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Abstract

This study focuses on the strategies and techniques used by small or medium-sized enterprises (SMES) to join and dominate
large firms in global markets. The analytical works refer to the prevailing writings on international markets and
entrepreneurship. Based on the categorizations and analyses of the themes and sub-themes, the historical development of
global markets and theories is recounted, thereby creating a foundation for assessing the strategies and techniques of non-
dominant firms. The findings indicate that the number of small and medium enterprises joining international markets is
growing due to the adoption of robust strategies and techniques. An international model is proposed, which consists of
three techniques of the Diaspora approach, social media approach, and re-approach, along with strategies that consist of
three dimensions: a big dream or desire to internationalize, a need to internationalize, and an ability to internationalize."
This paper provides a point of reference for practitioners and researchers interested in attaining comprehensive insight into
internationalization.
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1. Introduction

For many years, small, non-dominant firms have feared internationalization and still lack a strategy for such a
development. Competing with other leaders in industry is necessary, but the process of internationalization is a strategy that
can lead to the death of small firms [1]. Dominant organizations have many advantages, such as economies of scale,
industrial standards, reputation, loyalty, and effective distribution channels [2]. For a non-dominant business to become
international, they must take into consideration various business strategies such as having a reliable supply chain and
marketing department, culture, language, and workforce. This means that non-dominant firms must invest huge resources
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to compete in international markets that are characterized by strong competition. According to Cavusgil and Knight [3], the
basic methods utilized by most firms to enter the international market include contractual firms, foreign direct investment,
exports, partnership, joint venture, etc. Non-dominant firms lack capital, management, and knowledge on
internationalization, which are critical success factors [4]. Therefore, the successful international expansion of SMEs
depends on their ability to develop opportunities and translate them into global business activities. By understanding both
the factors working against them and those supporting their internationalization strategy, small firms can develop feasible
frameworks. Considering the challenges facing the non-dominant business internationalization process, it is essential to
develop viable approaches to ensure SMEs achieve success. The main problem that prompted this study is the increasing
concern about how non-dominant enterprises can compete with industry leaders both at the local and international levels.
This study describes how non-dominant businesses compete effectively with dominant leaders in international trade
together with the factors that determine the success or failure of firms participating in international trades. Based on the
perceptions of leaders (owners, managers, CEOs) of non-dominant firms, the authors attempt to enhance international
business literature by seeking answers to the following questions:

e  Which strategies do non-dominant SMEs use to expand internationally?

e What techniques do they use to mitigate the fierce competition from large corporations?

e What factors determine the success or failure of non-dominant firms in the international market?

Providing answers to these questions will enhance our understanding of the techniques and strategies required for the
internationalization process of non-dominant firms. This study has the potential to contribute to the internationalization of
non-dominant firms using smart techniques and strategies. The information gathered from the study can be beneficial for
future decision-making in strategies and techniques for the internationalization of non-dominant firms.

2. Literature Review
2.1. International Entrepreneurship Theory

Zahra and George [5] describe international entrepreneurship as the advancement of the market in an alien world.
Progressions in technology bringing reduced cultural barriers and increased cultural awareness have opened the door for
localized firms to venture into foreign markets. International entrepreneurship involves the study of entrepreneurial
activities focusing on global behaviors. The theory comprises the innovative and risk-taking behaviors that create value in
foreign markets. Both company and individual behaviors are the essential aspects that facilitate entry to foreign markets
[6]. Other factors, such as technological advancements and easy ways to send or access information, have also played
significant roles in taking local business abroad. Stevenson and Jarillo [7] believe that the organizational value created by
members enables entry into foreign markets through proactive, innovative, and calculated risk behaviors. They believe that
the critical factor in internationalization is being an entrepreneur. The assertion, supported by Nwachukwu. and Vu [8], is
that entrepreneurial leadership plays a key role in SMEs' performance in the marketplace. International new ventures
(INVs) are closely related to the theory, and they pose several challenges. The theory ventures or embraces the profound
perceptions of evaluation, enactment, and exploration of resources and opportunities to create innovative opportunism and
sell goods and services [9].

