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Internationalization
Globalization and trade liberalization has created avenues for both large and small organizations to enter into international markets. Internalization has been defined by various researchers although its definition is ambiguous and it depends on the different perspectives and variables. According to Coviello & Martin (1999), internalization is a process that consists of many stages referred to as establishment chain. The term internationalization stems from the word international indicating the actual operations in foreign activities or an attitude of companies towards carrying activities abroad. Hitt et al. (2006) defined internalization as a plan executed by organizations to offer products or services beyond national boundaries to other geographical regions. Further, Calof and Beamish (1995) described internalization as an approach executing operations in the international environment concerning resources, structure, strategy among other functions. 
The topic of internationalization came to be researched as early as 1950 according to Ruzzier et al. (2006). According to Johanson & Vahlne (1977), internalization refers to the process where firms gradually increase their scope in international involvement. The researchers also argued that firms initially develop within a country’s boundaries and internalization is brought about by incremental decisions. There are some factors to barriers to the internalization process including capabilities, lack of resource1s, knowledge, and lack of information among other factors (OECD, 2009). The barriers hinder firms from obtaining effectiveness and efficiencies from their activities. 


Definition of Small Firm
According to Hollensen (2007), a small firm is a business characterized by informal working interactions and nonexistence of standardization issues. Therefore, these features make small firms more elastic to environmental changes compared to large firms where flexibility is the main factor in the adoption of new trade mechanisms. The organization structure of a small firm is also characterized by workers having a close association with their managers in the decision-making process. 
The Owner-Manager Feature of Internationalization of Small Firms
According to Joynt & Welch (1985), small business managers are the main forces behind founding, development, and implementation of internationalization of small firms. Furthermore, the success of small business firms in the foreign markets is not solitarily affected by the accessibility of resources, but also managerial abilities influence the internationalization process. Kyvik et al. (2013), argued that managers of small businesses frequently integrate the key part of entrepreneurship and sole proprietorship, and they also formulate change strategies concerning their businesses. 
According to Leonidou (1998), small firm management has the full responsibility to channel and direct the pace at which small businesses progress in the international market environment. According to Andersson (2000), a variety of export development associations based their argument that small business manager’s decisions are the key factors concerning foreign market commitment and awareness.
Most small firm’s internationalization process is as a result of scaling up the organization’s competitiveness and thereafter stimulates small firm’s export (Hobdari, Gregoric & Sinani, 2011). According to Collinson & Houlden (2005), the success of internationalization strategies is wholly contingent on the competence and motivation of small business decision makers to identify opportunities linked to operating business in foreign markets. However, small firms’ owners offer the necessary support to managers for the achievement of internationalization goals. 
Hobdari, Gregoric & Sinani, (2011), argued that managerial ownership indicates that small firm’s owners have capitalized remarkable amount of funds into a specific firm, which creates an unwilling state to initiate international related risks. Therefore, operating in international markets shows noteworthy risks and this aversion to taking business associated risks may hinder internationalization policies, even if they were effective.According to Filatotchev, Isachenkova & Mickiewicz (2007), putting into consideration the transition in many countries, it is evident that export concentration and inclination is influenced by small firm managerial ownership. Hobdari, Gregoric & Sinani, (2011), revealed that owner kind is an essential component of internationalization process, with different business owners demonstrating divergent attitudes towards internationalization of small firms due to ownership changes.
Small Firm’s Motives for Entry into Foreign Markets
According to Reuber & Fischer (1997), small firm’s founders have great influence in the internationalization process. He indicated that the expertise of small business decision fabricator is the main role initiating small firm’s behavior to international performance. According to Kyvik et al (2013), the initial small firm behavior implies the use of international strategic parties designed to aid overseas market entry. However, experienced small firm’s management integrates the use of international firms, since they are in a better position to entice, recognize and engross foreign partners.
Kyvik et al. (2013) indicated that the second behavior involves the speed at which international sales are earliest realized after entry into foreign markets. A fascinating portion of this second behavior is definitely how long small businesses delayed before marketing in the international markets in relation to how long small firms has been trading in the domestic market (Andersson, 2000). Therefore, small firm top management players with foreign trade experience in small businesses are possibly not entitled to delay the selling process. Logically, the speed at which small firms internationalize is based on the top management foreign market knowledge, which is coherent to the technical aspect of small business internationalization process.
