styles in an attempt to find a link between organisational effectiveness and individual 

management styles (e.g. Quang & Vuong, 2002; Khandwalla 1995a; Khandwalla, 

1995b; Culpan & Kucukemiroglu, 1993). Khandwalla (1995a, 1995b), and Culpan 

and Kucukemiroglu (1993) developed two models in their study of management 

styles, and to identify a link between an organisation’s effectiveness and 

management style. These models contained six principle dimensions for comparing 

management systems: supervisory style, decision-making, communication patterns, 

control mechanism, interdepartmental relations, and paternalistic orientation. The 

Quang and Vuong (2002) study built on their work investigating the differences 

between Vietnamese organisations relating to styles of management and their 

influence on that organisation’s effectiveness. In the current research, management 

styles in different contexts (i.e. advanced and emerging country contexts) are 

examined by investigating the influence of management styles on an SME decision-

makers’ perceived risk associated with international markets, and how that 

perception affects decisions pertaining to the decision to engage in exporting. Hence, 

it is posited that: 

 

P13: Management style will influence the decision to export and management styles 
will differ across exporters operating within advanced versus emerging markets. 
 

3.8   Conclusion 

This chapter reviewed and discussed the literature pertaining to the research topic 

and the (presented) preliminary conceptual model. It comprehensively detailed and 

reviewed the literature that related to the main variables of the conceptual model. 

The discussion started with a quick overview of the study’s conceptual model. Then, 

exporting motivations and barriers were presented and discussed. This was followed 

by a discussion of perceived risk (which is seen as a concept defined within different 

domains). Next, inherent and handled risks were discussed. This discourse included 

details regarding how risk perception differs on organisational and individual levels, 

especially when dealing with the buying and selling process. Such descriptions 

provide additional insight into the strong linkages between the level of commitment to 

exporting and owners’/managers’ risk perceptions. This topic was then followed by 

information related to the perceived risks identified by decision-makers of exporting 

organisations, and how that response relates with the environmental, industry and 

firm-specific risks. 
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The next area for discussion involved the main factors proposed in the conceptual 

model. The sections covered the interactions between cultural differences and 

individual characteristics (in particular, demographic characteristics and the 

management style) of the SMEs decision-makers, along with the influence that these 

factors have on the decision-makers’, exporting decisions. The chapter also provided 

information on the factors and influences that affect the process of SME 

internationalisation and export-related decision-making; this included all 

relationships, as well as the final decision-making process relating to exporting. 

Finally, propositions were developed; which will be tested during the field research 

study. In the next chapter, the research methodology for this research is detailed. 
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CHAPTER FOUR: RESEARCH METHODOLOGY 
 

4.1Introduction 

This chapter discusses and presents the research methodology to be utilised in the 

current research. An outline of the chapter is shown in Figure 4.1. Section 4.2 

justifies the choice of the realism approach; section 4.3 presents and discusses the 

research design stages. Next, the convergent interviewing methodology is discussed 

in section 4.4, and approaches to maximise the validity and reliability of the 

qualitative findings of the research are detailed in sections 4.5. In section 4.6 the 

sampling, planning, management and data interpretation of the qualitative stage of 

this research is explained and the concluding remarks are provided in section 4.7. 

 

Figure 4:1 Outline of chapter 4 

 

Source: Developed for this research. 
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4.2   Choice of Realism Paradigm  

In recent years, there has been considerable interest in the role that philosophical 

assumptions and paradigms play in research (Gephart, 1999). The term “paradigm” 

can be defined as a loose collection of related assumptions, concepts, or 

propositions that orient thinking and research (Weaver & Olson, 2006) or the 

philosophical intent or motivation for undertaking a research study (Cohen, Manion& 

Morrison, 2007). Guba and Lincoln (1994) state that the basic beliefs that define a 

particular research paradigm raised in this research can be summarised by the 

responses given to three fundamental areas: the ontological, the epistemological, 

and the methodological areas. Since the theoretical questions emerge from different 

conceptualisations and interpretations of social reality, different paradigms have been 

developed to determine the criteria by which the best paradigm can be selected, and 

to define the problems for the research inquiry. Due to the significant growth in social 

science research, different paradigms have emerged, such as positivism, 

interpretivism, critical theory and postmodernism. According to Weaver and Olson 

(2006), researchers should consider these differences as a single paradigm, as they 

are incommensurable with one another. Therefore, there is a need for critical, 

integrated understanding of the paradigms used in a particular area (See Table 4.1). 

 

The main paradigms commonly adopted in research are positivism and interpretivism 

(Machenzie & Knipe, 2006). The positivist paradigm of exploring social reality is 

based on the philosophical ideas of observation and reason, as the means of 

understanding human behaviour; positivistic thinkers use this method as a means of 

knowledge generation. It imposes an objective world where methods can be 

representative and measured, and seeks to predict and explain causal relations 

among key (identified) variables (Dash, 2005). Although positivism has become a 

dominant institutional form in social research, this dominance is increasingly 

challenged by critics from interpretive constructionism (Gephart, 1999). Under 

contention is the lack of consideration for the subjective states of individuals. Further, 

it strips context from meaning in the process of developing quantified measures of 

phenomena (Guba & Lincoln, 1994), and excludes interpretations from the collected 

data (Gephart, 1999). 
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Table 4:1 Principles of the Research Paradigms 

Principles Paradigms 
 

 Positivism Post Positivism 
(Realism) 

Critical Theory Constructivism 
 

Ontology 
 

(The nature of 
reality) 

Objective real 
world, driven by 
universal laws. 

Reality can never be fully 
apprehended, and an objective 
real world does not exist 
beyond the human mind. 

Historical realism where reality 
is formulated over time by 
social, political, cultural 
economic, ethnic and gender 
forces. 

Multiple local and specific constructed 
realities, which often do not exist, are 
constructed by human beings. 

Epistemology 
 

(The nature of 
the 

relationship 
between the 
researcher 

and the reality) 
 

Dualist, objectivist 
findings are true; 
objectivity of the 
researcher is 
essential; and 
participants should 
be a distant 
observer. 

Knowledge of an existing world 
can be approached through 
probable statistics, modified 
dualist. 

Subjectivist co-created 
findings, transactional. 

The critical inquirer cannot be distant 
from the subject of the investigations 
since the nature of the inquiry is 
completely value determined.  

Methodology 
 

(How the 
researcher 
finds the 
reality) 

 

 

 

Experimental and 
quasi-experimental 
designs, 
manipulations, 
interventions and 
verification of 
hypotheses rely 
essentially on 
quantitative 
methods. 
 

Experimental and quasi-
experimental designs, 
manipulations, interventions 
and verification of hypotheses. 
Can include both qualitative 
and quantitative methods. 
Case studies, interviews. 

Dialectic dialogue, primarily 
qualitative methods include 
observation, grounded theory 
and case studies. 

Gather details and utilise inductive 
reasoning to develop hypotheses, 
theories and concepts. Primarily 
qualitative, but can include descriptive 
quantitative methods. 

Source: Adopted from Amaratunga, Baldry, Sarshar, & Newton (2002); Guba & Lincoln (1994); Healy & Perry (2000); Schulze (2003). 
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On the other hand, the interpretive paradigm is concerned with understanding the 

world of human experience (Cohen & Manion, 1994). The paradigm suggests that 

reality is socially constructed. Creswell (2003) states that this paradigm tends to rely 

upon the participants’ views, experience and background of the case being studied. It 

imposes knowledge and meaning as acts of interpretation; hence, there is no 

objective knowledge which is independent of thinking, reasoning humans (Machenzie 

& Knipe, 2006). Another paradigm is the Critical theory paradigm, which is viewed as 

a synthesis of alternative paradigms, such as feminism, materialism and neo-

Marxism, which they share a particular set of basic beliefs (Plack, 2005). The reality 

under this paradigm is formulated, over time, by social, political, cultural, economic, 

ethnic, and gender forces (See Table 4.1). Further, core knowledge is established 

through the interactions between the researcher and participants, whereby the former 

is a transformative intellectual who changes the social world (Guba & Lincoln, 1994), 

while the latter exists to keep critical theorists more informed (Perry et al., 1997).  

 

Lastly, the post-positivism or realism paradigm is the paradigm most often adopted 

for social science research (Bettis & Gregson, 2001). Under this paradigm, the world 

is perceived to be independent of researchers and, thus, is open to different 

perceptions. Realism researchers argue that reality is assumed and can be 

influenced by the researchers’ viewpoints (Schulze, 2003). That is, reality reflects the 

viewpoints of both the researcher and the participants. The aim of research under 

this paradigm is to discover cause and affect relationships, as well as to predict and 

control future behaviours by an examination of the current behaviour (Plack, 2005). 

Validity is determined by its ability to generalise and to test the theory, based mainly 

on empirical and logical evidence (Schulze, 2003). Methodologically, realists employ 

experimental, quasi-experimental designs and/or some qualitative techniques to 

obtain a clearer picture of what is happening in the real world (Bettis & Gregson, 

2001; Plack, 2005). For this reason, the realism paradigm values (and recommends) 

the use of various approaches which lead to insights that extend beyond the realm of 

measurable and discoverable facts (Perry et al., 1999).  

 

Given the need to discover the real world (SMEs decision-makers’ risk perceptions), 

realism has been identified as the most appropriate paradigm for the current 

research (Denzin & Lincoln, 1994). The methodologies (used in the current research) 

seek to observe the real world, using qualitative methods (in particular, convergent 

interviewing) (Healy & Perry, 2000). Therefore, following the literature review (and 

associated with set of propositions), a series of qualitative (largely) unstructured 
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interviews were conducted to identify and organise the observable facts. Then, a 

research (preliminary) conceptual model, with a set of propositions, was confirmed 

and examined. In brief, the realism paradigm was chosen for the current study as it 

enables the researcher to identify new variables and dimensions that can be tested in 

the future. Having discussed the choice of paradigm for the inquiry, the following 

section addresses the case for the current research design to explore the proposed 

relationships depicted in the preliminary conceptual model (See Figure 3.2 Chapter 

Three). 

 

4.3   Research Design  

Many researchers posit that the research planning process includes several steps 

which enable the researchers, via a systematic approach, to make research project 

decisions prior to commencement (Blaikie, 2000; Neuman, 2006; Tull & Hawkins, 

1990). However, decisions made in relation to the research project often interact and 

occur concurrently, rather than being sequentially separated steps (Grace, 2002). 

This outcome occurs because the decisions are embedded in an ongoing process 

which shapes research strategies and patterns of information that support the project 

(Aaker, Kumar & Day, 2001). 

 

Sarantakos (2005) argues that the research design comprises two main phases. The 

first phase, the planning stage, illustrates the researcher’s study plan and the 

research construction design. The second phase, the execution stage, identifies the 

research data collection and analyses (Babbie, 2007; Creswell, 2009; Kumar, 2005; 

Neuman, 2003; Sarantakos, 2005). Moreover, the main purpose of the research 

design is to present a clear direction of the research methodology and to assist the 

researcher in the use of the resources and time, in a reasonable manner, which 

helps to reduce the research costs (Babbie, 2007; Kumar, 2005; Sarantakos, 2005). 

Further, the research design facilitates the research methodology application and 

clarifies, for the researcher, what will lessen research errors, distortion and resultant 

biases. It also makes it easier for the researcher to obtain a truthful measurement to 

ensure the validity and reliability of the study (Babbie, 2007; Creswell, 2009). 

 

De Vaus (2002, 2003) suggests that social researchers need to identify (accurately) 

their research questions prior to setting up the research design (which was presented 

in the previous chapter). The research design is a significant stage in the research 

study; it allows the researcher to achieve the research objectives (Adams, Khan, 
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Raeside, & White, 2007). In addition, it assists the researchers in answering their 

research questions (Kumar, 2005; Sarantakos, 2005). Therefore, the research design 

includes a comprehensive research structure, the plan, and the strategy for how the 

research study is to be completed (Adams et al., 2007; Kumar, 2005). 

 

Aaker et al. (2001) also propose a research planning model to guide researchers 

through their projects (Figure 4.2). This model (Aaker’s model) is deemed 

appropriate to guide the research design decisions of the current study. The model 

exemplifies three main stages of the research process: the preliminary planning, 

research design and implementation stages. The key research activities in this first 

stage(preliminary planning stage) include problem identification, the development of 

research questions, the propositions, and the justification for the proposed research, 

in terms of its perceived theoretical contribution or value. Previous chapters have 

outlined these activities; problem identification and justification for the research 

appear in Chapter one, the development of the research questions are presented in 

Chapter two; and the propositions are clearly developed in Chapter three. 

 

Stage two, in Aaker et al.’s (2001) model includes selecting the research approach 

and the appropriate research tactics. The approaches are discussed in detail in the 

following sections, namely, exploratory, descriptive and causal research (Aaker et al., 

2001; Burns & Bush, 1995; Hair, Bush & Ortinau, 2000). First, the exploratory 

approach is used to gain insight into the general nature of a problem. This approach 

does not require a deep prior knowledge or background in the area to be studied; 

therefore, the methods are generally flexible and unstructured in nature (Blaikie, 

2000; McBurney, 1994; Parasuraman, 1986). On the other hand, descriptive 

research is utilised to provide a more accurate view of a phenomenon and is 

conducted when hypotheses already exist. It is the relationships between the 

variables that are of interest (Hair et al., 2000; Parasuraman, 1986). The third 

research approach is causal research. It often follows the descriptive research in an 

attempt to infer causation of previously identified relationships (Burns & Bush, 1995; 

Kumar, Aaker & Day, 1999), and is usually achieved through experimental methods.  
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Figure 4:2  The Research Plan 

 
Source: Aaker, Kumar & Day (2001); Grace (2002). 
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As the propositions (outlined in Chapter 3) described the relationships between the 

constructs depicted in the conceptual model (refer Figure 3.2, Chapter Three), the 

current research is predominantly exploratory in nature due to the limited knowledge 

regarding the dimensions explored in this study. Therefore, the research aims to 

explore the relationships between the constructs, and confirm and verify the 

proposed variables, as well as adding new dimensions during the research. Due to 

the research conditions, the research focuses on deepening the understanding of the 

phenomenon by confirming and verifying the preliminary conceptual model, as well 

as identifying new dimensions and ideas to be added to the research model and the 

propositions (that is, the exploratory approach of the current study). As mentioned 

previously, during stage two of the Aaker et al. (2001) model (See Figure 4.2), the 

researcher determined the research approach and selected the most appropriate 

data collection method (i.e. qualitative interviews).  

 

In this research, there is one main stage, the exploratory phase, where the 

researcher used unstructured convergent interviews to confirm and verify the 

conceptual model and to identify new (i.e. undiscovered) dimensions. Convergent 

interviewing, as a data collection method, was the most appropriate and compatible 

method for the exploratory approach; its use is considered very effective in 

addressing and confirming the propositions and the conceptual model (see Chapter 

Three) and gaining a deeper understanding of the research problem (that can not be 

definitely measured from what is currently known). Next, qualitative and quantitative 

data collection approaches are discussed. 

 

4.3.1   Qualitative versus Quantitative Research 

The choice of research methodology is designed to meet specific research 

outcomes. In particular, researchers must evaluate the best research method (from 

the literature review) to answer their research questions. In social science research, 

two dominant methodologies are commonly used: quantitative and qualitative 

methods (See Table 4.2). Quantitative research traditionally focuses on deduction 

(conclusions), confirmation, theory/hypothesis testing, prediction and statistical 

analysis. On the other hand, qualitative research is an inductive approach focused on 

exploration and discovery, as well as the generation of propositions and the 

development of theory (Onwuegbuzie & Leech, 2005). The qualitative data collection 

methods rely heavily on verbal analysis rather than statistical analysis (Shankar & 

Goulding, 2001).  
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As discussed above and given the need to discover the real world (SME decision-

makers’ risk perception), realism has been identified as the most appropriate 

paradigm for the current research (Denzin & Lincoln, 1994). The methodologies 

(used in the current research) seek to observe the real world, using an unstructured 

qualitative method, namely, convergent interviewing (Healy & Perry, 2000). 

Therefore, following the literature review, a series of qualitative unstructured 

interviews were conducted to identify and organise observable facts. Next, the 

research conceptual model, with a set of propositions, was examined and posited 

relationships were (dis) confirmed. This approach was appropriate given the lack of 

prior research in this area and the need to discover new information relating to 

owners/managers risk perceptions associated with exporting 

 

Table 4:2   Comparison between Qualitative and Quantitative Methods 

 
 

Qualitative Method Quantitative Method 

Objectives  To gain a qualitative 
understanding of the underlying 
reasons and motivations 

To quantify the data and 
generalise the results from the 
sample to the population of 
interest 

Type of 
research  

 Exploratory Descriptive  

Focus  Examining the breadth and depth 
of the phenomena  

Testing specific hypotheses 
 

Nature of 
reality  

Multiple realities; subjective, 
personal, and socially 
constructed 

One reality; objective 

Reasoning  Inductive  Deductive  
Research 
questions  

What? Why? (Classification, 
meaning) 

How many? Strength of 
association (Enumeration, 
causation)  

Literature 
review 

May be done as study 
progresses or afterwards 

Must be completed early in the 
study 

Researcher 
requirements 

Training to develop relevant skill 
sets 

Structured administration of 
method 

Researcher 
involvement 

Part of the process Independent of the process 

Hypotheses / 
Propositions 

Generation  
 

Testing  

Measurement  Researcher as instrument, 
‘insider view’ 

Psychological / physiological 
instruments, ‘outsider view’ 

Approach  Flexible; natural setting (process 
oriented) 

Highly controlled; experimental 
setting (outcome oriented) 

Source: Adopted from Deshpande (1983); Amaratunga, Baldry, Sarshar & Newton (2002); 
Creswell (1994, 2003); Hoepfl (1997); Patton (1990); Zikmund(2003); Malhotra, Hall, Shaw & 
Oppenheim(2002); Weaven (2004). 
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Table 4:2   Comparison between Qualitative and Quantitative Methods – Cont'd 

 Qualitative Method Quantitative Method 

Data 
collection  

Unstructured or semi-structured  Structured  

Sample  Purposive (evolving); small 
sample size 

Statistical (predetermined) 
sample; large sample size 

Data 
analysis  

Non-statistical, coding, 
categories, themes; basic element 
of analysis is words/ideas 

Statistical inference / statistical 
estimation; basic element of 
analysis is numbers 

Outcome  Develop an initial understanding  
 

Used to recommend a final 
course of action 

Source: Adopted from Deshpande (1983); Amaratunga, Baldry, Sarshar & Newton (2002); 
Creswell (1994, 2003); Hoepfl (1997); Patton (1990); Zikmund (2003); Malhotra, Hall, Shaw & 
Oppenheim (2002); Weaven (2004). 

 
 

4.3.2   Qualitative (exploratory) Approach 

Qualitative research is an inductive research method generally adopted by 

researchers to investigate and understand unexplored phenomena (Carson & 

Coviello, 1996), and/or areas that are deficient in theory and lack well-defined and 

tested principles and constructs (Parkhe, 1993; Perry, 1998). Further, qualitative 

research involves an interpretive realism approach to understanding phenomena of 

interest, which involves the use of a variety of empirical materials, such as: “life story; 

interview; artifacts; cultural texts and production; observational, historical, and 

interactional text” (Denzin & Lincoln, 2000, p. 3). This research approach is suitable 

for deepening understanding of any phenomenon, or to gain new information when 

the area of enquiry is deficient in existing theory (Hoepfl, 1997). The major strength 

of qualitative research techniques is in their ability to generate and clarify problems. 

Their flexibility and open structure allow researchers to explore and gather 

information that cannot be uncovered through using structured survey-based 

approaches (Aaker, Kumar, Day, Lawley & Stewart, 2007). 

 

Many studies have investigated SME decision-maker's attitudes and behaviour 

related to the firm’s internationalisation (e.g. Hutchinson et al., 2006; Anderson & 

Floren, 2008). However, the factors influencing these individuals’ decisions regarding 

exporting, and how they perceive the risks associated with such activities, is not well 

understood. In order to understand a subject, realism researchers often aim to 

combine qualitative and quantitative methods sequentially, or use one of the 

qualitative data collection techniques (Healy & Perry, 2000). In the current research, 
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a series of unstructured convergent interviews were conducted in order to 

understand the factors that influence SME decision-makers internationalisation 

decisions, and to confirm the appropriateness of the preliminary conceptual model. 

The research used unstructured convergent interviews to validate and confirm the 

(preliminary) research model. Given the flexibility of this technique, the important 

variables not yet mentioned in the literature may be revealed and incorporated 

withina revised conceptual model. 

 

The main purpose of this study, as previously stated, is to identify factors, 

characteristics, and traits that influence SME decision-makers regarding 

internationalisation, and to determine how these factors influence their perceptions of 

the risks associated with this process. A study of the literature resulted in the 

development of a preliminary conceptual model (see Figure 3.2 Chapter Three) and 

a set of propositions. Further qualitative research was needed to verify and confirm 

the developed model, and to provide a solid base for the development of the 

propositions. Therefore, a series of unstructured convergent interviews were 

conducted with a sample of SME decision-makers within the industry context of 

interest (i.e. manufacturing), in both Australia and Saudi Arabia. 

 

4.4   Choice of Convergent Interviewing 

Convergent interviewing is ''an action research technique for collecting and 

interpreting information'' (Dick, 1990, p.2), and uses a carefully selected and limited 

number of interviews with experts (academics and professionals). This kind of 

interviewing involves a series of in-depth interviews, allowing the researcher to refine 

and develop the questions following each interview (Dick, 1990). The cyclical process 

continues via a ''serious of successive approximations'' (Dick, 1990, p.3), until the 

researcher achieves a point of data saturation, where there is no more new 

information to obtain (Carson, Gilmore, Perry & Gronhaug, 2001). The technique is 

generally suited to situations where the researchers are looking for new information 

about a particular phenomenon (Weaven, 2004).  

 

This approach helps researchers in evaluating and analysing information generated 

from the interviews, rather than wasting time in the process of data creation (Dick, 

1990). Furthermore, convergent interviewing techniques do not need any prior deep 

knowledge and/or experience, making it easier for researcher to explore and deepen 

their understanding of a certain phenomenon. However, the current research 
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benefitted from a comprehensive review of the existing literature, which guided the 

interviewer to ask pertinent questions in an unstructured interviewing format. Prior to 

conducting the convergent interviews, a protocol for these interviews was developed 

to guide the process.  

 

As seen in Table 4.3, the primary advantage associated with convergent 

interviewing, in comparison to in-depth interviewing and case study methods, is that 

the results from these methods are not entirely respondent driven. Thus, the 

convergent interviewing approach removes the interviewer from the data creation 

process, allowing the interviewer to concentrate on the information evaluation and 

analysis. Further, the process of convergent interviewing is unstructured. 

Consequently, any information given by the interviewees is not a result of her/his 

answers given to questions predetermined by the researcher, but is the result of 

information developed and given from the participant information. Importantly, 

convergent interviewing techniques can be used by researchers without the need for 

prior knowledge of the subject (Dick, 1990); although this is not recommended by 

some researchers (Carson et al., 2001, p. 89). Conversely, case study research 

requires a stronger theoretical framework (Emory & Cooper, 1991; Yin 1994, 2003) 

which is not evident in the content of this research. 

.  

The in-depth or structured interview is, by its’ very nature, a method of gathering 

information in response to a series and set of questions developed by the researcher 

after an initial or extensive literature review (Kvale, 1996). The method has the 

advantage of obtaining unambiguous responses to certain issues, although there is a 

risk of influencing responses by attitudes (for example, cultural or corporate) and the 

structuring of questions (implied or expressed). Although these aspects may be 

addressed by control and evaluation questions, the procedure still relies upon the 

researcher’s interpretation. In other words, the interviewer may ask the wrong 

questions (Brenner, Brown & Canter, 1985). Convergent interviewing attempts to 

remove the researcher and his or her bias or preconceptions from the information 

gathering process; it allows the participant(s) to identify the salient points that can be 

tested in subsequent interviews (Weaven, 2004). This multi-level process includes 

the interview design, data collection, interpretation, redesign, data collection, and re-

interpretation stages (Dick, 1990, p.6).   
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Table 4:3 Comparison of qualitative data collection 

 
Characteristics 

Qualitative method 
 

In-depth interviews Convergent interviews Case studies 
Type/Content Relatively unstructured pattern 

and nondirective 
Semi-structured Standardised and rigorous procedures; 

Structured 
Objective To elicit detailed information from 

interviewees 
To identify issue convergence Used in exploratory theory building or 

explanatory theory verification 
Level of prior 
theory 
requirement 

Low or high Low, but some theoretical foundation is 
beneficial 

Prior knowledge is highly recommended 

Interview 
process 

Flexible, unstructured, semi-
structured and structured 

Structured process with series of 
‘successive approximations’ leading to 
consensus 

Structured and standardised procedures 

Probe 
questions in 
interview 

High use of propping questions  High use of propping questions  Mainly focused on the interviewer directed 
questions derived from the literature. 
However, questions are treated as open 
research issues 

Emphasis Explore new under researched 
topics  

Refinement of questions and answers 
particularly useful in the early stage of 
the research 

Building theories and substantial prior 
knowledge component, that is, inductive 
and deductive components 

Strengths Depth of understanding and the 
ability to replicate 

Cyclic nature allows continual 
refinement  

Structure and replication 

Limitations Interviewer bias Interviewer bias and interviewer prior 
knowledge(i.e. non-expert) 

The requirement of prior knowledge 
makes this technique inappropriate for 
new and under researched areas of 
inquiry. 

Interviewer 
requirements 

Non-expert Expert Expert 

Source: Adapted from Carson, Gilmore, Perry & Gronhaug (2001); Dick (1990); Yin (1994, 2003); Weaven (2004). 
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However, convergent interviewing, as is evident in all research methodologies, does 

have some associated limitations (Woodward, 1997).  Firstly, convergent interviewing 

is a theory building technique that should only be used in conjunction with 

frameworks and conceptual models that have been built following the literature 

review (Carson et al., 2001). Secondly, convergent interviewing is costly in terms of 

the time needed to conduct the interviews, refine the questions, and evaluate 

converging themes. Thirdly, this technique is reliant upon the knowledge and skills of 

the interviewer to contribute meaningful information to the exploratory research 

process. The use of prior research, together with the knowledge and skills of the 

interviewer, ensure an accurate data collection and analysis. In brief, although there 

are limitations associated with the convergent interviewing format, they are 

outweighed by the benefits provided by this qualitative technique.   

 

4.5   Establishing the Validity and Reliability of the Qualitative Findings 

The validation procedures are vital throughout any research process; they ensure the 

accuracy and credibility of the findings. Such tests of validity should relate to 

constructing validity, to the internal and external validity, and reliability (Yin, 2003).  

Reliability and validity are important issues in both qualitative and quantitative 

research due to the ambiguity of constructs (Neuman, 2006). Reliability refers to the 

‘dependability’ and ‘consistency’ (Neuman, 2006, p. 188), allowing for the 

consistence replication in (similar) research settings. Kirk and Miller (1986, p. 20) 

define reliability as ‘the degree to which the finding is independent of accidental 

circumstances of the research’. In contrast, validity refers to the matching of 

constructs or questions to measure a phenomenon (Neuman, 2006). Thus 

researchers (e.g. Smith, 1984) conclude that it is difficult to ensure reliability and 

validity in qualitative research as the measures and perceptions are difficult to 

determine statistically. However, Dick (1990) argues that the convergent interview 

technique ensures reliable and valid results, by means of its’ structured interpretative 

format. 

 

Validity in qualitative research refers to the trustworthiness, credibility, authenticity, 

and plausibility of findings that make them defensible (Johnson, 1997; Huberman & 

Miles, 1984). However, validity also refers to the degree to which the research 

precisely reflects the concepts to be measured in the research. Due to the 

differences between the validity approaches in qualitative and quantitative 

methodology, there are three additional validities that should be considered in 
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qualitative research, i.e. interpretive, theoretical and descriptive validity (Maxwell, 

1996, 92). Prior to detailing the various strategies employed in the current research, 

to maximise the validity and reliability of the research findings, the potential for 

researcher bias is addressed (below). 

 

4.5.1   Sources of Bias 

The unstructured format of qualitative research may promote information 

misinterpretation, a result of the selective observation and the data collected by 

interviewers (Malhotra et al., 2002). To understand and control for researcher bias 

two strategies are employed: reflexivity (Johnson, 1997) and negative scenario 

sampling (Dick, 1990). Hence, a process of ‘critical self-reflection’ was embarked 

upon (Johnson 1997, p. 283) in order to gain clarity of vision (Douglas & Moustakas 

1984). While it would be unrealistic to suggest that this process resulted in a 

complete suspension of personal expectations and judgment, it did, nevertheless, 

allow the researcher to actively listen to, and record, what the participants were 

saying. 

 

Throughout this process the interviewer was mindful of the factors affecting the 

SMEs decision-makers risk perception associated with exporting, which had not been 

fully explained by extant theories. Further, the exporting emphases of SMEs 

operating in both the emerging and advanced markets may contrast markedly with 

each other’s experiences. Therefore, every effort was made to find evidence of how 

they differed or were similar. Negative case sampling is the second method for 

minimising researcher bias. Convergent interviewing techniques incorporate in-built 

negative case analysis procedures. The interviewer is prompted to challenge and 

disprove emerging explanations that are interpreted from the data. During this stage 

of the research, meaning that disconfirmed emerging trends was sought. This 

process is identified as one method of ensuring the overall validity of field study data. 

 

4.5.2   Types of Validity Relevant to Qualitative Analysis 

Validity refers to the degree to which the research accurately reflects or assesses the 

concepts to be measured. Generally, researchers aim to promote both the internal 

and external validity of their studies in order to maximise their research credibility and 

defensibility. However, not all positivistic criteria for ensuring the validity apply in 

qualitative research and, in particular, the ''social world of realism'' (Healy & Perry 

2000, p.123). As noted previously, due to the differences between validity 
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approaches in qualitative and quantitative methodologies, three additional validities 

need to be considered in qualitative research, i.e. interpretive, theoretical and 

descriptive validity (Maxwell, 1996, 92). The strategies employed to promote these 

types of validity are discussed below. 

 

First, descriptive validity refers to the degree of accuracy and precision of the 

transcribed descriptive information. The most appropriate method in obtaining 

descriptive validity uses two researchers for each interview. However, the costs 

considerations often make this approach unattainable (Weaven, 2004). Instead, to 

increase the descriptive validity in the current study, the researcher transcribed each 

recorded interview immediately following the interview session. Second, interpretive 

validity refers to how well the interviewee’s ‘viewpoints, feelings, thoughts, 

experiences and intentions’ (Johnson, 1997, p. 285) are reflected in the transcribed 

data. The present research maximised the interpretive validity through avoiding the 

use of deductive patterns and lowering the inference descriptors throughout the 

process of the interpretation reporting. Third, theoretical validity refers to how well the 

research findings explain the studied phenomenon (Maxwell, 1992). In the current 

research, to ensure theoretical validity, theory triangulation (Denzin, 1988), and peer 

review strategies were used. This process was achieved through an ongoing process 

of reviewing and evaluating the interviewee responses in relation to the 

appropriateness of the theoretical explanations for the research (Weaven, 2004). 

Furthermore, during the interviews, the researcher identified alternative theories that 

explained the research proposed relationships in order to avoid any overly simplistic 

associations (Eisenhardt, 1989a).         

 

Internal validity describes the extent to which the research design reflects and 

explains the expected and predicted correlations that are being examined during the 

research process (Malhotra et al., 2002). Such a process is important where the 

context of the qualitative research deals with ‘open and fuzzy boundary systems’ 

(Healy & Perry, 2000, p. 123). As a consequence, the industry professionals and 

experts in SME internationalisation were selected to attain relevant and useful 

information, and to ensure that the resulting data was of a sufficiently high quality 

(Patton, 1990).However, this explanation, in isolation, is an insufficient justification for 

how the internal validity of the current research was ensured throughout the 

qualitative process. Thus, additional strategies were used to promote the validity of 

the research.  
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Researchers identify several types of internal validity, namely, face validity, criterion 

validity and construct validity (Cook & Campbell 1979; Healy & Perry 2000; Johnson 

1997).Face validity refers to how well the research design appears to offer a process 

that will facilitate the data acquisition within the research agenda. Although the 

research design and data collection methods seem appropriate, theoretical 

justification is not necessary to ensure face validity (Fink, 1995).   

 

Criterion validity refers to the validity of ''…generative mechanisms and the contexts 

that make them contingent'' (Healy & Perry 2000, p.125). Hence, the researcher 

described and contextualised the issues central to SMEs decision-makers (Patton, 

1990; Yin 1994). That is, information was sought from the participant to develop a set 

of answers supporting real conclusions as to why things occurred. SMEs decision-

makers’ demographic information (such as the age, size, experience, education and 

industry), and contextual information (such as the location and time of interviews), 

were used to ensure that the data were information rich and appropriate (Patton, 

1990). 

 

Construct validity testifies how well the results, obtained from the use of the measure, 

fit the theories around which the test is designed (Cooper,& Emory 1995; Sekaran, 

2003). It addresses how well the information about the theoretical constructs is 

measured by the research. Firstly, construct validity was initially addressed through 

the careful definition of factors within the proposed theoretical model (Eisenhardt, 

1989a). Secondly, two or more confirmatory questions were included in the 

interviews to ensure the validity of the interviewee responses to their risk perceptions 

and their exporting experiences. Thirdly, the convergent interview process 

incorporated negative-case scenarios in which the interviewer was prompted to 

disprove emerging explanations before they became established as emerging trends 

(Dick 1990). Fourthly, the process of convergent interviewing allowed the interviewer 

to re-evaluate and re-design the interview content when it became apparent that the 

participant information was inconsistent with the research questions.   

 

External validity refers to the extent to which the research findings are generalisable 

and transferable (Sekaran, 2003). However, in qualitative research, it is often difficult 

to generalise the findings of a study to the total population as the sample is not 

randomly selected. In convergent interviewing, the sample results from the 

interviewees recommending other participants (Weaven, 2004); thus, self-selection 

bias is reduced (Weaven, 2004). In addition, to increase the generalisability of the 
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sample, care was taken to ensure sample diversity, based on age, experience and 

geography. Thus, the participants came from firms of different sizes (small – 

medium) and industries, had differing levels of experience, and came from a wide 

variety of geographic regions in both countries (Saudi and Australia). These criteria 

ensured that the provision of opinions would differ and, therefore, supported the 

data’s integrity.   

 

However, the contextual and demographic information of the interviewee participants, 

and the methods of data collection and analysis, also serve to provide a limit on the 

likely generalisability of the research. For example, convergence was found between 

different SMEs, in different settings, and with different organisational contexts. Thus, 

proximal similarity between the participants, and thus replication logic (Yin, 1994) 

may be claimed. That is, the current research may be generalisable beyond the 

people in this study (Johnson, 1997). Nevertheless, any comparison should be 

limited to the SMEs manufacturing sector.   

 

Reliability refers to the probability of achieving the same results should the research 

be repeated under the same conditions. Thus, the consistency of measurement is 

confirmed within the research process (Sekaran, 2003). The structural and 

operational procedures deployed during the qualitative research stage constitute the 

main sources of reliability (Neuman, 2006). To establish reliability, the current 

research was organised and structured so that the data were collected from the 

interviews accurately, through transcription, examination and interpretation 

(Silverman, 1997; Dick, 1990). In addition, the researcher enlisted the help of experts 

(i.e. supervisors) in cross-checking the findings (Weaven, 2004); therefore, helping to 

reduce the possibility of misinterpretation (Dick, 1990). The reliability of the findings 

derived from the qualitative stage of the research, and was achieved through 

structural and operational procedures.  

 

Given the sensitive nature of the information sought by the interviewer, care was 

taken to establish a relationship of trust with the interviewees, through developing 

rapport and ensuring the confidential nature of the research design (Malhotra et al. 

2002). Furthermore, the interviewer presented a ''professional, confident, sincere and 

non-evaluative image'' (Frazer, 1997, p. 49). Consistent with this direct and open 

qualitative process, the interviewees were fully informed as to the nature and 

importance of the research, as well as how and why they had been chosen for 

inclusion. Additionally, the potential for situational-related biases were minimised with 
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the interviews being conducted (via phone) at the SME’s owner/manager’s premises. 