2.2. Overview of the Internationalization of SMEs

Several authors have dissected aspects surrounding the internationalization of non-dominant firms to articulate their
significance in the global economy (e.g., [4, 10, 11]). Lasserre [12] claims that small firms play a critical role in creating
jobs, enhancing innovation, and boosting wealth in many countries. The paradigm shifts in the global business landscape,
especially with the increase in globalization and the demand for rethinking strategies, value chains, and structures within
non-dominant firms [10]. The firms must include a concept that revolves around the motive, market entry strategy,
potential, and foreseeable obstacles [13, 14]. One of the most critical enablers of this process is capitalizing on technology
and innovation. Non-dominant firms must embrace technological development to increase their data sources and analytics,
enabling them to make realistic decisions. Technology is also a vital platform for small firms to gain visibility and make
accurate predictions concerning market trends. Brouthers, et al. [15] claim that technological advances are a critical source
of competitive advantage. They enable small firms to have shorter product lifecycles, increase consumer convenience, and
enhance their brand presence abroad. The use of social media is a good example of a vital factor that enables small firms to
sell their products and services abroad while competing with dominant firms. Additionally, aspects like e-commerce make
doing business in the international market less daunting [16]. Therefore, one of the critical factors small firms can leverage
to enable their internationalization process is integrating technology into their business models. One of the most notable
hypotheses posits that SMEs can develop international strategies that nullify the competitive advantages of larger firms.
Direct competition with dominant firms can have adverse repercussions on a small firm’s ability to operate at a global
level. Fey, et al. [17] argue that one of the most plausible approaches in such a case is focusing on a specialty market
segment that dominant firms can neither reach nor satisfy. Identifying a niche market is critical here since small firms can
market and establish themselves as primary players before competition from large firms sets in. By serving a niche market,
small firms capitalize on their resources to enhance their brand presence, increase consumer confidence, and hence develop
customer loyalty [18]. They can also differentiate their products or services, thus forming a unique brand not found among
other firms. Network knowledge enables small or non-dominant businesses to understand all the actors within the market
[19]. The main reason for acquiring network knowledge is to understand how the business might be affected. In addition, to
internationalize non-dominant businesses effectively, at least one exchange relationship is imperative. Another way SMEs
can access unlimited international markets is by using trade promotion strategies. According to Martincus and Carballo
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[20], trade promotions such as temporarily reducing prices and using sampling techniques can help non-dominant firms to
access international markets without having to incur huge expenses. Trade tariffs and barriers may hinder non-dominant
businesses from thriving because dominant businesses already have enough influence to change market trends. However,
by reducing prices temporarily and sampling products within the retail sector, non-dominant businesses can grow
significantly within these markets.

2.3. Foreign Market Entry Strategies

The decision to enter an international market will depend on the nature of the company's scale [21], time, resources,
obligations, and size. Below are some of the entry modes that companies chose [22]. Exporting is one of the best platforms
to enable the future global expansion of a business. It is one of the most used strategies by SMEs, mainly because of the
scarcity of resources. Turnkey projects involve two firms responsible for putting up a specific project in a particular
country. Most organizations, especially in under-developed countries, hire contractors from abroad to develop specific
planned projects [23]. Franchising is a process that involves distributing products and services using a franchisor, which
establishes the brand's trade name and business system and pays the royalties and fees required. McDonalds is a franchising
industry that sells goods and services in return for royalty payments [24]. A joint venture is formed by two firms that have
come up with an agreement to work together. They combine resources and expertise to develop new products, thereby
expanding into different markets and increasing operational activities [25].