Push and Pull Dynamics to the Internationalization of Small Firms
According to Etemad (2009), indicates that push factors comprise sets of internal elements that push small firms to endorse internationalization. These forces drive small firm’s internationalization strategies and typically these factors are of an entrepreneurial type. Basically, push forces to accelerate the rate at which small firms internationalize and how small business utilize the foreign market opportunities where local market’s passivity might hinder the small firm’s attempt to expand internationally (Johanson & Vahlne, 2009). 
Pull factors of internationalization process are catalysts in the firms’ external environment, which expand the ability of small firms to participate thus promoting an appealing inducement for entry in the international markets (Andersson, 2000). These forces include advanced information in the foreign markets, that impacts on the current foreign customers and liberalization of foreign markets. Therefore, these pull factors makes internationalization process easier, cost-effective and faster.
A Global Mindset to the Internationalization of Small Firms
According to Hurmerinta (2004), global mindset refers to a collection of individual attributes which allow individuals to encourage businesses and persons from different local markets to go global. The strategic essence of global mindsets entails the consequence of steering small firms’ activities generally based on knowledge and exploiting productive foreign market opportunities (Vahlne & Johanson, 2013).
According to Ruzzier, Hisrich & Antoncic (2006), managerial positive assertiveness is a substantial factor in differentiating between small firms’ exporters and small business non-exporters. Also, scholars view global mindset take as influential to small firm’s decision makers and accounts the organizations' performance. Further Johanson & Vahlne, (2009), suggests that global mindset is a prerequisite element that fastens internationalization of small firms.
Vahlne & Johanson (2013), argued that global mindset has two main elements namely the attitudinal and the behavioral aspect. The attitudinal aspect refers to the word mindset, which is generally known as a cognitive attitude on organization model that specifies how persons make use of the environments they interact and carries out trade (Johanson & Vahlne, 2009)A variety of studies describes global mindset as a tool that explains small business manager’s awareness on the cultural diversity, thus being capable of adapting to international market environments (Ruzzier, Hisrich & Antoncic, 2006). Therefore, this tactic is demonstrated as a proactive behavior of small firms’ managers’ keenness in implementation and initiation of international relationships.
According to Johanson & Vahlne (2009), small firms address trade barriers, such as lack of knowledgeable international leaders to capture the optimal benefits in the foreign markets. The concept of global mindset is inclusively connected to small firms’ customer orientation and implementation of new trade technologies. 
The Beginning of Internationalization of Small Firms
There are various researches that discuss a variety of forces stimulating small firms’ internationalization process. There exist different forms of elements that may drive many small business organizations to commence their internationalization operations. These factors include local market constraints, more competition from rival small firm’s organizations and influence by external foreign agents (Andersson, 2000). Small firms initiate their foreign market operations after they acquire more knowledge and after they become more prosperous in their local market environments (Etemad, 2009). Many researchers, advocates the notion of incremental foreign operations process by gathering of essential knowledge and understanding of small firms before initiating their expansion to the international market environments (Kyvik et al., 2013). 
According to Etemad (2009), small business enterprises often lack enough knowledge and necessary resources to carry out foreign trade operations. Therefore, this hinders internationalization process of these businesses compared to existing multinational companies in the foreign markets. According to Tanev (2012), most small firms generally start their internationalization process as an associate of larger international firms after which they gain expertise in the international trade operations. Leonidou (1998), argued that most small firms are more susceptible to internalization entry barriers due to inadequate resources and other associated trade restrictions factors such as high tariffs among other barriers. 
Development and expansion interrelated motives are the effective aspects for small firms to start their internationalization (OECD, 2009). Specifically, growth-related dynamics seems to propel the internationalization of small business thus, reflecting their elevated acknowledgment of global pathways and promising potential for upcoming organization growth. Additionally, a small business reservoir for knowledge assets and quest to leverage acquaintance advantages possessed by peripheral actors also seems to consequently push the small firms towards internationalization (Etemad, 2009). Some studies related to market interpretation reveal that the market surroundings would straightforwardly stimulate decisions whether enlarge to international levels. The real idea behind this perception is when the local market niche is not profitable, therefore small firms are likely to be interested in the prospects of discovering fresh international markets so as to generate more revenue.