Based upon recommendations by the experts, and due to the geographic distances 

concerned, all interviews were conducted over the telephone. Table 4.4 describes 

the tests for reliability and validity at this stage of the research. In brief, the above 

section has detailed how the validity and reliability of the findings was maximised 

through the research design and operational procedures. Next, the implementation of 

the convergent interviewing method is discussed.  

 

Table 4.4   Proposed methods of ensuring validity of qualitative research 
 

 Research process Stage of research 

Descriptive 
validity 

 Transcribed each recorded interview 
immediately following the interview. 

 Research design, 
data collection and 
evaluation phases. 

Interpretative 
validity 

 Use low inference descriptors in 
progressive interpretation reports. 

 Cross-checks with transcribed summary 
reports. 

 Participant feedback. 
 

 Research design, 
data collection and 
evaluation. 

Theoretical 
validity 

 Theory triangulation, that is, use of 
multiple theories to improve 
understanding. 

 Investigator triangulation. 
 Peer reviews. 
 Negative case scenarios. 
 Improve external validity. 

 

 Research design. 
 Data collection. 
 Evaluation and follow 

up interviews. 

Internal 
validity 

 Choose first industry-expert respondent 
so as to provide useful and relevant 
information in support of cause and effect 
analysis. 

 Presentation and elimination of rival 
theoretical explanations supporting 
‘beyond reasonable doubt’ conclusions.  
 

 Research design 
phase. 

Criterion 
validity 

 Description and contextualisation in 
reporting phase (including interviewee 
demographics and contextual 
information). 
 

 Research design, 
data collection and 
evaluation of 
findings. 

Source: Adapted from Burns & Bush (2003); Cook & Campbell (1976); Healy & Perry (2000); 
Johnson (1997); Lincoln & Guba (1985); Perry & Coote (1994); Sekaran (2003); Woodward 
(1997); Yin (1994); Zikmund (2000); Weaven (2004). 
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Table 4.4   Proposed methods of ensuring validity of qualitative research – 
Cont'd 

 

 Research Process Stage of research  

Construct 
validity 

 Theory building stage drew on 
variety of academic and trade 
literature (multiple sources including 
print/ electronic), which ensured 
consistency in initial theoretical 
framework.  

 “Triangulation of imperfect reality” 
through confirmatory questions in 
interview. 

 ‘Negative case scenarios’ to ensure 
interviewer identifies real trends in 
information. 

 Interviewer has flexibility to change 
direction of interview when required 
(based on ‘expert’ knowledge). 
 

 Preliminary research 
design phase. 

 Research design, data 
collection and 
evaluation. 
 

External 
validity 

 Choose recommended sample of 
experts from different industry, 
different people and locations  

 Limited by sample size. 
 Analytic generalisation. 
 Replication logic infers limited 

generalisation. 
 

 Research design 
phase. 

 Evaluation phase. 

 

Reliability of 

design 

 Supervision from supervisor. 
 Information recording, transcription, 

and analysis are standardised.   

 Research design 
phase. 

 Research design 
phase. 

 Data collection and 
evaluation during 
interview. 

Source: Adapted from Burns & Bush (2003); Cook & Campbell (1976); Healy & Perry (2000); 
Johnson (1997); Lincoln & Guba (1985); Perry & Coote (1994); Sekaran (2003); Woodward 
(1997); Yin (1994); Zikmund (2000); Weaven (2004). 
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4.6   Implementation of Convergent Interviewing Procedure 
 
According to Aaker’s Model (Figure 4.2), the next step after the selection of the data 

collection methods involves selecting the most appropriate research tactics. Hence, 

the researcher should develop and adapt the measures to be used, construct the 

survey, design the sampling plan, and anticipate the analyses. This approach will be 

detailed next. The last stage of the research planning model, shown in Figure 4.2, is 

the implementation stage. This stage is mainly focused on comparing cost and timing 

estimates with anticipated values, the collection and analysis of the data, the analysis 

interpretation, and the conclusion and recommendations (Aaker et al., 2001). To 

reduce the time and cost of the administration, the interviews were conducted via 

telephone calls. The expected cost of the national and international calls, in 

comparison to the expenses of travelling between cities and countries, was less 

costly, as well as being timelier.     

 

4.6.1   The Sampling Plan 

Many sampling issues were considered by the researcher, including determining the 

population, developing a sample frame, determining the sample unit, sampling 

method, and sample size, and developing the sampling plan and execution (Ghauri 

et al., 1995; Hussey & Hussey, 1997; Sarantakos, 2005; Tull & Hawkins, 1990). A 

purposeful (chain-sampling) sampling technique was considered as it is the most 

appropriate method for the current study because only those SMEs decision-makers, 

who had at least one year experience in exporting, were qualified to participate.   

 

As mentioned earlier, the target population included decision-makers from exporting 

SMEs (within manufacturing) from both emerging and advanced markets. The two 

countries selected for the data collection were Saudi Arabia and Australia, as they 

were considered to be representative of both emerging and advanced market 

countries. Australia represents an advanced and mature market where firms 

constantly seek out new opportunities in international markets (London & Hart, 2004). 

Saudi Arabia represents an emerging market where firms, within manufacturing 

industries (especially SMEs), are growing and looking for international expansion. In 

fact, Saudi Arabia is following a long-term economic plan designed to create a 

globally competitive industrial capability, and Saudi SMEs are playing an important 

part in this industrialisation (Saudi Ministry of Commerce and Industry, 2008). 
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During the sample selection process for the research, three main issues were 

considered. First, participants in the convergent interviewing process were chosen 

‘purposively’ (Dick, 1990. p. 24), to provide relevant information about exporting 

SMEs and their decision makers. Second, an initial interviewee was chosen to direct 

the researcher to other professionals within the target population (Nair & Reige, 

1995). With this in mind, the first person interviewed in Saudi Arabia was the owner 

and manager of a very active export SME. He was also a member of the 

manufacturer committee at the Jeddah City Chamber of Commerce. He had been 

actively involved in exporting and managing manufacturing SMEs for over 20 years. 

In Australia, the first person interviewed was the owner and manager of a consulting 

company. He had been actively involved in guiding and directing Australian 

companies to export for over 20 years. These interviewees provided the names of 

other SMEs in different sectors that could be approached to be interviewed for this 

research.  

 

The sample size was dependent on the techniques used in this phase of the study. 

As Dick (1990) suggests, the minimum number of interviewees is 12, although 

Carson et al. (2001), and Nair and Reige (1995), suggest that the sample size should 

be limited to the point where data saturation is reached; to achieve this outcome 

requires a minimum of six interviews. Thus, at this stage, the research concentrated 

on SME export decision-makers within the manufacturing fields from each country; 

the sample size was limited by the data saturation point, which was a total of 29 

participants (15 Saudis and 14 Australians). 

 

Thirdly, the sample size of both countries was determined by the data being derived 

from the interviews. That is, the researcher continued to interview new people until 

patterns of convergence were reached (Weaven, 2004); the research achieved 

stable patterns of convergence (agreement) and divergence (disagreement) following 

the interviews. Fourthly, the researcher interviewed a range of SMEs decision 

makers of different ages, experience, education and industry, in order to achieve 

heterogeneity in the sample (Nair & Reige, 1995). During this phase, a ‘chain 

sampling’ (Dick, 1990, p.25) technique was employed in which each interviewee was 

asked to direct the researcher to another SME manager. This procedure led to a total 

of 14 Australian SMEs managers and 15 Saudis SMEs managers participating in the 

interviews. The sample’s demographic characteristics are presented in the results 

sections; Chapters Five and Six (see Tables 5.1 and 6.1).   
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4.6.2   Interview Process 

4.6.2.1   Planning the Interviews 

Several actions were taken prior to each interview stage; these included the initial 

contact with the interviewees, interview particulars, open and probing questions, and 

interview summaries. Each interviewee was informed of the time of the interview by 

email two days prior to the interview. Care was taken to inform each interviewee 

about the researcher, the purpose and the importance of the interview, the reasons 

why they had been selected, and the academic nature of the research, together with 

issues associated with confidentiality. Each interview was scheduled for 30 to 60 

minutes in duration; the entire interviews were conducted by telephone in 

consideration of the geographic distance between the researcher and the 

interviewees. Care was also taken to ensure that the opening question adequately 

defined the research agenda, without limiting the scope of potential response. In 

other words, a general question was asked about the interviewee’s own experience 

with SMEs and exporting. The opening question approximated the following question: 

 

 “Could you please tell me about how important exporting is to your SME?” 

 

Following expert recommendations (for example, Dick, 1990; Carson, et al., 2001), 

probe questions were only used to test areas of agreement or to clarify areas of 

disagreement during the course of the interview. These questions were asked during 

and at the end of the interview (Weaven, 2004), apart from verbalising the probe 

questions initiated by why? how? and what? (Yin, 2003). 

 

4.6.2.2   Management of the Interview Process 

Every effort was made to ensure and maximise the value of this research in keeping 

with the expert recommendations to establish an initial rapport, formulate the opening 

questions, encourage the interview responses with gentle directives, using probe 

questions, and invite respondent summaries (Armstrong, 1985; Carson et al., 2001; 

Dick, 1990; Guba & Lincoln, 1994; Woodward, 1997; Yin, 1994). The nature of the 

research was described, with an emphasis being placed on the value of the research 

to academics, SMEs practitioners, and the SMEs sector as a whole; this approach 

was taken to establish an initial rapport with the participants.  

 

The role of the researcher as an active listener and passive participant were 

discussed, and the nature of the convergent interviewing was explained (Woodward, 
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1997). The interviewees were assured of their anonymity, as well as the 

confidentiality of the process. Their permission was obtained to tape record the 

interviews. During the interviews the participants were given as little guidance as 

possible. Any extended periods of silence tended to require a prompting question to 

be asked. Usually these questions involved reiterating the interviewee’s earlier 

comments using the format, “You said…could you be more specific?” or “what did 

you mean exactly?” Often the participants were asked to give examples to clarify 

their view points or reasons that led them to a particular decision (Weaven, 2004). 

 

During the course of the interview answers were reflected back to the SME manager 

to make certain that both the interviewer and the interviewee were clear about the 

expressed meanings (Bogdan & Taylor 1989). Once the interviewees had indicated 

that they had little more to offer, they were invited to provide a summary of the issues 

raised, to prioritise those issues, and comment on why they had apportioned more 

importance upon specific areas above other areas.   

 

4.6.3   Data Interpretation Method 

Having discussed the method employed to collect the data during the research, the 

procedure employed for analysing and interpreting the data is now be explained. The 

analysis of the data derived from the convergent interview process; it involved a 

highly positivistic (content-analysis) framework concerned with demonstrating the 

validity of the process and structure (Carson et al. 2001). Firstly, each taped 

interview was evaluated in order to clarify and expand the summary notes taken 

during each interview. Care was taken to amend each summary note shortly after the 

interview and each interview was then transcribed. Secondly, a progressive 

interpretation report was compiled. This involved the analysis of the compiled 

information given by each participant, with particular emphasis placed upon areas of 

agreement and disagreement. This was achieved by comparing the notes compiled 

during the interview with the subsequent interview summary, allowing overlapping 

issues to be eliminated, and new and emerging themes to be highlighted (Batonda, 

1998).  
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4.7   Conclusion 

The research methodology and design of the current study were selected following a 

systematic analysis of the business and social research literature (Chapter Three). 

Additionally, the existing research in the areas of marketing and exporting were 

examined and used as a guide to identify the methodologies currently being used in 

these areas. This chapter introduced and discussed the proposed methodologies that 

were followed to answer the research questions, to test the proposed propositions, 

and to examine the proposed relationships between the variables in the conceptual 

model. The result was the selection of a qualitative method approach for the design 

of the study. It was utilised to effectively explore the influences of decision-making in 

the context of exporting, and enabled meaningful comparisons to be made across 

different countries. Lastly, a number of issues were considered to ensure the 

reliability and the validity of the research. A process of elimination and 

methodological appropriateness was followed at each stage of the research planning 

process, outlined by Aaker et al. (2001) and shown in Figure 4.2. The convergent 

interviewing technique was selected as the most appropriate for the qualitative 

method approach. The nature of convergent interviewing, associated limitations, 

techniques for controlling biases and maximising the validity and reliability of results 

were described. Next, methods of data interpretation through manual content 

analysis were explained. The next chapter will introduce the results of the interviews 

with the sample of SMEs decision-makers’ from the chosen emerging country context 

(i.e. Saudi Arabia). 
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CHAPTER FIVE: RESULTS (Saudi Arabian Interviews) 

 
5.1   Introduction 

The results of the Saudi Arabian SMEs interviews are presented in this chapter 

(outlined in Figure 5.1). For clarity and ease of interpretation, the results are 

presented in line with the research conceptual model factors and propositions 

developed in Chapter Three. Chapter Five begins with a descriptive summary of the 

Saudis SMEs decision-makers (participants). Next, the analysis of the sample data 

derived from the Saudis interviews is presented. Then, the findings from the 

interviewees are discussed to explain how the findings support the preliminary 

conceptual model and the research propositions. 

 

Figure 5:1   Outline of chapter 5 

 

Source: Developed for this research. 
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5.2   Analysis of the Convergent Interview Data 

The convergent interview data was sourced from (unstructured) in-depth interviews 

with fifteen Saudi Arabian SMEs decision-makers. The interviews were conducted via 

the telephone due to cost; and accessibility implications the interviews were 

undertaken to confirm and clarify the preliminary conceptual model and the 

associated research propositions. To establish the initial rapport with the participants, 

each interview began with a broad and general question. The participants were then 

asked to detail their exporting experiences to provide a general understanding of the 

role of their cultural characteristics, management styles, years of experience, and 

level of formal education, and how that influenced their perceptions of risks and 

export-related decisions. Moreover, they were asked to detail how factors, such as 

exporting barriers and stimuli, would influence the companies’ level of commitment 

(the size of exporting) (Figure 5.2).All the participants confirmed the preliminary 

conceptual model and all of the research propositions.  

 

5.2.1   Sample Size and Demographics 

The fifteen SMEs mangers/owners broadly represented Saudi Small and Medium-

sized enterprises (SMEs) within the manufacturing sector, and included currently 

experienced and active exporters (See Table 5.1). In order to achieve heterogeneity, 

the interviewees were selected from different industries, geographical regions, and 

were from different age groups. Their demographic profiles were tabulated for 

gender, age, education level, exporting experience, destiny of exporting, number of 

employees and industry (see Table 5.1). The data collected (labeled A1, B1, C1, D1, 

E1, F1, G1, H1, I1, J1, K1, L1, M1, N1 and O1 to meet the Ethics Committee 

requirements to protect participants identities) covered a wide variety of issues that 

assisted in broadening the current understanding of how SMEs decision makers 

(managers/owners) perceive the risks associated with exporting, as well as 

identifying the factors that influence such a perceptions and resultant exporting 

behaviours.  

 

As shown in Table 5.1, the participants were all males, ranging in age from 26 to 55. 

Two participants reported having completed high school, with one reported having 

completed an associated diploma. Eight of the participants possessed undergraduate 

degree qualifications, and three reported having achieved a postgraduate degree. 

Only one participant had not finished high school. All participants’ companies had 30 
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to 190 employees. Of these, four had less than 50 employees, another four 

employed less than 100 workers, while the remaining seven employed less than 200.  

The participants came from 11 industries (four in Plastic, two in Steel, two in Spare 

Parts, one in Aluminum, one in Sand Buggy, one in Fiberglas Tanks, one in 

Chemicals, one in Printing and Packaging, one in Mining, and one in Traffic Lights 

production). In terms of years of exporting experience with their companies, the 

participants ranged from 3 years to 25 years. Within the group, eight participants 

were involved in exporting to the Arabian Gulf countries, two were exporting to all the 

Middle Eastern countries, one was exporting to the Arabian Gulf countries and some 

European countries, three were exporting to the Middle East and North Africa, while 

one was exporting exclusively to Egypt. The demographics revealed by the 

interviews show that, overall, the participants could be considered to be experienced 

with exporting. They, therefore, provided a fertile resource for information on SMEs 

operating in Saudi Arabia. 
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Table 5:1   Demographics of Saudis SME managers’ sample 

Coded 
Interviewees 

Industry Experience Education Destiny of Exporting Number of 
employees 

Age Gender 

A1 Fiberglass 10 Bachelor Arabian Gulf  50 27 M 
B1 Mining 6 Secondary 

School 
Middle East 35 33 M 

C1 Aluminum 4 Diploma Arabian Gulf 50 26 M 
D1 Plastic 17 Bachelor Middle East 104 45 M 
E1 Steel 25 Bachelor Middle East and North 

Africa 
120 55 M 

F1 Traffic Lights 6 High School Arabian Gulf 35 33 M 
G1 Plastic 10 Bachelor Arabian Gulf 110 29 M 
H1 Sand Buggy 11 Bachelor Egypt 30 38 M 
I1 Spare Parts 9 High School Arabian Gulf 30 28 M 
J1 Steel 5 Bachelor Middle East and North 

Africa 
70 40 M 

K1 Spare Parts 5 MBA Arabian Gulf 100 29 M 
L1 Printing and 

Packaging 
10 Bachelor Arabian Gulf & Europe 120 40 M 

M1 Chemicals 3 MBA Arabian Gulf 50 29 M 
N1 Plastic 4 MBA Arabian Gulf 120 29 M 
O1 Plastic 25 Bachelor Middle East and North 

Africa 
190 50 M 

Source: Developed for this research.
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5.2.2 Convergent Interviews Results – Preliminary Comments 

The current research was designed to address the research objective to identify the 

factors that influence the decision-makers’ of small and medium sized enterprises 

(SMEs) risk perceptions and behaviours associated with exporting, and who were 

currently operating in both emerging and advanced economies, so as to deepen our 

understanding of the processes, and performances of SMEs within international 

markets. The research findings have expanded existing knowledge and 

understanding regarding how SME managers, perceive and accommodate the risks 

associated with exporting. Additionally, the factors that influenced their risk 

perceptions associated with their decision to export goods were also identified. The 

study provides strong evidence supporting the preliminary conceptual model, as well 

as the associated research propositions developed in Chapter Three. 

 

In the interviews, the participants were first asked a set of deliberately broad 

questions to elicit the importance of exporting to their SMEs. Thus, the interviewer 

gained a sense of the relative importance of exporting to the company. There was 

strong agreement that exporting was extremely important for SMEs within the 

manufacturing industries of Saudi Arabia. Additionally, it was also agreed that 

exporting offered a potential opportunity to increase sales in new foreign markets, 

further helping the SMEs to diversify away from locality-based risks. Moreover, the 

importance of exporting was firmly rooted in how they had maximised their amount of 

production to cover the local and foreign demand, and maximise their profits. 

 

For instance, one participant (C1) stated: 

 ‘We started exporting because of the importance of such international activity 

on our company production size; it also provided us with a new opening for 

growth’. 

 

Similarly, participant (D1) reported that: 

‘In the past we preferred to focus on the local market, but five years after 

establishing our business we found that only selling in the local markets, 

without going out into the foreign markets would not give us any chances to 

grow the business’. 
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Furthermore, another participant (E1) acknowledged that: 

‘I found it impossible to grow and extend the company activities without 

looking for new opportunities through exporting’. 

 

However, a small majority of participants (B1, F1 and I1) said that they had selected 

exporting as a direct response to foreign demands on their products, and that they 

had never sought overseas customers, because, from the beginning, they had been 

doing well in their local markets.   

 

The subsequent questions related to the participants’ expectations of exporting their 

goods. A majority of participants expected many benefits and changes to flow to their 

company. In addition, there was agreement that they would all receive a sound 

increase in their annual sales, provided that they kept exporting on a regular basis. 

Except for participants B1, F1, and I1, all interviewees indicated that the decision to 

export was taken to sustain strategic contracts with foreign customers in the long 

term. Similarly, exporting was seen as the easiest and the clearest way to develop 

their business, both technically (keeping up with the updated technology) and 

managerially (employing more qualified staff). 

 

For example, participant L1 stated that: 

‘Our expectations for exporting were really high, both operationally and 

financially. Further, the size of our sales increased, and we have made 

continuous improvements to update our equipment and our staff capabilities. 

This has enabled us to effectively compete internationally’. 

 

Additionally, a strong majority of participants concurred that exporting companies 

gained from such activity, by diversifying against risk, and by becoming involved in 

several markets that could substitute for each other in a declining market. In addition, 

the participants were asked to detail the qualities that influence SMEs managers to 

enable them to be interested in, and proficient at, exporting. A majority of participants 

self-reported that the qualities should include: a clear vision about the company’s 

future development and growth; be open to new experiences; be more open to 

understanding and accepting new cultures and new ways of doing business, 

especially exporting; and, most particularly, have a full knowledge of their products, 

markets and organisational capabilities. In addition to the qualities that SMEs 

managers need to enable them to effectively manage an exporting portfolio, they also 

need specific personal traits, management styles, experience, education, and risk 
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perception traits. The following sections outline the interview findings in relation to the 

research conceptual model factors and research propositions.   

 

5.3   Research Propositions One – Four: Exporting Motivations 

P1: Proactive internal motives will influence the decision to export and these 
motives will differ across exporters operating within advanced versus 
emerging markets. 
 
P2: Proactive external motives will influence the decision to export and these 
motives will differ across exporters operating within advanced versus 
emerging markets. 

 
P3: Reactive internal motives will influence the decision to export and these 
motives will differ across exporters operating within advanced versus 
emerging markets. 

 
P4: Reactive external motives will influence the decision to export and these 
motives will differ across exporters operating within advanced versus 
emerging markets. 

 

The issues raised in the in-depth interviews, in terms of the influence of the exporting 

motivations on SMEs decision-maker risk perceptions, associated with exporting, are 

presented in Table 5.2. Importantly, each participant’s name is represented in a letter 

code to ensure anonymity.A majority of participants supported the propositions that 

these export motivations have a significant influence on the SME decision-makers’ 

risk perceptions and behaviours associated with exporting. Further, a majority of 

participants confirmed that those firms within the SME sector revolve around the 

roles and approaches of managers. As a consequence, the firm is managed and 

controlled (to a great extent) directly by the owners/managers and, thus, the 

decision-making power is generally centered in the hands of one person within the 

firm. For this reason, exporting decisions rely on the importance placed on this 

activity by the SMEs managers’ perceptions and expansionary motivations. 

 

The participants were asked to broadly explain what motivated them to export, as 

well as the way these motivations influenced their risk perceptions associated with 

exporting. A majority of participants agreed that motivations did have a great 

influence on their decision to export. Further, as the number of these motivations for 

exporting increased, perceived risks became lower; the opposite occurred when their 

motivations were limited. The findings show that more reactive stimuli has a greater 

influence on Saudi SMEs managers’ decision to export. These stimuli are presented 

in Table 5.2.The table details the stimuli based on the literature classifications of 
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export stimuli on the two dimensions, the locus of motives (internal or external to the 

firm), and the firm’s motivated behaviour, whether proactive or reactive.  

 
 

Table 5:2   Results of Convergent Interviewing: Export Motivations 

 

 Internal % External % 

P
ro

a
c
ti

v
e
 

 Export intention by the SMEs 
managers (C1, D1, E1, G1, 
H1, J1, K1, L1, M1, N1 and 
O1) 

 

 Looking for growth (C1, D1, 
E1, G1, H1, J1, K1, L1, M1, 
N1 and O1) 

 

 To use low production cost 
(H1) 

73.3 
 
 
 
 
 
73.3 
 
 
6.6 

 International market 
opportunities more promising 
(C1, D1, E1, G1, H1, J1, K1, L1, 
M1, N1 and O1) 

 

 Exporting ideas coming from a 
consultant (E1, I1 and J1) 

 

 Overseas contacts (C1, D1, G1, 
H1, K1, L1, M1, N1 and O1) 

73.3 
 
 
 
 
20 
 
 
60                   

R
e

a
c

ti
v

e
 

 Surplus capacity (B1, E1, J1, 
I1, K1 and L1) 

 

 Risk diversification (E1, G1, 
H1, J1, K1, L1, M1, N1 and 
O1) 

 

40 
 
 
60 

 Inquiries from potential foreign 
customers (A1, B1, F1, I1, K1, 
L1, M1, N1 and O1) 

 

 Non-trade tariffs (all 
participants) 

 

 Attractive government export 
incentives (C1, G1, H1, K1 and 
L1) 

 

 Increased domestic competition 
(all participants) 

 

 Domestic market saturation(E1, 
G1, H1, J1, K1, L1, M, N1 and 
O1) 

60 
 
 
 
100 
 
 
 
33.3 
 
 
 
100 
 
 
60 

Source: Developed for this research. 

 

5.3.1   Internal Proactive Motivations 

The intention of SMEs managers to export was a major internal proactive motivation 

for most participants to start such activity (C1, D1, E1, G1, H1, J1, K1, L1, M1, N1 

and O1). For instance participant L1 stated that: 'Exporting has the potential for 

profits and, to be honest, I never considered that going overseas would have any 

risks. I always tell my staff that overseas markets will grow our business and take us 

to the next level'.  
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Thus, according to participant E1: 

 ‘One of the main determinants of a firm’s decision to export or not is the ’SME 

manager’s intentions and objectives to export. The decision is related to the 

fact that the exporting decision, or any strategic move, is centered mainly in 

the managers' hands. For this reason, intentions towards such an activity are 

very important’.  

 

Similarly, participant D1 stated:  
 

'I believe that the vision and ambition of senior management and the 

decision-makers towards the company’s development and growth are the 

most important factors that influence the exporting decision. Through 

exporting, companies build their reputation'.  

 

The firms' growth was motivated as a second major motivator to export (participants 

C1, D1, E1, G1, H1, J1, K1, L1, M1, N1 and O1). A large majority of participants 

found it impossible to grow and extend the company activities without looking for new 

opportunities through exporting. 

 

As participant G1 stated: 

‘We know from the beginning that if we want to keep the development of the 

company on the right track we should look for new markets to achieve growth 

and expand our business properly’. 

 

Another participant (C1) stated that: 

'We started exporting because of the importance of such international activity 

on our company production size; it also provided us with a new opening for 

growth'.  

 

Lastly, participant H1 made the observation that managers and firms generally 

focused (in relation to the motivations to export) on advantages accruing from low 

production costs, to export on a commercial scale.  

 

5.3.2   Internal Reactive Motivations 

Overall, the results suggest that there were two main internal reactive motivations for 

some SMEs managers to initiate exporting activities, or continue to export. First, a 
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number of participants (B1, E1, J1, K1 and L1) were motivated to export because of 

their surplus production capacity.  

 

For example, participant B1 suggested that: 

‘We are not an active exporter and do not have the desire to be one, but 

sometimes our production exceeds the local demand and that’s why, in this 

situation, we export’.  

 

Similarly, participant J1 stated that:  

'The size of our production was the motivation to export during the early 

stages of establishment and especially when the demand on our products 

was very low'. 

 

Overall, a total of four participants (E1, J1, K1 and L1) said that the production 

surplus was, in some cases, the motive for the exporting, which was one of their 

main activities. However, for nine participants, the second most important stimuli or 

motivator to export related to risk diversification. They agreed that exporting was 

considered as an option that gave them diversity. Thus, when they lost market share 

in one market (e.g. locally) the other market (e.g. exporting) provided potential to 

overcome the loss, minimise perceived business risks and maximise profits. 

 

In support of these findings, in participant L1’s stated: 

‘We were opening new gates when we entered the markets around Saudi, 

and that is because the markets never keep the same demand for the 

product. However, if we lose in market X, then market Y will substitute that 

lose, and so on’.  

 

Similarly, participant E1 stated that exporting as: 

‘The best way to reduce the financial risk is to have new markets and new 

customers, and so open up to new possibilities that would become the 

channel by which to diversify the risk’. 

 

5.3.3   External Proactive Motivations 

A majority of interviewees self-reported that promising international market 

opportunities constituted the most influential external proactive motivation to begin 

exporting (C1, D1, E1, G1, H1, J1, K1, L1, M1, N1, and O1).  
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Participant O1 identified that: 

‘Foreign markets, especially within Arabia, were full of opportunities that 

pushed us to export with no fear of the risk’.  

 

Similarly, another participant (M1) acknowledged that: 

'We have very unique product features that always made it easy to go 

overseas for the promising opportunities over there because of the quality of 

our product'.  

 

Another external proactive stimulus was the foreign contacts that managers had 

previously developed. A very strong majority of participants (C1, D1, G1, H1, K1, L1, 

M1, N1 and O1) confirmed that one export motivator, the contacts they had in some 

markets; made it easier for them start exporting to these markets.  

 

As participant M1 outlined: 

‘When you have someone you know and you trust, in any foreign market, 

everything starts to be really easy; that is because you ask him about all the 

details needed to start this action. For example, I have a friend in Bahrain 

who works in the same industry. For this reason, I can call him and I give him 

my product features and our price. He then looks to see if anyone is 

interested. It works very well, so we have been exporting, since then, to 

Bahrain’.  

 

Also, participant K1 stated:  

'The connections that we have with some of the retailers in some of the 

Arabian markets was the main motive to export our product in a commercial 

size'  

 

In addition, a minority of interviewees (E1, I1 and J1) said that one of the motivating 

factors that lead them to export to the United Arab Emirates was the influence of a 

consultant, who promoted the idea to export to their firm. For example, participant J1 

reported that a consultant, whom he had worked with during the start-up stages, had 

called and advised him to start exporting to the Emirates because of the higher 

demand for the company’s products in that geographic locality.  

 

 



 109 

5.3.4   External Reactive Motivations 

The interviews revealed that Saudi SMEs managers were motivated to export by four 

main external reactive motivations. Firstly, all participants were motivated to export to 

Arabian countries because there was an absence of trade tariffs, which gave them a 

competitive advantage over some of the Asian-based competitors. Secondly, a large 

majority of participants started to export because the local competition made it 

difficult to sell (and remain profitable) in the local market. The following statement is 

indicative of a majority of responses, 'because of the high quality of our products the 

final price a bit high and, with the existence of products with both low quality and low 

price, made the competition within the domestic markets really tough, and this was 

one of the main reasons that motivated us to look for overseas opportunities to sell 

our products'. Thirdly, a total of five participants (C1, G1, H1, K1 and L1) were 

motivated to export due to accessibility to attractive government export incentives; so 

the companies could export with no fear from any risks.  

 

For instance, participant H1 stated that: 

‘The Saudi Industrial development fund has an act to encourage SME Saudi 

exporters to become more involved in international activities, especially 

exporting. They pay the exporters after they ship the products overseas, and 

they collect the money in payments directly from the importers. Without a 

doubt, this encouraged me to export, no matter the risk because we are 

already getting paid by our government so the risk is eliminated’.  

 

The fourth and final export motivator related to the saturation of the domestic market, 

especially for participants E1, G1, H1, J1, K1, L1, M1, N1, and O1. As the local 

demand was not able to grow, due to the country’s small market size and the high 

number of existing local companies, the only way to increase sales was to enter mew 

markets through exporting.  

 

For instance, participant E1 confirmed that: 

‘I believe that exporting our products ensures our survival, especially when 

the local sales decline. Nevertheless, we still need to develop our 

capabilities'.  
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Another participant (A1) stated that:  

'I’m considering exporting as a strategic move. Yes, exporting is very 

important, especially when local market sales decline’. 

The results confirm that Saudi SMEs exporters were motivated by a variety of stimuli, 

(both internal to external) and from a proactive to reactive motivational perspective. A 

majority of participants agreed that these motivations greatly influenced how they 

perceived the risks associated with exporting, and how their behaviour influenced 

their export-related decisions. For example, the results suggested that the more 

exporting stimuli in both domestic and international markets that SMEs managers 

perceived, the more the risks will be perceived as low and may be ignored. As a 

consequence, SMEs tend to become more active exporters. Based on the thematic 

analysis of the interview data, it appears that the export motivations have a 

significant influence on SMEs decision-makers’ risk perceptions and export-related 

decisions. Therefore, propositions one to four of this research received strong 

support; however, the difference between the influence of these motivations on 

SMEs operating in advanced and emerging markets could not be established until 

the Australian results were finalised (see Chapter Six). Next, an analysis of the Saudi 

exporting barriers are discussed.     

 

5.4   Research Propositions Five – Eight: Exporting Barriers 

P5: Internal-domestic export barriers will influence the decision to export and 
these barriers will differ across exporters operating within advanced versus 
emerging markets. 

 
P6: Internal-foreign export barriers will influence the decision to export and 
these barriers will differ across exporters operating within advanced versus 
emerging markets. 

 
P7: External-domestic export barriers will influence the decision to export and 
these barriers will differ across exporters operating within advanced versus 
emerging markets. 

 
P8: External-foreign export barriers will influence the decision to export and 
these barriers will differ across exporters operating within advanced versus 
emerging markets. 

 

During the course of the interviews, the influence of the exporting barriers on SMEs 

decision-makers’ risk perception and their export behaviour were revealed. The 

participants were prompted to discuss any issues surrounding barriers/impediments 

to exporting. The results show that the more external barriers, in both home and host 

countries, that were faced by the firm, played a strong role in influencing the 
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decisions of the Saudi SMEs managers to export; these barriers are detailed in Table 

5.3. Four types of barriers were nominated by participants. The barriers were (later) 

classified (according to the framework provided in the literature review) into four 

groups: internal-home, internal-foreign, external-home and external-foreign. The 

results suggest that these different categories of exporting barriers influence the final 

export decisions.  

 

Table 5:3   Results of Convergent Interviewing: Export Barriers 
 Internal % External % 

H
o

m
e
 c

o
u

n
tr

y
  

 Lack of qualified staff for 
international marketing (all 
participants, except A1, E1 and J1) 

 

 SMEs managers lack of experience 
of the international markets (all 
participants except A1, E1 and J1) 

 

 Limited knowledge of market 
intelligence to research foreign 
markets (B1, C1, G1, H1, I1, K1, L1, 
M1, N1 and O1) 

 

80 
 
 
 
80 
 
 
 
 
66.6 

 No real financial support from 
the government (all participants, 
except H1 and K1) 

 

 The complexity of the paper 
work involved in exporting (all 
participants except A1) 

 

 Lack of government assistance 
to overcome export barriers for 
SMEs (all participants, except 
A1) 

 

 High cost of importing raw 
materials (C1, D1, G1, H1, L1, 
M1, N1 and O1) 

86.6 
 
 
 
93.3 
 
 
 
93.3 
 
 
 
 
53.3 

F
o

re
ig

n
 C

o
u

n
tr

y
 

 Low product quality (B1, F1 
and I1) 

 

20  Changes in tax and monetary 
policies (E1, J1 and L1) 

 

 Countries internal security (B1, 
D1, E1, F1, I1, J1, K1, L1, M1, 
N1 and O1) 

 

 Legal regulations affecting 
foreign companies (all 
participants, except A1) 

 

 Tariffs on imported goods (E1, 
J1 and L1) 

 

 Poor transportation system 
within host countries (E1 and J1) 

 

 The existence of substitute 
products with low prices (all 
participants, excepts A1, B1, F1 
and H1)  

 

 The ease of entry of new firms 
into the market (all participants, 
except A1) 

 

 High competition (all 
participants, except A1) 

20 
 
 
73.3 
 
 
 
93.3 
 
20 
 
 
13.3 
 
 
 
73.3 
 
 
 
93.3 
 
 
93.3 
 

Source: Developed for this research. 
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5.4.1   Internal-Home Barriers 

As presented in Table 5.3, internal home barriers were mainly associated, with a 

manager’s qualifications and knowledge of exporting. The results show that these 

internal-home barriers influenced Saudi SMEs decision-makers’ export-related 

decisions in one way or another, and that these influence vary, depending on how 

those managers perceived such barriers. Most of the participants (with the exception 

of E1 and J1) agreed that the two most important barriers were, and continue to be, 

the lack of qualified staff for the management international market operations and, 

also, the lack of internationally experienced SMEs managers. Their situation was 

exacerbated due to the relatively small size of their businesses, with limited 

experience and money. Therefore, they were unable to hire more experienced 

employees. However, two participants reported that they had not confronted either of 

the barriers because they were very experienced, and had good resources (both 

financial and human resources).  

 

For example, participant N1 confirmed that: 

‘The lack of international experience by the managers, and the lack of 

qualified staff, in these activities make it difficult to export when there are 

problems, especially when it comes to entering new markets’.  

 

Similarly, another participant (H1) agreed on that: 

'I have been dealing with exporting for just three years and from this I can tell 

that I don’t have the proper and needed experience to enable us to be active 

exporters, looking for new markets overseas'. 