2.4. Strategies of the Non-Dominant Firms

With improved factors that enable the growth and development of businesses, a market can go international. Dominant
markets cause frustration for less prevalent firms—new firms that are also becoming internationalized need to monitor
some strategies that other firms have used to succeed. Wood [9] identifies the below methods that firms have used to
dominate international markets.

e Extension to less competitive primary markets. To fully manage international demands, firms need to quickly
extend their products to competitive markets in other developed countries where buyers tend to buy at a price the
same as the domestic one.

o Dissemination of technology. Most of these small firms tend to introduce their products to the developed market
quickly. Most already internationalized firms have based their strategies on licensing and joint ventures even
though they have limited resources. They try to capture maximum returns in a faster way. Their pattern of
concentration is because of the technology change [26].

e Segmentation of markets. Localization has been the main idea behind most firms intending to capture international
markets. They believe that the products they manufacture are always needed in other countries.

e Reconfiguration of traditional business. Small firms develop exceptional value chains that strategically configures
relevant activities, marketing, and production. The idea helps to deliver a new domain with little competition.
Some examples include Fargo couriers and DHL, which started using other countries' transportation and licensing
services.

2.5. Techniques of Non-Dominant Firms

Non-dominant firms have generated several techniques and ideas that they use to dominate markets. They aim to create
a normalized environment where completion is practiced by both dominant and non-dominant business organizations. In
the past, most dominant firms have created market dominance by following traditional monopolizing practices. These
practices limit the market access of SMEs. Others opt to increase their prices or engage in price-skimming to control a
market. In this knowledgeable market economy, most firms tend to focus on ideas more than resources. Monopolizing
practice is hardly effective in today’s generation. Firms such as Starbucks did not grow by using monopolistic approaches,
but they dominate today's market both internationally and locally [27]. Non-dominant firms tend to shift out the demand
curves.

“We tend to shift out the demand curve and allow the company to offer a leap in value,” explains the CEO of a firm
based in the UK. For the business to be more functional in the international markets, it has to distribute resources in many
markets, creating more demand from consumers [28]. A fashion and design company in Spain is trying to compete with
other shoe companies in the world. Some of the competing firms are old dominant firms that issued only limited amounts
and sizes of certain products. According to one owner, “if you want to beat them, offer a variety of sizes and colors in the
market.” Providing customers with such products will increase sales. Also, offering top-notch services, free goods
exchanges, and delivery services can increase the dominance rate, even if the firm is considered an SME [29]. A price-
setting strategy is also an essential element that SMEs use to attract customers. Despite the leap value created, most non-
dominant firms do not set their prices high.

3. Methodology

The study employs a qualitative research approach; in this research, primary data is collected by conducting
interviews. A total of 20 SMEs were interviewed, ten of which had already been internationalized, five were in the process
of going international, and five had no plans to go abroad. Questions were answered by owners, managers, leaders, and
CEOs of the firms. The collected data helped to understand, analyze, and observe the process of internationalization. It
helped the researcher to understand how already internationalized businesses performed while competing with dominant
firms in foreign markets, along with what local markets will experience while becoming international. The interviews
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focused on 20 leaders of SMEs, both male and female, and were conducted via email, face-to-face meetings, and via Zoom.
Data were collected from July 2021 to August 2021 using the purposive sampling method. The participants completed
consent forms and were informed that participation was voluntary and that the information provided was confidential and
kept in a secure place. The interview questions took about 45 minutes face-to-face and less time for those who received
emails. The qualitative approach asked open-ended questions to most participants. The questions were in this form because
the researchers wanted to gain a deeper understanding of the research. Not all questions were expected to be fully
answered; some only needed a little explanation. The questions included:

What is your name, occupation, gender, marital status, and educational level?

How would you describe the internationalization process?

What strategies and techniques were used by firms when entering?

Which entry methods were used?

What were the motives for internationalization?

Do you have big dreams, the desire, the need, and the ability to internationalize?

Most of the interview element was conducted online via emails and Zoom and recorded, while a few face-to-face
interviews were also conducted. The data were categorized and analyzed using an Excel spreadsheet and territory help via
Google Drive. The names of the participants were changed to P, and the data was saved on a secure hard disc with a
password that will be destroyed after five years (see Table 1).

4. Findings
4.1. Findings

The first interview demographic question required the participant's name and job titles. Participants were owners,
managing directors, and CEOs of small firms. Selecting them helped to get clear and accurate answers to the interview
questions.

"All the participants mentioned their occupation, gender, marital status, age, education level, and their country."

