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ABSTRACT

The research inhandattempts to investigate thedifferent factors influencingSMEs’decision to
internationaliseindevelopingcountries(suchasMalaysia)includingtheimpactsofethicalissues
on the internationalisationdecisionprocess.Thestudyalsoattempts to investigate the impactof
internationalisationadoptiononSMEs’businessperformancesincetherelationshipremainsvague.
Thestudywilldeepentheunderstandingofthecomplexinterrelationshipbetweeninternationalisation
determinants(thatinfluencetopmanagement’sdecisiontointernationalise),andhowsuchfactors
(internalandexternal)mightaffectSMEs’businessperformance.Basedontheoutcomesofsuch
investigationandextensiveexploratorystudy,anacceptableandcomprehensiveconceptualframework
willbepresentedtoinvestigateandunderstandthedifferentfactorsinfluencinginternationalisation
adoptionbyMalaysianSMEsanditsimpactoncompanies’performance.
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1. INTRODUCTION

Although the researchareaof investigating factors influencing internationalisationofSMEsand
the impactsonbusinessperformancehasbeenmuchconducted inpreviousstudies, theresearch
conductedinasimilarveinindevelopingcountriesisstillscant.Resultsfoundfromstudiesconducted
indevelopingcountries(suchasMalaysia)isstillvague(HashimandAhmad2008).Forinstance,
whiletheresearchconductedbySeniket al.(2010)foundthedeterminantofinternationalisationby
MalaysianSMEsishighlysignificanttomanagers’networks,converselystudyconductedbyAhmad
(2014)foundthemostcriticalfactorinfluencingMalaysianmanufacturingSMEsinWestMalaysia
isduetothemarketsaturation.Incontrast,HashimandAhmad(2008)foundthedesiretoincrease
salesisthemostinfluencingfactorofinternationalisationbyMalaysianSMEsinthemanufacturing
sector.Thevariousdistinctionofpreviousresearchfindingsisperhapsduetothescopeofstudy
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and sampleused.Therefore, there is aneed tounderstand factors influencingMalaysianSMEs’
internationalisationinmoregeneralisableoftheresearchfindingsinfutureresearch.

Several limitations have also been discovered from previous studies to understand
internationalisation of Malaysian SMEs. For example, with regards to theoretical perspective,
notably,thereareextensivestudiesunderpinonsingletheoryinastudyincludingthetraditional
stagemodel(e.g.HashimandAhmad2008);networkmodel(e.g.Seniket al.,2011;Hashim,2015);
and international new venture (e.g. Ayob and Freixanet, 2014). However, this study has found
previousworksarescantregardingtheusageofamorecomprehensiveapproachcombiningmultiple
theoriesinasinglestudyorso-calledtheintegrativeconceptualmodeltounderstanddeterminants
ofinternationalisationbySMEs(e.g.AnderssonandEvangelista,2006;Seniket al.,2010;Ahmad,
2014;Chelliahet al.,2010;Bellet al.,2003;CovielloandMartin,1999).Also,thisstudyhasfound
thatthereisabsentofpreviousstudiesdeploytheinstitutionaltheorywhichrelatestoexaminingthe
roleofethicsissuesindecisionmakingtointernationalise.Severalpreviousworksfoundthelevel
ofethicsissuesinforeignmarketsplaysavitalroleininfluencingthedecisiontointernationalise
bybusinessownersandmanagers(AsgaryandMitschow2002;Camposet al.,1999;Uhlenbruck
et al.,2006;Rodriguezet al.,2005),yetthefactorhasneverbeeninvestigatedinMalaysiacontext.
Moreover, regarding the methodological perspective; while several previous researchers such as
Seniket al.(2010),Ahmad(2014)andHashim(2015)conductedsemi-structuredinterviewswith
government officials and related agencies such as the chamber of commerce to understand this
phenomenon,Seniket al.(2010)suggestfutureresearchstudiesshoulddeployresearchsamplesfrom
SMEowners-managersastheycouldprovidebetterinformation(Seniket al.,2010).

Based on the above deficiencies, this research underpins the integrative conceptual model
whichcombinesfivetheoreticalperspectivesincludestagemodel,networkmodel,internationalnew
venture,foreigndirectinvestment(FDI)andinstitutionaltheorytounderstandthefactorsinfluencing
internationalisation adoption by Malaysian SMEs to achieve more generalisable findings in this
research vein. This paper also deploys semi-structured interviews on Malaysian SMEs’ owner-
managersandgovernmentofficialswhodirectlyinvolvedintheinternationalbusiness.