 

Another barrier faced by a majority of participants (B1, C1, G1, H1, I1, K1, L1, M1, 

N1 and O1) was their limited knowledge of market intelligence, which was reflected in 

their lower capacity to research foreign markets prior to entry.  

 

According to participant K1 this was: 

‘Because of our short experience in exporting, we have never been good at 

doing market research of foreign markets. Additionally, we have not been 

able to find any proper or reliable formal or informal channels to provide the 

needed information for such market research’. 
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The problem of a lack of information was also supported by participant I1: 

 ‘Because most of the time I have no clear and accurate information about the 

markets, especially foreign ones, I don’t export to most of the markets to 

avoid the financial risk (not getting paid by overseas customers) that I would 

have if I exported to such markets’. 

 

5.4.2   Internal-Foreign Barriers 

Overall, the results of the in-depth interviews suggest that a strong majority of 

participants have never experienced any internal-foreign barriers; however, 

participants B1, F1 and I1 identified, and faced, one internal barrier in the foreign 

markets, namely, the low quality of their products. As a consequence, they were 

cognisant that they could not compete on quality in overseas markets, so they do not 

actively export. Additionally, they also feared the loss of their reputation; and that’ is 

why they do not export until they received overseas orders from customers looking 

for competitive products (based predominantly on price).   

 

Thus, participant I1 stated that: 

'We do not export actively because of the low quality of our products. This is 

the main reason that why we don’t export until we receive an order from a 

potential overseas customer looking for cheap products, regardless of the 

quality'.  

 
Additionally, another participant (F1) confirmed that: 

'Our equipment is not up-to-date and that's why we can't compete on quality 

in most of the regional markets. The Gulf markets have alot of opportunities, 

but because of our low quality products we are not actively exporting, unless 

we receive an order. In other words, we never chase customers'. 

 

5.4.3   External-Home Barriers 

The interviews also showed that many barriers are related to the company’s external 

environment of the home market and that, in some way, influences their exporting 

decisions, and how they behave (either positively or negatively). Such barriers 

include the lack of real or sufficient financial support, from the government, for SMEs 

to export (identified by a majority of the participants, except H1 and K1). Moreover, a 

strong majority of participants agreed that, when expanding their business, the lack 

of government funding had them worried; hence, they were extremely careful when 
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exporting to different markets, especially in terms of increasing production, and 

investing in the purchase of new equipment. Both issues required additional funding 

and involved significant time-lags, which often impacted on the resultant (anticipated) 

competitive positioning in the host country.  

 

For instance, participant G1 stated that: 

'For me I can't cover a lot of markets because of the production capacity, and 

if we want to export to more markets we need to make modifications to our 

production lines and that needs money which we don’t have, and the 

government do nothing to assist us with the lack of funds'. 

 

Another participant (A1) was in agreement with the above statement:  

'Saudi SMEs need real government support during the start-up stages to 

assist us to buy up-to-date machinery to enable us to compete in the very 

competitive international markets'.  

 

In addition, a majority of participants faced difficulties in handling the documentation 

related to exporting. All agreed the paper work was too complex and to costly, which 

some suggested may prohibit some SMEs from engaging in exporting.  

 

For example, participant L1 stated that: 

'The cost of handling and verifying the exporting documentation (for example, 

issuing and verifying the certificate of origin) is around 25,000 US$ annually, 

which is then added to the price of our product; this would have a negative 

effect on us if the price was higher than that of our regular competitors’.  

 

In addition, all participants reported that a lack of government assistance to 

overcome export problems posed a major barrier that was often difficult to overcome, 

and, again would certainly prohibit some SMEs from engaging in exporting.  

 

As participant K1 said, that for: 

‘SMEs managers, to be successful and active exporters, need to attend a lot 

of training workshops to show them how to grow their business and expand it 

internationally. Moreover, exporting SMEs need governments to sponsor 

these workshops and the marketing of SME products through international 

exposure, and through the overseas government commercial attaches.’   
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Further, a majority,  (seven in all; C1, D1, G1, H1, L1, M1, N1 and O1) found that the 

high cost of importing raw materials, and the fluctuation in their prices, a major 

deterrent to actively export due to the concomitant price flow-on effect for their 

products.  

 

This situation is reflected in participant N1’s statement that: 

‘The expensive imported raw materials forced us to increase our price; that 

impacted on us badly because our foreign competitors were keeping their old 

price, which harmed us badly’.  

 

Similarly, participant O1 stated that: 

'The high cost of importing raw materials, and the fluctuation in their prices, 

was one the major deterrents to being active exporters. The increase in the 

prices of the raw materials that we depend on to produce our final products 

effects our final prices, and that deters us from competing in some of the 

markets with cheaper products'. 

 

5.4.4   External-Foreign Barriers 

From the convergent in-depth interviews, there also appears to be few problems 

related to external-foreign barriers. Most participants favoured exporting to countries 

with similar cultures and languages, and with markets in close proximity. A number of 

companies did export to the African and European markets, and they did experience, 

to some degree, a range of barriers that negatively influenced their risk perceptions 

and their final decisions to export. Specifically, one barrier centered on changing tax 

and monetary policies, as reported by participants E1, J1 and L1, because they 

exported to regions outside the Arabian Gulf area. However, most interviewees 

suggested that in the Arabian Gulf region taxation and monetary policies have never 

been an issue. Another barrier related to other countries’ internal security. A strong 

majority of participants (B1, D1, E1, F1, I1, J1, K1, L1, M1, N1 and O1) identified this 

problem as a focal issue, which could prevent companies from exporting to a specific 

country.  

 

For example, the participant B1 commented that: 

‘Lebanon is a promising market and is full of opportunities and the customers 

have never stopped asking for our products. However, I don’t export to them 

because after the war in 2006 the country remained unstable; the conflicts 
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between different local parties forced us to stop dealing with any Lebanese 

order because we were afraid of not getting paid’. 

 

Furthermore, according to participant N1, internal security can be a real barrier, such 

as: 

‘What happened in Bahrain during February 2011 negatively affected our 

trading with our partners because, after the demonstrations, everything in the 

country became paralyzed‘. 

 

Significantly, a majority of participants, to a greater or lesser extent reported 

exporting problems with changes to the legal regulations in other countries; that is, 

those regulations, which attempted to protect the foreign county’s local products, and 

consequently impacted on the exporters’ products.  

 

As participant O1 complained: 

'One of the countries that we export to had changed their standards and their 

accepted quality of our industry products. Hence, any product that did not 

meet the new standards was banned. For this reason, we stopped exporting 

to that market because, to increase our quality, we would have had to 

increase our prices, and the two local manufacturers (owned by the 

government) would continue to sell the same product cheaper by 20 %'.  

 

Only three participants (E1, J1 and L1), who exported to non-Arab markets, found 

that the tariffs on imported goods constituted a big barrier. Any increase in tariffs had 

to then be reflected by a higher (landed) price, once again forcing the exporter to 

compete with local companies on price rather than on the basis of quality. The 

existence of a substitute product, at a lower price, was a situation that confronted 

participant M1, who reported that: 

 

'We are producing new manufacturing equipment for cleaning materials. 

Because there are many other products in the market that do the same thing, 

but at a much cheaper price, most of the companies choose them instead of 

buying ours. That was a major problem to us in both the local and foreign 

markets, and we have been struggling to market our product as the best and 

most reliable '.  
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Another barrier faced by a majority of participants pertained to the ease of entry of 

new firms into the foreign markets. As a consequence, competition was very high, 

requiring, at times, a reduction in product quality, so that associated prices could be 

reduced, and sales and market share was kept at reasonable levels.  

 

For example, participant C1 stated that: 

'Within the plastic industry in Saudi Arabia and the Gulf region the entry was 

and still considered to be easy. The big portion for the small companies starts 

with a very small production line with five to ten workers. This made their 

product very cheap due to the poor quality, and this make it hard to compete 

in some stages'.  

 

Similarly, participant I1 confirmed that: 

'The spare parts industry in the region could be either micro or large, and that 

depends on you equipment and the size of your production line. Because the 

high availability of second hand machinery, at very good prices, has helped 

many micro and small businesses to start; this ease of starting and entry into 

the market is no doubt one of the barriers that sometimes makes it hard to 

sell our products in the Gulf region, due to the number of companies selling 

the same products'. 

 

Additionally, most participants were faced with the problem of high competition within 

foreign markets. These difficulties were encountered when they targeted foreign 

markets producing or importing cheap products. Thus, exporting barriers, along with 

the influence of these barriers on risk perceptions and export-related decisions, were 

identified by the interviewed Saudi managers. Additionally, the results from the study 

reveal that more external barriers, than internal barriers, were faced in both home 

and host (foreign) markets. Thus, the results of these interviews shows that, as the 

number of the export barriers increased, higher levels of risk were perceived by the 

manager and that this perception influenced subsequent decisions to export. 

Therefore, propositions five to eight are strongly supported in this research; however, 

the difference between the barriers perceived within the advanced markets and the 

emerging markets were yet to be confirmed (see Chapter Six). Next, interviewee data 

associated with managers’ risk perceptions are discussed.  
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5.5   Research Proposition Nine: Risk Perception 

 
P9: Perceived risk will influence the decision to export and perceptions of 
exporting risk will differ across exporters operating within advanced versus 
emerging markets. 

 
During the course of the interviews, the influence of the SMEs decision-maker’s risk 

perceptions associated with exporting, on their behaviour towards exporting and the 

decisions related to it, were examined. The results from the in-depth interviews are 

detailed in Table 5.4, at the end of this section, which highlights the participants’ 

agreement and/or disagreement with each of the research propositions. The 

participants’ agreement and disagreement with each research propositions are 

indicated by a tick (√) (to indicate the participants’ agreement); the () symbol 

represents their disagreement; while an asterisk (*) indicates that the issue was not 

considered by the interviewee, or that the participant showed neutrality relating to the 

nominated theme. Importantly, each participant’s name is represented as a letter 

code to ensure anonymity. 

 

Overall, the in-depth interviews (outlined in Table 5.4) suggest that the SMEs attitude 

and behaviour towards new opportunities, barriers to exporting, or their inclination to 

be involved in exporting, appear to be influenced mostly by the perceptions of the 

SMEs’ decision-makers. Indeed, a strong majority of participants confirmed that the 

company’s choice of exporting varied relatively to the managers' perceptions of the 

associated risks. Further, perceived risk was seen to have a strong and direct effect 

on SMEs managers’ behaviour towards exporting decisions. Additionally, both the 

behaviour of the firm and their strategy relating to managerial level decisions were 

influenced by the manager’s perceptions of the risks entailed in performing any 

activity, especially exporting. As a consequence, higher perceived risk resulted in a 

lower commitment by the firm to exporting.   

 

This cautious approach was noted by participant F1, who stated that: 

‘We do not export more than 10% of our total production because the risks 

that are associated with exporting are a bit high, and we are not ready to 

become involved in any degree of risk '.  

 

Similarly, another participant (B1) confirmed that: 

‘A country’s stability and security has always been a major determinant of 

exporting. To avoid risks associated with exporting, we have always made 
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deals when there is a local middle man who takes care of shipping the 

consignment to the importer’. 

 

Furthermore, the importance of perceived risk was acknowledged by participant E1: 

‘The risks that exist in the markets influence my decisions, either positively or 

negatively. For example, if we receive an order from Iraq, I will reject it directly 

because of the unstable political and economic environment there. I make the 

same decision in relation to Sudan because I have had a bad experience with 

their banks, which were issuing fake letters of credit for their importer’.  

 

In contrast, participant D1 stated that: 

‘I prefer exporting to the Iraqi market because it is one of the best markets in 

the region and all the clients pay cash, in advance, regardless of the risks’.  

 

However, a majority of the interviewees (for example, A1, C1 and L1) suggested that 

a manager’s experience in foreign markets alters how they perceive the risk 

associated with exporting.  

 

For instance, participant C1 commented that: 

‘Exporting depends mainly on the risks that are associated with the process 

and the entry into the market. For example, 80 percent of our exporting was 

with the Kuwaiti market. We sold to the Kuwaiti importers using debt, but, 

after the Iraqi regime threatened to invade Kuwait again, the top management 

of our firm took a decision to stop dealing with Kuwaiti importers to avoid the 

debt risk, and losing our money, if the Iraqis invaded the country again. And 

yes, that action has negatively affected our sales to Kuwait for more than 10 

years’.  

 

Further, managers, who consider exporting to be a large task, full of risks, or too big 

for their companies, often chose to disengage with considering the exporting option. 

In support of this, three participants (B1, F1 and I1) identified exporting as only a 

small part of their company’s activities. Further, the companies did not export, unless 

they received an overseas order, and, then, the order was not followed up unless the 

deal was perceived as entailing minimal risks.    
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Table 5:4   Results of Convergent Interviewing: Risk Perception  

Themes / Comments Interviewees 

 A B C D E F G H I J K L M N O 

SME managers, who consider 
exporting as a huge and scary 
activity, negatively influence the 
decision to export. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ √ 

SME managers, who do correct 
market research before 
exporting, perceive risk much 
lower than others, and so export 
their products successfully. 

√  √ √ √  √ √  √ √ √ √ √ √ 

SME managers, who are scared 
of the perceived barriers and 
consider them very big, will not 
be active exporters. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Exporting is the best strategic 
choice for any SMEs when the 
payments are in advance and in 
cash.  

√ √   √ √   √ √      

Failure and success within 
exporting are equal, and 
managers should take the 
decision to export with no fear of 
risks. 

  √    √ √   √ √ √ √ √ 

Countries with obvious financial 
and product risks should be 
avoided, even if the profits are 
high. 

√ √  √ √ √   √ √ √ √ √ √ √ 

SMEs should export to markets 
with high demand, no matter 
how high the risk. 

  √    √ √   √ √ √ √ √ 

Fear of failure deterred many 
SMEs from exporting to 
unfamiliar markets. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Managers differ in how they 
perceive exporting barriers, 
based on their level of 
involvement in exporting 
activities. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ √ 

SME managers’ risk perceptions 
were highly influential on the 
company’s main strategies. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Source: Developed for this research.  

 

Thus, a majority of participants agreed that exporting decisions were linked directly to 

the risk perception of the SMEs manager, which was significantly affected by the 

level of perceived risk in relation to export decisions. These decisions were closely 

related to the preferences of the decision-makers, especially their international risk 

perceptions. 
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For instance, participant L1 believed that: 

'A manager’s risk perception, when it comes to exporting, plays a very 

important role in their final exporting decision. For me, when the risk is high, I 

do hesitate. However, I do not cancel the deal, but I do reduce the amount we 

export'.  

 

One participant (H1) said that, to avoid risk, he chose markets that had a 

combination of very high demand and very low entry barriers. Indeed, there was 

consensus that SMEs managers' assessment of risk influenced their firm’s 

strategies, with risk minimisation often being the major consideration in international 

business strategies.  

 

For example, participant O1 observed that: 

‘A manager’s assessment of the risk associated with exporting determines 

whether they export or not, and that, no doubt, differs from one manager to 

another, especially in how they perceived the risk. For me, risk is nothing and 

has no weight when I’m experienced in the market. However, in new markets 

we still export, but we are more cautious in avoiding risks’. 

 

Based on the analysis of the in-depth interviews, the risk perception of SME decision-

makers appears to have a significant influence on SMEs decision-makers’ 

commitment to exporting and resultant exporting behaviour.Therefore, proposition 

nine received strong support in this research. However, the section of proposition 

nine dealing with how managers differ in terms of their risk perceptions associated 

with exporting, operating in advanced and emerging markets, is still to be confirmed 

(see discussion of the results of the Australian interviews in the next chapter). The 

influence of the cultural differences on the SMEs decision-makers exporting decision-

making will be discussed in the next section. 
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5.6   Research Proposition Ten: Cultural Characteristics 
 
P10: Cultural characteristics (i.e. power distance, individualism, masculinity, 
uncertainty avoidance, long-term orientation) will influence the decision to 
export and these influences will differ across exporters operating within 
advanced versus emerging markets. 

 
During the course of the interviews, the influence of the cultural characteristicson 

SMEs decision-makers’ risk perceptions associated with exporting, and their 

decisions related to it were discussed by all participants(shown in Table 5.5) at the 

end of the section. This Table highlights participants’ agreement and disagreement 

with each research propositions. To reiterate a tick (√) indicates the participants’ 

agreement; the () symbol represents their disagreement; while an asterisk (*) 

indicates that the issue was not considered by the interviewee, or that the participant 

showed neutrality relating to the issue. Importantly, each participant’s name is 

represented as a letter code to ensure anonymity. 

 

The individual characteristics and traits of the managers appear to be influenced, and 

impacted upon, by the national culture, which is reflected by the individual 

owners/managers’ behaviour. An aim of this research is to better understand how 

these cultural characteristics influence SMEs decision-makers’ decisions to export. 

Briefly, the results show that the managers' characteristics reflect their cultures in 

one way or another. Indeed, several studies support this result; they link the 

managers’ ways of management and behaviours to their cultural characteristics. 

Overall, the interviewee data reveal that the individual characteristics of SME's 

managers have a direct impact on their ability to attain and sustain exporting 

activities. In addition, the data suggest that both an individual’s characteristics and 

the SMEs managers' vision (together with their risk-taking tendencies) impact on 

their decision to expand into international markets, and the pace of the firms’ 

involvement in exporting activities. The SMEs managers' cultural characteristics were 

a significant influence on how they perceived and managed the risks associated with 

exporting and their behaviour towards exporting, especially when it came to 

uncertainty avoidance. Further, how the managers judged and evaluated risk was 

seen as being closely related to their characteristics. For example, managers, who 

are considered risk-takers (low uncertainty avoidance), usually make decisions in a 

very ad hoc fashion, no matter the degree of the potential risk. In contrast, managers, 

who are risk-averse (high uncertainty avoidance), tend to be very aware of the 

potential risks that exist in any decision. As such, they need time to calculate and 
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investigate the market and the associated risk before finalising their decision to 

export.  

 

For instance, participant C1 stated that: 

’Managers’ qualities and ambitions have a great influence on the firm’s main 

strategies and future directions, especially in terms of exporting decisions 

which always depend on how the manager feels and their perception towards 

these new activities’.  

 

Similarly, participant G1 stated that: 

‘Because I’m a bit of a risk-taker I always consider exporting a move towards 

success, regardless of any associated financial risks that we may face when 

we deal with new markets and new customers’.  

 

Furthermore, another participant (I1) stated that: 

‘I do not consider exporting to be part of my company’s main strategies, and 

that is due to the size of the associated risks; to avoid such risks we just 

export when we receive an overseas orders’.  
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Table 5:5   Results of Convergent Interviewing: Cultural Characteristics 

Themes / Comments Interviewees 

 A B C D E F G H I J K L M N O 

Entrepreneurs see risk as an 
opportunity for growth. 

√  √ √   √    √ √ √ √ √ 

Entrepreneurial managers differ 
from others in perceiving their 
situation more optimistically.  

√  √ √   √    √ √ √ √ √ 

SMEs managers need to be 
more open to new experiences, 
and to adapt to new ideas in 
doing business to become better 
exporters.  

√  √ √   √    √ √ √ √ √ 

Highly goal oriented managers 
are more likely to be active 
exporters. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ √ 

A manager’s personality is 
reflected in his decisions, 
negatively and/or positively. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ √ 

To be successful exporters, 
SME managers should be high 
risk-takers, and more, share 
power with their staff.  

√  √ √   √    √ √ √ √ √ 

SME managers who are open to 
adjust to changing conditions will 
achieve positive outcomes when 
it comes to dealing with risk. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Conservative managers are not 
ready to be involved in any risky 
businesses. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Decision-makers should be risk-
takers and not scared of the 
challenges.  

√  √ √   √    √ √ √ √ √ 

Risk taking managers are more 
open to new experiences and to 
adaptive and flexible 
management styles.  

√  √ √   √    √ √ √ √ √ 

Ambitious managers are highly 
goal oriented, and are more 
likely to be active exporters. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Managers’ qualities and 
characteristics  shape their 
management style 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Managers’ intentions and 
ambitions towards their firms’ 
development and growth always 
lead to exporting  

√  √ √ √ √ √ √  √ √ √ √ √ √ 

Open minded and well educated 
managers can take SMEs 
anywhere, safely. 

√  √ √   √    √ √ √ √ √ 

Source: Developed for this research.  
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Table 5:5  Results of Convergent Interviewing: Cultural Characteristics – 
Cont'd 

 
Themes / Comments Interviewees 

 A B C D E F G H I J K L M N O 

SME managers’ leadership 
qualities play a huge part in 
success because, basically, it is 
about leading people to see the 
main picture. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Conservative managers are 
more likely to adapt a traditional 
style of management. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Managers’ qualities and 
ambitions have a great influence 
on the firm’s main strategies. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ √ 

SME managers, with open 
minded personalities, often 
adapt an entrepreneurial 
management style. 

√  √ √   √    √ √ √ √ √ 

Risk taking managers are more 
open to trying new ideas and 
activities. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ √ 

SMEs managers with qualities, 
such as confidence and 
decisiveness, and regard for 
achievement,  are more likely to 
be active exporters. 

√  √ √ √  √ √   √ √ √ √ √ 

Within small SMEs, with few 
employees, team spirit is the 
best way to work. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Risk-averse managers are more 
conservative in doing business, 
and that is reflected in their 
decisions.  

√ √ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Entrepreneurs share power with 
their staff and that influences, 
positively, their export-related 
decisions.  

√  √ √   √    √ √ √ √ √ 

Source: Developed for this research.  

 

Further, the interviews revealed that one factor motivates and influences a manager’s 

risk perceptions and export behaviour is whether their initial view of exporting 

incorporates some degree of enthusiasm. These preconceptions greatly influence 

their perceptions towards the risks associated with exporting, either in terms of 

advocating the benefits (or threats) of engaging in exporting. Despite these 

preconceptions, all participants had, nevertheless, agreed that the exporting benefits 

had led them to export products in commercial volumes.  

 

Three participants (A1, C1, and G1) self-reported that they had chosen exporting as 

a strategic move to maximise profits and minimise current home country risks. In 

addition, participants C1 and G1 indicated that they had chosen to export to take a 
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lead role in their industry by increasing their firm’s sale volume, thus confirming the 

linkage between the manager’s characteristics and how they perceive the risks 

associated with exporting.  

 

For instance, participant G1 observed that: 

’We see exporting as an option that gives us diversity. Thus, when we lose in 

one market (e.g. locally) the other market (e.g. exporting) will overcome the 

loss; additionally, this will minimise the business risk and maximise the profit’.  

 

In addition, a strong majority of the participants espoused different views on how they 

were involved in the exporting decision, and why they chose it as strategic action, 

which involved a lot of long-term planning. These views can be summarised as: the 

benefits of exporting, improving the firm’s reputation, increased competition in the 

local markets, and a reduction in the risk of sales declining in the local market, etc. 

Once again there was a link between why the decision to export was made and the 

SMEs decision makers’ perceptions, namely, that the decision to export, despite the 

risks, relies on the managers’ judgment and evaluation, which is inherently 

connected to their cultural characteristics (such as, uncertainty avoidance, long-term 

orientation and masculinity). For example, participants C1, G1, D1, F1, E1, H1, and 

J1 agreed that firm success, in the main, depended on the managers’ passion and 

vision to be (or not to be) involved in new activities; most agreed that this was linked 

to the extent of their long term and future planning.  

 

Also, the SMEs managers' cultural characteristics appear to influence how they 

manage and evaluate risks, and that depends on their risk orientation (as a risk-taker 

or as risk-adverse). For example, risk-takers are more willing to be first movers in 

their industry, are more open to new experiences, and are more motivated to try new 

activities. Thus, a risk taking manager appears to be more capable of making 

decisions, and moving on those decisions very quickly. Therefore, they tend to make 

the decision to export, seeing it as a viable opportunity, rather than being concerned 

with the risks associated with the market. In contrast, a small majority of managers 

classified themselves as risk-averse. Hence, they were very careful when making 

decisions that relate to activities with associated risks. This risk posture often 

prevented them from taking quick action, especially where exporting is concerned. 

This situation was validated by participant responses in this risk-averse group. 
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For instance, B1, F1, and I1 concurred, with participant B1 who stated that: 

‘As the company decision-maker I'm a decisive manager. I make decisions 

very fast, even if there are risks associated with the action. My approach also 

influences my positive way of dealing with exporting. But, when it comes to 

exporting, I take my time in making decisions to make sure everything will go 

smoothly, with no problems’. 

 

Other participants agreed that they conducted business affairs after carefully 

assessing the situation, and taking significant precautions, such as: buying 

international insurance when they export (D1); first obtaining letters of credit from the 

importer (I1); never executing a deal without being paid in advance (E1); not 

exporting without a local middle man to handle the shipments; and having direct 

contact with the importers (B1, F1 and I1). 

 

For instance, participant E1 confirmed that: 

‘I believe that exporting our products ensures our survival, especially when 

the local sales decline. Nevertheless, we still need to develop our capabilities. 

And, at the same time, my personality, my way of thinking, and my 

experience has a great influence on how I deal with exporting and the risks 

associated with the process. For example, I very carefully evaluate the risks 

associated with exporting, and I always consult experts before I make any 

final decision’.  

 

Such precautions were taken to ensure that the process was kept on track and to 

avoid potential risks associated with exporting. Thus, the managers took control of 

their entire firm’s exporting transactions to guarantee their success, and reduce 

entirely (or to a great extent) any loss that occurs when they control and dictate the 

final decisions, especially those related to exporting. However, in contrast, four 

participants A1, C1, G1, and H1 looked to exporting as a strategic action, full of 

opportunities, with a very low associated risk attached. Further, they empowered 

many of their staff to look for opportunities with a margin (of risk) for taking decisions.  

 

For example, participant H1 proudly stated that; 

‘Making the decision to export has put us in a position to manage many risks. 

In my opinion, failures and success in exporting are equal. Therefore, I have 

chosen the Egyptian market because the risks are really low in my industry. 
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Similarly, participant M1 stated that: 

‘When you deal with exporting, you have to, as SME manager, empower your 

staff to ensure success and growth of such international activities and that, to 

me cannot happen until we share our staff qualifications and expertise’.    

 

The results suggest that managers are not a homogenous group, being classified as 

either conservatives (traditional and risk-averse) or entrepreneurs (risk-takers). 

Further, it is this grouping that distinguishes how the managers look at, perceive, and 

manage business risk. A total of nine participants (A1, C1, D1, G1, K1, L1, M1, N1 

and O1) considered that entrepreneurial managers differ from conservative 

managers in their assessment of the risks related to foreign markets, as well as their 

more optimistic perception of the situation.  

 

As a consequence, participant L1 said, optimistically, that: 

'Exporting has the potential for profits and, to be honest, I never considered 

that going overseas would have any risks. I always tell my staff that overseas 

markets will grow our business and take us to the next level'.  

 

Similarly, participant A1 stated that: 

‘I’m a risk-taker and this influences my way of managing the day-to-day 

operations and how I respond, with speed, to the dynamic business 

environment. I’m considering exporting as a strategic move. Yes, exporting is 

very important, especially when local market sales decline’.  

 

Indeed, a large majority of participants agreed that managers who acted 

entrepreneurially had perceived a risk as an opportunity, equating a high risk with 

concomitant high returns (e.g. A1, C1, K1, and O1).  

 

Thus, participant K1 noted that: 

‘Managers, who are looking for growth and a better future for their firms, are 

more likely to be risk-takers and give a low weighting to the risks; therefore, 

risks will not become psychological barriers to exporting later on’.  

 

In contrast, those participants, who considered themselves as conservatives, claimed 

that risks should be avoided. In potentially risky situations, therefore, the companies' 

risk assessment procedures should be enforced, with exporting issues being handled 

with care. They also value the quick profits that could be generated from a risk free 
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deals which, according to them, is represented by receiving orders from overseas 

rather than ‘’chasing them’’ themselves.  

 

As a consequence, participant I1 posited that: 

‘The final decision to export to any market depends on how I feel and how I 

evaluate the market risks, and to what extent there is a chance of failure. To 

be honest, I have cancelled and turned away from many deals because I 

perceived a high financial risk associated with the export'. 

 

Overall, a strong majority of participants agreed that, especially in the case of the 

SMEs, due to their small number of employees, the manager’s cultural 

characteristics (e.g. uncertainty avoidance, masculinity, individualism, and long-term 

orientation) plays an import role in relation to the manager’s risk perceptions. In 

support of this contention, Saudi SMEs managers agreed that risk-taking managers, 

who give low weight to uncertainty avoidance, differ from their risk-averse 

counterparts in how they do the risk assessment and how they consequently deal 

with exporting decisions. Hence, it appears that managers, based on their personal 

risk propensity, differ in their approach to risk assessment, especially in their 

propensity to reduce, accept or mitigate the risk associated with exporting which, 

therefore, will influence any future decision to export. During the course of the 

interviews it became apparent that risk-taking managers were more able to accept 

the risk and move towards the profits (that could be potentially generated) from such 

opportunities. However, on the other hand, risk-averse managers focused more on 

minimising risks, with a very low number of them able to accept existing risks.  

 

For example, participant O1 stated that; 

‘To me it’s a fact that SME managers who wish to survive local market 

saturation need to be a risk-taker. They also need to be proactive, looking for 

new opportunities overseas. The managers should be like a hunter, always 

prepared and ready to take every opportunity that becomes available. This 

approach will have a positive effect on the future of the company’.  

 

Furthermore, most participants indicated that the manager's ambition and intention 

towards exporting, and the firm’s strategic orientation (long-term orientation), was the 

major driver in the company’s exporting decisions. This cultural aspects is reflected 

by managers who are open to new experiences and accept new challenges. As a 

result, they have a better chance of their company surviving, as they embrace the 
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challenging (changing) conditions. Conservative managers, however, who tend to be 

more risk-averse, are not able to take risky contracts that appear unexpectedly; 

preferring instead to avoid any chance of loss. Nevertheless, a total of five 

participants, who considered themselves as conservative managers (B1, E1, F1, I1, 

and J1), asserted that managers would benefit from greater awareness of any risks 

associated with exporting. Further, these situations needed to be completely 

investigated, prior to any decision being made. Indeed, they contended that this was 

the main task of the manager, especially, for the company to survive any possible 

expansionary failures; even if this meant slowing down the process or even calling it 

off, it was still an optional method of avoiding risks, thus ensuring the continuation of 

revenues from (perceived) risk-free deals, received from time-to-time (e.g. overseas 

orders). 

 

Additionally, a majority ofparticipants agreed that the manager's characteristics were 

the most important factor in dictating their management style. Most interviewees 

identified that managers, who were risk-takers and were open to new experiences, 

were more often innovative and managed their companies entrepreneurially (A1, C1, 

D1, G1, H1, K1, L1, M1, N1, and O1).  

 

For example, participant L1 placed himself in the risk-taking category, stating that: 

‘I’m a risk-taker; this makes me a more flexible manager. When I am involved 

in exporting, I have to be more open to accept new people and new ideas 

when doing business. Flexibility is also essential so that my staff can feel 

confident to advise me, and inform me, when they notice any mistakes or I 

misjudge something’. 

 

Similarly, another participant (O1) stated that: 

‘The manager’s characteristics are the most important factor that influences 

the way management is undertaken. Hence, a manager should be more of a 

risk-taker, and always look for new opportunities. Additionally, a manager 

needs to share power, and that comes in the form of asking the staff for 

advice, as well as keeping them empowered in relation to some part of the 

company; this influences the overall shape of the company culture’.  

 

Furthermore, a majority ofparticipants claimed that open-minded managers were 

more likely to adapt to new ideas about how to run the business, as well as being 

more likely to survive, and (subsequently) adapt to changes in the business 
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environment. They also agreed that the best way to manage their firm was through 

the team work spirit and sharing power with staff, to best reach the maximum level of 

using and benefiting from staff qualifications and expertise. Such qualities also 

ensured their success as exporters.  

 

For instance, participant K1 reported that: 

‘I consider myself an open-minded person. I have no problem adapting to 

new ways of doing business. This approach has assisted me very much in 

how I manage international markets. For example, during our first year of 

exporting, we preferred to deal with a local agent who handled the shipments 

and payments. However, after a while, one of my employees came to me and 

told me that this was costing us too much; he suggested that we create a 

position in our organisation structure to handle all the jobs related to 

exporting, including chasing new customers and doing follow-ups; that 

change saved for us a good amount of money'. 

 

Overall, the results also reveal that managers' qualities and ambitions play a 

predominant role in shaping the company's main strategies. For example, participant 

G1 stated that: 

 

'Managers with a clear vision and an ambition to grow and develop their 

businesses are more goal oriented managers; they will definitely be active 

and successful exporters '.  

 

Importantly, a number of participants claimed that conservative managers were more 

likely to be authoritarian and, thus, dictate the direction for the company to follow, 

centring mainly on their personal ideas and requirements. Further, the conservative 

manager tended to follow the traditional way of doing business, and adhered to the 

mantra, “if it works, keep doing it” (B1, E1, F1, I1 and J1). 

 

For example, one interviewee (F1) saw himself as a conservative manager, stating 

that: 

‘I’m very careful when it comes to dealing with a new customer, whether from 

the local or the foreign market. As I have been in this business for about 10 

years, I have a certain process for undertaking such deals and managing my 

business…this is because it works, so why should we change it’.  
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Further, a majority of participants (A1, C1. D1, G1, H1, K1, L1, M1, N1, and O1) 

recognised that open-minded managers were more willing and able to adapt, 

exhibiting innovative and entrepreneurial management styles. Additionally, such 

managers were more able and willing to make decisions involving a high level of risk 

so as to realise identified profit potential.  

 

Generally, the results suggest that the majority of participants were risk-takers who 

considered exporting as a viable and attractive opportunity, as well as a strategic 

move to ensure their companies survival, over the long term. For those managers to 

survive the changing and dynamic international markets, they needed to adapt both 

their entrepreneurial and participative management style, so as to empower and 

share authority with subordinate staff. Consequently, the staff are able to manage 

new opportunities and maintain relationships with importers, to ensure a long-term 

relationship and steady flow of their products overseas. Most managers also reported 

that, most of the time, they value the team work spirit and follow consensus-based 

decisions to benefit from staff experiences and qualifications. Hence, most 

participants took decisions in a collectivistic style, and that reflected on their export-

related decisions and risk perception. They also agreed that SMEs managers should 

be decisive and show great confidence in what they are doing, and that this is the 

way to accomplish the firm’s strategies and plans. 

 

For instance one interviewee (C1) stated that:  

'Managers should be smart and very fast in their making decision so that they 

are able to respond quickly to the opportunities available to them, as well as 

analyse the current situation quickly, and reach the maximum benefits for the 

company. This outcome cannot happen without delegating and sharing power 

with qualified staff’. 

 

In contrast, a weak majority of participants classified themselves as risk-averse. They 

considered exporting as a good opportunity to follow only when they received orders 

from overseas; they never seek overseas customers. Those managers tended to 

manage their companies utilising traditional methods, and, to some degree, they 

could be classified conservatives, which tends to suggest an inherent need to control 

everything within the company; that is, the power and resultant decisions are made 

exclusively by them. This characteristic can be seen in the decisions related to both 

exporting and production.  
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The results show that all participants believed in power distance, regardless of the 

fact that they dictate or share power with their staff (which could, in fact, be low). 

However, SMEs managers, with a small number of employees, appear (often) to be 

forced to eliminate or shorten the distance between themselves and their 

subordinates. In support of this, one interviewee (B1), who considered himself to be a 

conservative manager, and who neglected sharing power with his staff, stated that:  

 

‘Within small firms you cannot go with hierarchies because of the small 

number of employees. You are forced to work as a team, but that does not 

change the fact that the decision is mine as the manager of the company’. 

 

On that basis, the results show that the majority of the participants, from a cultural 

perspective favour taking export-related decisions collectively. Hence, the decisions 

are consensus based, especially when the staff are both experienced and qualified. 

For instance, participant G1 stated that: 

 

‘Exporting to me is a strategic decision, and we have been working since day 

one to sustain and maintain our contracts, especially the overseas ones. And 

that cannot be achieved or even maintained if we have not empowered our 

staff’.  

 

The results also suggest that most participants exhibit risk-taking postures, with low 

uncertainty avoidance. For instance, participant D1 stated that:  

‘I’m a risk-taker and this influences my way of managing the day-to-day 

operations and how I respond, with speed, to the dynamic business 

environment, and especially with exporting decisions. Because of this I would 

say we are an active exporter'.  