The second question related to how they describe the internationalization process. The interview questions were
designed to investigate how the SMEs went international. Different questions asked helped identify the process and
theories needed to enter outside markets.

P9, P10, & P11 argued that the internationalization process is essentially
“Internationalization of production, the process of establishing relationship/ franchising/ licensing between
enterprises of the foreign market.”

Several writers had encouraged firms to enter a new market by relationship and networking, franchising, or licensing
[24, 30]. Meanwhile, P2 offered an important suggestion,

"To expand, I designed the products in a way to meet consumers in the market."”

This view is supported by several writers [31]. With hesitation at the question, P3, from Oslo, Norway, stated,

“The internationalization process of the firm is a complex phenomenon that has multiple dimensions.”
To conclude with this question, P5, from China, said,
“The process of internationalization should be started by acquiring vital information about the target market. ”

The idea is supported by Freeman and Sandwell [19]. Most of the participants agreed that the owners of small firms
need to have proper strategies and techniques. P12, P13, and P15 added that,
"firms should also be successful locally to compete internationally.”

Regarding question three about strategic consideration before going international in questionnaire 1, all ten firms
highlighted almost the same strategies and techniques, which are an extension to less competitive primary markets, and
consisted of dissemination of technology, segmentation of markets, reconfiguration of traditional business, resource
development and procurement, international extension of competitor offers, and secondary market. While P16, P17, and
P20 indicated,

"The need of having a strategic plan before going international” and “owners or leaders have to identify their motives for
internationalization.”

This submission aligns with Nwachukwu and Vu [32], who assert that SMEs must implement strategies to leverage
external opportunities. In contrast, one leader interviewed, P19, indicated,

"The risk of going international and pointed out that the current market technology does not make a difference in managing
the firm locally or internationally.”
He added, “there is no dream, no need of moving his firm into international markets. ”

Question four related to which entry models were used. The question was asked to identify the most common mode
that business organizations used to enter and control a foreign world. Most firms considered exporting as the primary mode
of entering international markets. All ten firms interviewed agreed that,

“They joined global markets through the idea of exporting.”

The method has had more reputations followed by INVs. Few firms joined international markets as wholly-owned
subsidiaries [33].

The fifth question related to the motives or reasons for internationalization. Most participants who are already
operating in a global market summarized their answers by saying,

“Profitability is the main motive.”
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Table-1.
Describe the demographic profile of the respondents.
Name of Age | Gender | Marital | Education | Occupation | Years in | Sector Country
participants status level business | activity
replaced by codes
P1-P20
P1 29 Female | Married | Master’s Owner 3 Fashion Germany
Degree
P2 35 Male Single MBA CEO 10 Logistics USA
P3 50 Male Married | Degree Owner 20 Cleaning Norway
P4 55 Male Married | Degree Owner 15 Fishing Sweden
P5 27 Female | Single Master’s Managing 2 Textiles China
Degree Director
P6 38 Female | Married | Degree Owner 11 Farming Philippines
P7 60 Male Married | Diploma Owner 30 Cleaning Norway
Business
P8 48 Male Married | Degree Owner 9 Mechanic | Congo -
Brazzaville
P9 28 Male Single MBA Owner 2 Shoe Spain
industry
P10 39 Male Married | Degree CEO 7 Sales Dubai
P11 41 Male Married | Degree CEO 5 Food Italy
industry
P12 43 Male Married | MBA CEO 9 Carrental | UK
P13 51 Male Married | Degree Managing 10 Textiles Singapore
Director
P14 40 Male Married | Degree Managing 11 Wine France
Director industry
P15 34 Male Single Diploma Owner 4 Sale goods | DR Congo
P16 35 Male Single A-Level Owner 6 Cosmetics | Colombia
P17 37 Male Single Degree Managing 7 Const- Poland
Director ruction
P18 50 Male Married | Degree Managing 10 Store Norway
Director
P19 36 Male Married | Degree Owner 7 Ware- India
house
P20 55 Male Married | Diploma Owner 18 Export Brazil

Note: MBA — Master of Business Administration.