Thecurrentresearchstartswithadiscussionofthebackgroundofinternationalisationcontext,
followedbyadiscussionontheoriesunderpinningthestudyofSMEinternationalisation.Previous
worksregardinginternationalisationadoptionbySMEsandextantliteraturerelatedtoMalaysian
SMEinternationalisationwerethenreviewed.Thisstudythendesignedresearchapproachtoanswer
theresearchquestions.Subsequently,semi-structuredinterviewsofthe20intervieweeswerethen
discussedindetail.Finally,theresultsandfindingsofthedataanalysis,whichisleadingtofuture
researchdirections,arediscussed.

2. AIMS AND OBJECTIVES

ThestudyseekstoinvestigateanappropriateframeworkinunderstandingfactorsinfluencingMalaysian
SMEs’decisiontointernationalisebyexploringextantliterature,aswellascollectingempiricaldata
throughsemi-structuredinterviews.Theresearchthencontinuedexploringandpurifyingthefactors
influencingMalaysianSMEstointernationalisethroughempiricalstudy.Subsequently,thispaper
willevaluatetheimpactofinternationalisationadoptiononMalaysiaSMEs’businessperformance.

Thus, the objectives of the current study include: i) to explore extant literature on SME
internationalisationandfactorsinfluencingthestrategy;ii)toexploretheethicalissuesininternational
marketsanditsimpactonMalaysianSMEsinternationalisationdecision;iii)toevaluateappropriate
theoriesthatcouldelucidateinternationalisationofMalaysianSMEs;andiv)toexploredifferent
impactsofinternationalisationstrategyonMalaysianSMEs’businessperformanceregardingfinancial
andnon-financialmeasures.

Thiscurrentpaperunderlinesfiveresearchquestionsasthefollowing:



 

 

25 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/article/understanding-ethical-and-other-smes-

internationalisation-determinants-and-its-impact-on-business-

performance/267773

Related Content

Exploring Relationship between Service Quality and Positive Word of Mouth

at Retail Banks in Rural India
Mohd Adiland Mohammed Naved Khan (2013). International Journal of Customer

Relationship Marketing and Management (pp. 57-71).

www.irma-international.org/article/exploring-relationship-between-service-quality-and-positive-

word-of-mouth-at-retail-banks-in-rural-india/83587

Customer Management Practices: Multiple Case Studies in Stock Broking

Services
Gyaneshwar Singh Kushwahaand Shiv Ratan Agrawal (2015). International Journal

of Customer Relationship Marketing and Management (pp. 1-14).

www.irma-international.org/article/customer-management-practices/132510

Value Based Differentiation in Business Relationship for Capital Products

and Complex Solutions: A Conceptual Framework in Egypt
Ahmed O. El-Tagyand Khaled Wahba (2016). International Journal of Customer

Relationship Marketing and Management (pp. 52-70).

www.irma-international.org/article/value-based-differentiation-in-business-relationship-for-

capital-products-and-complex-solutions/152853

Determinants of Student Satisfaction in Higher Education: A Case of the

UAE University
Ali S. Gargoum (2019). International Journal of Customer Relationship Marketing and

Management (pp. 15-24).

www.irma-international.org/article/determinants-of-student-satisfaction-in-higher-

education/236056

http://www.igi-global.com/article/understanding-ethical-and-other-smes-internationalisation-determinants-and-its-impact-on-business-performance/267773
http://www.igi-global.com/article/understanding-ethical-and-other-smes-internationalisation-determinants-and-its-impact-on-business-performance/267773
http://www.igi-global.com/article/understanding-ethical-and-other-smes-internationalisation-determinants-and-its-impact-on-business-performance/267773
http://www.igi-global.com/article/understanding-ethical-and-other-smes-internationalisation-determinants-and-its-impact-on-business-performance/267773
http://www.irma-international.org/article/exploring-relationship-between-service-quality-and-positive-word-of-mouth-at-retail-banks-in-rural-india/83587
http://www.irma-international.org/article/exploring-relationship-between-service-quality-and-positive-word-of-mouth-at-retail-banks-in-rural-india/83587
http://www.irma-international.org/article/customer-management-practices/132510
http://www.irma-international.org/article/value-based-differentiation-in-business-relationship-for-capital-products-and-complex-solutions/152853
http://www.irma-international.org/article/value-based-differentiation-in-business-relationship-for-capital-products-and-complex-solutions/152853
http://www.irma-international.org/article/determinants-of-student-satisfaction-in-higher-education/236056
http://www.irma-international.org/article/determinants-of-student-satisfaction-in-higher-education/236056


Follow Me!: How Internet Celebrities in China (Wanghong) Attract and

Influence Their Chinese Fans
En-Chi Changand Tony Cheung-Tung Woo (2020). Handbook of Research on the

Impact of Fandom in Society and Consumerism (pp. 397-421).

www.irma-international.org/chapter/follow-me/237701

http://www.irma-international.org/chapter/follow-me/237701