According to Tanev (2012), as small firms gain more experience and resources from global markets, the distribution choices between local and international market environments will be reliant upon individual market status. Small firm’s managers should understand the significance of their personal motivations and approaches, consistency, techniques, managed progress, business linkages when implementing the internationalization policies (Kyvik, Saris, Bonet & Felício, 2013). They should comprehend that each rational models they acquire could form its prime hindrances to internationalization process (Chetty, 2004). 
Andersson (2000), simplified small firms’ motives in quite a few categories, namely: current export motives, small firms exact factors, small enterprises surroundings, small firm’s characteristics and decision architect characteristics. According to Tanev (2012), there are categorical stages such as small firms ‘size and export familiarities are the stimulus to motives of small firm’s exporting strategy. An essential aspect of a small business is of entrepreneur essence, as it forms the key roles of entrepreneurship and determines the bases of assurance in the small firm’s international operations. Therefore, the key persons choose whether the small firm will or not internationalize their business operations. Thus the decision to the internationalization of small firm is grounded on the facts how business managers perceive internationalization for such motives as scaling up revenues, development and other business related objectives relative to a firm’s resources. According to Chetty & Campbell-Hunt (2004), small business decision makers’ motives are the key determinants of internationalization of small firms. 
Approaches for Small Firm Internationalization
Born Global Approach
A born global organization, is a business venture started in order to target the international market from its first day of business operations (Chetty & Campbell-Hunt, 2004) It is evident that born global businesses focus on starting small business firms with the objective of satisfying the global customers’ needs in the world market (Tanev, 2012). In the current global trade environment, internationalization of small firms has become the main objective to scale up the organization's economic performance. 
According to Oviatt & McDougall (2005), internationalization of small business firms is a true function of administrative approaches and cosmopolitanism. Chetty & Campbell-Hunt (2004) argued that born global firms describe how small firms implement international trade operations from their birth of its economic activities in relation to the rapid internationalization growth. This gives the small business organization competitive advantage over its international competitors since the firm has a wide knowledge of the global market activities (Etemad, 2009). For instance Facebook is a born global social media network organization since its inception it spread globally within a very short period. 
Small born global firm’s managers in the international market are more adapted to global trade operations, unlike other business managers and owners who evolve slowly with the current internationalization trends (Chetty & Campbell-Hunt, 2004). Therefore, by means of global mindsets, born global firms are entitled to skip growth and development phases of internationalization and directly focus on immediate internationalization process. According to Tanev (2012), small firms using Born global model in internationalizing their trade operations challenges the traditional internationalization procedure. Therefore, internationalization of born global businesses involves start of global trade operations at its founding. Thus born global firms set-ups are modes of internationalization of small business firms in the foreign trade environments. This approach to internalization is most effective into technology-intensive firms with less degree of being imitated by competitors in the international markets. Further, the approach is suitable for firms with a unique product or services in the global markets. 
.Uppsala Model Approach
According to Johanson & Vahlne (2009), Uppsala model illustrates procedures concerning psychic distance in which internationalization operations of small business organizations begin from local markets and advocated exporting strategy as the international market entry approach. Internationalization of small firms occurs through intensification of global market knowledge, then primarily through familiarity and the small firm starts to advance their foreign trade commitments and lastly spread out into international markets (Etemad, 2009). For example, Walmart Company started their trade operations in the United States as a small store and gradually expanded their operations to other international markets. This theory clarifies how risks associated with foreign market environments can be eradicated by increasing the total tactic knowledge about the preferred target market and gradually transform their obligations to the chosen markets that are viable. 
Challenges of Uppsala model of internationalization of small firms are the shortage of adequate knowledge and obligation on internationalization process (Johanson & Vahlne, 1997). Vital Market statistics that are essential for internationalization can be acquired through foreign cohesiveness set-ups. Therefore, internationalization of small business organizations is determined by, the firm’s having sufficient market information and commitment.