All participants agreed that profitability is the main motive, and this is also supported by several scholars (e.g. [34,
35]). Having relationships in the specific international market could also be an important motive to start internationalization
in that specific market [36].

Question six related to having a dream or desire of internationalizing their firm. P2, a CEO, mentioned the
importance of having a dream or the desire to go international. P12 stated,
“No dream, no desire, forget about internationalization.”

The managing director, P18, of a well-known and successful store in Oslo, Norway, stated,

“Why do we have to dream about going international? We are already successful here with a big profit, and we don't want
to lose our identity, our culture, our taste, you know our store represents our ID, the way we make our sausages are
unique, that is about us."

In addition to that, P7, the owner of a small cleaning firm operating in the Norwegian market for more than 100 years,
stated,

"l do not have any dream or desire; really, there is no need."

Meanwhile, P8 from Brazzaville, the republic of Congo, responded to a similar question by saying,
“I do have a dream, tell you plenty of dreams, but not capable, there is no support from the government, well if my firm
starts moving in the global market, I will be in trouble with the authorities because I'm not from their tribes or region."

5. Discussion

From the findings above, the author identifies some aspects that need to be considered by SMEs both before and after
entering a foreign market. All the factors and strategies mentioned in the research play a vital role in making SMEs
dominate the external world. With the qualitative method used, the results were satisfactory. All consistency testing was
acceptable, Although the author couldn't get satisfactory results from Congo, Africa, among others. Each member who
participated in the research study had a different way of looking at the process of internationalization. They provided both
traditional and modern models. Findings proved that time does not matter most when joining international markets. Those

295



International Journal of Innovative Research and Scientific Studies, 4(4) 2021, pages: 291-298

new organizations that join international markets undergo the same process as those that have established themselves
before going international. Furthermore, the findings showed that firms that were already internationalized and those
planning to go abroad had similar strategies and techniques, which helped the researcher to suggest new strategies and
techniques. First, the strategies consist of three dimensions: the “big dream” or “desire,” the “need,” and the “ability” to
achieve internationalization. After analyzing the data collected, the authors came up with this strategy according to their
comprehension that for SMEs to go abroad, the owner or CEOs should DREAM BIG. This is one of the main strategies and
techniques that non-dominant firms should apply to enter an international market. | believe dreaming involves holding tight
to a vision of a better future, a future of success and abundance. The strategy of dreaming big associated with the desire to
go international, the need to go global, and the ability to do so constitute the key strategies and techniques that non-
dominant owners and CEOs should start bearing in mind. They must dream of being international to become international,
focus on their dreams without giving up, and their dreams of going global will become true due to this focus. The ability of
a firm to internationalize has been studied as a major factor in a firm's international success. Measure planning is based on
the conceptualization of organizational planning, which divides the planning process into three distinct components:
budgeting, functional planning, and strategic planning. Operationalized information knowledge acquisition as a measure of
the ability to internationalize based on SMEs construct measurement, developed also measured strategic and functional
planning activities via independent indices and used reproduced with permission of the copyright owner. The need to
internationalize is related to boosting a firm's revenue. A firm would much rather grow domestically, if possible; however,
if the transaction costs of growing domestically are high due to a low available domestic market, the firm may take the
option of growing through international expansion. The need to internationalize is then driven by external market factors:
the size of the available domestic market, growth of the domestic market, and concentration of competitors in the domestic
market. The dream to internationalize involves holding tight to a vision of a better future, one of success and abundance,
the desire to put the goal into action. The desire to internationalize is related to owners' or CEOs' characteristics and
whether they view the marketplace as domestic or global (managerial perceptions). The techniques consist of the diaspora
social media, and RE approaches (with the idea of re-creating and re-innovating to bring something new into the targeted
market), that help to use technology differently. The diaspora approach is defined, according to the English dictionary, as a
large group of people who have left their homeland and have moved out to places all over the world. SME owners or
managers could use the diaspora approach to connect with a country they were planning to enter. The best use of the
diaspora approach could help to gain a large market and gather genuine information about the country; diaspora connects
people, communities, projects, and languages and, more significantly, unites people to achieve a set goal. The diaspora
approach can help owners and managers of SMEs cooperate with other firms around the world and can be used as a face-
to-face connection for small businesses planning to enter the international market. Social media has become an important
element today, especially during the coronavirus pandemic, as the main part of marketing for firms or businesses of all
sizes. Social media has become a key tool for connecting with millions of people around the world: it could be a technique
for entering an international market. The social media goal of non-dominant firms is to provide content that is relevant for
new potential customers or partners. It can also help SMEs reach multicultural people and connect directly with the land
they are planning to enter. Social media is a modern way for a firm to be visible around the world, and the best way to
interact with other firms already in an international market, in which SME owners could share, exchange, and create ideas
or projects. The third approach, the RE approach, represents re-create, re-launch product, re-price, re-design, re-focus, etc.
For example, re-pricing is a technique where product prices are continuously adjusted to gain the market into which the
firm is planning to move. This technique has the potential to affect another firm in the market. Many firms use these
techniques to boost their sales (e.g., Amazon). In this study, non-dominant firms might use this technique when entering a
new market, for example, offering two quality items for the price of one. Furthermore, re-launching products or enterprises
could be used as a technique to enter an international market. It could help customers be curious and excited to know what
is new in the market, give an impression of premium products and create awareness. The authors propose a strategy-
technique model for the internationalization of non-dominant firms, as in Figure 1.