 

Further, the majority of participants tend to be display masculine traits, are ambitious 

and have a need to excel. They also place an emphasis their work, to a great extent; 

in other words, they live in order to work; and they have a high regard for achievers. 

The results show that all participants were assertive and confident, and had strong 

leadership skills and traits that make them more masculine managers. Lastly, the 

vast majority of the participants can be considered long-term oriented managers, for 

example, they focus more on the pursuit of certain goals, and build long-term 

relationships to accomplish their goals. In essence, most interviewees displayed 

characteristics and orientations consistent with that of entrepreneurs. In contrast, a 
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small majority of the participants, from short-term cultural contexts, manage in a 

more steady and stabile manner, which appears at odds in fast moving markets. 

They also tended to maintain too much respect for tradition, which prevented them 

from being innovative.  

 

For instance, one interviewee (D1) commented that: 

’I believe that the vision and ambition of senior management and the 

decision-makers, towards the company’s development and growth, are the 

most important factors that influence the exporting decision. Through 

exporting, companies build their reputation. Also, exporting provides liquidity 

to the country. The most positive and attractive aspect of exporting is that the 

payments are guaranteed, in advance, whereas, in the local markets most of 

the retailers are buying using loans (debt). Yes, with exporting, you can 

assure your money is safe using letters of credit’. 

 

Therefore, the interview data provides clear evidence that the cultural characteristics 

of the SME decision-makers’ locality(e.g. uncertainty avoidance, masculinity, power 

distance, individualistic and long term orientation) have a significant influence on 

export-related decisions, and how these managers deal with any associated risks. In 

addition, as SMEs managers have different cultural postures, these differences 

influenced their actions and subsequent behaviours, especially in relation to export-

related decisions. Therefore, proposition ten received strong support in this research; 

however, the part of how these influences will differ across advanced versus 

emerging markets is yet to be confirmed (see the discussion of the Australian 

interview results in Chapter Six). Next, the analysis of the research propositions, 

related to the SMEs decision-makers individual characteristics, are discussed.     
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5.7   Research Propositions Eleven to Thirteen: Individual Characteristics 

 
P11: Education will influence the decision to export and education levels will 
differ across exporters operating within advanced versus emerging markets. 
 
P12: Experience will influence the decision to export and experience will differ 
across exporters operating within advanced versus emerging markets. 
 
P13: Management style will influence the decision to export and the 
management styles will differ across exporters operating within advanced 
versus emerging markets. 
 

 
During the course of the interviews, the influence of the SMEs decision-makers’ 

individual characteristics (i.e. education, experience and management style), on their 

risk perceptions associated with exporting, were examined. The results from the 

convergent interviews are detailed in Tables 5.6 and 5.7, which highlight the 

participants’ agreement and disagreement with each research proposition. In 

general, the results revealed that the individual characteristics of SMEs managers 

have a direct impact on their ability to begin and sustain exporting activities. In 

addition, the data suggest that SMEs managers' individual characteristics impact on 

their decision to expand into international markets, and the actual pace of their 

involvement in exporting activities. SMEs managers' characteristics influence how 

managers perceive and managed the risks associated with exporting. Further, how 

the managers judged and evaluated exporting-related risks was seen as being 

related to their individual characteristics. The next sections discuss and present the 

results pertaining to how these individual characteristics influence SMEs decision-

makers’ risk perceptions and their decision to export. 

 
5.7.1   Demographics Characteristics (Education and Experience) 

In general, the results suggest that the SMEs decision-makers’ demographic 

characteristics influence their risk perception associated with exporting(the details 

are presented in Table 5.6). A majority of the participants agreed that demographic 

characteristics (education and experience) influenced the managers’ risk perception 

associated with exporting. In fact, most participants agreed that these demographic 

characteristics were also very important in the firm’s overall performance, particularly 

in terms of their attitude towards international expansion and exploiting new market 

opportunities. Such findings underscore the managers’ use of information regarding 

the marketplace; further, the acquisition and use of information acquisition guides 

and underpins the firms’ strategic moves, including exporting. The participants 

agreed that an individual manager’s research and communication skills(which are 
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derived, in part, from both education level and years of experience) are essential 

tools for SME decision-makers, especially when their firm is seeking to achieve 

success through exporting their goods to different geographic regions.  

 

Table 5:6   Results of Convergent Interviewing: Demographic Characteristics  

Themes / Comments Interviewees 

 A B C D E F G H I J K L M N O 

Levels of education expand the 
decision-makers’ perceptions 
and make them better able to 
choose the appropriate source of 
advice.  

√  √ √ √  √ √  √ √ √ √ √ √ 

Education increases the 
willingness and ability of 
managers to learn new skills. 

√  √ √ √  √ √  √ √ √ √ √ √ 

Usually the more educated 
people are more aware of other 
countries, other cultures, and 
trends in international business. 

  √    √ √   √ √ √ √ √ 

Education and related 
qualifications affect the 
company's future vision and 
development. 

√  √ √ √  √ √  √ √ √ √ √ √ 

Levels of education expand the 
decision-makers’ perceptions 
and make them better at 
choosing the appropriate source 
of advice.  

√  √ √ √  √ √  √ √ √ √ √ √ 

Education influences the 
manager’s style and how they 
negotiate with customers, while 
experience helps managers to 
trust the buyers or not.  

√  √ √ √  √ √  √ √ √ √ √ √ 

Education increases the 
willingness and ability of 
managers to learn new skills. 

√  √ √ √  √ √  √ √ √ √ √ √ 

Well educated managers are 
more aware of the modern and 
effective styles of management. 

√  √  √  √ √  √ √ √ √ √ √ 

Well educated managers give 
more attention to R&D.  

  √ √ √  √ √ √ √ √ √ √ √ √ 

Education influences how 
managers run their companies 
and deal with making decisions. 

√  √ √ √  √ √  √ √ √ √ √ √ 

Prior experience is a strong 
factor in determining what is 
good for the company. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Experience enables SMEs 
managers to forecast the supply 
and demand of the markets.  

√ √ √ √ √ √ √ √ √ √ √ √ √ √ √ 

With experience, the decision-
makers’ views change.  

√ √ √ √ √ √ √ √ √ √ √ √ √ √ √ 

The experiences of the past 
years have taught me to pay 
more attention to risk.  

√ √  √ √ √   √ √ √ √ √ √ √ 

Source: Developed for this research.  
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Table 5:6   Results of Convergent Interviewing: Demographic Characteristics – 

Cont'd 

Themes / Comments Interviewees 

 A B C D E F G H I J K L M N O 

Prior experience is a strong 
factor in determining what is 
good for the company. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Years of experience in 
international activities allows 
managers to read the markets 
correctly and make decision 
faster.   

√ √ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Experience influences how 
managers run their companies 
and deal with the decision 
making. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Source: Developed for this research.  

 

Nearly all interviewees (A1, C1, D1, E1, G1, H1 J1,, K1, L1, M1, N1 and O1) 

suggested that a positive relationship existed between the quality of information 

sought and the managers’ level of education; that is, the more highly educated 

managers looked for the best information source available when investigating new 

markets. 

 

For instance, interviewee O1 stated: 

‘Education enables managers to know how to seek information from the 

proper channels, and understand the information; prior experience also helps 

in how they evaluate the risks associated with exporting’.  

 

In addition, all participants agreed that the managers’ level of education enabled the 

managers to better focus on the development of their companies, as well as 

determine the best way to grow the business. In essence, education was viewed as 

an ‘’enabler’’ of better information searching (and processing) techniques for 

managers. 

 

As such, participant D1 noted that:  

'The education level of an SME manager positively impacts upon the success 

of the firm. For instance, my family company wasn’t exporting until I took the 

general manager position; I convinced them of the importance of exporting. 

My opinion was agreed with because of my higher education level. They had 

confidence that I knew what I was doing'. 
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Moreover, the interview data identified that highly educated managers were 

consistently interested in research and development and this focus enhanced the 

companies' capabilities, and, at the same time, enabled the managers to be more 

confident about the competitiveness of their products, especially in the context of 

international markets. However, three participants (B1, F1 and I1), while agreeing 

that the SMEs managers’ level of education helped to enhance their performance, 

argued against the proposition that education level was an important factor in the 

manager’s success.  

 

Thus, participant B1 suggested that: 

‘Education does not have that much influence on how a company is 

managed, but experience is one of the success pillars…my prior experience 

in the industry made me aware of my field and, as a result, I know when and 

where I should export. For example, I am an expert in production lines and 

calculating quantities. This has enable me to know our production capabilities 

and so accept or reject orders without asking the production manager how 

much stock we have in store’.  

 

On the other hand, most participants considered prior international and local 

experience as having a strong effect upon their firms, in both the initial decision to 

expand and the continuing strategies employed in international marketing. 

Additionally, the managers’ overseas experience was viewed as an important factor 

that impacted upon the international development of SMEs.  

 

For instance, according to participant I1: 

‘Ten years ago I was afraid to make any exporting decision, and it took me a 

very long time to ask the experts and friends about any deal or orders I 

received. However, after a long period of experience in the local and 

international markets I can decide, more quickly, whether a deal is worth 

following through, and that depends on the level of risk being faced’. 

 

Further, a majority of participants self-reported that the manager’s experience 

empowered them to forecast the market demand more accurately, making them 

more aware of the risks associated with exporting. Therefore, their prior experience 

gave them the know-how they required to effectively manage risks, and gave them 

the confidence to act quickly in response to a perceived positive expansionary 

market opportunity. Thus, there was consensus that SMEs managers' level of 
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education and years of experience had a sizeable impact on how they perceived the 

risks associated with exporting.  

 

For example, participant A1 suggested: 

‘Education and experience complement one another. For example, a 

manager with a PhD, but with no experience in the industry, will have survival 

problems because of the lack of experience. Thus, education and experience 

work together helping the decision-maker to perform better, and more 

successfully, in international markets’.  

 

Similarly, another participant (E1) voiced the opinion that: 

‘Experience and education are the two main factors that influence the 

decision-making process; I believe that managers with a high level of 

education and long years of experience are able to make quick decisions, 

even when faced with very bad circumstances’. 

 

Furthermore, participant H1 contended that: 

‘Managers must have at least a university degree, which gives them the 

proper tools to analyse and evaluate things…they are more able to learn 

more skills through workshops or reading professional reports. The other 

important factor is experience; but this does not come through education, it 

comes through experiencing failures and successes’.  

 

Moreover, one participant (K1) concluded that managers with a proper education and 

a fair amount of experience would be more successful in international markets than 

managers who did not have these qualifications. Importantly, experienced and more 

highly educated managers were identified as acting with confidence when dealing 

with orders and markets and any associated risks. Overall, this was a sentiment 

echoed by a majority of interviewees. However, three participants weighted 

education as a low consideration in relation to exporting. Nevertheless, they were 

firm in their belief that managers with experience did not need education to survive, 

or even to perform well in the domain of exporting.  Based on the thematic analysis of 

the interview data, there is evidence that the demographic characteristics of SME 

decision-makers have a significant influence on the risk perception associated with 

exporting. Therefore, proposition four received strong majority support in this 

research. Next, the analysis of research proposition five is discussed.  
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Additionally, the findings from the in-depth interviews suggest that the demographic 

characteristics of SMEs decision-makers do influence their management style. In 

terms of education and experience, a majority of participants counted these factors 

as having an influence on the SMEs decision-makers’ adopted style of management 

and on how these managers adapted to changes in the market. Further, a majority of 

the participants (with the exception of B1, F1 and I1) confirmed that their level of 

education had influenced their style of management, and that this influence can be 

seen in the way they always seek new ways of doing business, and look for new 

managerial techniques that will help in developing and administering their 

companies. They also were of the opinion that managers with a higher level of 

education were more able to learn and develop skills that reflected positively on the 

performance of the company.  

 

For example, participant (E1) showed that he valued education, stating that:  

'A manager’s level of education makes them more vision and goal oriented; it 

also enables them to make long-term plans. For example, from my long 

experience, I have observed that well educated SME managers and owners 

give attention to, and value more, long-term planning and the company’s 

future growth, than do less educated managers. In addition, they differ in how 

they choose the most appropriate sources of information related to their 

industry'.  

 

Moreover, it appears that the more educated the managers are, the more they are 

open to understanding the intricacies of other cultures, as well as being more aware 

of trends in international markets. 

 

For example, participant A1 stated that: 

‘Well educated managers have the will to learn more managerial and 

technical skills to enhance their management performance. Also their high 

level of education influences their styles of negotiation and their persuasive 

styles with both staff and customers'.  

 

Other interviewees (B1, F1 and I1) claimed that the managers’ education was a 

factor to be considered when assessing how companies were managed; although 

they agreed that managers could be very successful, even without any formal 

education. 
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Reflecting on his own experience, participant F1 reported that; 

‘I dropped out of high school, and I have never attended any workshop; 

nevertheless, I'm doing very well with my business. When it comes to 

management, there are other factors more Important than education, like 

experience’. 

 

Overall, the results suggest that a managers’ prior experience tends to influence on 

their management style, especially when it is diverse in nature (that is, obtained 

within various industries, markets and cultures). Such experiences shaped their style 

of management and appeared to equip them with the confidence to know what would 

work and what to do to be effective in both local and international markets. 

Additionally, managers who had experience in a specific market appeared to 

empower people around them more effectively and so they were able to accelerate 

the process of initiating and executing decisions. Importantly, the participants claimed 

that these skills were enhanced by on-the-job coaching and training. Therefore, 

experienced and educated managers appeared more adaptable, flexible, and 

innovative, and displayed participative management styles. In contrast, experienced, 

but uneducated, managers tended to adapt a more conservative, traditional and 

authoritarian outlook on business operations.  

 

For example, one pro-education participant (L1) stated that: 

'Education enables managers to keep up with what is happening in their field; 

they can then determine the most appropriate channels from which to take 

advantage of the best information, as well as how to develop a plan of action 

to avoid anything that threatens the business. Education and experience gave 

me the ability to manage my company and train my staff to follow my style of 

management, under my follow-up and direct supervision'.  

 

Similarly, participant M1 reported that: 

'Well educated managers, with sufficient experience, are more likely to 

delegate the day-to-day work to staff, which enables the manager to focus on 

the major managerial tasks'. 

 

Based on the analysis of the convergent interview data, it appears that the level of 

education and years of experience of an SME decision-maker have a significant 

influence on risk perceptions and their decision to export. However, how these 

characteristics differ when SMEs operate within advanced and emerging markets is 
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yet to be determined (the discussion is presented following the results in Chapter 

Six). Therefore, propositions11 and 12are strongly supported by this research.  

 

5.7.2   Management style  

During the course of the interviews, all participants revealed that the SMEs decision-

maker’s management style influenced their risk perceptions, when associated with 

exporting (see Table 5.7 for details). Further, a strong majority of the participants 

suggested that the firms, within the SME sector, revolve around the actions and 

directions of managers; therefore, they endorsed the view that firms were mostly 

managed (and directly controlled) by the owners/managers. A majority of the 

participants also agreed that management style played a major role in SMEs 

success, especially in relation to success in exporting endeavours (for example, D1, 

F1 and H1). 

 

In support of the above discussion, participant D1 stated that: 

’Managers should have a full knowledge of the markets and their products to 

be able to accept or reject any offer when negotiating with new clients. My 

style of management, and my willingness to take risks, try new things, be 

open to new markets, and look for new opportunities to maximise profits, has 

changed the way the company sees exporting. Yes, I started the company 

exporting’.  

 

Furthermore, five interviewees (A1, C1, E1, G1 and J1) confirmed that the 

management’s attitude toward risk was very important, especially when making a 

decision to enter a foreign market. Furthermore, the participants agreed that the 

managers’ management style reflected on the SMEs performance in such 

international activities. 

 

Accordingly, one participant (A1), identifying with this group, stated:  

’As a manager I always expect bad things to happen, consequently, we have 

plans that enable us to respond to any change in the market, whether 

demands, risks or new opportunities, and to do this quickly. Hence, I mainly 

focus on the outcome, and I never care how the employees complete their 

tasks. Rather, I am concerned about the results, especially the positive ones, 

which are what I’m looking for’.  
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Similarly, another participant (C1) stated that: 

‘My character and behaviour as a manager always reflects on the 

performance of the company. I believe that a manager’s personality always 

influences the company’s public image. Managers should be smart and very 

fast in making decisions so that they are able to respond quickly to the 

opportunities available to them, as well as analyse the current situation 

quickly to reach the maximum benefits for the company. This outcome cannot 

happen without delegating and sharing power with qualified staff’.  

 

Overall, the participants apportioned a relationship between SMEs success and the 

managers’ management styles. As manager’s skills often drive and guide a firm; a 

majority of participants agreed that they were forced to adopt a particular 

administrative approach to keep their firms on a designated strategic path. Some 

participants indicated that they adapted their entrepreneurial management style to 

allow them to keep encouraging creativity and innovation especially in relation to 

managerial and technical issues. Thus, they considered themselves as encouraging 

staff to continually look for new opportunities in both the local and international 

markets. Most often they required staff to focus on quality issues as this provided the 

most sustainable approach in serving international areas.  

 

The findings definitively identify the manager’s management style as a key ingredient 

when explaining a firm’s decision-making behaviour, as well as assisting in 

understanding how managers perceive risks associated with exporting. All 

participants agreed that SMEs managers stamped their own methods and 

management style on the firm to shape its overall strategies. However, they all 

posited that SMEs are not a homogenous group, and that they do tend to adopt 

different management styles to match firm competencies and stakeholder 

requirements.   

 



 144 

Table 5:7   Results of Convergent Interviewing: Management Style  

Themes / Comments Interviewees 

 A B C D E F G H I J K L M N O 

The decision-maker is the only 
authorized person to make the 
first and the latter decisions that 
are related to exporting and 
negotiating deals with 
customers. 

√ √   √ √  √  √ √ √ √   

SME managers follow traditional 
ways of managing, using familiar 
directions especially when it 
comes to exporting to avoid risk 
associated with such activity. 

 √   √ √   √ √      

To survive this rapidly changing 
environment, SME managers 
should calculate the risk to 
ensure a rapid growth. 

√  √ √   √ √   √ √ √ √ √ 

Systematic and long range 
planning is the best way for any 
exporting SME manger to 
minimise the risk associated with 
this international activity. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Exporting SMEs, to survive the 
high competition in international 
and local markets, should 
manage using a set of 
procedures formulated by their 
managers. 

 √   √    √ √      

Team work and feedback based 
decision making is a guaranteed 
way to avoid risks associated 
with exporting  

√  √ √   √    √ √ √ √ √ 

The key success of our SME in 
exporting was for my staff to 
follow my directions and obey 
my orders and decisions.  

 √       √       

Our exporting decisions were 
taken by our top management 
through consensus 

√ √    √   √  √    √ 

My prior experience with 
international markets shaped 
and directed my final decision to 
export. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Our success related to every 
member of the company feeling 
responsible for our future and 
achievements. 

    √     √ √ √ √ √ √ 

SME managers’ styles of 
management influence their risk 
perception associated with 
exporting, either negatively or 
positively. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Source: Developed for this research. 

 

The interviews revealed that a manager’s management style, whether it focuses 

mainly on maximising sales and profits, or on international expansion (rather than on 
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the local market) were viewed as quite distinct aspects. These differences were 

expressed in how the risks associated with exporting were evaluated and perceived; 

these differences, then, are also reflected in how they manage their firms.  

 

For instance, according to participant G1: 

‘Decision-makers should be ambitious and have a future vision for their firms. 

And exporting is, without a doubt, a short cut to success. It is a way of 

entering new markets without losing; we follow a pricing strategy that gives us 

very limited profits until we have a good sound market share’. 

 

In agreement with this statement, participant E1 stated that: 

‘I am a man who trusts his consultants. I always seek their advice and, with 

my analysis, then I initiate and execute the final decision; I accept no opinions 

after I make that decision’. 

 

Overall, a majority of participants confirmed that managers differ in how they manage 

and how they execute their decisions. Some viewed exporting as an opportunity, 

while others focused on the details (and in particular, identified impediments) and 

moved towards an action that was calculated to avoid any chance of loss. For 

example, participants B1, F1, and I1 (who were most concerned about future sales 

volumes) perceived exporting as an enormous and risky task. Thus, they were fairly 

reticent to undertake such activities, unless they were guaranteed that there would 

be no financial risks involved in adapting such strategies. 

 

Thus, SMEs decision makers' personal approaches appear to have a great influence 

on their management style. Thus, risk-taking managers differ from risk-averse 

managers in the approach they take when making a decision. Risk-takers tend to 

follow an entrepreneurial approach, focusing on innovation, being a leader in the 

marketplace, and finding new ways and channels to expand their business. However, 

traditional (or risk-averse) managers most often focus on achieving a return on the 

firm’s investment. Hence, the priority is to achieve a marginal profit that would satisfy 

their ambition.  

 

In addition, these personal approaches differences and management styles influence 

how the managers perceive risks. For example, participants C1, D1, G1, and H1 

identified the risk-taker manager as an entrepreneur, who focuses on new ways of 

doing business and new ways of generating market share, sales and profits. These 
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managers are, in most cases, seen as apportioning a low weight to risks, while 

placing more importance on projected sales (and profits) that can be gained from 

such activities as exporting. On the other hand, a risk-averse manager is, focused 

mainly on profits and opportunities that are attached to low risk ventures. To ensure 

such outcomes, a number of managers took control of exporting-related transactions, 

in their entirety.  

 

The interview data suggest that different styles of management are used and 

adopted by Saudi SMEs managers, including: the Authoritarian (discipline and 

obedience) style, the Conservative (traditional) style, the Entrepreneurial (innovative 

and flexible) style, and the Participative (Consensus-based decision-making 

approaches) style. Additionally, SME managers’ management styles influence their 

risk perceptions and how they manage those risks incumbent to exporting. Some 

participants (B1, E1, F1, I1 and J1) claimed that SME managers should set clear 

procedures for doing and handling any business tasks, and that their directions 

should be complied with (by the staff). Also, the firms must keep to their own brand of 

management to avoid the risk of failure when faced with new ways and procedures 

for managing activities. Further, they advocate that this approach is the most 

beneficial way to survive any risks associated with local and foreign markets. In this 

way, they suggested they could ensure that the company maintains procedures with 

which they are familiar, from the beginning, thus minimising uncertainty (and 

perceived risk) and the likelihood of failure.  

 

For instance, participant H1 stated that: 

 ‘To avoid any financial or operating risks, we always follow a traditional and 

familiar direction when it comes to exporting; we follow the same steps in 

checking out new customers and asking for the same guarantees. That’s why 

we have a set of procedures, formulated by me, to follow. In my opinion, this 

is the best way to survive risks’. 

 

Similarly, participant I1 commented that: 

‘The key success of my company, in both local and international markets, 

results from following my directions and obeying my decisions’. 

 

Another participant (B1) concluded that: 

’The managers must have a strong character, and be obeyed and feared by 

the staff so that they do what he wants. This way of management is important 
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to SMEs because the manager is the only one who will be responsible for the 

consequences of any wrong decision taken, for example, in his assessment 

of risk in the case of exporting. Furthermore, managers should be aware of 

what is going on in the market so that they are empowered to make the right 

decisions’. 

 

On the other hand, a large majority of the participants (A1, C1, D1, G1, H1, K1, L1, 

M1, N1, and O1) placed considerable emphasis on the need for SMEs managers to 

be more flexible, innovative risk-takers, who adapt a team-orientation in their firm. 

For example, they asserted that managers, wishing to avoid any risk associated with 

exporting, should focus on team-work and be oriented towards seeking feedback in 

relation to their decision making. Such an approach would allow the managers to 

share in their staff’s experiences. For example, participant K1 advised that: 

‘Managers should be surrounded by experienced and qualified staff in the 

international market area, and to seek opportunities and deal with them in a 

professional way to maximise profits and minimize the risk’.  

 

Similarly, participant O1 posited that:  

‘Exporting SMEs should indulge in calculating the risk to survive the rapidly 

changing business environment and to maximise the profit’.  

 

Importantly, most participants agreed that SMEs managers should adopt a 

systematic and long-range planning strategy as a method of surviving high level of 

global competition. Thus, managers’ management styles play a vital role on the pace 

and trend of exporting involvement and decision-making. For example, managers 

who use an authoritarian style would likely to be slow to make decisions in relation to 

exporting as they are managing all activities associated with exporting, including 

sourcing and evaluating potential customers, undertaking market research, and 

running all transactions related to the exporting procedures and documentation. 

Similarly, traditional managers, who follow long-established (historical) procedures 

(which often involve restrictive red-tape), would be considerably slower in making the 

final decision. On the other hand, entrepreneurial managers would tend to delegate 

work, thus, relieving pressure on them to administer a majority of exporting actions. 

As a result, they have the core advantage of responding quickly to changes in the 

marketplace. 
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Based on the ongoing thematic analysis of the convergent interviews, it appears that 

the management style of the SME decision-maker (which is unique to the individual) 

has a significant influence on their perceptions of risks associated with exporting. 

However, how the influence of the management style on the decision to export when 

SMEs operating within different level of economic markets is yet (that discussion is 

presented in the results of Chapter Six). Therefore, proposition thirteen is strongly 

supported in this research.  

 

5.8   Conclusion  

The convergent interviews, referred to above, were conducted with Saudi Arabian 

SMEs managers who manufactured products suitable for export to other host 

countries. The questions were developed to widen and deepen our understanding of 

their risk perceptions associated with their decision to export. The research explored 

the themes that captured those factors influencing risk perceptions of SMEs 

managers and resultants decisions associated with export. Importantly, the research 

also sought to confirm the preliminary conceptual model and propositions that were 

developed earlier in chapter three.  

 

The interview data suggested that the exporting barrier motivations, to a great extent, 

influenced SMEs decision-makers’ risk perception and their ultimate decision to 

engage in exporting. Furthermore, the results show that managers’ risk perceptions 

determine the company’s level of involvement in exporting, and total exports. The 

results of the analysis confirmed that managers' cultural characteristics greatly 

influenced managers’ risk perceptions and subsequent export-related decisions. 

Moreover, the data reveals a negative relationship between a manager’s level of 

commitment and their risk perceptions associated with exporting. That is, the results 

show that the higher the perceived risk, the lower the commitment to export. 

Moreover, the findings highlight that a manager’s level of education, years of 

experience and management style influence their risk perceptions associated with 

exporting.  

 

Based on the thematic analysis of the Saudi SMEs managers’ interview data, all the 

research propositions received majority support. However, the part of the 

propositions related to the difference in the influence of these factors on SMEs 

decision-makers, when operating in emerging markets or advanced markets, is 

presented in the analysis of the second set of interviews, that is, the interviews with 
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Australian SMEs manager. These details are provided in the next chapter (Chapter 

Six). Importantly, the preliminary research conceptual model, discussed earlier, was 

confirmed and supported by the Saudi Arabian interview data. The confirmed 

conceptual model is presented in Figure 5.2. In the next chapter, the second set of 

interview data (i.e. the Australian data) are explored to identify the differences 

between the two sets of interviews, with the participants operating in different 

contexts. 

 

Figure 5:2   Confirmed Research Conceptual Model: Saudi Arabian SME 
Managers Sample 

 
Source: Developed for this research. 
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CHAPTER SIX: RESULTS (Australian Interviews) 
 

6.1   Introduction 

This chapter discusses and outlines the results of the Australian SMEs interviews. An 

outline of the chapter is shown in Figure 6:1. For clarity and ease of interpretation, 

the results are presented in line with the research propositions developed earlier in 

Chapter Three. The chapter begins with a descriptive summary of the Australian 

SMEs decision-makers (participants). Next, the analysis of the sample data, derived 

from the Australian interviews, is presented. Then, the findings from the interviews 

are discussed to highlight how they support the preliminary conceptual model and the 

research propositions that were developed in Chapter Three. 

 

Figure 6:1   Outline of chapter 6 

 

Source: Developed for this research. 
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6.2   Analysis of the Convergent Interview Data 

The convergent interview data was sourced via unstructured in-depth interviews with 

fourteen SMEs decision-makers within Australia. The interviews were conducted to 

clarify and confirm the preliminary conceptual model and associated research 

propositions (presented in Chapter Three). The interviews were conducted via 

telephone due to cost and accessibility considerations. Each interview began with a 

broad, general question to establish an initial rapport with the participants. The 

participants were then asked to detail their exporting experiences so as to provide an 

overall understanding of how their business roles, cultural characteristics, 

management style, years of experience, and level of formal education influenced 

their perceptions of the risks associated with exporting. The results lend strong 

support for the relationships espoused in the preliminary conceptual model and the 

research propositions (See Figure 6.2). 

 

6.2.1   Sample Size and Demographics 

As noted above, fourteen SMEs mangers/owners, broadly representing Australian 

Small and Medium-sized enterprises (SMEs) within the manufacturing sector, were 

interviewed. These interviews included experienced and active exporters within a 

variety of different manufacturing enterprises (See Table 6.1). The interviews are 

presented and analysed in Sections 6.2.2 – 6.2.8, and Section 6.3. The analysis 

sought to confirm the preliminary conceptual model and provide empirical insight into 

the research propositions. The participants were selected from different industries, 

geographical regions, and incorporated participants from different age groups, to 

achieve sample heterogeneity. The participants' demographic profiles are classified 

on the basis of gender, age, education level, exporting experience, destiny of 

exporting, number of employees, and industry (See Table 6.1). The data covered a 

variety of issues that helped broaden current understanding of how SMEs decision-

makers (managers/owners) perceived the risks associated with exporting, and the 

factors that influence such a perception. The data was labeled A2, B2, C2, D2, E2, 

F2, G2, H2, I2, J2, K2, L2, M2 and N2, and meet the Ethics Committee requirements 

to protect the participants’ identities (i.e. to ensure anonymity).
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Table 6:1   Demographics of Australian SME managers 

Coded 
Interviewees 

Industry Experience Education Destiny of Exporting Number of 
Employees 

Age Gen
der 

A2 Consulting 20 Bachelor Not applicable Self 55 M 
B2 Insulation 20 High School New Zealand 50 45 M 
C2 Consulting 25 Master  Not applicable Self 65 M 
D2 Food 10 Master New Zealand 35 48 M 
E2 Construction 

materials 
25 Secondary 

School 
South Africa and Middle 
East 

60 58 M 

F2 Metal  20 Bachelor Nigeria 50 70 F 
G2 Industrial Ceramic 10 Bachelor Australasia and North 

Africa 
52 36 M 

H2 Electronics 7 High School New Zealand 55 30 M 
I2 Food 28 Grade 10 New Zealand 55 53 M 
J2 Construction 

materials 
15 Master Turkey 20 46 M 

K2 Spare Parts  11 High School USA, UK, Singapore 10 43 M 
L2 Chemicals  10 Advanced 

Diploma 
New Zealand. New 
Caledonia 

70 29 F 

M2 Spare Parts 12 Bachelor Europe and Asia 20 50 F 
N2 Industrial 

Equipment 
20 High School Africa and Asia 70 55 M 

Source: Developed for this research. 
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As shown in Table 6:1, the sample consisted of 11 male and 3 female participants, 

aged from 29 to 70 years. Four participants reported completing high school, with 

one participant having completed an advanced diploma. Four participants held 

undergraduate degrees, with three others having completed a postgraduate degree. 

Only two discussants had not completed high school. The number of employees 

within the firm ranged from 10 to 70; four companies employed less than 50; eight 

companies employed less than 100 employees; and two participants were consulting 

experts with no employees. The participants worked in manufacturing areas: two in 

consultancy roles, two in construction materials, two in spare parts, one in insulation 

materials, one in metal construction, one in chemical products, two in food, one in 

industrial ceramics, one in electronics, and one in industrial equipment. To gain an 

insight into their experiences with exporting activities, they were asked to report their 

years in exporting.  

 

In terms of their years of exporting experience with their companies, the responses 

ranged from 7 to 28 years. Also, the participants indicated the economic regions to 

which they had been exporting. Participants B2, D2, I2 and H2 (4) were exporting 

exclusively to New Zealand; participant E1 was exporting to South Africa and the 

Middle East; F2 was exporting to Nigeria; G2 was exporting products to Australasia 

and North Africa; J2 was exporting to Turkey; K2 was exporting to the USA, the UK 

and Singapore; L2 was exporting to New Zealand and New Caledonia; M2 was 

exporting to Europe and Asia; and N2 was exporting to Africa and Asia. The results 

support the notion that all participants were experienced with exporting in a wide 

variety of manufacturing areas and economic regions. They, therefore, provided a 

fertile resource for gathering information on SMEs currently operating in Australia. 

 

6.2.2   Convergent Interviews Results – Preliminary Comments 

The current research was designed to address the research questions focusing on 

identifying the factors that influence the decision-makers’, of small and medium sized 

enterprises (SMEs), risk perceptions associated with exporting (within the context of 

both emerging and advanced economies). The study sought to deepen our 

understanding of the processes, and performance of SMEs, within international 

markets. To reiterate, the findings of this research are intended to improve our 

understanding of how SMEs managers manage and perceive the risks associated 

with exporting, as well as identify those factors that influence their risk perceptions 

associated with the decision to export goods to host country markets. Apart from 
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providing evidence supporting the research’s preliminary conceptual model and the 

research propositions (developed and presented earlier in Chapter Three), the 

interviews reveal additional factors relevant to the preliminary conceptual model. 

These factors are discussed later in this chapter.  

 

Consistent with the interviews of Saudi Arabian SME owner/managers, the first 

interview question was deliberately broad in nature; it asked the participants to 

discuss the importance of exporting to their SMEs. Their answers provided 

background information related to the importance of exporting. All participants agreed 

that exporting was extremely important for Small and Medium-Sized Enterprises 

(SMEs) within the manufacturing industries in Australia. Further, they all agreed that 

exporting provided potentially bigger markets, and that through entering foreign 

markets, SMEs were better able to diversify their risk. Furthermore, they claimed 

that, exporting had maximised their amount of production to cover both local and 

foreign demand, and had a positive flow-on effect on their profitability and survival in 

their home country market.  

 

For instance, one participant (A2) stated that: 

‘Exporting is extremely important, especially for Australian companies. You 

know that the Australian market is relatively small with a population of 25 

million.’  

 

Similarly, participant C2 stated that: 

‘Exporting is a very important activity for companies no matter their size 

…small or medium or even large. And it depends on what they make and 

what they aim to do…when you want more profits …your needs actually 

expand your horizons and expand your customer…base. The customer base 

in Australia, for a lot of items, is not very big, and so…then you need to get a 

bigger market to increase your chances of making…large profits.’ 

 

In addition, one participant (E2) stated that: 

‘The international aspects of the business are very, very, important and they 

are critical to us because I don’t know if we would have a business... if we 

were constrained within Australia’. 
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Furthermore, participant F2 stated that: 

‘Exporting, to SMEs, is extremely important. All my life…I’ve watched 

Australia diminish in its exports as far as manufacturing is concerned. And 

any part or all parts of Australian manufacturing should be encouraged and 

should be pushed to the extremity; that’s my…belief. It…is all very well having 

material coming out of the ground and then exported. However, the nation 

has needs…and, therefore, whatever can be done within the country (and 

exported as well) is obviously going to be beneficial for the country’. 

 

However, a total of four interviewees (B2, H2, I2 and K2) said that exporting was not 

a major activity in their portfolio. Indeed, they said that they exported their goods 

following the receipt of an order, which was a direct response to foreign demands for 

their products. Further, they recounted that they had never sought customers 

overseas, because they were doing well with the local markets and were not 

interested in expansion to avoid the risks associated with such activities.  

 

For instance, participant K2 stated that: 

‘Exporting, for my business, is not very important, but it's an extra source of 

income. Keeping on dealing with local customers will keep us safe from 

international risks that are associated with exporting’.  

 

Subsequent to the broad opening question (posed to participants), they were asked 

about their expectations of exporting. All interviewees (with the exception of B2, H2, 

I2 and K2) commented that they expected many benefits and positive changes in 

their company’s future from exporting. In addition, a strong majority of participants 

agreed that they expected a significant increase in their annual sales, especially if 

they kept exporting on a regular basis. Furthermore, most participants (with the 

exception of B2, H2, I2 and K2) indicated that the decision to export was taken so 

that they were better able to sustain strategic contracts with foreign customers over 

the long-term. In fact, most indicated that exporting was the easiest, safest and 

clearest track to follow to develop their businesses, both technically (by keeping up-

to-date with technology and so compete more effectively on the international market) 

and from a management-efficiency perspective. Significantly, this outcome appeared 

to occur when companies were forced to employ more qualified staff as a way to 

ensure success in exporting.  
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For example, participant M2 suggested that: 

‘It’s very important to us, and by exporting we create revenues, and that 

can’t be achieved with just the local market. And that’s why we export 60% 

of our products, as a response to the local market saturation’.  