According to Etemad (2009), Uppsala theory is one of the most common models regarding the internationalization method of small business firms. The model explicates how small businesses increasingly support their commitments to the overseas market environments as they acquire experiential awareness in the expected marketplace (Johanson & Vahlne, 1997). Also, Ruzzier et al. (2006), terms Uppsala model as an incremental course, where small company’s attempts to control international trade associated risks by initiating gradual phases towards internationalization. Furthermore, small firms target to keep international risks at a more reasonable level, because most companies are not enthusiastic about risking their long-term investments (Johanson & Vahnle, 1997). 
However, this model has been criticized by many researchers. According to Etemad (2009), internationalization is a statistic slow process and does not characterize all global market cases. This approach does not describe the entire elements affecting small business organizations internationalization stages. Therefore, Uppsala model highlights the internationalization tactics that occur only through subsidiary exporting and the model does not discuss the actual strategies concerning internationalization process of a small firm (Kyvik, Saris, Bonet & Felício, 2013)Therefore, this approach to internalization is most suitable to small businesses which are not in a position to take high risks. Although the process is gradual, a business can accumulate resources to apply other modes of internalization such as foreign direct investment in international markets, 
Export
Exports involve the movement of goods produced in one country to other countries in the foreign markets. According to Kyvik et al. (2013), exporting process is one of the processes considered as the birth of internationalization of small firms, and thereafter forms platforms for prospect international expansions. Exporting is considered as the foreign marketing strategy used by small firms due to lack of adequate resources and essential knowledge (Oviatt & McDougall, 2005)For instance, SteelMaster Company is a small firm that started exporting its products in the year 2006, and is currently exporting in more than fifty international markets. 
 Exporting is considered as one of cost-effective international trade entry. A small firm can acquire a considerable scale economy in its international sales volume when it carries production activities in the local market environment and exporting its products to foreign markets. Also, through exporting, small firms gain expertise on international marketing strategies from their host country. 
According to Johanson & Vahlne (2009), export entry mode into international markets has three distinct phases. These phases emphasize on obtaining crucial international information and implementing strategies to reduce uncertainties hindering small firm internationalization process. According to Filatotchev, Isachenkova & Mickiewicz (2007), small firm’s export strategy is initiated by a company’s marketing decision. Generally, small firm’s managers have the full responsibility of selecting the right international marketing strategy.
Despite discrepancies among numerous export scholars, it can be wholly considered that exporting process has three extensive stages including the pre-engagement phase, the initial exporting stage, and the major exporting stage Collinson & Houlden, (2005). These stages are based on the internal international stimuli, external stimuli, and other assorted stimuli. According to Leonidou (1998), internal stimuli to the internationalization of small firms is based on the acquired expertise on the local market environment. The product's uniqueness has also a great impact on whether the small firm’s exports their products to the overseas markets. Mostly, internal stimuli involve the motivation of the small firm business managers to attain corporate international objectives.
According to Vernon (1986), demand is an external stimulus that influences internationalization of small firm in the global trade operations. External stimuli occur as a result of government involvement and from the competition by rival local small businesses (Leonidou ,1998). According to Collinson & Houlden (2005), the current born global operations have been influenced by external stimulus due to globalization forces as a result of the new wave in the liberalization of international trade. Filatotchev, Isachenkova & Mickiewicz (2007), recognize globalization as external forces that create trade operations through encouraging cultural uniformity and therefore, eradicating internationalization barriers and speeding the internationalization process. Therefore, exporting is a suitable internalization process to firms with limited knowledge in the foreign markets. Further, it is a less risky entry mode cost effective. Besides, it is a suitable approach to internationalization for small firms with limited resources that challenges developing establishments and capital investments in foreign markets. 
Conclusion
Evidently, small firms seem to struggle with inadequate resources to envisage the right strategy to expand to international markets. Therefore, small firms timing strategy should be integrated into the organization expansion policy with a consideration of the available resources and knowledge. Also, small firms should access the risks and barriers to internationalization strategy when making an expansion decision. The choice of an internalization process should be based on various aspects including the degree of ownership, the degree of a business in taking risks, and the motive among other factors. Managerial motivation is an important element for small business when it comes to internationalization process. It implies that small firms contemplate local market position to be essential regardless of being born global firms. Further, small firms tend to maintain trustworthy international cooperation so as to steer up its internationalization process.
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