¢ Big dream

¢ Desire
Strategies ——» Need

7 . Ability
International
. iaspora a ac
\ Techniques || ° [?' sporat abpro ch
¢ Social media
¢ Reapproach
Figure-1.

Proposed Strategy-Techniques Model for Internationalization (developed by authors).

296



International Journal of Innovative Research and Scientific Studies, 4(4) 2021, pages: 291-298

6. Conclusion
6.1. Conclusion

In recent decades, many developing countries have been linked to a strong role in the development and
internationalization of SMEs. Most firms that are internationalized and dominate international markets use theoretical
factors aspects to go abroad. The findings showed that SMEs could internationalize their firms by having adequate
strategies and techniques. The results also showed that not all non-dominant firms can afford an internationalization
process due to the lack of big dreams, ability, and need. Some owners or leaders do not have the vision or desire to move
their business into a global market due to the absence of internationalization knowledge and expertise. Further, the world is
changing so fast that the results indicated the need for new strategies and techniques to meet the requirements imposed by
the environmental change. Finally, the results demonstrated that there are important factors to consider before entering a
new market.

6.2. Managerial Implications

The strategies and techniques used by non-dominant firms to join and dominate international markets have provided a
stable business model in foreign markets. The study provides useful and relevant business knowledge to SMEs on
expanding into international markets. The study proposes that for SMEs to participate and dominate in international
markets, the owners should consider certain factors. Leveraging leadership skills, dreaming big, and having the desire to go
international are significant factors for international market success. As such, top priority should be accorded to these
factors by SME owners and managers.

6.3. Study Limitations and Suggestions for Further Research

This research has some limitations. First, the coronavirus pandemic makes face-to-face data collections difficult.
Second, the geographical location of the firms made interviewing and collecting data challenging. Numerous activities
prevented the collection of data. Some details, such as operational costs, were not included in the research. The research
primarily focused on market mode and partner selection, although there are other aspects to consider. From the research
provided, additional information is needed to determine the strategies and factors that make non-dominant firms control
dominant firms. It is essential to investigate the internationalization process of SMEs in different countries separately to
uncover the systems and methods needed for a new firm to go international. It would be better to categorize the SMEs into
stages and groups to explain their behaviors. The research tends to recommend more face-to-face interviews and analysis to
acquire data of greater quality and reliability. The study delivered several statements regarding the process and adaptations
of the SMEs. Future researchers should be able to connect the research findings to important elements and models. They
should focus on the preventive changes that will enable SMEs to internationalize. Further studies can explore strategies and
techniques of non-dominant businesses using other qualitative research approaches such as case studies or participant
observation.
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