 

Additionally, most participants agreed that exporting companies gained from such 

activity, that is, through diversifying their risk. In essence, becoming involved in 

several markets assisted companies in substituting one market for another, following 

a noticeable decline in demand in one of their 'serviced' markets. 

 

For instance, participant G2 stated that: 

‘We are dealing a lot with the industrial sector and there is not much 

manufacturing in Australia…to avoid problems with the decline in the local 

markets we were forced to look overseas…this will diversify the risk of low 

and declining demand in any markets that we are dealing with in the long run’. 

 

During the course of the interviews, most participants recounted the qualities that 

SMEs managers needed to be interested in, and proficient at, exporting. The majority 

of participants agreed that SMEs managers were required to have a clear vision of 

their company’s future development and growth. Moreover, the managers needed to 

be more open to new experiences so that they could understand and accept new 

cultures and new ways of doing business; being involved in exporting broadened 

their experience which was then inculcated into the organisational culture and 

operations. In addition, the participants indicated that a fundamentally important 

quality was for managers to have a comprehensive knowledge of their products, 

markets and the capability of their companies.  

 

For example, participant M2 stated that: 

’Managers have to be very experienced in the industry, with a clear vision of 

the development of the company’.  

 

Similarly, another participant (F2) commented that: 

‘To be successful SME managers should believe in what they do…in any 

form of exporting, whether you are making or buying something to sell, they 

must believe in it very strongly’. 
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Along with the data obtained from the previous questions, this research sought to 

(broadly) explore areas relating to an SMEs decision-makers cultural characteristics, 

management style, years of experience, level of education, and risk perceptions. The 

following sections outline the interview results in relation to research propositions one 

to six. 

 

6.3   Research Propositions One to Four: Exporting Motivations 

P1: Proactive internal motives will influence the decision to export and these 
motives will differ across advanced versus emerging markets. 
 
P2: Proactive external motives will influence the decision to export and these 
motives will differ across advanced versus emerging markets. 
 
P3: Reactive internal motives will influence the decision to export and these 
motives will differ across advanced versus emerging markets. 
 
P4: Reactive external motives will influence the decision to export and these 
motives will differ across advanced versus emerging markets. 

 

The issues raised in the in-depth interviews, in terms of the influence of the exporting 

motivations on SMEs decision-makers risk perceptions associated with exporting, are 

presented in Table 6.2. A majority of participants supported the propositions that 

these motivations to export have a significant influence on the SME decision-maker’s 

risk perceptions associated with exporting and other related decisions. Further, a 

majority of the participants confirmed that those firms within the SME sector revolved 

around the actions of managers; as a consequence, the firm is managed and 

controlled (to a large extent) directly by their decision-makers. Thus, the decision-

making power is most often centered in the hands of one person within the firm. For 

this reason, exporting decisions tended to rely (in the main) on the importance placed 

on this activity by the SMEs manager’s, thus individual manager's perceptions and 

motivations played a key role in this process. 

 

Importantly, the current research identified the motivations that influence the SMEs 

managers’ exporting decisions, which also includes assessment of any’ reluctance' to 

export. Specifically, the Saudi interviews (detailed in the previous chapter) identify 

these motivations or incentives to export, as well as the barriers related to risk 

perception and how these perceptions influence the commitment of exporting 

activities (disincentive factors). The participants agreed that exporting motivations in 

both the host and home country were key factors that influenced the SMEs 

managers’ risk perceptions.  
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During the interviews, the participants nominated the key stimuli motivating them to 

export, as well commenting on how these motivations influenced their risk 

perceptions associated with exporting. A majority of participants agreed that a 

number of motivational factors did influence their decision to export. Additionally, as 

these motivations became more prominent, they witnessed a concomitant decline in 

the risks perceived in exporting. The findings show that stimuli can be categorised as 

proactive or reactive, and internal or external. The results (as shown in Table 6.2) 

highlighted that reactive stimuli had a greater influence on the Australian SMEs 

managers’ willingness to export. In addition, the results also confirmed that all the 

export motivations influenced SMEs decision-makers’ risk perception and export-

related decisions. Table 6.2 details various stimuli based on the literature 

classifications of the export stimuli on the two dimensions: the locus of motives 

(internal or external to the firm), and firm motivated behaviour, whether proactive or 

reactive.  

 

Table 6:2   Results of Convergent Interviewing: Export Motivations 

 Internal % External % 

P
ro

a
c

ti
v

e
 

 Export intention by the SMEs 
managers (A2, C2, D2, E2, F2, G2, 
J2, K2, L2, M2 and N2) 

 

 Looking for growth (A2, C2, D2, E2, 
F2, G2, J2, L2, M2 and N2) 

 

 Product competitiveness (K2, L2 
and M2) 

78.5 
 
 
 
71.4 
 
 
21.4 

 International markets 
opportunities more promising (A2, 
C2, D2, E2, F2, G2, J2, L2, M2) 

 

 Overseas contacts (K2 and L2) 

64.2 
 
 
 
 
 
14.2 

R
e
a

c
ti

v
e
 

 Surplus capacity (A2, C2, D2, E2, 
I2 and L2) 

 

 Risk diversification (E2, G2, J2 and 
L2) 

42.8 
 
 
28.5 

 Inquiries from potential foreign 
customer (B2, G2, H2, I2, K2, L2 
and M2) 

 

 Attractive government export 
incentives (C2) 

 

 Increased domestic competition 
(A2, C2, D2 and E2) 

 

 Domestic market saturation(A2, 
C2, D2, E2, F2, G2, J2, K2, L2, 
M2 and N2) 

50 
 
 
 
 
7.1 
 
 
 
28.5 
 
 
 
78.8 

Source: Developed for this research. 

 

6.3.1   Internal Proactive Motivations 

SMEs managers’ intentions to export were one of the major stimuli that motivated 

most participants (A2, C2, D2, E2, F2, G2, J2, K2, L2, M2 and N2) to start such an 

activity. For example, participant A2 argued that managers’ ambitions and goals have 
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a great influence on the firm’s main strategic direction, especially in terms of 

exporting decisions, which most often are dependent on how the manager feels 

towards embarking on these international activities. 

 

For example, one participant (F2) stated that: 

‘The final stage of the exporting choice is really determined by the SMEs 

manages’ intentions toward exporting, and for our company we exported 

because we have the [will] to’. 

 

Firm growth was another key motivating influence on the decision to export for the 

majority of participants (A2, C2, D2, E2, F2, G2, J2, L2, M2 and N2). In particular, 

these interviewees confirmed that they have chosen exporting because it is the best 

choice to develop their company. Also, they believe that exporting providing the best 

mechanism for future growth in their companies. 

 

According to participant L2: 

‘It’s very important we make much better profits on our exports…especially 

with New Zealand, because that area can grow, and the companies that do 

the same products that we do aren’t of the same standard…or price. We offer 

them better than what New Zealand companies offer. For us, with exporting, 

we make a lot of profits. We only have been running for 11 years and we are 

growing very rapidly…we have found ourselves a niche market’. 

 

Similarly, participant J2 noted that:  

‘Exporting, no doubt, is the best choice for small and medium sized firms to 

expand their customers and to maximise their profit, even if the risk is high, 

because wherever you find profit there will be a risk’. 

 

Lastly, product competitiveness was another noted stimulus motivating a total of 

three participants (K2, L2 and M2) to enter the exporting arena. They claimed that, 

while there were many motivations that had pushed them to export, their products 

had specific unique features that rendered competition as less of a factor when 

considering the merits of exporting. Hence, the managers could export at the price 

they wanted, and as such there was little fear associated with competitor actions in 

the marketplace.  
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For instance, participant K2 argued that: 

‘I provide almost unique products and services in the world, which makes the 

competition very low, or even non-existent, and so I have taken to exporting’. 

 

Similarly, another participant (M2) stated that:  

'We have very high quality products and this has given us a competitive 

advantage over others. Hence, this always was, and still is, a big motivator 

that has enabled us to export at the price that we wanted and, as such, there 

was little fear associated with competitor actions in the marketplace'.  

 

6.3.2   Internal Reactive Motivations 

The interviewee data also showed that some of the SMEs managers were motivated 

to initiate or continue to export because of two key internal reactive motivations. First, 

a total of six participants (A2, C2, D2, E2, I2 and L2) viewed exporting as a solution 

to their surplus production capacity.  

 

For instance, participant I2 commented that: 

’Exporting is not a major activity we do all the time, and we do not have any 

plans to be active exporters, but sometimes we are forced to export when we 

have surplus production, which exceeds the local demand’. 

 

Another participant (G2) argued that:  

'Within our industry Australia does not have much manufacturing that can 

consume our products and that’s why you go overseas'.  

 

However, four participants (A2, C2, D2, E2 and L2)viewed exporting as a key activity 

for them and, while there were many motivating factors that led them to export, 

production surplus was merely one of many important motivations.  

 

For, as participant C2 explains: 

’Within Australia, SMEs have produced a lot more items than the local 

consumption can deal with, and that’s why they look overseas’. 

 

A total of four participants (E2, G2, J2 and L2) agreed that one of the most important 

stimuli to export was associated with risks concerning a lack of market diversification. 

They also agreed that the best way to avoid these risks was through exporting and 
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going overseas so as to diversify the risk of having limited customers and declining in 

demand in their home country markets. 

 

As participant G2 stated: 

‘We are dealing a lot with the industrial sector and there is not much 

manufacturing in Australia…to avoid problems with the decline in the local 

markets we were forced to look overseas…this will diversify the risk of low 

and declining demand in any markets that we are dealing with in the long run’. 

 

Similarly, participant stated that:  

'Exporting is the best decision for risk diversification and  that happens  

through exporting to many markets rather than staying within Australia'.  

 

6.3.3   External Proactive Motivations 

Promising international market opportunities was another external proactive incentive 

that also motivated a majority of participants (A2, C2, D2, E2, F2, G2, J2, L2 and M2) 

to engage in exporting behaviour.  

 

For example,  to participant C2 suggested that: 

‘Foreign markets are full of opportunities for companies, no matter the size. It 

can be small or medium or even large and, exporting companies, can make 

more profits with these markets, expanding their horizons and expanding their 

customer base’.  

 

In agreement with this sentiment, , participant G2 stated that:  

'The Asian and African markets were full of opportunities, and these 

opportunities have motivated us to export from day one'.  

 

Another external proactive stimulus nominated by a majority of interviewees was the 

foreign contact that managers have been able to forge. Participants K2 and L2 said 

that they had exported their goods as they had already had some contacts in some 

markets, which made it easy for them to start exporting to these regions.  

 

Thus, participant L2 reported that: 

’Before exporting our products, we were involved in liaising with our potential 

customers and chatted with them; through this approach we got some ideas. 



 162 

For example, we flew to New Zealand to meet the customers before exporting 

and…the risk wasn’t really that big because we had personal contact through 

others’.  

 

Also, participant F2 state that: 

'I have chosen to export because I have had a contact with an old friend in 

Nigeria working in the industrial sector, and through them the opportunities 

over there have been offered to me’.  

 

6.3.4   External Reactive Motivations 

From the in-depth interviews it also appears that Australian SMEs managers were 

motivated to export by four external reactive motivations. The first related to 

increasing local competition, which made it difficult to sell just in the local market 

(participants A2, C2, D2 and E2). The second focused on the role of attractive 

government export incentives. These incentives motivated participant C2 to export, 

especially as it reduced, and indeed eliminated any foreseeable risks. This 

participant suggested that: 

 

‘The government gives incentives, and there are a lot of trade delegations 

from the federal government to support manufacturers to think bigger and 

look for markets overseas. The states have a trade commissioner to assist 

manufacturers find out about opportunities overseas'.  

 

A third stimulus related to the saturation of the domestic market, encouraged a strong 

majority of the participants (A2, C2, D2, E2, F2, G2, J2, K2, L2, M2 and N2) to 

export. Their reasons related to the stagnating local demand; the result of the small 

market size, and the high number of companies in competition with each other in 

home country markets. Additionally, these interviewees self-reported that there was 

also the need to increase the size of the market as the local market was not big 

enough for all the manufacturers to remain profitable and survive.  

 

For instance: participant J2 stated that:  

'Because of the local market saturation we have moved overseas looking for 

markets with opportunities and, since then, we're very active exporters'.  
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Fourth, a total of seven participants (B2, G2, H2, I2, K2, L2 and M2) were motivated 

to export after having received inquiries from overseas customers; they felt that they 

could not reject such an opportunity, especially given that all had been exporting to 

fill overseas orders at the time of the initial enquiries. 

 

Overall, the in-depth interview results confirmed that Australian SMEs exporters were 

motivated by a host of divergent stimuli. However, these exporting stimuli varied from 

internal or external, proactive or reactive motivations. All participants agreed that 

these motivations had a significant influence on how they perceived risk, and, 

therefore, their interest (and behavioural intention) in exporting. Based on the 

thematic analysis of the interview data, it appears that export motivations play a 

significant role on SMEs decision-makers’ risk perceptions and exporting decisions. 

Therefore, proposition one, two, three and four of the current research received 

strong support; however, the difference between the influence of these motivations 

on SMEs operating in advanced and emerging has yet to be identified (see Chapter 7 

for a cooperative discussion of the results in both advanced and emerging country 

contexts). Next, an analysis of the exporting barriers is discussed.     

 

6.4   Research Propositions Five to Eight: Exporting Barriers 

P5: Internal-domestic export barriers will influence the decision to export and 
these barriers will differ across advanced versus emerging markets. 
 
P6: Internal-foreign export barriers will influence the decision to export and 
these barriers will differ across advanced versus emerging markets. 
 
P7: External-domestic export barriers will influence the decision to export and 
these barriers will differ across advanced versus emerging markets. 
 
P8: External-foreign export barriers will influence the decision to export and 
these barriers will differ across advanced versus emerging markets. 

 
 

The interviews further revealed barriers faced by the managers during exporting, 

along with the influence of these barriers on their risk perceptions associated with 

international expansion. The results show that external and internal barriers, in both 

home and host (foreign) countries, were faced by Australian SMEs managers when 

deciding to export their goods and these factors is greatly influenced their decision to 

export. The results also show that a myriad of external barriers, at both home and in 

the host countries, had to be faced; which influenced the decisions of the managers 

to export (these barriers are detailed in Table 6.3). The barriers accorded with the 
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classifications provided in the literature review (i.e. internal-home, internal-foreign, 

external-home and external-foreign).  

 

Table 6:3   Results of Convergent Interviewing: Export Barriers 

 Internal % External % 

H
o

m
e

 c
o

u
n

tr
y

  

 Lack of qualified staff for 
international marketing(A2, B2, C2, 
D2, F2, H2, I2, J2 and K2) 

 

 SMEs managers lack of experience 
of the international markets(A2, B2, 
C2, D2, F2, H2, I2, J2 and K2) 

 

 limited knowledge of market 
intelligence to research foreign 
markets (A2, B2, C2, D2, H2, I2, K2) 

 

64.2 
 
 
 
 
64.2 
 
 
 
 
 
 
50 

 No real financial support from the 
government (all respondents 
except A2, C2, D2 and E2) 

 

 The complexity of the paper work 
involved in exporting (all 
respondents except G2) 

 

 Lack of government assistance 
to overcome export barriers for 
SMEs (all respondents) 

 

 High cost of importing raw 
materials (L2 and M2) 

28.5 
 
 
 
92.8 
 
 
 
 
100 
 
 
 
14.2 

F
o

re
ig

n
 C

o
u

n
tr

y
 

 Expensive production cost (A2, C2, 
D2 and I2) 

 

28.5  Changing in tax and monetary 
policies (F2, G2 and L2) 

 

 Countries internal security (all 
respondents) 

 

 Legal regulations affecting the 
foreign companies (all 
respondents except G2) 

 

 Tariffs on imported goods (G2) 
 

 High transportation Cost (G2, K2 
and M2) 

 

 Substitute products with cheaper 
prices (all respondents excepts 
G2, K2 and L2)  

 

 The ease of entry of new firms 
into the market (all respondents 
except G2, K2 and L2) 

 

 High competition (all 
respondents except G2, K2 and 
L2) 

 

 Currency fluctuations (L2 and 
M2) 

 
21.4 
 
 
100 
 
 
92.8 
 
 
 
 
7.1 
 
21.4 
 
 
78.5 
 
 
 
 
78.5 
 
 
 
78.5 
 
 
14.2 
 

Source: Developed for this research. 
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6.4.1   Internal-Home Barriers 

As presented in Table 6.3, all the internal home barriers were associated with 

management qualifications and exporting knowledge. A majority of the participants 

(A2, B2, C2, D2, F2, H2, I2, J2 and K2) agreed that the two most important barriers 

they faced pertained to the lack of qualified staff for the international market trade, as 

well as the lack of SMEs managers with experience in international markets. Further, 

being from small or medium sized firms meant that the business had staff with limited 

experience, and financial constraints precluded them from hiring additional 

employees, who possessed international marketing experience. However, two of the 

participants (E2 and N2) did not view these barriers as relevant to their operations. It 

appeared that their considerable experience, a long with access to financial and 

human resources enabled them do export internationally, with few problems. 

Nevertheless, these barriers were seen as difficulties that were needed to be 

overcome when considering the exporting option. 

 

For instance, participantC2 stated that: 

’We have declined in manufacturing, and managerial talent. We have 

declined in many aspects because we fight to compete in markets that we 

actually don’t understand’. 

 

Also, participant J2 stated that: 

'SMEs really suffer from a lack of qualified staff in the international markets 

and that influences their exporting performance'.  

 

Another barrier identified and faced by seven participants (A2, B2, C2, D2, H2, I2, 

and K2) related to the limited knowledge of market intelligence for foreign markets.  

 

For example, participant B2 said that: 

‘Because of our short experience in exporting, we have never been good at 

doing market research of the foreign markets…also, we did not find any 

proper and reliable formal or informal channel to provide the needed 

information for such market research’.  
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6.4.2   Internal-Foreign Barriers 

Data from the Australian interviewees revealed that a majority of the participants had 

never experienced any internal-foreign barriers; however, a total of four of 

participants (A2, C2, D2 and I2) had identified and faced (at least) one internal barrier 

in the foreign markets, mostly related to, the high cost of the production. These 

higher costs meant that their products were often at a price disadvantage compared 

to overseas competitors’ products. As a result, their perceived inability to compete in 

international markets deterred them from exporting.  

 

For example, participant I2 suggested that: 

'Australia, for many manufactured goods, is very expensive…because our 

labour market is fairly expensive than a lot of the developing markets, which 

makes it very difficult to export these items to markets that can get the same 

products cheaper somewhere else'. 

 

Similarly, participant M2 stated that: 

'The cost of our products is fairly high and this places us in a position from 

which we find it hard to compete…with many of the cheap Asian products 

sold in the markets that we targeting'. 

 

6.4.3   External-Home Barriers 

The results also revealed that many barriers related to the companies’ external 

environment in the home-country market. The lack of sufficient financial support from 

their government, to export, was identified as a major barrier by most participants 

(B2, F2, G2, H2, I2, J2, K2, L2, M2 and N2). This lack of support was a key concern, 

and made them carefully consider all options when contemplating expanding their 

businesses internationally. The situation was exacerbated by the need to increase 

production, which, in turn, led to the need for new equipment. A significant barrier 

related to their lack of financial resources, up-dating and upgrading their production 

lines (which also involved time delays), and their inability to hire more qualified staff 

to administer these extra activities.  

 

Additionally, a majority of the participants faced difficulties in managing the 

documentation related to exporting; they all agreed that the complexity of the 

paperwork involved in exporting was too high in terms of time and money.  
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Thus, participant I2 argued that: 

‘When it comes to exporting there are a lot of regulations and documentation 

that needs to be completed; the process cannot be done without it…this we 

have been experiencing with both local and foreign customs'.  

 

All participants found that the lack of government assistance to overcome export 

problems constituted a major barrier that was difficult for them to overcome. They 

claimed that SMEs managers, in order to be successful and active exporters, needed 

comprehensive training on how to develop their business and expand internationally. 

Moreover, currently exporting SMEs identified the need for public authorities to 

sponsor these types of workshops. 

 

Hence, participant C2 complained: 

‘Why does the government sometimes give incentives that encourage and 

convince these companies to compete in bigger markets and, then, the same 

government turns around and makes it impossible for these companies to 

survive with no protection from the cheap imports.’ 

 

Participants L2 and M2 found that the high cost of importing raw materials together 

with price fluctuations of the imported raw materials were both a major barrier that 

deterred them from actively exporting; these barriers affected the final price of their 

product.  

 

As such, participant L2 commented that: 

‘The expensive imported raw materials, and the fluctuations of the prices, 

made us charge our customers more, and that impacted on us badly because 

our foreign competitors kept the old price’.   

 

6.4.4   External-Foreign Barriers 

The majority of Australian participants exported into culturally different markets (often 

with different customs and languages). Within the context of dissimilar external-

foreign markets, they perceived a number of exporting barriers that, to a greater or 

lesser extent, influenced their risk perceptions and, their ultimate exporting decision. 

For example, frequent changes in tax and monetary policies were viewed as a barrier 

for three interviewees (F2, G2 and L2), especially as they exported to different 

regions where changes in taxation and monetary policies sometimes affected the 
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product’s price structure (and resultant competitiveness). Further, all participants 

identified foreign countries’ internal security as an issue that could prevent them from 

exporting to a particular country. 

 

For example, participant G2 stated that: 

‘Quite a few years back we were planning to send some stuff to Venezuela, 

but we ended up cancelling the deal because the government had been 

unstable, and we thought it too risky to be involved’.  

 

To some degree all participants reported having experienced problems in managing 

all the legal regulations (introduced to protect local products) in the importing 

countries. Consequently, these regulations affected company's exporting behaviour.  

 

For instance, participant G2 claimed that: 

‘The tariffs on imported goods that some markets charge foreign exporters, to 

protect the local producers, is considered as a big barrier; these charges and 

extra fees and tariffs force the companies to add [the costs] to the production 

cost…changing the final price which, at the end, gives most of the local 

competitors the advantage [when] competing with us on the price rather than 

the quality’.  

 

In addition, another barrier identified and experienced by two participants (K2 and 

M2) was the high cost of transportation from Australia. Moreover, most interviewees 

agreed that the available of substitutes from low-cost economies posed significant 

problems. 

 

For instance, participant K2 commented that: 

’The cost and the speed of the international freight is my biggest problem; it's 

terribly inefficient and slow and expensive, and it slows me down’. 

 

This situation is revealed by participant M2, who stated that: 

'Our product is a very high quality and it’s fairly expensive; that’s why many 

companies copied our products and are selling them, even in 

Australia…much cheaper…some dealers in some of the markets choose 

them instead of buying ours, and that was a major problem for us in both local 

and foreign markets'.  
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Another barrier faced by all participants was the ease of entry of new firms into the 

market; this barrier increased the competition and turned, in most of the cases, into a 

price war. That would often impact on a manager's (and firm's) willingness to 

continue exporting, indeed, seek out additional exporting opportunities.  

 

For example participant N2 argued that: 

'It's easy to establish small to medium factories in most of the Asian markets 

due to low cost of production and equipment, and this makes us unable to 

compete with such companies in their markets'.  

 

Furthermore, another participant (M2) stated that: 
 

'Companies manufacturing spare parts in the some Asian markets find it very 

easy to buy cheap machinery and start their business; this makes it really 

hard for those of us working in such markets'.  

 

A final barrier nominated by interviewees involved the currency fluctuations for 

participants (L2 and M2). The problem was especially relevant as much of the raw 

materials they used in their products were imported from overseas markets. In 

particular, they often recounted difficulties associated with changes in cost resulting 

from international currency movements. 

 

For instance, participant G2 argued that: 

'Currency fluctuation is one of the exporting barriers that we are facing and, to 

avoid it, we hedge a 12 month lead-time, so that we know our budget for a 

year and we know what we are aiming for'.  

 

Another participant (M2) reported that: 

'The fluctuation in currency is a real problem we have been experiencing 

since the beginning. To avoid this problem we have stopped dealing with US$ 

and have changed to Euros and AU$'.  

 

A myriad of exporting barriers, along with the influence of these barriers on risk 

perceptions, were identified by all of the interviewed Australian managers. The 

results from the study reveal that more of the nominated external barriers (in 

comparison to internal barriers) were faced in both home and host (foreign) 

countries. Thus, the results show that, as the number of the export barriers increased 
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within all the four (previously identified) barriers categories, higher risks were 

perceived by the manager. Further, these perceptions influenced resultant decisions 

to export. Therefore, propositions five to eight received strong support in this 

research. However, differences between the barriers perceived within advanced 

markets and emerging markets are discussed in Chapter Seven. Next, the analysis 

of risk perception resulting from thematic analysis of the Australian interview data, is 

discussed.  

 

6.5   Research Proposition Nine: Risk Perception  

P9: Perceived risk will influence the decision to export and perceptions of 
exporting risk will differ across advanced versus emerging markets. 
 

Generally, the in-depth interview data show that SMEs managers’ attitudes and 

behaviours (towards new opportunities, barriers to exporting, or tendency towards 

exporting) are mostly influenced by a perceptions of the SMEs decision-makers. The 

results are presented in Table 6.4. Indeed, all participants agreed that a firm’s choice 

of exporting varies in relation to the manager’s perceptions of risk associated with 

exporting; while perceived risk has a direct effect on their behaviour towards 

exporting decisions. Further, the behaviour of the firm, and their business strategies 

related to managerial-level decisions, and are influenced by the manager’s 

perception of the risk entailed in performing any activity, especially in the context of 

exporting. Hence, perceived risk appears to be negatively associated with exporting 

commitment, and thus, a higher perceived risk should result in a lower commitment 

to engage in exporting initiatives.  

 

For instance, participant A2 stated that: 

'I remember, from my dealings in international business, one example that 

comes to my mind…a very small Australian exporter…was growing 

asparagus…with all the barriers that existed in Japan for imports, they 

actually managed to export their product to Japan…they simply did the right 

market research and they found out that the Japanese people like their 

asparagus to be a certain colour, and length, and must be packaged in a 

certain way. They became a very successful exporter from Victoria to Japan. 

It’s possible, but you need good market research and help from an expert'.  
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Similarly, participant D2 suggested that: 

‘When SMEs calculate the risks carefully, and adjust their conditions carefully, 

there are no reasons not to be a big player in this international game’. 

 

Furthermore, participant C2 confirmed that: 

‘SMEs must be prepared to try anything, even risk…calculating risk to 

determine how they know what they are doing. It depends on how big the risk 

is, and what the risk is, as perceived by the manager, to determine whether 

they are going to export or not. I think whatever the risk is they should be able 

to mitigate, reduce, eliminate or even accept it. But the problem is knowing or 

identifying what the risk is; is it with the product, with the customers, with the 

market, or a financial risk. Companies should have a risk assessment 

protocol to cover all the business aspects’.  

 

Similarly, participant G2 noted that: 

‘When we face a great risks we always look for other ways to reduce these 

risks or manage the potential problems to avoid losing international deals, 

either by joint-ventures or consortiums, or using other facilities, in another 

country, that we can ship into to minimise the risk…what we have been doing 

to minimise the risk, and when we perceived that there were problems,…we 

find a local agent to work on our behalf and ship the goods to him…so we 

know that, in the country, it is safe and he will follow up…to collect the 

payments’ 

 

However, management experience in foreign markets appears to markedly influence 

how the managers perceive risks associated with exporting. Overall, the results 

suggest that managers with limited exporting experience considered exporting a risky 

venture and often perceived these activities as 'too big' an endeavour for their 

company. While, most managers indicated that they had been actively involved in 

exporting during their years in management, three participants (B2, H2 and K2) 

argued that they were not active exporters as they perceived exporting as a high-risk 

activity, with too many potential problems for outweighing the expected returns. Also, 

as they had been proficient in servicing their local markets, they did not consider 

exporting as beneficial to their overall operations. 
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Thus, according to participant I2: 

‘When it comes to exporting, there are a lot of regulations…restrictions in 

some areas…you should have the right marketing people to cover the market 

you export to. For me, I have been doing this business for roughly 28 years 

and I don’t want to take this business to a new level, like looking for new 

markets, and that’s because we want to stick to what we understand’ 

 

Participant K2 confirmed that: 

‘When it comes to a market with different languages and culture, I always 

assume it's much too difficult because I don’t have any relationships…my 

business now is more with individuals overseas. I have thoughts about it, but I 

have no ideas who I turn to make it happen, or how the finance is done’. 
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Table 6:4   Results of Convergent Interviewing: Risk Perception 

Themes / Comments Interviewees 

 A B C D E F G H I J K L M N 

SME managers’ perceptions of 
exporting as huge and scary 
negatively influence the export 
decision. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ 

SME managers who undertake 
appropriate marketing research 
before exporting perceive a lower 
level of risk than others, and export 
their products successfully. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ 

SME managers, who are scared of 
the perceived barriers and 
considered them as very big 
challenges, will not be active 
exporters. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Exporting is the best strategic choice 
for any SMEs when the payments 
are in cash and are in advance.  

√  √ √ √ √ √   √  √ √ √ 

Failure and success within exporting 
are equal, and managers should 
made the decision to export with no 
fear of risks. 

√  √ √ √ √ √     √  √ 

Countries with obvious financial and 
product risks should be avoided, 
even if the profits are high. 

 √      √ √  √  √  

SMEs should export to markets with 
high demand, no matter how high 
the risk. 

√  √ √ √ √ √   √  √  √ 

Fear of failure deters many SMEs 
from exporting to unfamiliar markets. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Managers differ in how they perceive 
exporting barriers, based on their 
level of involvement in exporting 
activities. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ 

SME managers’ risk perceptions 
strongly influence the company’s 
main strategies. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Source: Developed for this research. 

 

Overall, the findings show that exporting decisions are linked directly to the risk 

perceptions of the SMEs manager. Further, their perceptions are significantly 

affected by the level of the risk they associate with issues specific to export 

decisions. In particular, their preferences, especially their international risk 

perceptions, have a significant impact on their final exporting decision. Hence, a 

majority of participants agreed that the SMEs managers' assessment of risk 

influenced their firm’s exporting strategies, with risk minimisation often being a major 

consideration in and decision to expand internationally.  
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For example, participant J2 stated that: 

‘Managers’ risk perception, at the end, is the only determinant, from my 

experience, on the degree of involvement and the amount of exports he or 

she will go with’.  

 

Similarly, participant L2 stated that: 

‘Because I think out of the box, it makes it easier to take the risk. If any 

manager would see exporting and the risk associated with it as very big, I 

would say he or she will not be a successful exporter…if a manager, with a… 

cautious and negative, and more a glass half empty, not half full personality, 

they will stay at their safety zones…without taking a few risks you will never 

know if you can really expand and grow and really make that money…it’s the 

only way to do it, and it’s the way we win and the way we think. We don’t want 

to be in our little comfort zone and we never have been. It has worked so far 

and all this is related to our vision when we started the business’. 

 

Based on the analysis of the interview data, there is overwhelming evidence that the 

risk perceptions of the SME decision-maker has a significant influence on his/her 

commitment to exporting. Therefore, research proposition six received strong 

(majority) support. 

 

6.6   Research Proposition Ten: Cultural Characteristics 

P10: Cultural characteristics (i.e. power distance, individualism, masculinity, 
uncertainty avoidance, long-term orientation) will influence the decision to 
export and these influences will differ across advanced versus emerging 
markets. 

 

Research proposition ten concerned the influence of the SMEs decision-maker’s 

cultural characteristics on their risk perceptions and decisions, especially within the 

context of exporting. Results from the in-depth interviews are summarised in Table 

6.5, and highlight the participants’ agreement and/or disagreement with the research 

propositions. Their answers are coded with a tick (√) to symbolise agreement, an () 

to represent a disagreement, and an (*) when the issues were not raised, or if the 

participant appeared neutral on the issue. As mentioned earlier, each participant was 

assigned a letter to ensure anonymity. 

 

SMEs decision-makers behaviour was influenced by their national culture; that can 

be seen by the influence of their home-country cultural characteristics (e.g. 



 175 

uncertainty avoidance, masculinity, long-term orientation, individualism and power 

distance) on their exporting behaviour. The assessment of the decision-makers’ 

individual characteristics, especially culturally-specific aspects were found to be the 

corner stone of this analysis. The importance of such characteristics or traits is linked 

to the different ways that managers deal with exporting decisions and their way of 

managing. The results show that managers' characteristics often reflect their home-

country cultures, and confirm the findings of several studies (e.g. Andersson & 

Floren, 2008) that linked the managers’ ways of management and behaviours to their 

cultures.  

 

From the outset, the majority of participants agreed that exporting was an extremely 

important activity, especially for Australian companies. This was especially so, since 

the local market is relatively small, and exporting gives them access to a larger 

number of markets. All agreed that the firms’ attitudes and behaviour towards 

exporting was influenced, to a large degree, by the SMEs managers' perceptions and 

attitudes.  

 

For instance, participant A2 said that: 

‘The degree of involvement in exporting mainly depends on how the 

managers of firms feel about the risk associated with exporting…the results 

will be negative if the managers are risk-averse and see exporting as a big 

activity and full of risks; however, risk-takers and entrepreneurial managers 

will be moving more towards exporting actively.’  

 

On this basis, most participants agreed that SMEs managers' cultural characteristics 

had a great influence on their risk perceptions. Indeed, the results reveal that the 

individual characteristics have a direct impact on the manager’s ability to attain and 

sustain exporting activities. Further, the results show that the behaviour and vision of 

the SMEs managers, along with their inclination towards risk-taking, impacted upon 

their decision to expand internationally, and on the pace of involvement in such 

activities. All participants viewed the SMEs managers' characteristics (derived from 

their local culture) as a significant influence on how the managers’ perceive and 

manage the risks associated with exporting. Specifically, the results from the 

interviews identified that risk-taking (low uncertainty avoidance) managers tended to 

make decisions very quickly, no matter the degree of risk involved, whereas risk-

averse (high uncertainty avoidance) managers were well aware of the risks 
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associated with any decision, and so took longer to investigate the market and the 

risks before finalising their decision to export or not to export.  

 

For example, participant A2 stated that: 

‘Managers' intentions towards exporting are very influential. I would say, 

some managers…are just scared of exporting or they are scared by the 

perceived barriers to exporting; and the barriers might actually not be so big, 

but in their own mind they are very big. I come back to those qualities where 

you need somebody who is a little bit of a risk-taker…entrepreneurial and 

ready to face cultural and trade differences’.  

 

Similarly, another participant (E2) stated that: 

‘The decision-maker’s qualities are a very big part of risk perception; for 

instance, I have developed a warm and personal relationship with the 

managing director of a company in South Africa...if it wasn’t our characters 

and qualities and abilities to see beyond the immediate difficulty and the early 

risks to the big picture...we would not have progressed far, to what we have, 

and we wouldn’t be looking for the bigger picture in terms of the relationship 

between our companies '. 

 

Furthermore, participant J2 commented that: 

'Qualities and characteristics play a major factor in how managers deal with 

international activities. If the manager does not want to take a risk, even 

within the local market, he will face problems in how to grow the business. 

Managers with a clear vision are more willing to take their companies to a 

better stage, and they always focus on the new opportunities…exporting, no 

doubt, is the best choice for small and medium firms to expand their 

customers and maximise the profits, even if the risk is high, because 

wherever you find profit there will be a risk'.  

 

To support this contention, another participant (N2) posited that: 

‘I believe that a person’s characteristics form their attitudes towards success. 

It plays a huge part because, basically, it’s about energizing other people to 

see the whole picture and help them in how they think and act’. 
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Additionally, one of the main factors that motivate and influence the manager’s risk 

perception is how they view exporting, which influences (either in a positive or 

negative fashion) their perceptions of the risks associated with exporting. A majority 

of participants agreed that they chose exporting due to perceived benefits that accrue 

to their companies’ overall revenues from such activities. 

 

For example, participant L2 said that: 

‘With exporting you have to deal with a lot of risks, but the benefits out weight 

the risk and that is why we have chosen it as strategic move to grow our 

business. And that seems related and rooted to the managers personality and 

how they perceive the risk associated with exporting’. 

 

Table 6:5   Results of Convergent Interviewing: Cultural characteristics 

Themes / Comments Interviewees 

 A B C D E F G H I J K L M N 

Entrepreneurs see risk as an 
opportunity for growth. 

√  √ √ √ √ √   √  √ √ √ 

Entrepreneurial managers differ from 
others in perceiving their situation 
more optimistically.  

√ √ √ √ √ √ √ √ √ √ √ √ √ √ 

SME managers need to be more 
open to new experiences and to 
adopt new business ideas to enable 
them to be better exporters.  

√  √ √ √ √ √   √  √ √ √ 

An SME manager’s characteristics 
play a huge part in the success of the 
business. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Ambitious managers are a highly 
goal oriented, and are more likely to 
be active exporters. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Risk taking managers are more open 
to new experiences and to adopting 
flexible management styles. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Open minded and well educated 
managers can take SME businesses 
anywhere, safely. 

√  √ √   √   √  √ √ √ 

High goal oriented managers are 
more likely to be active exporters. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ 

A manager’s cultural characteristics 
are reflected, either negatively and/or 
positively, on his decisions and also 
shapes their management style 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Source: Developed for this research.  
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Table 6:5   Results of Convergent Interviewing: Cultural characteristics– Cont'd 

Themes / Comments Interviewees 

 A B C D E F G H I J K L M N  

Conservative managers are more 
likely to adopt a traditional style of 
management. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √  

A manager’s intentions towards 
their firm’s development and 
growth, together with ambition, will 
have a great influence on the 
firm’s main strategies. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √  

SME managers, with open minded 
personalities, often adopt an 
entrepreneurial management style. 

√  √ √ √ √ √   √ √ √  √  

Risk taking managers are more 
open to trying new ideas and 
activities. 

√  √ √ √ √ √   √ √ √  √  

Risk averse managers are more 
conservative in doing business 
and that is reflected in their 
decisions.  

√ √ √ √ √ √ √ √ √ √ √ √ √ √  

Entrepreneurs are more about 
sharing power with their staff. 

√  √ √   √   √ √ √  √  

When SME managers are ready to 
adjust themselves to changing 
conditions positive effects will 
result when it comes to dealing 
with risk. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √  

Conservative managers are not 
ready to be involved in any risky 
businesses. 

√  √ √ √ √ √  √ √  √ √ √  

Decisive and confident managers 
will have no problem running their 
firms in smooth way that leads to 
success. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √  

Decision-makers should be risk-
takers and not scared of the 
challenges. 

√  √ √ √ √ √  √ √  √ √ √  

Source: Developed for this research.  

 

Overall, the participants presented a range of views about how they were involved in 

exporting and why they chose to export, either in reaction to overseas orders or by 

seeking new opportunities (i.e. proactive). These views, summarised below, relate to 

the benefit of exporting, the firm’s reputation, the increasing competition in the local 

markets, exporting to reduce the risk of declining sales in the local markets, and 

reasons pertaining to business growth. The participants’ responses identified how the 

decision to export related, in the main, to SMEs decision-makers’ perceptions. Due to 



 179 

the nature of exporting, risky decisions tended to be reliant on the managers’ 

judgment and evaluation, which are connected to their characteristics, in the first 

place. For example, participants A2, C2, D2, E2, F2 and L2 recognised the truism 

that most of the success of a firm depended on the managers’ passion and vision to 

be (or not to be) involved in new activities, even if there were perceived risks involved 

in a future course of action.  

 

Thus, participant D2 noted that: 

‘Any manager who has the intention and desire and  is ready to adjust him or 

herself, to the changing conditions, will bring a greater effect and, when it 

comes to risk taking, personality is very important’. 

 

Furthermore, this highlighted that the SMEs managers' cultural characteristics 

influenced their methods of managing risk. In turn, such characteristics influence the 

degree to which they were willing to grow and expand their business, to take risks, to 

be open to new experiences, and their levels of internal motivation. As a 

consequence, their decision-making appeared to be influenced by all of these 

factors. Hence, a manager who adopts risk-taking attitudes more capable of making 

decisions and taking actions very quickly (including making the decision to export 

after seeing or identifying an opportunity to export) rather than focusing on the risks 

associated with the market. However, other managers appear to be risk-averse. 

These managers are particularly careful prior to becoming involved in activities with 

associated risks. These risks can present a significant barrier that often prevents 

them from speedy actions, which is an accepted part of exporting. Such attitudes 

were confirmed by a minority of participants (B2, H2 and I2). 

 

For instance, participant B2 stated that: 

‘Exporting is important for companies and especially SMEs, but there are 

many risks associated with it. We didn’t choose exporting as a main strategy 

because it's very expensive to export our products, the freight is too 

expensive’. 

 

In support of this approach, some participants reported that they conducted their 

business affairs after carefully assessing the situation, and taking precautions in 

relation to their exporting activities, such as: first obtaining letters of credit from the 

importer (E2 and N2); never executing a deal without being paid in advance (M2); 

and, contacting a local middle man to handle the shipments, rather than dealing 
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directly with the importers (G2). These precautions assisted in keeping the activities 

on track and in avoiding the risks associated with exporting. Thus, all participants 

reported taking control of every transaction related to exporting within their firm to 

maximise the potential for success. However, participants A2, C1, D2, F2 and L2 

considered exporting to be a strategic action, full of opportunities, with very few risks. 

 

The results suggest that managers were not a homogenous group, being identified 

and classified as mainly conservatives (traditional) and entrepreneurs (risk-takers); 

such distinctions tended to suggest that SMEs managers differ in how they perceive 

and manage risks. A total of eight participants (A2, C2, E2, D2, G1, F2, L2 and N2) 

believed that entrepreneurs differ more than conservative managers in their 

assessment of the level of risk related to foreign market entry, which is reflected in 

their perceiving the situation more optimistically. 

 

For instance, another participant (C2) stated that: 

‘It has been known in economics that risks equal returns; in other words, the 

entrepreneurs who are willing to take more risks...than conservatives… when 

managers…calculate and mitigate the risks…they turn [out] to be smarter 

persons…and…is more likely to succeeded any way'. 

 

Similarly, participant F2 commented that: 

'Within exporting, the risk…can be great; there is no two ways about it, it can 

be very intimidating…however, when you are familiar with the risks…you 

won’t be intimidated…you need to have courage, to believe in your product’s 

competitiveness, and you well be fine. Such risks can be great, but, in reality, 

they are no greater than if you walk outside and get hit by a bus’. 

 

Moreover, the majority of participants (for example, A2, C2, E2, G2 and L2) agreed 

that managers, who acted entrepreneurially, perceived uncertainty as an opportunity 

as they believe that the risk was associated with greater financial returns; thus, 

where there is a high risk, there will be a high return. However, other participants, 

who considered themselves as conservative in nature, claimed that risk should be 

avoided, or addressed in the companies' risk assessment procedures.  
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For example, participant M2 reported that: 

‘I don’t take risks at all and that’s because our products should be known to 

the people before we deal with them…to avoid risk and eliminate the risk, we 

just deal with big dealers not retailers. You just give the price, including the 

freight price…we don’t sell on credit and they handle (importers) the goods 

upon arrival in their countries; that is why there is no risk involved in this 

process'. 

 

In supporting this view, participant G2 stated that: 

‘I suppose any conservative manager is going to be conservative… compared 

to more a risk-taking manager who will…deal more freely and transfer that 

risk to the customers and the places that they deal with…I classify myself a 

risk-taker [in] areas that I am knowledgeable about. Also, conservative 

managers…do their homework and check out the company by [confirming] 

everything about their business, and even checking their creditors to [verify] 

their paying background when they are uncomfortable…dealing with 

someone new'. 

 

Moreover, most participants agreed that the manager’s characteristics, especially 

culturally-embedded ones, especially in the context of SMEs with correspondingly 

small numbers of employees, play an important role in the manager’s risk 

perceptions. In support of this view, the participants agreed that risk-taking managers 

differed from their risk-averse counterparts in how they conduct risk assessments. 

Further, there was consensus amongst the participants that based on their risk 

propensity, managers differ in how they deploy a risk assessment to reduce, accept 

or mitigate the risk associated with exporting. The results revealed that risk-taking 

managers were more able to accept the risk, moving towards the profits that could be 

generated from such opportunities; whereas risk-averse managers focused 

predominantly on mitigating and reducing the risk, with a very low percentage of 

managers accepting an existing risk. 

 

For example, in supporting this view, participant L2 stated that:  

'There are…different levels of risk that could be taken. There might be a risk 

that is too huge…or another risk you have to carefully weight up and…know 

what the risk is there…once we have done a risk assessment on it and know 

we have…a risk…but the benefits out weight…the risk, we take the risk…We 

are very forward thinking here; although, we only have been running for 11 
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years and we are growing very rapidly…we found a niche market. We are 

very switched on; we make sure everything is OK before we dive in. We do 

not willing take risks where the benefits do not out weight the risk '.  

 

Furthermore, the majority of participants suggested that a manager's characteristics 

(e.g. uncertainty avoidance and long-term orientation) constitutes the major driver for 

the company’s strategic decisions, especially when managers are open to new 

experiences and accept new challenges. Additionally, these managers often have a 

better chance of surviving and directing his/her company in changing environments 

and under dynamic and uncertain conditions. In contrast, conservative managers are 

more often risk-averse, and so rarely enter into risky contracts. Instead, they tend to 

avoid any chance of loss. However, some participants, who considered themselves 

conservative managers, claimed that managers need to be cognisant of the benefits 

of caution when assessing exporting opportunities. As a result, they need to 

investigate every aspect of exporting. Such an approach (the main task of the 

managers) will enable them to circumvent possible failures, even though the 

approach may slow down the process. Nevertheless, conservative managers viewed 

this as the best method of avoiding risks. However, the interviews revealed that both 

risk-takers and risk-averse managers prefer quick profits rather than profits that can 

be generated from long-term contracts, highlighting (potential) barriers to sustainable 

exporting practice.  

 

Furthermore, most participants agreed that the manager's cultural characteristics are 

one of the most important factors influencing their management style. Indeed, they 

identified that risk-taking and being 'open to new experiences' enabled managers to 

act more innovatively and manage their companies entrepreneurially (A2, C2, D2, 

E2, F2, G2, J2, L2, and N2). Moreover, these participants claimed that open-minded 

managers were more likely to adapt to new ideas and ways of running their business 

and, hence, were more likely to survive and adapt within the rapidly changing 

international business environments. Importantly, this ability was perceived as an 

important pre-cursor to successful exporting involvement.  

 

Thus, participant A2 stated that: 

‘Managers, who are dealing with international business, have to be open to 

learning a new way of doing business and be prepared to travel and, to a 

degree, be a risk-taker'.   
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Similarly, participant B2 reflected that: 

‘Managers should be risk-takers and a little innovative to be successful; but, 

also, they should follow a set of policies and procedures...that will not affect 

taking on any new ways or ideas of doing business. When someone suggests 

a better idea we should use it where we can, and if we can’. 

 

Furthermore, participant J2 acknowledged that: 

‘Managers’ capacity and capabilities are…one of the determinants of how 

they handle risk and deal with market demands. Some managers believe that 

they don’t have the capabilities to handle a degree of risk, so…they keep their 

business on the same level for the rest of their life…when it comes to expand 

the business from the local to international markets, it all depends on [the] 

managers’ personality and their ambition. Managers’ personality definitely is a 

big factor influencing or even shaping the manager’s managing style; but I 

think a manager’s experience is a bigger factor’. 

 

Overall, the results, in relation to the influence of a manager’s cultural characteristics, 

such as masculinity and uncertainty avoidance on an individual's management style, 

suggest that a manager's qualities and ambitions often shape the company's main 

strategies, as well as the operational management of their firms. 

 

For example, participant E2 argued that; 

'Managers characteristics influences their management styles to a large 

degree because, at the end of the day...you have the responsibility and you 

are charged with the responsibility of creating a corporation and developing it, 

and energizing people to work with it externally, as well internally. Qualities 

[matters] a great deal...especially when you are in a field [that is] slightly 

intangible. Managers characteristics and qualities, I believe, play a huge part 

in success because, basically, it’s about energising other people to see the 

picture and to act in a structured and planned way to achieve what is 

perceived as the goals associated with the picture'. 

 

Similarly, another participant (F2) confirmed that: 

‘My character probably influences too much of my management 

style…because, basically, I come from a fairly conservative background. But, 

at the same time, I have learned…to be flexible. I behave a bit like a mama, 

sometimes too much, with my employees’.  
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Importantly, some of the participants (B2, H2, I2, K2 and M2) asserted that 

conservative managers, who tended to be risk-averse, were more likely to be 

authoritarian and dictatorial in nature, especially how they used their power to direct 

companies to international operations. 

 

Thus, participant G2 stated that: 

‘Conservative managers are going to do their homework and check out the 

company by verifying everything about their business, and even confirming 

their creditors, to check upon their paying background, when they are 

uncomfortable with their business contacts’.  

 

Similarly, participant I2 declared that: 

‘I classify myself as a conservative person in some areas and open to new 

experiences sometimes. I'm traditional in that, if the way you are doing 

business works don’t change it; while also being open to new ideas to 

enhance the system. To maximise the profits we always invent something to 

enable us to do an extra job without buying extra equipment. If managers 

know their business very well they will do well in how they set up deals [to 

achieve] profits because they know the competition and the prices’.  

 

Indeed, a strong majority of participants (A2, C2. D2, E2, F2, G2, J2, L2, and N2) 

suggest that open-minded managers were more able to adopt innovative and 

entrepreneurial management styles, and more willing to make decisions with high 

risks so as to maximise market share and financial returns. However, the results 

show that both groups (risk-takers and risk-averse managers), no matter if they share 

or dictate power with their staff, are more likely to make the export-related decisions 

individually. 

 

Overall, the results suggest that the majority of interviewees are risk-takers who 

consider exporting as a viable strategic opportunity, to ensure their company’s 

survival over the long run. For those firms to survive the changing and dynamic 

international markets, they were required to have managers that adapted both 

entrepreneurial and participative management styles to empower, and share power 

with, their staff and investigate and capitalise on new opportunities. They also 

needed to maintain relationships with importers to ensure the steady and fixed flow of 

their products overseas. Also, these managers tended to value the team work spirit 

and follow consensus-based approach to information management and operations. 
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In contrast, a small majority of risk-averse participants considered exporting as a 

valid opportunity arising when they received overseas orders; however, they would 

not often seek out overseas customers. Instead, such managers would manage their 

companies in a traditional way; they were conservatives, to some degree, in which 

they focused controlling everything within the company. They tended to centralise the 

decisions within their hands and dictate through their use of overt power.  

 

Generally, the results suggest that most participants are risk-takers who apportion 

little weight to uncertainty. Also, the findings reveal that all participants would rather 

accomplish their goals and pursue their dreams related to growing their businesses. 

Furthermore, they all sought achievement, and were confident in what they are 

doing. Further, they considered themselves to be decisive managers, which is a 

classic sign of masculinity. The results also highlight that most participants consider 

exporting a strategic decision linked to the long term position of the firm within local 

and foreign markets. However, they still seek short-term financial returns, which 

places them in-between a long and short-term orientation. Additionally, the findings 

provide evidence of a low power distance between the managers and their 

subordinates. In addition, managers share and dictate power with their staff, even 

though the final export decision is made (in its' entirety) by the SMEs decision-

makers. Thus, cultural characteristics influence the manager’s risk perceptions and 

resultant export-related decisions, and it is they who are responsible for controlling 

and managing the firm’s direction 

 

The interview data provides evidence that the cultural characteristics of SME 

decision-makers have a significant influence on export-related decisions and how 

manager’s deal with risks associated with exporting. Therefore, proposition ten is 

strongly supported by this research. The section of the proposition that relates to how 

these characteristics differ across advanced versus emerging markets is yet to be 

discussed in detail (see Chapter Seven). Next, an analysis of the research 

propositions related to the SMEs decision-makers’ individual characteristics are 

discussed.  
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6.7   Research Propositions Eleven to Thirteen: Individual Characteristics 

P11: Education will influence the decision to export and education levels will 
differ across advanced versus emerging markets. 
 
P12: Experience will influence the decision to export and experience will differ 
across advanced versus emerging markets. 
 
P13: Management style will influence the decision to export and the 
management styles will differ across advanced versus emerging markets. 

 

During the course of the interviews, the influence of the SMEs decision-maker’s 

individual characteristics (e.g. education, experience and management style), on 

their risk perceptions associated with exporting, were examined. The results from the 

in-depth interviews are detailed in Tables 6.6 and 6.7, which highlight the 

participants’ agreement and disagreement with each research proposition. Overall, 

the results reveal that the individual characteristics of SMEs managers have a direct 

impact on a firm's ability to attain and sustain exporting activities. In addition, the data 

suggest that SMEs managers' individual characteristics impact on their decision to 

expand into international markets, and the pace of their involvement in exporting. 

Further, how the managers judged and evaluated risks was seen as being related to 

their individual’s disposition which impacted risk perceptions and decision-making. 

Thus, the next sections discuss and present the results on how these individual 

characteristics influence SMEs decision-makers’ risk perceptions and decision to 

export. 

 

6.7.1   Demographics Characteristics (Education and Experience) 

A majority of the participants agreed that the manager’s level of education and years 

of business experience were central factors influencing how SMEs managers 

perceived risks associated with exporting. However, a small majority of the 

participants apportioned more weight to education than experience, while others 

considered prior experience as more influential than education, especially in the case 

of exporting and managing risks in exporting activities.  

 

The important demographic characteristics identified as influencing SMEs managers’ 

decision-making and their risk perceptions are detailed in Table 6.5. All participants 

agreed that the demographic characteristics of education and experience were 

important in the success and overall performance of the firm and, therefore, 

influenced managers’ risk perceptions. Hence, to obtain the most useful information 

available about the export market, information acquisition and utilisation were 
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important for the firms’ long term plans and exporting strategies. Overall there was 

strong support for the contention that information research and communication skills 

were essential tools for successful SME decision-makers. Moreover, such knowledge 

was strongly influenced by a manager’s prior education and experience.   

 

Table 6:6   Results of Convergent Interviewing: Demographic Characteristics 

Themes / Comments Interviewees 

 A B C D E F G H I J K L M N 
Levels of education expand the decision-
makers’ perceptions and make them 
better at choosing the appropriate source 
of advice.  

√  √ √ √  √ √  √    √ 

Education increases the willingness and 
ability of managers to learn new skills. 

√  √ √ √  √ √  √    √ 

Usually the more educated people are, 
the more they are aware of other 
countries, other cultures and trends in 
international business. 

√  √ √ √  √ √      √ 

Prior experience is a strong factor in 
determining what is good for the 
company. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Experience enables SME managers to 
forecast the supply and demand of the 
markets.  

√ √ √ √ √ √ √ √ √ √ √ √ √ √ 

With experience, the decision-makers’ 
views change.  

√ √ √ √ √ √ √ √ √ √ √ √ √ √ 

The experiences of the past years have 
taught me that I have to pay more 
attention to risk.  

 √ √  √ √ √ √ √ √ √ √ √ √ 

A manager’s education and related 
qualifications affect the company's future 
vision and development. 

√  √ √ √  √   √    √ 

Levels of education expand the decision-
makers’ perceptions and make them 
better at identifying the most appropriate 
source of advice. 

√  √ √ √  √   √    √ 

Education influences a manager’s style 
and how they negotiate with customers, 
while experience helps managers to 
decide whether to trust buyers or not.  

√  √ √ √  √ √  √    √ 

Education is increases the willingness 
and ability of managers to learn new 
skills. 

√  √ √ √  √ √  √    √ 

Well educated managers are more 
aware of the more modern and effective 
styles of management. 

√  √ √ √  √ √  √    √ 

Well educated managers give more 
attention to R&D.  

√   √ √  √   √    √ 

Education influences how managers run 
their companies and make decisions. 

√  √ √ √  √ √  √    √ 

Prior experience is a strong factor to 
determine what is good for a company. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Years of experience in international 
activities allows managers to read 
markets correctly and make decision 
faster.   

√ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Experience influences how managers 
run their companies and make the 
decisions. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Source: Developed for this research. 
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Without exception, prior international and local experience was identified as very 

influential in both a manager’s initial decision to expand, and the continuing 

strategies employed by managers in international marketing. In addition, a majority of 

participants agreed that managers’ overseas experience was an important factor 

impacting upon the international development of any SME. Furthermore, the 

managers’ prior experience enabled them to better forecast market demand, as well 

as being associated with a greater awareness of the potential risks associated with 

exporting. That is, through their prior experience, they possessed a better knowledge 

of how to manage risk and make timely decisions so as to minimise exporting risks 

and the impact of potential barriers entry. 

 

For example, participant B2 believed that: 

‘Experience is more important than education because managers can easily 

evaluate and make informed decisions from prior experience. In this field it is 

a real substitute for any lack of formal education’.  

 

One participant (E2) identified his past experience (rather than his education) as the 

way he learnt to pay attention to risk. However, three participants (A2, D2 and J2) 

considered that the managers’ level of education was more important than 

experience, especially in choosing and achieving success in exporting.  

 

For instance, participant A2 stated that: 

‘For a manager, the level of education is probably a bigger factor than 

experience. A company can be very experienced in manufacturing, but this 

doesn’t necessarily qualify them to be successful exporters. Usually the more 

educated people are more aware of other countries, other cultures, and 

trends in doing international business’. 

 

 Similarly, participant D2 stated that: 

‘Prior experience is an important factor, which will shorten the adaptation 

period. But, for me, experience is not as important as personality and 

education...you can be an owner of a company with not much 

experience...open-minded and well-educated persons will know how to attain 

experience from others, and learn from others, and by doing things. I give 

more weight to education than experience’.  
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Furthermore, half of the interviewees (A2, C2, D2, E2, G2, J2 and N2) claimed that 

there was a positive association between the source and quality of knowledge and 

the managers’ level of education; educated managers were able to source relevant 

information when investigating the markets they are planning to enter. Also, a 

majority of participants agreed that education helped managers in focusing on the 

development of their companies, as well as on the best way to grow the business.  

 

Thus, participant E2 supported this contention when he said that: 

‘I believe I could have done so much better with an education. I think it might 

have influenced my discipline, etc. It would have taught me how to research 

and...do things that I have learned through experience, which took years and 

was very hard'.  

 

Participant J2 suggested that: 

’When you seek advice from experts, whatever they will give you, don’t forget 

that 80% is their opinion…education will help, and enable managers to 

Google whatever they want…they can research any market and identify the 

risk…and how to mitigate or eliminate, or even accept, the risk…I always put 

the advantages against the disadvantages and then I decide what to do’.  

 

Conversely, six of interviewees (B2, G2, I2, K2, L2 and M2) argued that experience 

was the most important factor that influenced managers’ risk perceptions; that is, the 

higher the experience the lower the perceived risk when considering the exporting 

option. 

 

In general with this view was participant G2, who stated that: 

‘Managers, who have a lot of experience…can tell from the quote if the deal is 

good or bad for the company, even…without a university degree. Yes, in our 

company, and with our products, the years of experience are number one, not 

the education; and managers with the proper experience definitely give risk a 

low weight’.  

 

In support of this contention, another participant (L2) stated forcefully that: 

‘All of our top management dropped out of high school. They don’t have a 

degree and they have never done marketing and international business 

courses. But they have business minds and a very long experience in the 

industry…being direct managers for many companies before starting this 
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business. So all of us have not had formal qualifications, but we do have a lot 

of experience…with my 10 years of experience I’m comfortable to make any 

deal…I think I perceive risk as not too bad a thing because I’m familiar and 

confident in what I’m doing…May be if I went somewhere to take a job in a 

different industry, or something that I’m not familiar and confident with, I 

would not be a high risk-taker because I don’t know enough’. 

 

Thus, all participants agreed that SMEs managers' level of education and years of 

experience influenced how they perceived the risks associated with exporting. 

However, participants differed in what they thought would prepare the managers for 

greater exporting success.  

 

In addition, all participants agreed that education and experience influenced the style 

of management a manager adopted. Hence, years of experience(especially when the 

experience is diversified within different industries, markets and cultures) shape their 

style of management. Further, their experience appeared to provide them with the 

knowledge of what works (and does not work) in both the local and international 

markets. The participants also indicated that experience in a specific market enabled 

the managers to empower their staff to handle tasks that would accelerate the 

process in terms of the initiation and execution of exporting decisions. Such 

outcomes were mainly achieved through on-the-job training and coaching.  

 

For instance, participant G2 stated that: 

‘I think when managers have got more experience they dictate the outcome 

they are looking for and push very hard. I would say the risk-taking element is 

what they look for. They also will push the boundaries and try to get sales up 

and get the margins up’.  

 

Similarly, participant L2 noted that: 

‘The experience makes me a more confident and forward thinking manager, 

and makes me willing to take more risks, and makes me a more comfortable 

manager, and more efficient, I guess’. 

 

Just under half of the interviewees (A2, C2, D2, F2, G2 and J2) indicated that their 

level of education had influenced their style of management, and that this influence 

could be seen in the way they always seek new ways of do business, and look for 

new managerial techniques that assisted in developing their business processes. 
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They also agreed that managers with a higher level of education were more able to 

learn and develop skills that improved the performance of the company, as well as 

being more open to other cultures, and more aware of trends in international 

markets; thus influencing the decision to engage in exporting activities. 

 

For instance, participant A2 commented that:  

‘Well educated managers have the will to learn more managerial and 

technical skills to enhance their management performance. Also a high level 

of education influences managers' styles of negotiation, as well as their 

persuasive style with both staff and customers'.  

 

Furthermore, participant C2 suggested that: 

‘Managers should have experience and here the experience, I would say, is 

the knowledge of the market, the product and the management; that, I think, 

is the key to success…a combination of education and experience would be 

the key to determine and direct the way for any company in terms of what to 

go for and what not to go for’. 

 

Additionally, SMEs managers, who are highly educated and experienced, were 

identified as more likely to act entrepreneurially in managing their firm and in making 

exporting decisions. It appears that years of experience positively influence their 

management style and, consequently, provide a good fit between their firm’s general 

vision and their familiarity with perceived risks. Furthermore, education appears to 

allow them to develop their skills in terms of concept evaluation and intra-firm 

communication. Importantly, with both higher levels of education and experience, 

managers are more aware of the benefits of modern management styles, and are 

better able to access information sources that will improve their assessment of 

market conditions (and thus reduce uncertainty). However, a total of eight 

participants (B2, E2, H2, I2, K2, L2, M2 and N2) argued for a cautionary approach, 

claiming that managers’ education is an important factor when it comes to how to 

manage companies, but, they suggested that it did not constitute everything, and that 

managers can be very successful even without a high school education.  

 

Despite this proviso, that some managers are born, and not necessarily made, the 

results highlight that educated managers with experience are more able to adapt to 

new conditions, and are more flexible, innovative and participative in their 

management style. In contrast, uneducated managers, with experience, tend to be 
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more conservative, traditional and authoritarian. Based on the analysis of the in-

depth interviews, it appears that the demographic characteristics of an SME decision-

maker play a significant role in the development (and management) of risk 

perceptions and decision to export. However, the difference, in how these 

characteristics may vary when SMEs operate within advanced and emerging 

markets, is yet to be determined (see Chapter Seven). Nevertheless, propositions 11 

and 12 are strongly supported in this research.  

 

6.7.2   Management Style  

The issues raised in the in-depth interviews, in terms of the influence of the SMEs 

decision-maker’s management style, on their risk perceptions associated with 

exporting, are presented in Table 6.4. A majority of the participants supported the 

proposition that the management style of the SME decision-maker has a significant 

influence on their risk perceptions. Further, a majority of participants confirmed that 

those firms within the SME sector revolve around the role of managers. As a 

consequence, the firm is managed and controlled, to a large extent, directly by the 

owners/managers and, thus, the decision-making power is centered in the hands of 

one person within the firm. For this reason, exporting decisions rely on the 

importance placed on this activity by the SMEs managers; it also becomes their task 

to personally oversee the entire in internationlisation process.  

 

A large majority of the participants (for example, A2, C2, D2 and J2) also agreed that 

management style plays a critical role in any SMEs success, especially exporting 

success. Furthermore, they confirmed that management’s attitude towards risk is 

extremely important in terms of making a positive decision to enter a foreign market. 

Additionally, they agreed that the management style was reflected by the SMEs 

overall performance in exporting. In addition, the participants also indicated that there 

was a significant linkage between the SMEs’ success and the managers’ adopted 

management styles.  

 

One participant (A2) asserted that: 

‘SMEs need to be entrepreneurial, in other words, not afraid of accessing new 

markets…they need to be open to accepting information and different ways of 

managing because each country has a different way of doing business. Then 

they have to have a reasonable business plan and allocate part of their 

budget for exporting costs’.  



 193 

As the manager’s skills often drive and guide a firm, all participants agreed that they 

were forced to adopt a particular administrative approach to keep their firms on the 

desired course. Some participants indicated that they adopted their entrepreneurial 

management style to be more creative and innovative in relation to managerial and 

technical issues. They also confirmed that their style influenced their views on 

exporting, as well as the ways they evaluated market opportunities in both the local 

and international markets. Further, they (for example, A2, C2, D2, F2, N2 and L2) 

claimed that, by possessing this entrepreneurial management style, they always had 

a 'hands-on' approach, with creative ways and channels for the more competitive 

marketing of their products.  

 

Therefore, the results verify that the manager’s management style is an appropriate 

way to explain a firm’s decision-making behaviour, and how the managers’ perceive 

the risk associated with exporting. Further, all participants concur that SMEs 

managers’ way of doing business and management style shape their firm’s overall 

strategies. At the same time, they all expressed the opinion that SMEs managers are 

not homogenous in their approaches to conducting business, instead they often 

utilised different management styles to run their firms.   
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Table 6:7   Results of Convergent Interviewing: Management Style 

Themes / Comments Interviewees 

 A B C D E F G H I J K L M N 

The decision-maker is the only authorized 
person to make the first and the last 
decisions that are related to exporting and 
negotiating deals with customers. 

√ √ √     √ √ √ √ √ √ √ 

An SME manager needs to follow 
traditional ways of managing and familiar 
directions, especially when avoiding risks 
associated with exporting activities. 

 √       √  √  √ √ 

To survive this rapidly changing 
environment, SME managers should 
calculate the risks to ensure rapid 
business growth. 

√  √ √ √ √ √   √  √  √ 

Systematic and long range planning is the 
best way for any exporting SMEs to 
minimise the risks associated with 
international exporting activity. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Exporting SMEs, to survive high 
competition from international and local 
markets, should manage using a set of 
procedures formulated by their manager. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Team work and feedback based decision 
making is a guaranteed way of avoiding 
the risks associated with exporting.  

√  √ √ √ √ √   √  √ √ √ 

The key success of our SME in exporting 
was following my directions and obeying 
my orders and decisions.  

 √      √ √  √  √  

Our exporting decisions  are taken 
through top management consensus. 

√  √ √ √ √ √  √  √ √  √ 

My prior experience with international 
markets shaped and directed my final 
decision to export. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Our success relates to every member of 
the company feeling responsible for our 
future and our achievements. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ 

SME managers’ styles of management 
influence their risk perception associated 
with exporting, either negatively or 
positively. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √ 

Source: Developed for this research.  
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Significantly, a manager’s management style, whether it was focused mainly on 

maximising sales or on international expansion, evaluated and perceived the risks 

associated with exporting from a different perspectives. These differences can be 

seen from the way they manage their firms. A strong majority of participants 

confirmed that managers differ in how they manage and execute decisions. Some 

perceived exporting as a big opportunity that must be realised; in contrast, others 

focused more on details, and adopted practices that were calculated to avoid any 

chance of loss. Hence, a total of four participants (B2, I2 K2 and M2)self-reported 

that they were more concerned with their sales volume; they perceived exporting as 

an activity full of risks, and an activity that should be approached with caution, unless 

there was a ‘no risk’ guarantee. 

 

Moreover, as SMEs decision makers' risk postures have a great influence on their 

management style and how they do business, risk-takers differ markedly from risk-

averse managers in how they conduct business operations. Thus, the entrepreneurial 

management approach focuses, in the main, on innovation, being a market leader, 

and finding new ways and marketing/distribution channels to expand the business. In 

contrast, managers who focused on the returns in terms of fulfilling the cost of the 

production and providing a significant profit tended to be pleased and satisfied, no 

matter whether there were other opportunities in the local or foreign markets, 

especially in relation to foreign market potential. Additionally, these personal 

differences and management styles have their influence on how the manager 

perceives the risk. For example, a total of eight participants (A2, C2, D2, E2, F2, G2, 

J2 and L2) suggested that risk-taking managers are mainly entrepreneurs who focus 

on new ways of doing business, and reaping profits (through opportunity recognition 

and risk-taking) associated with these activities. They also claimed that those 

managers ranked risks associated with exporting as low, while potential returns (to 

the company) were ranked highly.  

 

Thus, participant D2 stated that: 

‘When a manger’s style is very conservative and very protective, or it is not 

into power sharing, dictating everything within the firm, this kind of person is 

not open to changes and new ideas and, most likely, will not develop their 

style...in this case, most likely, these SMEs will not be successful in today’s 

changing business environment and...in the long run, they will go down the 

drain’. 
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Conversely, managers who are risk-averse follow different styles that focus mainly on 

profits and opportunities with low and/or no risks. To ensure this, some managers 

assumed control of every transaction; they tended to micro-manage the business as 

opposed to delegating authority to other staff members.  

 

For example, participant K2 confirmed that: 

‘I'm the one most of the time who takes the decisions because it’s my 

business and it’s my risk; and I'm not interested in expanding my business 

more than what it is right now, because I'm not hungry to take it over the 

world…I’m not ready to handle risks in other markets that I don’t know’. 

 

The results show that Australian SMEs managers adopt four distinct management 

styles: Authoritarian (discipline and obedience), Conservative (traditional), 

Entrepreneurial (innovative and flexible), and Participative (consensus-based 

decision) styles. Further, the SMEs managers’ management style appears to 

influence their risk perceptions and how they manage risks. Specifically, a total of 

four participants (B2, H2, I2, K2 and M2) argued that the SME manager must set 

clear procedures of doing and handling any business tasks, and that they should be 

obeyed and their directions followed by the staff. Also, they insisted that companies 

continue to maintain their managerial approach to avoid the potential risk of failure. 

This familiar ‘business-as-usual approach’ was especially important when new ways 

and procedures are required. Additionally, these interviewees viewed this routine as 

being the most useful way of minimising risks in local and, (importantly) foreign 

markets.  

 

Indeed, participant B2 self-identified that: 

‘In our industry managers need to be very hands on; you need actually to get 

involved with the production to keep it all running nice and smooth. I do quite 

a bit of manual work with the guys; and we appreciate following the 

procedures...to get the work done...that helps us to avoid mistakes and risks 

associated with any deals’.  

 

Similarly, participant I2 stated that: 

‘I'm in control of everything and, at the same time, I'm coaching my boys how 

to make tough and real decisions; that happens with delegation, giving some 

of my power to them…related to operations not financials. I'm into delegation, 

but also hands on the business’.  
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Furthermore, participant G2 acknowledged that: 

‘Conservative managers think about deals more than the average 

managers…spend more time checking the company history before they 

confirm a deal to know who they are dealing with, and, possibly, move out of 

any deal because they are not prepared to take that risk’.  

 

On the other hand, a majority of the discussants (A2, C2, D2, E2, F2, G2, J2, L2, and 

N2) placed more emphasis on the fact that SMEs managers should be more flexible, 

innovative, risk-takers and were team-oriented in managing their company. For 

example, they claimed that managers could avoid risks associated with exporting: by 

developing an environment endorsing team work; by considering feedback in their 

decision-making processes; and by using a more participative management style, 

which involves sharing their experience, qualifications and knowledge with staff 

members.  

 

In supporting of this, participant D2 suggested that: 

‘SMEs compared to large ones are quite flexible and fast to adapt with the 

changing conditions in both local and international markets...exporting is the 

number one for this adaptation and interaction, with the rapid change in the 

global markets...when mentioning or saying the word exporting that means 

your company is going global, to be open to more consumers than the local 

one that you already have. Exporting activities are very important for SMEs in 

order to expand. When SMEs calculate the risks carefully and adjust their 

conditions carefully, there is no reason not to be a big player in this 

international game’.  

 

Similarly, participant E2 revealed that: 

‘I am a great believer in the team...in the team I’m the point of the spear, but 

I’m also the shaft of the spear...therefore, that makes it a little more difficult, 

because I’m consistently juggling between the two...I have got to take this 

initiative because it needs to be taken and nobody else is initiating anything...I 

intuitively know what the right thing to do is because of my experience. But 

then these strategies require follow-through and its requires a team to make 

something happen; so it’s about...the initiative, spelling it out, painting the 

picture, designing the vision, and then being part of the team to show them, 

and help them to develop the protocols and procedures. And when it comes 

to making a decision, I will go with the team because, at the end of the day, 
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as a manager, you need to utilise your team for the next decision. I would 

prefer to see my initiatives carried out because of my personal persuasive 

capacity rather than saying this is what it’s going to be’.  

 

Furthermore, another participant (L2) reported that: 

‘I’m always on the risk-takers side, but I’m thorough in my research when 

taking risks. Before exporting, we’re involved in liaising with our potential 

customers, chatting with them, and throwing some ideas in the air…for 

example, we visited New Zealand to meet the customers before 

exporting…so the risk wasn’t really that big because we sort of have personal 

contact through others. But, with New Caledonia, it was…like a first step in 

the dark. I mean we didn’t really know the company well, and it’s a bit further 

away…so, basically, we liaised a bit with the company…looked into the 

company…chatted with our lawyers, and asked the company to pay up front 

before the product was sent; until we were satisfied that they were 

trustworthy…another benefit [was we heard] quicker from our exporter…they 

paid within seven days of shipping the products…we got the cash 

flow…another benefit from exporting; better than waiting sixty days from our 

sales in Australia. The profit margin that we get from exporting is very high 

compared to our local sales’. 

 

Overall, a majority of participants agreed that SMEs managers should adapt, to a 

certain degree, systematic and long range planning to ensure survival in global (and 

dynamic)competitive markets. Thus, the managers’ management style played a 

pivotal role in influencing the pace of involvement in exporting and decision-making. 

For example, managers who adopted the authoritarian and traditional styles would 

tend to be slow in making exporting decisions because they take responsibility for all 

the activities associated with exporting, such as identifying potential customers, 

undertaking market research and all the daily transactions related to the export 

procedures (and documentation requirements). Moreover, managers following 

traditional procedural steps in conducting business operations appear to be 

significantly slower and (somewhat) pedantic when moving towards a final 

(exporting) decision. On the other hand, entrepreneurial managers, who delegated 

either all or most of the work; faced less pressure at work as they were not required 

to do everything themselves. Consequently, this approach also afforded the 

advantage of enabling them to respond quickly in response to competitor actions in 

foreign markets.     
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Based on the thematic analysis of the in-depth interviews, it appears that the 

management style of the SME decision-maker, as an individual characteristic, has a 

strong influence on their perception of the risks associated with exporting. However, 

how the management style influences the decision to export, when SMEs operating 

within different levels of the economic markets, is discussed in Chapter Seven. 

Nevertheless, the results confirm that proposition 13 is strongly supported by this 

research. 

 

6.8   Conclusion 

The interviews with the exporting Australian SMEs managers within the 

manufacturing industry were undertaken to extend and deepen our current 

understanding of the risk perceptions that managers held in terms of their export 

decisions. Importantly, the study was able to explore the full gamut factors and 

dimensions that influence SMEs managers’ risk perceptions. The results confirmed 

the validity of the preliminary conceptual model and associated research propositions 

(presented in Chapter Three).  

 

The interview data suggested that the exporting barriers and motivations, to a great 

extent, influenced the SMEs decision-makers’ perceptions of risk and their decisions 

to export. Importantly, the findings infer a negative relationship between a manager’s 

commitment and risk perceptions, such that, the higher the risk the lower the 

commitment to exporting. In summary, the analysis of the in-depth interviews data 

suggests that managers' cultural characteristics impart a great influence on the 

SMEs managers’ risk perceptions and decisions to export. Moreover, it appears that 

there is a definitive link between a manager’s level of education, years of experience 

and management style on both their risk perceptions associated with exporting and 

their resultant export-related decisions. Furthermore, the results clearly show that the 

manager’s risk perceptions determine the company’s level of involvement in 

exporting, particularly in regard to the total amount exported into host country 

markets.   

 

Thus, based on the analysis of the Australian SMEs managers’ interviews, all the 

research propositions received majority support. Further, the results suggest that 

there are, to some extent, differences between the SMEs decision-makers when they 

operated in either an emerging or advanced market. Additionally, these differences 

are identified, presented and discussed in the next chapter. The results confirm and 
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support that the preliminary research conceptual model (See Chapter Three), was 

appropriate. The new model is presented in Figure 6.2. The following chapter unfolds 

greater insights into the differences between the Saudi and Australian managers who 

do business in different contexts. In an attempt to disclose observed differences 

between emerging and advanced economies and to seek factors and influences that 

may be generalised across broader contexts.  

 

Figure 6:2   Confirmed Research Conceptual Model: Australian SMEs 
Managers Sample 

 

Source: Developed for this research. 
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CHAPTER SEVEN: DISCUSSION AND CONCLUSION 

 

7.1   Introduction 

Chapter Seven provides a synthesis and discussion of the research findings (see 

Figure 7.1). It addresses the research objective and associated research questions. 

The questions explore the factors influencing SME decision-makers’ risk perceptions 

and behaviours associated with exporting. The chapter also presents the conclusions 

drawn from the current research, followed by a discussion of the contribution of the 

research in both theoretical and practical terms, as related to exporting SMEs. The 

limitations of the study and the recommendations for future research are discussed, 

along with a brief summary of the thesis. 

 

Figure 7:1   Outline of Chapter Seven 

 

Source: Developed for this research.  
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Chapter One provided the foundations and the background of the study; it introduced 

key issues relevant to the current research. Next, the research objective, the 

statement of the problem and associated research questions were presented and 

justified in relation to the identified gaps within the study context. Next, the 

importance of the study was discussed. The current research was designed to 

address the following overarching research objective: 

 

To identify the factors that influence the decision-makers’, of small and medium sized 

enterprises (SMEs), risk perceptions and behaviours associated with exporting. In 

particular, those currently operating in both emerging and advanced markets, so as 

to deepen our understanding of the processes and performances of SMEs within 

international markets. 

 

In addition, Chapter One also provided a brief overview of the research methodology 

undertaken in the study. The terms and definitions of the key concepts were 

identified and defined.  

 

Chapter Two reviewed and discussed the existing literature relevant to this study. 

Following the introductory section of the chapter, Section 2.2 provided the 

background to the research. The following sections presented a discussion on the 

motivations to export and the export stimuli categories. These categories included 

important issues, such as: SMEs and exporting, internationalisation and export 

motivations, firm size and export stimuli, and firms’ characteristics and export 

development. In addition, the chapter discussed the barriers to exporting, as well as 

exporting decision-making and managerial-level risk perceptions. Next, the influence 

of cultural differences on managers’ behaviours, as well as how these differences are 

reflected in their exporting behaviour, was discussed. Then, an overview was 

presented of the individual characteristics of managers and how these characteristics 

influenced the SMEs managers’ risk perceptions associated with exporting. Then, the 

research questions of the current study were presented in Section 2.9, with, lastly, a 

summary of the chapter was provided in Section 2.10. 

 

Chapter Three consisted of eight main sections; they presented a discussion on the 

development of the research conceptual model to be assessed in this research. The 

model components are presented in Section 3.2. Section 3.3 discussed the 

motivations of firms to export, and presented within four main identified categories. 

The following Section (3.4) outlined the salient barriers to exporting, as well as those 
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issues that influencing such obstacles. Section 3.5 discussed the perceived risks and 

provided an overview of the main aspects related to these risks, including: the 

dimensional structure of the perceived risk, perceived risk and organisational buying, 

and perceived risk and exporting. Finally, the framework used in the current study to 

measure the perceived risk was outlined.  

 

In Section 3.6, the influence of SMEs decision-makers’ cultural characteristics on 

resultant risk perceptions and export-related decisions were discussed, particularly 

as they related to Hofstede's five dimensional model (e.g. uncertainty avoidance, 

individualism, power distance, masculinity and long-term orientation). Section 3.7 

then addressed the impact of individual characteristics, in general, and the decision-

makers, in particular. Issues such entrepreneurship, SMEs and individual 

characteristics were introduced. Then, the importance of the decision-makers 

demographic characteristics (e.g. education and experience) and management style 

used within the process of internationalisation, decision-making, and their importance 

for success, were discussed. These variables were used in the development of the 

preliminary conceptual model, and set of propositions. The concluding remarks are 

made in Section 3.8. 

 

Chapter Four detailed and discussed the research methodology that was utilised in 

the current research. Sections 4.2 and 4.3 introduced the research paradigms, the 

research planning model (incorporating three stages, namely, the preliminary 

planning, research approach and implementation)within the context of the adopted 

qualitative method. Then, the research approach, data collection and the data 

analysis (selected to address the propositions) were outlined. Next, a discussion of 

the sampling and related issues were. The use of convergent interviewing as the 

data collection tool was justified, and the validity and reliability of this approach was 

discussed.  

 

Chapters Five and Six presented the results of the data analysis used to address the 

developed propositions. The data were obtained from a convenience sample of 29 

participants via telephone interviews (15 participants from Saudi Arabia and 14 

participants from Australia). The results of both the Saudi Arabian and Australian 

SMEs interviews are presented in Chapters Five and Six, respectively. For the 

purpose of clarity and ease of interpretation, the results in both chapters were 

presented in line with the research propositions (developed earlier in Chapter Three). 

The chapters followed the same format structure. Firstly, there was a descriptive 
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summary of the sample profiles (Saudis and Australian SMEs decision-makers). 

Next, the analysis of the sample data, derived from both sets of interviews, is 

presented. Then, the findings from the interviewees are discussed to explain how the 

findings support the preliminary conceptual model and the research propositions. 

Chapter Seven follows with the discussion and conclusions arising from the study. 

 

7.2   Conclusions about the Research Propositions 

The following section discusses, compares, and synthesises the information derived 

from the literature review (Chapters Two and Three) and the results from the data 

analysis (Chapters Five and Six). The preliminary model and the set of propositions 

(Table 7.1) assist in explaining the factors that influence SME decision-makers’ risk 

perceptions associated with exporting. All identified aspects were comprehensively 

integrated from the parent disciplines of exporting and international marketing, along 

with the exploratory, empirical, conceptual and anecdotal exporting literature. 

Importantly, the exploratory study, with the Saudi and Australian SME decision-

makers, confirmed that the developed model was theoretically and empirically valid. 

Overall, the findings provide support for each of the proposed relationships, framed 

within the context of the major research objective and subordinate research 

questions.  

 

As seen from the table below, propositions one to thirteen were supported. The 

findings confirm that SMEs decision-makers’ cultural characteristics (e.g. power 

distance, uncertainty avoidance, individualism, masculinity and long-term 

orientation), individual characteristics (level of education, years of experience and 

management style) greatly influence their risk perceptions, as well as their 

behaviours and decisions associated with exporting. Significantly, the data suggests 

the higher that managers perceive risks with exporting, the lower their overall 

commitment to exporting.  
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Table 7:1   Results of Propositions  

No. Propositions Results 

P1 Proactive internal motives will influence the decision to 
export and these motives will differ across exporters 
operating within advanced versus emerging markets. 

Supported 

P2 Proactive external motives will influence the decision to 
export and these motives will differ across exporters 
operating within advanced versus emerging markets. 

Supported 

P3 Reactive internal motives will influence the decision to 
export and these motives will differ across exporters 
operating within advanced versus emerging markets. 

Supported 

P4 Reactive external motives will influence the decision to 
export and these motives will differ across exporters 
operating within advanced versus emerging markets. 

Supported 

P5 Internal-domestic export barriers will influence the decision 
to export and these barriers will differ across exporters 
operating within advanced versus emerging markets. 

Supported 

P6 Internal-foreign export barriers will influence the decision to 
export and these barriers will differ across exporters 
operating within advanced versus emerging markets. 

Supported 

P7 External-domestic export barriers will influence the decision 
to export and these barriers will differ across exporters 
operating within advanced versus emerging markets. 

Supported 

P8 External-foreign export barriers will influence the decision to 
export and these barriers will differ across exporters 
operating within advanced versus emerging markets. 

Supported 

P9 Perceived risk will influence the decision to export and 
perceptions of exporting risk will differ across exporters 
operating within advanced versus emerging markets. 

Supported 

P10 Cultural characteristics (i.e. power distance, individualism, 
masculinity, uncertainty avoidance, long-term orientation) 
will influence the decision to export and these influences will 
differ across exporters operating within advanced versus 
emerging markets. 

Supported 

P11 Education will influence the decision to export and education 
levels will differ across exporters operating within advanced 
versus emerging markets. 

Supported 

P12 Experience will influence the decision to export and 
experience will differ across exporters operating within 
advanced versus emerging markets. 

Supported 

P13 Management style will influence the decision to export and 
the management styles will differ across exporters operating 

within advanced versus emerging markets. 

Supported 

Source: Developed for this research. 

 

Importantly, the analysed interview data identified and confirmed a range of factors 

that influence a manager’s decision to export, such as those related to exporting 

barriers and the stimuli on the SME decision-makers’ risk perceptions. These factors 

were integrated in the final (confirmed) research model (see Figure 7.2). The results 
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overwhelmingly show that the manager’s risk perceptions determine the company’s 

level of commitment to exporting, and the level of involvement in exporting activities.   

 
Figure 7:2   Confirmed Research Conceptual Model 

 

 
Source: Developed for this research. 
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regular exporters, the results show that the more reactive the stimuli the greater its 

influence on the ultimate decision to export (see Table 7.2).  

 

The present study confirms that the international marketing process incorporates 

many stages (see also Bilkey & Tesar, 1977; Cavusgil, 1982, 1984; Cavusgil & 

Nevin, 1981; Czinkota & Johnston, 1981; Katsikeas, 1996; Rao & Naidu, 1993). 

However, it is also clear from the current study that differences exist between firms 

during their export development (as reported by Katsikeas, 1996; Reid, 1981; 

Sullivan & Bauerschmidt, 1990; Turnbull, 1987). Further, a range of motivating 

factors can be found during the internationalisation process (from the pre-export and 

initial stages to more progressed and maturing stages)(as identified earlier by Bilkey 

& Tesar, 1977; Leonidou, 1995b).  

 

Both the Saudi and Australian managers were motivated by, and had gained 

confidence from their previous experience, together with their level of understanding 

of the exporting barriers. Hence, regular exporters were more proactive, whereas 

infrequent or sporadic exporters adopted a strategic posture and differed in their 

approaches to decision making. These findings support Katsikeas (1996) earlier 

findings. Additionally, the current study confirms that the more a firm is engaged in 

exporting the more they will act proactively; these conclusions are also reiterated by 

a number of other researchers (e.g. Albaum, 1983; Bilkey, 1978; Cavusgil, 1984a; 

Joynt, 1982; Katsikeas, 1995). 

 

The current research results confirm Reid (1982) and Pederson and Petersen’s 

(1998) findings that the more a company has the necessary resources and 

capabilities (usually determined by size) then the more proactive they will be as 

exporters. In part this relates to their greater access to knowledge of foreign markets 

and their unique competencies (See Hoang, 2000). Additionally, they also appear to 

be in a better position to accommodate any perceived risks, as postulated by 

Erramilli and Rao (1993). Indeed, such managerial behaviour involves firms 

searching for new markets in which to sell their products, regardless of incumbent 

risks. Within the context of the current study, a number of stimuli, as identified earlier 

by Leonidou et al. (2007), were found to impact upon the exporting behaviour of 

SMEs, and their exporting strategies (see Clark, 1993), regardless of size (See Aaby 

& Slater, 1989;(Julien, Joyal, Deshaies, & Ramangalahy, 1997). These stimuli may 

be classified as internal and external, proactive and reactive factors. Table 7.2 below 

presents these factors for both the Saudi and Australian managers.  
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Table 7:2   Exporting Stimuli in Saudi Arabia and Australia 

 Internal External 

Saudi Arabia Australia Saudi Arabia Australia 

P
ro

a
c
ti

v
e

 

 Export intention 
by the SME 
managers 
(73.3%) 

 

 Looking for 
growth 
 (73.3%) 

 

 Use low 
production costs 
(6.6%) 

 

 Export intention by 
the SME managers 
(78.5%) 

 

 Looking for growth  
(71.4%) 

 

 Product 
competitiveness 
 (21.4%) 

 International 
market 
opportunities more 
promising  
(73.3%) 

 

 Exporting ideas 
coming from a 
consultant 
(20%) 

 

 Overseas contacts 
(60%) 

 International 
markets 
opportunities more 
promising 
(64.2%) 

 

 Overseas contacts  
(14.2%) 

R
e
a
c
ti

v
e

 

 

 Surplus capacity 
(40%) 

 

 Risk 
diversification  
(60%) 

 

 

 Surplus capacity 
(42.8%) 

 

 Risk diversification 
(28.5%) 

 

 Inquiries from 
potential foreign 
customers  
(60%) 

 

 Non-trade tariffs  
(100%) 

 

 Attractive 
government export 
incentives 
(33.3%) 

 

 Increased 
domestic 
competition 
(100%) 

 

 Domestic market 
saturation 
(60%) 

 

 Inquiries from 
potential foreign 
customers 
(50%) 

 

 Attractive 
government export 
incentives  
(7.1%) 

 

 Increased 
domestic 
competition 
(28.5%) 

 

 Domestic market 
saturation  
(78.8%) 

Source: Developed for this research. 

 

The research findings are consistent with earlier studies, namely, that the macro 

small firms have a greater propensity to report proactive motivations for exporting 

than micro firms (e.g. Hoang, 2000). Also, SMEs may be pushed into exporting due 

to small or declining domestic markets and sales (as noted by Moen (1999). 

Importantly, the findings of this research extend previous knowledge regarding how 

these exporting stimuli influence risk perceptions of SME decision-makers. For 

example, the more often the managers are exposed to exporting stimuli, in both 

domestic and international markets, the more risks will be perceived as low and/or 

ignored. As a consequence, SMEs tend to become more active exporters. 
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Further, SMEs decision-makers (from both countries) were motivated to export their 

products by a number of export incentives, which varied from internal to external and 

reactive to proactive. Both the Saudi and Australian SMEs were motivated by three 

proactive-internal motives, with two in common (decision-makers’ intentions to export 

and looking for growth). However, they differ in the third motive, as seen with a small 

majority (6.6 percent) of Saudi managers, who were motivated by the low cost of 

their products. In contrast, only 21.4 percent of Australian managers were motivated 

by the competitiveness of their products. In addition, the results show that managers 

from both countries were motivated by the same internal-reactive motivations (risk 

diversification and surplus capacity of their products). Indeed, managers were 

motivated by two similar external-proactive motivations (international markets with 

promising opportunities, and overseas contacts); the only difference related to the 

Saudi Arabian managers being motivated by ideas direct from consultants. The 

results suggest that all managers were motivated by four external-reactive 

motivations (overseas orders, government incentives, market saturation, and 

domestic competition). However, the Saudi Arabian managers were motivated an 

additional extra motive, namely, the lack of trade tariffs, as occurs with the Arab 

League products when exporting to other Arab countries.  

 

In addition, the results highlight that SMEs decision-makers experience different 

export motivations. For example, all participants were motivated by reactive-external 

motives, with other motives were experienced by a minority of participants. For 

example, 26.6 percent of the Saudi decision-makers were motivated by proactive-

internal motives, whereas only 21.4 percent of the Australians experienced such 

motives. Further, the reactive-internal motivations were the main export stimuli for 

just under half (42.8 percent) of Australian decision-makers, but only 26.6 percent of 

Saudi decision makers. Moreover, the proactive-external motivations motivated 20 

percent of Saudi SMEs, but only 14.2 percent of Australian interviews.  

 

7.2.2   Results of Propositions Five - Eight - Exporting Barriers 

Exporting barriers, along with the influence of these barriers on risk perceptions, 

were identified by both the Saudi Arabian and Australian managers. Further, 

although the size of the firm did not impact upon the number of barriers to be 

overcome, size did influence the degree of impact of such barriers, specifically in 

relation to the firm’s resources and capabilities to overcome them. Thus, any firm 

possessing more resources and capabilities usually achieved greater economies of 
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scale, lower levels of perceived risk associated with their exporting activities, greater 

information/communication with the export market, product adaptation, and 

exogenous logistical constraints (Bonaccorsi, 1992; Katsikeas & Morgan, 1994) 

 

Additionally, the results from the current study reveal that more external barriers were 

faced in both home and host (foreign) countries than internal barriers (See Table 7.3 

below). These barriers were renamed and reclassified by Kaleka and Katsikeas 

(1995), Morgan (1997), and Leonidou (1995b) into internal-domestic export barriers; 

internal-foreign export barriers; external-domestic export barriers; and external-

foreign export barriers. Further, Hamil (1997) divided the barriers into four elements: 

psychological, operational, organisational, and product/market. Interestingly, the 

current findings show that as the number of the export barriers increase, a higher risk 

are perceived by managers, resulting in a lower commitment to export. Any 

differences among the firms appear to be based on the decision-makers’ individual 

characteristics. Such findings affirm previous studies into the factors that influence 

and shape a firm’s export behaviour (Katsikeas & Morgan, 1994). 

 

The current study also identified similar barriers to those described by Christensen, 

Rocha and Gertner (1987), namely: inadequate financial incentives; strong 

international competition; resources and capabilities of the firm; and the focus on the 

domestic market demand. Indeed, the Saudi Arabian and Australian interview data 

revealed comparable barriers to those found by Tseng and Yu (1991). Leonidou, 

(1995a), and Crick et al. (1998), namely: a lack of foreign market information; the 

lack of suitable or knowledgeable personnel; the inappropriateness of quality for the 

needs of the market; competition in export markets; a fear of imposed dumping 

policies; increasing tariffs; unclear trade agreements; import restrictions; and the cost 

of importing raw materials. These export barriers mirror those identified by Tesfom 

and Lutz (2006) as obstacles being faced by manufacturing firms in both developed 

and developing countries. Such barriers had an influence on Saudi Arabian and 

Australian managers’ risk perceptions associated with exporting and, therefore, 

influenced their commitment to engage in exporting activities. Additionally, the 

research findings provide a new perspective on exporting barriers, and how they can 

act as stimuli to hinder or motivate SME exporting behaviour. 
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Table 7:3   Exporting Barriers in Saudi Arabia and Australia 

 Internal External 
 Saudi Arabia Austral Saudi Arabia Australia 

H
o

m
e

 

 Lack of qualified 
staff for 
international 
marketing  
(80%) 

 

 SME managers 
lack of experience 
of international 
markets  
(80%) 

 

 Limited knowledge 
of market 
intelligence to 
research foreign 
markets 
(66.6%) 

 
 
 
 
 
 

 Lack of qualified 
staff for 
international 
marketing  
(64.2%) 

 

 SME managers’ 
lack of experience 
of the international 
markets  
(64.2%) 

 
 

 Limited knowledge 
of market 
intelligence to 
research foreign 
markets  
(50%) 

 No real financial 
support from the 
government (86.6%) 

 
 

 The complexity of the 
paper work involved in 
exporting  
(93.3) 

 
 

 Lack of government 
assistance to 
overcome export 
barriers for SMEs 
(93.3%) 

 

 High cost of importing 
raw materials  
(53.3%) 

 No real financial 
support from the 
government (28.5%) 

 
 

 The complexity of the 
paper work involved 
in exporting  
(92.8%) 

 
 

 Lack of government 
assistance to 
overcome export 
barriers for SMEs 
(100%) 

 

 High cost of importing 
raw materials  
(14.2%) 

F
o

re
ig

n
 

 Low product quality  
(20%) 

 

 Expensive 
production costs 
(28.5%) 

 

 Changes in tax and 
monetary policies  
(20%) 

 

 Countries internal 
security  
(73.3%) 

 

 Legal regulations 
affecting foreign 
companies 
 (93.3%) 

 

 Tariffs on imported 
goods  
(20%) 

 

 Poor transportation 
system within host 
countries  
(13.3%) 

 

 The existence of 
substitute products 
with low prices 
(73.3%)  

 

 The ease of entry of 
new firms into the 
market  
(93.3%) 

 

 High competition 
(93.3%) 

 Changing in tax and 
monetary policies  
(21.4%) 

 

 Countries internal 
security  
(100%) 

 

 Legal regulations 
affecting the foreign 
companies (92.8%) 

 

 Tariffs on imported 
goods (7.1%) 

 

 High transportation 
cost (21.4%) 

 

 Substitute products 
with cheaper prices 
(78.5%) 

 

 The ease of entry of 
new firms into the 
market (78.5%) 

 

 High competition 
(78.5%) 

 

 Currency fluctuations 
(14.4%) 

 

Source: Developed for this research. 
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The SMEs decision-makers experienced and perceived several exporting barriers, 

which varied from internal to external and were related to foreign to home barriers. 

Indeed, both Saudi Arabian and Australian managers were very experienced in their 

industries and perceived similar barriers during the exporting process. However, the 

Saudi Arabian SMEs decision-makers’ perceived (and experienced)a number of 

different barriers, including: low product quality, and poor transportation (in some of 

the targeted host markets), while Australian managers perceived other barriers, 

including: currency fluctuations, the high cost of transportation, and the high cost of 

production. Further, the SMEs decision-makers all had experience with both foreign 

and home external barriers. However, 35.8 percent of Saudis had experienced 

home-internal export barriers, while 28.8 percent had faced foreign-internal export 

barriers. In contrast, only 20 percent of the Australian decision-makers had 

experienced both home and foreign-internal export barriers.  

 

7.2.3   Results of Proposition Nine - Risk Perception  

Significantly, the current study confirms that the perceived risk of the SME decision-

makers has a significant influence on their commitment to exporting (See Chapters 

Five and Six). This factor is important, as currently the level of international 

competition has substantially increased, and companies face progressively more 

complex strategic decision-making alternatives (Ahmed et al., 2002). As discussed in 

Section 3.2, a firm’s choice of entry mode strategy varies in relation to the firm’s 

perceptions of the risks associated with exporting to foreign markets (Brouthers, 

1995), with a strong and direct effect on their behaviour (Sitkin & Weingart, 1995). In 

turn, these factors also impact up on the performance of managers’ work activities, 

as identified by Claver et al. (2008). 

 

For risk-averse Saudi Arabian and Australian managers, risk appeared to be 

negatively associated with exporting commitment; thus, a higher perceived risk 

resulted in a lower commitment by the firm considering the exporting option. A similar 

finding was also identified by Sitkin and Weingart (1995). Thus, the key to 

understanding exporting decisions involves understanding how the perceived risks 

influence the decision-makers' commitment to exporting. Importantly, the current 

study validated previous findings, but also extended our knowledge within the new 

contexts (i.e. SMEs and advanced/emerging locality contexts).  
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From a review of the literature, it was found that an individual’s assessment of risk 

will influence firm-level strategies, with risk minimisation often being a major 

consideration in both domestic and international business operations (Mitchell, 1999; 

Noy & Ellis, 2003). The results of the current study somewhat refine these 

conclusions, and suggest that the SMEs’ attitudes and behaviour towards new 

opportunities, and barriers to exporting, as well as their inclination to be involved in 

exporting, are influenced, in the main, by the perceptions of the SMEs decision-

makers. Indeed, the findings confirm that the company’s choice of exporting varied in 

relation to managerial perceptions of the associated risks. Further, perceived risks 

were seen to exert a strong influence on SMEs managers’ behaviour towards 

exporting decisions, and, hence, on the behaviour of the firm and the management’s 

strategy related to performing any international activity, especially exporting. Thus, 

these findings confirm the results of previous studies (e.g. Sitkin & Weingart, 1995), 

that perceived risk is negatively associated with any exporting commitment (i.e. 

higher perceived risk results in a lower commitment by the firm to exporting).  

 

Briefly, the current study has extended previous research into the relationship 

between the SME decision-makers’ risk perceptions and their exporting commitment. 

Furthermore, it has provided a richer perspective on how SME managers in Saudi 

Arabia and Australia perceive risks associated with exporting, and how these 

perceptions influence their commitment to such international activities. For example, 

managers, who consider exporting to be a difficult task, or full of risks, or too big a 

jump for their companies, will tend to be relatively cautious regarding exporting 

decisions. Thus, exporting decisions are directly linked to the risk perceptions of the 

SME managers. Similarly, some firms attempt to avoid risks by choosing markets 

that have a very high demand, but are attached to low entry barriers. Indeed, there 

was complete consensus that SME managers' assessments of risk influenced their 

firm’s strategies, with risk minimisation often being a major consideration in 

international business expansion decisions. Such strategies, however, reduce their 

rate of involvement, while their commitment to exporting can exert a positive or a 

negative influence.  

 

The results also signify that the SMEs decision-makers’ risk perceptions associated 

with exporting directly influence their export-related decisions, either positively or 

negatively. Further, there is a difference in how managers from both countries 

perceived these risks; however, the managers’ perceptions, in the main, arise from 

assessments of the situation within targeted markets. Consequently, managers 
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exhibit different reactions and behaviours. For example, as Saudi Arabian SME 

exporting tends to pursue geographically close and similar economic markets (e.g. in 

the Gulf Cooperation Council (GCC) and other Arabian markets), the great majority 

of the Saudi Arabian participants perceived these localities as entailing low risks and 

that (subsequently) positively influenced their exporting decisions. On the other hand, 

as most of the Australian SMEs exported to different cultural and regional markets, 

their managers tended to perceive a higher risk level than managers in the Saudi 

Arabian cohort; however, the Australian participants reported that their perceived risk 

levels decreased when they became more familiar with the intricacies of those 

markets.   

 

7.2.4   Results of Proposition Ten – Cultural Characteristics 

SME decision-makers’ cultural characteristics were expected to impart a significant 

influence on their perceptions of risk associated with exporting (as discussed in 

Section 3.6, and presented in Figure 3.2). The findings show that differences in 

managers’ cultural characteristics do have a significant influence on the SMEs 

decision-makers’ risk perceptions associated with exporting. These results are 

broadly consistent with those from earlier studies examining the influence of 

individual characteristics on the SMEs overall performance and behaviour in 

international markets, as well as the risk associated with such activities (e.g. Holland, 

1985; Bolton, 1985; Alstete, 2002; Weaven, Grace, & Manning, 2009; Pagell, Katz & 

Sheu, 2005). Indeed, individual qualities and characteristics were found to have a 

profound impact on the managers’ decision-making, in a wide range of domains.  

 

The current research, therefore, has extended our knowledge regarding differences 

in cultural characteristics that encourage decision-makers to adopt more positive 

stances regarding exporting. Congruent with earlier studies, the present findings 

confirm that managers choose and shape their environment according to their 

preferences; and these preferences are derived from personal traits and individual 

characteristics (e.g. Holland, 1985; Bolton, 1985). In addition, as most business 

decisions in the small and medium firms are taken by the owners, the personal 

abilities and motivations of the owners strongly impact upon their decision to grow 

the business or simply maintain current firm size and operational activities (Walker & 

Brown, 2004).  
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As highlighted in the current study, an SME manager’s characteristics have a 

significant influence on how they perceive and manage the risks associated with 

exporting. Further, how managers judge and evaluate these risks are directly related 

to their characteristics, especially their cultural characteristics, as well as their 

individual disposition which impacts on perceived risks and decision-making. The 

overall results confirm that managers, who are considered risk-takers (low 

uncertainty avoidance), usually make decisions in a very ad hoc fashion, no matter 

the degree of the potential risk. In contrast, managers, who are risk-averse (high 

uncertainty avoidance), remain aware of the potential risks that exist in any decision. 

Hence, they require time to calculate and investigate the market, and the associated 

risks, prior to finalising their decision to export.  

 

From the literature it appears that a firm’s attitude and behaviour towards trade 

opportunities, and barriers to internationlisation, or even their readiness to be 

involved in international markets, are generally influenced by the perceptions of top 

management (Dichtl et al., 1990). Indeed, the current findings confirm earlier 

research that SMEs’ success in internationlisation relies upon the determination and 

drive of management (e.g. Cavusgil, 1984), specifically their propensity to take risks 

(Chetty & Campbell-Hunt, 2003). While it is clear that the managers’ ambitions and 

intentions towards development influences their preferences and involvement in 

international markets, as a whole, little research has been undertaken to address the 

relationship between the decision-makers’ behaviour in small and medium-size firms, 

and the process of internationlisation (Andersson & Floren, 2008). This lack of 

research also parallels the dearth of academic attention given by researchers to the 

importance of the SMEs manager/owner (e.g. Andersson & Floren, 2008; Gilmore et 

al., 2004). As a consequence, the current study significantly extends and expands 

our existing knowledge about the influence that the different SME decision-makers’ 

cultural characteristics (such as power distance, uncertainty avoidance, masculinity, 

individualism, and long-term orientation) have on how SME owner/managers 

perception of risks, and, therefore, their decision making, associated with exporting 

as an international expansionary activity (See Chapters Five and Six).  

 

Further, the results reveal that managers are not a homogenous grouping, being 

classified as either conservatives (traditional and risk-averse) or entrepreneurs (risk-

takers). Thus, in adopting this classification, managers can be grouped by how they 

look at, perceive, and manage risk. Consequently, the present study provides new 

information on how a SME manager’s decision-making can differ in relation to 
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exporting and export activities. For example, entrepreneurial managers are less 

conservative in their assessment of the risks related to foreign markets; they also 

have more optimistic perceptions of the situation. Indeed, such entrepreneurial 

managers perceive risks as opportunities; equate high risk with a high returns, and 

are more willing to share power with their staff, who benefit from the manager 

imparting knowledge (based on his/her qualities and experiences) especially in 

relation to international activities. In contrast, conservative managers avoid risks; 

they tend to utilise a dictatorial approach to power distribution in their firms, and 

centralise the decision making within their own hands, especially in relation to 

exporting strategies and operations. Thus, in potentially risky situations, they strongly 

support the use of the company’s risk assessment procedures, and expect the issue 

to be handled with care.  

 

Hence, the findings of the current research unequivocally confirm and support the 

findings from previous studies investigating the vital role played by the SME decision-

makers’ characteristics, especially culturally-based characteristics (Gerlach, 1992; 

Kale, 1995), in the firm’s overall exporting success and performance, in both the local 

and international markets. Specifically, the findings provide new knowledge about the 

influence of the different cultural characteristics of managers (namely, uncertainty 

avoidance, masculinity, long-term orientation, etc.) on their risk perceptions 

associated with exporting.  

 

This research found that these cultural differences also had a significant influence on 

the manager’s style of management. Further, the participants agreed that individuals 

choose and shape their environment according to their preferences, and these 

preferences are consistent with their individual characteristics (Brandstätter, 1997). 

Importantly the current findings (See Chapters Five and Six) show that a SME 

decision-maker’s cultural characteristics were most influential in relation to the 

manager’s dominant management style. Indeed, most Saudi Arabian and Australian 

participants acknowledged that a risk-taking (low uncertainty avoidance) manager, 

who was open to new experiences, was more likely to act innovatively, and manage 

their company entrepreneurially. Furthermore, open-minded managers were seen as 

more likely, and willing, to adapt to new ideas in managing their businesses. They 

were also more likely to survive, and to adapt to rapidly changing business 

environments. Such qualities were viewed as ensuring their success as exporters.  
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Moreover, such managers were prepared to make decisions involving a high level of 

risk in order to maximise their profits (long-term-orientation). Significantly, the 

interview data provides evidence that the cultural characteristics of the SME 

decision-maker have a considerable influence on their risk perceptions and 

behaviour associated with exporting. Also, the findings support the proposition that 

conservative managers tend to be more authoritarian and dictatorial in how they use 

their power to direct the company to follow their strategies, and in how they enforce 

the traditional ways of doing business. In contrast, open-minded managers are more 

likely to be characterised by an adaptive, innovative and entrepreneurial 

management styles. Further, they are more willing to make decisions, despite the 

high risks, to maximise profits. The results of this study provides new information into 

how SME decision-makers’ characteristics influence and shape their management 

styles. New information has also been revealed how decision-makers’ cultural 

characteristics influence their exporting behaviour.  

 

The findings also show that a country’s culture also affects whether the manager is a 

risk-taker or is risk-averse, which, in turn, influences subsequent exporting behaviour. 

For example, most of the Saudi Arabian and Australian participants appear to 

apportion low importance to uncertainty avoidance; hence, they tend to be risk-

takers, making decisions regardless of any associated risks. Similarly, they described 

low power distance between themselves and their staff, thus providing an adhocratic 

environment in which a team spirit could be created. The outcome was a greater 

degree of power sharing. Indeed, for the Saudi Arabian participants, such power 

sharing lead to collective decision-making that benefitted from the expertise of the 

manager. In contrast, the Australian participants, as managers, tended to make the 

decision to export, by themselves (i.e. individually, without consultation with other 

staff). 

 

Further, both the Saudi Arabian and Australian SMEs decision-makers demonstrated 

masculinity; they were confident, decisive, and boldly followed, and achieved, their 

goals. The managers also placed considerable emphasis on the growth of the 

company, which always came first. Their approach was reflected in their exporting 

decisions, which were seen as opening new horizons for the business. Lastly, the 

findings show that Saudi Arabian SMEs decision-makers were more strategic and 

long-term planners than their Australian counterparts. Thus, Saudi managers sought 

ways to maintain and sustain their relationships with their importers, with the goal 

centering on future profits that could be generated from long term contracts. On the 
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other hand, Australian SMEs decision-makers were more short-term oriented; 

instead of having long term exporting goals, they valued quick sales and profits. Such 

insights into the cultural characteristics of SMEs decision-makers provide a better 

understanding of the influence of their risk perceptions and behaviours towards 

exporting.  

 

The study successfully explored the Saudi Arabian and Australian culture through the 

lens of Hofstede’s 5-D Model, but within the new context of SMEs decision-makers. 

Also, the results provide new information on how these cultural characteristics of 

SMEs decision-makers drive and influence risk perceptions and behaviour 

associated with exporting (See Chapters Five and Six for more details).  

.  

7.2.5   Results of Propositions Eleven - Thirteen – Individual Characteristics  

7.2.5.1   Demographic Characteristics (Education and Experience) 

Demographic characteristics, such as level of education and years of experience, 

appear to have a significant influence on a SME manager’s risk perceptions 

associated with exporting. Earlier researcher (e.g. Long, 1983; Sexton & Brown, 

1983; Theng & Boon, 1996) identified a variety of factors that affect the performance 

of SMEs. These factors include internal and external factors (Theng & Boon, 1996), 

as well as personal traits and demographic characteristics (e.g. education and 

experience). Thus, SME decision-makers personal characteristics influence firm 

success (e.g. Khurrum, Bhutta, Rana & Asad, 2008; Politis, 2008; Walker & Brown, 

2004).  

 

According to Hankinson (2000), SME management is based essentially on the 

owners’/managers’ background, experience, and know-how. Similarly, Theng and 

Boon (1996) found that, in Singaporean SMEs, the owners’/managers’ disposition 

and habits directly impacted on the profitability of the firm. Moreover, to keep new 

businesses viable in turbulent times, managers and owners need to be 

knowledgeable about those management practices that best suit their firm (Barrow, 

2001). While SMEs and their international marketing decisions are influenced by the 

manager’s demographic characteristics, the current findings also provide deep 

insight into the importance of their level of education and experience, as well as how 

these characteristics influence the decision-maker’s risk perception associated with 

exporting.  
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A number of studies have found a relationship between the source of advice and 

owners’/managers’ level of education, namely, that the manager will look to the best 

information source available when investigating the markets they are planning to 

enter (e.g. Altinay, 2008). At the same time, education is seen as a proxy for 

entrepreneurial skills and abilities (Barringer et al., 2005). From the perspective of 

both current and previous studies, business owners, who are both highly educated 

and experienced, tend to act entrepreneurially in management and decision-making. 

Hence, international experience, such as business skills, overseas experience, and 

the ability to network, has a strong effect upon an SME manager’s initial decision to 

expand into exporting, as well as continue their strategies in international marketing 

(e.g. Aaby & Slater, 1989; Madsen & Servias, 1997; Hutchinson et al., 2006).  

 

Further, the current findings corroborate that demographic characteristics (education 

and experience) influence the success of a firm and, therefore, influence the 

managers’ risk perceptions associated with exporting. Consequently, these 

demographic characteristics are important to the firm’s overall performance, 

particularly in terms of their attitude towards exporting. Such findings are congruent 

with earlier findings, and underscore the managers’ use of information pertaining to 

the marketplace. Such information guides and underpins the firms’ strategic moves, 

which includes exporting activities.  

 

Similar to earlier research (e.g. Altinary, 2008), the current findings reveal a positive 

relationship between the source of the advice and the managers’ level of education. 

Hence, more highly educated managers looked for the best available information 

source when investigating new markets. Additionally, their levels of education 

enabled managers to better focus on the development of their firm, and determine 

the best way to grow their business. More highly educated managers revealed their 

interest in research and development. This focus enhanced the firm’s capabilities 

and, at the same time, enabled the managers to be more confident about the 

competitiveness of their products, especially in international markets.  

 

It also emerged from the current study that the manager’s prior international and local 

experience had a strong effect upon the firm, especially in terms of the initial decision 

to expand, and their continuing strategies in international marketing. The findings are 

consistent with previous studies (e.g. Aaby & Slater, 1989; Madsen & Servias, 1997). 

The Saudi Arabian and Australian managers’ overseas experience was identified by 

the participants as an important factor that impacted strongly upon the firm’s 
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international development and success. These findings accord with those of Yusuf 

and Saffu (2005), who studied the international activities of SMEs in Ghana. Similar 

results were found by Khurrum et al. (2008), who investigated the effects of the 

owners’ characteristics on SME success in Pakistan.  

 

The present research found that demographic characteristics influenced both risk 

perceptions and management styles (See Chapter Three). Additionally, the level of 

education and years of experience also influenced the manager’s management style, 

especially when faced by ambiguities inherent in new business creation, an essential 

skill of senior management. The results echo the findings of Sarasvathy (2001), and 

more recently Dew, Read, Sarasvathy, and Wiltbank (2008).  

 

Such influence can be seen in the manner in which managers seek new ways of 

doing business, and initiate new managerial techniques. It appears that higher levels 

of education assist managers in learning and developing new skills that improve the 

performance of their firm. Indeed, better educated managers tend to be more open to 

the intricacies of other cultures and are more aware of current developments in 

international markets. 

 

Overall, the results show that a manager’s prior experience plays an important role in 

determining their management style, especially when that experience is generated 

from a variety of diverse sources (that is, obtained in various industries, markets and 

cultures). Such experience shapes a manager’s style of management and provides 

them with the confidence to know what works, and what is effective in both the local 

and international markets. Additionally, managers with specific market experience 

appear to empower those around them. As a consequence, they are able to 

accelerate the process of initiating and executing decisions. Therefore, experienced 

and educated managers appear more adaptable, flexible, and innovative, and most 

often display a participative management style. In contrast, experienced, but 

uneducated, managers are more conservative, traditional and authoritarian. This 

study has extended our understanding of the influence of SMEs decision-makers’ 

demographic characteristics, providing a new perspective in terms of how such 

characteristics influence decision-makers’ management styles.  

 

 

 



 221 

7.2.5.2   Management style  

The management style of the SME decision-maker, as an individual characteristic, 

was proposed to have a significant influence on their risk perceptions associated with 

exporting. The role of management has been identified as playing a major role in any 

international SME success (Hutchinson et al., 2006). Indeed, the SMEs’ decision-

making power appears to be centered in the hands of one person, or only a few 

people, within the firm (Reid, 1981) and, so, international involvement decisions (that 

is, exporting) appears to reside with owners/managers (Hutchinson et al., 2006). 

Studies by Williams (1992) and Vida (2000) confirm that management’s attitude 

toward risk is very important in making a positive decision to enter a foreign market. 

Further, senior executives’ style of management appears to reflect the firms’ 

effectiveness in such activities. Quang and Vuong (2000) also postulate that there is 

a significant relationship between organisational effectiveness and management 

style.  

 

Consequently, effective SME managers/owners exhibit a management style that 

encourages creative, and innovative ways of seeking new opportunities in both local 

and international markets (Keh, Nguyen, & Ng, 2007). Indeed, a manager’s decision-

making style is often the most appropriate way to explain a firm’s decision-making 

behaviour(Henderson & Nutt, 1980), while also explaining how they perceive the risk 

associated with entry into new markets, either domestic or international. In addition, 

entrepreneurially oriented managers/owners are more likely to be opportunity 

seekers who monitor both local and international markets and, subsequently, 

strengthen their competitive position (Covin & Miles, 1999). Further, according to Keh 

et al. (2007), entrepreneurial orientation has a positive impact on a firm’s 

performance. At the same time, owners/managers, who are entrepreneurs, look for 

new opportunities to gain the first-mover advantage, and (often) become the market 

leader. 

 

Therefore, firms that adopt entrepreneurial strategies are mainly involved in 

innovative and potentially risky and proactive moves (Wiklund & Shepherd, 2005). 

They impress their own way and style of management upon the firm to shape its 

overall strategic direction (Quang & Vuong, 2002). This determination of 

entrepreneurship and leadership, with the success and innovation that follows, has 

been the subject of research over the last few decades (Alstete, 2008), as has the 

entrepreneurs’ propensity for risk taking (Hull, Bosley & Udell, 1980; Kamalanabhan, 
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Sunder & Manshor, 2006). However, Altinay (2008) identified the need for more 

research to be undertaken into the relationship between the decision-makers’ 

characteristics and their entrepreneurial behaviour; hence, the current findings 

provide an important knowledge-base about how managers’ management style 

influences their risk perceptions associated with exporting, specifically within 

manufacturing SMEs (See Chapters Five and Six).  

 

The findings in this research are broadly congruent with the existing literature and, at 

the same time, extended the internationlisation literature on how the SMEs 

management style influences their risk perceptions associated with exporting. The 

overall findings support the proposition that SME companies revolve around the 

manager/owner, who tends to directly manage and control how they conduct 

business. The results also highlight that both Saudi Arabian and Australian SME 

managers’ management styles play a major role in SME success, especially 

exporting success. Additionally, the study’s findings have confirmed that 

management’s attitude toward risk is extremely important, particularly when making a 

positive decision to enter a foreign market. Unequivocally, therefore, the managers’ 

management style is reflected in the SMEs’ performance in international activities. 

 

Thus, the manager’s management style is the most suitable approach by which to 

explain a firm’s decision-making behaviour, and to explain how managers perceive 

risks associated with exporting. The current findings show that SME managers stamp 

their own methods and management style on the firm to shape its overall strategies. 

However, as not all managers are the same, they tend to adopt different 

management styles, which can focus on maximising sales and profits, or international 

expansion, rather than on local markets. Also, these differences are expressed in 

how the risks associated with exporting are evaluated and perceived; in turn, these 

differences are reflected in how managers administer their firm. Generally, the study 

shows that different styles of management are used and adopted by Saudi Arabian 

and Australian SME managers, including: Authoritarian (discipline and obedience) 

style, Conservative (traditional) style, Entrepreneurial (innovative and flexible) style, 

and Participative (Consensus-based decision) styles. Additionally, these styles 

influence risk perceptions and how the risks are consequently managed. 

 

From the current research, the decision, pace and trend of exporting also appears to 

be the result of a manager’s management style. For example, managers, who use an 

authoritarian style, are very slow to make the decision to export as they undertake all 
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the activities associated with exporting, including checking out potential customers, 

undertaking market research, and running all the transactions related to the exporting 

procedures and documentation. Similarly, traditional managers, who follow long 

established procedures, appear to be restricted by red-tape when doing business; 

hence, they are very slow to make the final decision. On the other hand, 

entrepreneurial managers, who delegate work practices, can act fast and respond 

quickly to rapid changes in the market. The findings from this study are important 

signifiers that Saudi Arabian and Australian SME decision-makers’ management 

styles influence their risk perceptions, as well as their attitudes toward risks 

associated with exporting manufactured products.  

 

7.3   Implications 

The current research has discovered important information related to our 

understanding of SMEs decision-makers within the context of the exporting domain. 

The findings make a significant contribution to the body of knowledge within the 

exporting context and, as a result, several aspects have implications for both theory 

and practice.  

 

7.3.1 Theoretical Implications 

The confirmed research model (see Figure 7.2) was based on the preliminary 

conceptual model shown in Figure 3.2. The new model has extended our 

understanding of the SME decision-makers’ risk perceptions and behaviour 

associated with exporting. Further, this model incorporates the individual 

characteristics and cultural characteristics of SME decision-makers, and identifies 

how such characteristics, along with exporting motivations and barriers, influence 

their commitment to export. More specifically, the results increase our understanding; 

they show that a manager’s personal characteristics impact on the manager’s risk 

perceptions and their choice of management styles, which, in turn, impacts upon the 

firm’s export decisions and success.  

 

Importantly, certain characteristics (e.g. low uncertainty avoidance and masculinity) 

also appear to encourage the seeking of new experiences and the acceptance of 

new challenges. As a result, such managers ensure that their firm has a better 

chance of survival, as they willingly embrace ever-changing conditions and act 

innovatively. In contrast, conservative managers (e.g. high uncertainty avoidance) 

tend to be risk-averse, and avoid risky contracts that appear unexpectedly. Indeed, 
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they prefer to avoid any chance of a loss, prevaricating until a complete investigation 

has been undertaken, and before making any decision. Further, their characteristics 

also impede the more innovative staff, through their authoritarian and dictatorial 

management style. The findings show, unequivocally, that a manager’s cultural 

characteristics constitute the most important factor influencing their management 

style. This has extended our knowledge regarding the influence of these cultural 

differences on SMEs decision-makers perceptions of risk together with export-related 

decisions, and these findings have extended earlier studies (Holland, 1985; Bolton, 

1985; Alstete, 2002; Pagell et al., 2005; Kale, 1992). 

 

Another important aspect of the current research is the investigation into the 

relationship between SME decision-makers’ management styles and their risk 

perceptions associated with exporting (a new research direction). Specifically, the 

study highlighted how different management styles influence SME success, which 

appears to be related to the diverse managerial approaches used to evaluate and 

perceive the risks associated with exporting. Also, the different styles of 

management, used by the Saudi Arabian and Australian SME managers, confirm that 

the context, in either developing or developed countries, has little or no bearing on 

management style. Thus, managers from both countries used one of the following 

management styles; Authoritarian (discipline and obedience), Conservative 

(traditional), Entrepreneurial (innovative and flexible), or Participative (Consensus-

based decision). As noted earlier (see section 7.2.5.2), each management style has 

an influence on the manager’s risk perceptions. This has extended the work of prior 

studies pertaining to the role of decision-makers management style on firm success 

(Hutchinson et al., 2006; Quang & Vuong, 2000). 

 

Additionally, the SME manager’s level of education and years of experience was 

found to be a very important factor influencing their risk perceptions associated with 

exporting. This new knowledge extends our existing understanding, especially within 

the manufacturing context. The findings highlight that higher levels of education, and 

the wider and more diverse the experience of the manager, then the more successful 

the international export outcomes will be. Experience and education appear to 

increase the manager’s confidence, familiarity with the manufacturing business and 

exporting, knowledge of other cultures and practices, and ability to perceive risks as 

challenges. That is, the more educated and experienced an SME decision-maker, the 

more the influence on their management style. Further, such managers tend to be 

adaptable, flexible, and innovative, and display a participative management style, 
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which are important characteristics for managers in dynamic and changing 

environments. In contrast, experienced, but less well educated, managers tend to be 

conservative, traditional and authoritarian. These results have extended our 

knowledge of the influence of SMEs decision-makers education and experience on 

subsequent perceptions of risk associated with exporting together with firms' 

success. Moreover, this research has extended previous research associated with 

how such demographic characteristics influence managerial performance and 

approaches to exporting (Altinary, 2008; Yusuf & Saffu, 2005; Khurrum et al., 2008). 

 

The present study has expanded the theory underpinning SME decision-makers’ risk 

perceptions associated with exporting, within emerging markets and advanced (i.e. 

Saudi Arabia and Australia). These perceptions were also identified as impacting 

upon the managers’ commitment to export. In particular, this research has extended 

the work of prior studies examining how managers risk perceptions influence firms 

success and resultant commitment to international activates (Ahmed et al., 2002; 

Brouthers, 1995; Sitkin & Weingart, 1995).Other exporting stimuli and barriers, 

identified as motivating and challenging SMEs managers, were found to influence, 

either negatively or positively, SME decision-makers’ risk perceptions and behaviours 

associated with exporting. 

 

7.3.2   Practical Implications 

The current study identified a number of important and practical outcomes, which can 

be implemented to increase the success of SME firms (especially those in Saudi 

Arabia and Australia), with respect to exporting. These implications include 

managerial and public policy implications, which are outlined below. 

 

7.3.2.1   Managerial Implications  

The level of commitment and engagement that SME firms gave to exporting were 

found to be under the control of the decision-makers, who were influenced by their 

individual characteristics (management style, level of education, years of experience, 

and demographics), cultural characteristics, exporting motivations and barriers, and 

their risk perceptions associated with exporting activities. The results indicate that 

managers need to update their skills and abilities, to empower and enable them to 

adapt to changing international business environments, as well as to keep their 

business and exporting activities developing. Thus, the more successful SME 

manager will tend to be a risk-taker, open to new experiences, with the view that 
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exporting is a viable opportunity, regardless of the risks associated with exporting. In 

contrast, the more risk-averse and conservative the manager, the slower they are to 

adapt to, and make decisions that will take advantage of, new export openings.  

 

Additionally, entrepreneurial decision-makers and staff see barriers as “hurdles to be 

overcome”, rather than “roadblocks”. In contrast, managers with a conservative 

management style play will be dissuaded from exporting by their risk perceptions 

associated with exporting or, at the very least, be slower to make the decision to 

export. Further, to enhance export success, SMEs employing managers and staff 

with higher levels of education and years of business experience will be better placed 

to judge and evaluate the risks associated with exporting, whilst also having a more 

robust commitment to exporting.  

 

The study shows that SME decision-makers, in order to become more active and 

competitive exporters, need to have greater exposure to a range of factors that 

positively influence the firm’s overall exporting performance. Thus, decision-makers 

require skills to: manage and delegate all aspects of exporting; identify promising 

export opportunities; and see the benefits of risk diversification. However, no matter 

the management style, both risk-averse and risk-taking decision-makers need 

additional training (possibly through workshops) to enhance their knowledge of the 

international export procedures, foreign markets and market research. They should 

also be encouraged to adapt their management style to one that influences and 

develops effective exporting processes. Further, for those managers who are neither 

active nor risk-takers, their firm’s export success would be better served through the 

use of a third party (either a local or international agent). This recommendation is 

congruent with Nguyen’s (2000) and Pak’s (1991) argument, that, in the long run, 

these managers will become more comfortable and confident with the export arena.  

 

7.3.2.2   Public Policy Implications 

In the area of public policy, the current study has identified specific factors that 

influence SME decision-makers’ risk perceptions associated with exporting, and their 

commitment to such activities. These factors have relevance for exporters within 

Saudi Arabia and Australia. Firstly, government policies and actions should directly 

support SME exporting, especially in relation to manufacturing. Such assistance is 

crucial in developing exporting stimuli and reducing exporting barriers. Hence, 

governments need to provide up-to-date information regarding foreign markets, 
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including: economic statistics, the cultural environment, government trade regulations 

and restrictions on imported manufacturing products, distribution channels, and 

exchange rate policies. Additionally, governments could be proactive in further 

educating exporters about international markets, through trade delegations, 

seminars, and conferences, as well as intensive training programs and workshops. 

These more informal avenues are perfect opportunities for managers to learn about 

the benefits of exporting; at the same time, they can reduce the level of risk (real or 

perceived) associated with export related activities. 

 

Further, government export promotion policies (which have a major impact on the 

SMEs competitiveness abroad) should be broadened and strengthened. For 

example, the government could develop a range of tax incentives, marketing 

assistance and export insurance, as well as trade-aid linkages through multilateral 

and bilateral channels. Such export marketing support could be either standardised 

or customised, depending on the need of the exporter and the foreign market 

situation. Indeed, the assistance could range from researching specific foreign 

markets, organising individual or trade mission visits or trade fairs, to actual market 

entry. 

 

7.4   Limitations 

The current study has been successful in achieving the research objectives and 

answering the research questions. However, as the study investigated Saudi Arabian 

and Australian SMEs, with specific reference to export activities, the conclusions are 

not generalisable. Nevertheless, the findings can be used to provide a solid 

information platform for SME research within both countries, and elsewhere. Further, 

given that the findings are drawn from manufacturing firms, the result cannot be 

generalised beyond the manufacturing arena.   

 

Additional limitations may also exist because of possible biases associated with the 

particular samples. For example, this study is based on existing exporting SMEs 

within Saudi Arabia and Australia. As a consequence, the difficulties faced by these 

SMEs and their exporting behaviour cannot be equated exactly with the difficulties 

and subsequent behaviours faced by the less experienced SMEs. In addition, during 

the study, every effort was made to gain a broad view of Saudi and Australian SME 

exporting. However, the qualitative method (convergent interviewing) used 

necessitated that the sample size be small. Once again this limits the generalisability 
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of the findings, but is nevertheless consistent with expert recommendations regarding 

thematic saturation (Dick, 1990). 

 

These limitations are acknowledged so that the reader can put the study into context. 

At the same time, however, these restrictions do not reduce the efficacy of the 

research. Indeed, they enhance the study by highlighting the areas for future 

research in this important area.  

 

7.5   Future Research 

The current study focused on SME export firms within Saudi Arabia and Australia, 

and identified a range of factors that inhibit or encourage exporting within the two 

(advanced and emerging) countries. These findings provide a valuable background 

resource for future research in emerging (e.g. Turkey) and advanced (e.g. the United 

States of America) markets. Cross-internationalisation studies would expand and 

authenticate the current findings, while improving our understanding and knowledge 

of SME decision makers’ exporting ventures, motivations and commitments. 

Replicating the study would determine if the findings hold true in other regions, and 

thus provide greater support for the generalisability of the findings. From a 

methodological point of view, future research could test the new research model 

using a quantitative (rather than a qualitative) survey instrument. Such an approach 

would increase the sample size and, once again, improve the generalisability of the 

findings.  

 

Future research could also replicate and validate the findings using another 

experimental design, for example, longitudinal research, rather than a cross-sectional 

design. Longitudinal research would allow the tracking of SME decision-makers’ 

actions, over time, and provide more extensive data regarding those factors that 

influence their risk perceptions associated with exporting. As a consequence, trends 

in decision making may be identified that assist with improving managerial and 

public-level policy strategies. 

 

7.6   Conclusion 

International trade is vital to a country’s economic survival (Al-Aali, 1995; Asiedu & 

Lien, 2004). However, more recently, small and medium-sized enterprises (SMEs) 

have come to play an increasingly important role in the global economy, contributing 

between 25 to 35 percent of the world exports. However, little attention has been 
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given to the decision-making process associated with exporting (Anderson & Floren, 

2004). To date, little is known about SME decision-makers and, in particular, the level 

of perceived risk they associate with international business activities (i.e. exporting).  

 

The current study sought to understand how individual characteristics (e.g. level of 

education, years of experience and management style), along with cultural 

characteristics, influence the perceived risks associated with exporting, as well as to 

identify how these characteristics may differ within emerging and advanced markets. 

The main research objective, therefore, was to identify the factors that influence the 

decision-makers’, of small and medium sized enterprises (SMEs), risk perceptions 

associated with exporting, to deepen our understanding of the processes and 

performance of SMEs within different economic and cultural contexts.  

 

The research outcomes include the development of a framework that incorporates 

the main factors and influences on SME decision-makers’ exporting decisions, 

namely: decision-maker’s cultural characteristics (e.g. uncertainty avoidance, long-

term orientation, masculinity, individualism, and power distance), individual 

characteristics (e.g. management style, level of formal education, and prior 

experience), and the exporting barriers and stimuli. This research clarified that there 

was very little differences between SMEs in emerging and advanced markets with 

respect to their attitude to the risks associated with exporting, or their behaviour. 

Hence, the differences were identified as relating to individual and cultural 

characteristics, and specific exporting motivations and barriers perceived by them.  

 

Within the current study, it was considered important to determine if there was a 

difference in the structure of the research model when considering SME decision-

makers operating in emerging markets, compared to those from advanced markets 

(See Chapter Three). While an analysis of the Saudi Arabian and Australian 

interviews clarified and confirmed the developed model and research propositions, 

there was no evidence of any significant differences. Further, the present study 

confirms that both groups of SME managers are influenced by similar factors in 

relation to their risk perceptions associated with exporting. However, within both 

groups, the managers differ in how they judge and evaluate risks, as well as other 

firm-level managerial issues, which are influenced predominantly by their individual 

characteristics. Thus, a firm’s attitudes and behaviours towards exporting are 

influenced mostly by the manager’s perceptions and their personal dispositions. 

Therefore, a risk-taking manager tends to make decisions quickly, perceiving that 
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any exporting risks will be few, if any, or are easily overcome. Additionally, the 

relationships between the variables and factors in the research model showed that 

the individual characteristics of SMEs decision-makers, with the exporting stimuli and 

barriers, imparts a great influence on their risk perceptions associated with exporting, 

which influence their exporting involvement.  

 

The qualitative exploratory method was used to provide background information 

about the research objective, to search for patterns and ideas to be tested (Burns & 

Bush, 2003), and to validate the general propositions developed in Chapter Three 

(Malhorta, 1999). The convergent interviewing technique allowed the collection of in-

depth information to deepen the our insights into decision-makers’ risk perceptions 

and exporting which is an area lacking in pre-defined terms and constructs (Weaven, 

2004).  

 

Finally, the significance of the study relates to the importance of the exporting SMEs, 

which are considered as one of the major economic ‘global pillars’. Indeed, they are 

major contributors to a nation’s wealth and job creation (Al-Aali, 1999; Freund & 

Pierola, 2008). Also, SMEs managers’ attitudes toward exporting are crucial 

elements within the international marketing context (Hill et al., 2002).Moreover, the 

research extends and expands our understanding of the factors that influence SMEs 

decision-makers’ risk perceptions associated with exporting, such as individual and 

cultural characteristics, and exporting motivations and barriers. These attitudes are 

overwhelmingly important as the managers tend to be the only authorised persons 

permitted to make the decision to export within the firms.  

 

This chapter provides an overview the study, its research propositions, and its 

findings. It also outlines the limitations of the study. Further, it offers a range of areas 

for future research, and concludes with a summary of the dissertation, and the 

importance of the study, to both theory and practice.  
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Introductory Letter 

Dear Sir/Madam 

I am, YOUSIF ALRASHIDI, a PhD student candidate at Griffith Business School – Australia, 

currently conducting my research in the area of International Marketing. More specifically, 

my research aims to identify factors, characteristics, and traits that influence SME 

decision-makers regarding internationalisation (exporting) and to determine how these 

factors influence their perceptions of risk associated with this process. To achieve my 

research objective, I need to conduct personal interviews with Small and Medium-sized 

enterprises decision-makers within manufacturing and experts. These interviews will allow 

me as the researcher, to be able to complete the first phase of this research successfully and 

start the second phase of it.  

I am writing to you to allow me to conduct an interview with you. If you wish to 

participate, you will be interviewed by telephone at a time convenient to you. 

Interviews will be approximately 30 – 60 minutes in duration. This interview will give 

me the opportunity to learn from your experiences and deepen my understanding of how 

SMEs decision-makers dealing with exporting. Please note that I have a dedicated supervisory 

team that is highly qualified professionals in the area of this study (Kindly refer to the 

information sheet for further details of the research team).  I have included along with this 

introductory letter an information sheet, which includes a brief overview of the project 

objective and requirements. I thank you for the valuable time that you have spent over 

viewing my request and many thanks in advance for your cooperation. 

Please do not hesitate to contact me if you have any questions regarding this research request, 

or if you require any further information. 

Best Regards, 

YOUSIF ALRASHIDI 

PhD. Candidate  

Griffith Business School  

Business 1 (G01), Room 2.14A 

Phone: +61 7 5552 9014  

Mobile: +61 4 32798505  

Email: y.alrashidi@griffith.edu.au 

Griffith Business School 

Department of Marketing 

 

Telephone + 61 (0)7 5552 8713 

Facsimile + 61 (0)7 5552 8085 

 

Gold Coast Campus 
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 ,,أخي الكريم

 ,,,السالم عليكم ورحمة هللا وبركاته وبعد 

 

والتي عبارة  المشاركة في المقابالت الشخصيةيطيب لي دعوتك للمساهمة الفاعلة في بحثي األكاديمي من خالل 
إلتمام بحثي الذي أقوم حاليا بإعداده المطلوبة، و األداة الرئيسية عن أحد الوسائل الرئيسية لجمع البيانات 

هذا البحث . في والية كوينزلند األستراليةريفث قالدكتوراه في التسويق من جامعة  كمتطلب أساسي لنيل درجة
خالل في المنشآت الصغيرة و المتوسطة الحجم  الصناعية يركز على معرفة العوامل المؤثرة على متخذ القرار 

 .عمليات التصدير

 

العوامل المؤثرة على عملية إدراك المخاطر لدى صانعي القرار في الشركات الصغيرة  :عنوان البحث
 .دراسة مقارنة بين االسواق الناشئة واالسواق المتقدمة : ة الحجم الصناعية المصدرةومتوسط

 

معرفة العوامل  التي تؤثر على إدراك متخذ القرار في المنشآت الصناعية المصدرة  :الهدف من البحث
سواق الخارجية الصغيرة و المتوسطة الحجم  للمخاطر المصاحبة لعمليات التصدير التي تقوم بها المؤسسات لأل

 .المتقدمة منها و الناشئة

 

بشكل  و المقابلة  الموافقة على أن يتم مقابلتك من قبلي كباحث،يمكنك المشاركة من خالل  :طريقة المشاركة
عام عبارة عن حديث عام و مفتوح بدون تحديدات مسبقة حول خبرتكم في مجال إدارة المنشآت الصغير و 

، شخصية متخذ القرار، أنماط و  و لعل الحديث سيكون أيضا حول .عنى بالتصديرالمتوسطة الصناعية و التي ت
و  .المتعلقة بخبرة و تعليم صاحب المنشأة األمورأساليب اإلدارة و المخاطر المرتبطة بالتصدير و بعض 

م تسجيل و سيت. دقيقة 03إلي  03ستكون المقابلة من خالل أتصال هاتفي من قبل الباحث لمدة تتراوح ما بين 
 .المقابلة بعد اخذ الموافقة منكم ليتسنى للباحث كتابة النص كامال بعد المقابلة مباشرة لضمان دقة نقل المعلومات

 

تعامل متخذين مشاركتك في هذه الدراسة ستساعد على الوصول إلى فهم أعمق في كيفية  :الفائدة المتوقعة
المصدرة مع المخاطر المصاحبة للتعامالت التجارية القرار في المنشآت الصغيرة و المتوسطة الصناعية 

الخارجية، باإلضافة إلى معرفة العوامل التي تؤثر في جعل سلوك متخذين القرار في هذه المنشآت متفاوت في 
 .التعامل و التعاطي مع هذه المخاطر

 

خصوصية و لن هوية المشارك ستكون مخفية و ذلك من خالل إعطاء كل مشارك رمز لضمان ال :الخصوصية
كما أن خصوصية المعلومات التي ستقدمها مضمونة و لن , يكون هناك أي أسم أو بيانات خاصة في الشركة

سوى في هذا  يطلع عليها سوى األشخاص المعنيين بهذا البحث ولن تستخدم هذه المعلومات ألي هدف آخر
 .البحث و سيتم مسح تسجيل المقابلة مباشرة بعد كتابة نص المقابلة

 

 .مشاركتك في هذه الدراسة تطوعية بشكل كامل :حق رفض المشاركة

 

 .يعتبر موافقة ضمنية منك على المشاركة في هذه الدراسة ردك على هذه الرسالة  :الموافقة على المشاركة

 

 

 ...محل شكرنا وتقديرنا الدراسةوأخيرا فإن مشاركتكم في هذه 

 

                                                                                          

 الباحث                                                                                            

 يوسف بن عبدهللا الرشيدي. م

Griffith Business School 

Department of Marketing 

 

Telephone + 61 (0)7 5552 8713 

Facsimile + 61 (0)7 5552 8085 

 

Gold Coast Campus 

GRIFFITH UNIVERSITY QLD 4222   

Australia 
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Factors affecting the SME decision-makers risk perceptions associated with 

exporting: A comparison study of emerged and advanced markets 

Information Sheet 

 

Who is conducting the research 

This survey/interview is being conducted by: 

Mr. Yousif Al-Rashidi 

PhD Candidate in Marketing Department 

Gold Coast campus, Griffith University 

Queensland 9726, Australia 

Telephone: (07) 55529014 

Email:  Yousif.al-rashidi@griffith.edu.au 

 

Associate Professor Debra Grace 

Associate Professor in Marketing Department 

Gold Coast campus, Griffith University 

Queensland 9726, Australia 

Telephone: (07) 55528027 

Email:  D.Grace@griffith.edu.au 

 

Associate Professor Scott Weaven 

Lecturer in Marketing Department,  

Gold Coast campus Griffith University 

 Queensland 9726, Australia 

Telephone: (07) 55528027 

Email:  S.Weaven@griffith.edu.au 

 

 

Why the research is being conducted: The objective of this research is to identify 

factors, characteristics, and traits that influence SME decision-makers regarding 

internationalisation and to determine how these factors influence their perceptions of 

risk associated with this process. This proposed study will have significant managerial 

and theoretical implications for all involved stakeholders and peak bodies, while also 

providing a solid framework for future academic research in this area. 
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What you will be asked to do: If you wish to participate, you will be interviewed by 

telephone at a time convenient to you. Interviews will be approximately 30– 60 

minutes in duration. The interview will be tap-recorded with your permission. 

Following Transcription, the audio tape will be erased. No information will appear in 

the findings that will enable individuals or organizations to be identified. 

 

Who will be participating: The participants of the research will be the manufacturers 

SMEs decision-makers. 

 

The expected benefits of the research: Greater knowledge about SME's 

internationlisation and the factors that affecting their decision-makers risk perceptions 

that associated with exporting in Australia will benefit those involved in the  process, 

including, SMEs decision-makers, educational institutions, and governments. 

 

Risks to you: There are no risks associated with participating in this research. 

 

Your confidentiality: No identifying information will be used in reports of the 

findings. The data that you provide to the researcher will be confidential and at no 

point will you or your organization be referred to by name. if necessary, organizations 

and participants will be disguised to ensure anonymity. All responses given in the 

interview will remain confidential. The data from the interviews will be stored 

security and retained for 5 years, after which time it will be destroyed. 

 

Your participating in voluntary: You participating in this research is completely 

voluntary. In addition, if you change your mind after initially participating, you are 

free to withdraw from the study at any time without comment or penalty. 

 

Questions/further information:  If you have any questions or require further 

information about this project, please contact either member of the research team 

listed at the top of this information sheet.  

 

The ethical conduct of this research: Griffith University conducts research in 

accordance with the National Statement on Ethical Conduct in Research Involving 

Humans. If you have any concerns or complaints about the ethical conduct of the 

project, please contact the Manager, Research Ethics on (07) 3735 5585 or email: 

research-ethics@griffith.edu.au 
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Your feedback: Once the report about this research has been completed, a brief 

summary of the findings will be made available upon request by contacting the 

researchers at the Department of Marketing. It is also possible that the results will be 

presented at academic conferences, and published in journals or books. 

 

Who is funding this research: This study has been funded and conducted by Griffith 

University. 

 

Verbal Consent: In consenting to participate in this research you are consenting to an 

audio recording of the interview on the understanding that the recording will be erased 

by the researchers after the interview has been transcribed. 

 

Privacy statement: The interview will be audio-recorded and only the research team 

will have access to this record. The audiotapes will be erased following transcription 

and analysis. The information collected is confidential and will not be disclosed to 

third parties without your consent, expect to meet government, legal or other 

regulatory authority requirements. A de-identified copy of this data may be used for 

other research purposes. However, your anonymity will at all times be safeguarded. 

for further information, consult the University’s privacy plan at 

www.griffith.edu.au/ua/aa/vc/pp or telephone +61(07) 38755585. 

 

 

 

Regards, 

 

Yousif Al-Rashidi 
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