
 

ABSTRACT. This paper contributes to the growing body of
knowledge in international entrepreneurship by reporting on
a qualitative empirical investigation into the overseas expan-
sion processes of small Asian (originating from the Indian sub-
continent)-owned firms operating in the U.K. clothing
industry. The key decision makers within these firms fre-
quently identified themselves as an active, and important,
influence upon the actual activities of their firms as interna-
tional operators. For some firms though, a more passive
approach to internationalisation could be identified, whereby
the receipt of unsolicited orders had an effect on some firms’
timing of overseas market entry. The balance between the
nature of opportunities, that frequently derived from cultural
networks, and the constraints of a limited resource base with
which to exploit those opportunities, also had a major impact
on the direction and pace of certain firms’ overseas expansion.
The findings suggest a general tendency to adopt an incre-
mental approach to internationalisation within this mature
trade sector. The cultural and business experience of managers,
however, was found to have an effect on the pace and direc-
tion of the overseas expansion. Recommendations on the likely
efficacy and effectiveness of public/private sector interaction

within the area of international entrepreneurship involving
entrepreneurs from Asian backgrounds are offered.

 

1.  Introduction

Concentrations of particular ethnic minority
groups in business have a significant impact on
economic development, with the rate of self-
employment amongst certain ethnic groups –
particularly Asian – often exceeding that of
indigenous groups (Dana, 1991; Sanders and Nee,
1996; Ward, 1991). As a result of this, one element
of multi-cultural policy, which has been on the
agenda of a number of governments since the
1980s, has been to improve economic performance
through capitalising on business activities within
relatively large ethnic minority populations
(Stanton and Lee, 1995). This has entailed active
business support policy measures for ethnic busi-
nesses. In the U.K. the issue of support provision
has been criticised, for policy makers’ inability
to meet the needs of ethnic minority businesses,
because of poor marketing of support programmes,
and a lack of focus and consistency in provision
(Marlow, 1992; Mitra et al., 1991). Problems have
also arisen from an absence of detailed, contin-
uous information on trends, levels of participation
in government schemes and programmes, size,
barriers to growth and the like (Mitra and Pawar,
1992). 

An important form of assistance involves
measures to promote the internationalisation of
business activities. Crick and Chaudhry (1996),
however, have noted both a relatively low take-
up by Asian-owned small and medium-sized enter-
prises (SMEs) of export assistance (compared with
white-owned businesses), and a lack of awareness
by policy-makers about whether, and how, ethnic
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minority-owned firms differ in their approach
towards servicing international markets. These
observations provide the rationale for the present
paper: the need for a better understanding of
overseas expansion strategies by ethnic minority-
owned firms, in order that policy-makers can more
effectively facilitate this process.

Although a wide range of studies have
addressed specific practices of managers from
ethnic minorities, many have concentrated on their
development and operations in the domestic
market (Crick and Chaudhry, 1996). This paper
seeks to uncover and understand differences in
the patterns, processes and pace of overseas
expansion among a group of Asian-owned SMEs
in the clothing industry. The qualitative research
approach adopted enables us to gain an under-
standing of the often complex rationales for par-
ticular courses of actions, through identification,
description and interpretation. Specifically, it can
aid focus upon unanticipated outcomes; identifi-
cation of inconsistencies and conflicts accounting
for low policy take-up; and provide insights into
the solutions to problems devised by business
owners without policy intervention (Marshall and
Rossman, 1995). These goals are unlikely to be
attainable using complementary research methods
which imply a less interpretivist epistemological
stance (Denzin and Lincoln, 1998), such as large
scale survey research accompanied by statistical
analysis (De Vaus, 1996).

2.  Background to the study

Previous relevant research has addressed firstly,
the issue of ethnicity, and secondly, international-
isation theory.1 The two research areas have tended
to be treated separately however, and from dif-
fering disciplinary and methodological perspec-
tives. We examine them individually in order to
derive a conceptual framework for this study. 

Bourdieu (1990) notes the way in which knowl-
edge is structured by classificatory distinctions
made by researchers. These frequently take the
form of binary opposition. In the entrepreneurship
and small business literature such distinctions
form a common element of the researcher’s
strategy.2 In the context of this study, a notable
tendency of much previous research has been
to distinguish between minority versus non-

minority-owned businesses (Hisrich and Brush,
1986; Kirchhoff et al., 1982).3 Dana (1995, 1996)
further distinguished between ethnic groups in
situations where they are minorities in mainstream
society, and other situations in which these
“minorities” are actually the majority in a given
neighbourhood. Similarly, studies focusing on
internationalisation have sought to distinguish,
for example, between exporters versus non-
exporters (Westhead, 1995). Whilst such ontolog-
ical bifurcation can be used to provide useful
insight into key groups, these distinctions are
usually somewhat arbitrary, since such groups tend
not to be definable in naturalistic terms, and are
in turn interconnected with other distinctions.
What is often hidden, moreover, is the nature of
difference within, rather than between, groups.
This is certainly the case with ethnic minority-
owned businesses. 

Whilst our study considers Asian-owned busi-
nesses, there are a number of points that should be
made. First, a distinction may be made between
race and ethnicity.4 Second, within Asian-owned
businesses, we may distinguish between immi-
grant groups from different countries, such as
India, Pakistan, Bangladesh and East Africa.
Moreover, within these groups, further distinctions
can be made. For example, Indian-owned busi-
nesses can be further categorised as Hindu, Sikh
and so on. Finally, we may distinguish between
ethnic businesses started by first generation immi-
grants and their progeny. Such distinctions are
potentially significant in understanding how the
cultural background of Asian-owned businesses
may come to bear on subsequent internationalisa-
tion decisions, and how such cultural factors dis-
tinguish these businesses from other ethnic groups
(Kim et al., 1989).5

Ethnicity

Entrepreneurship is a significant avenue for
economic progress, both for society as a whole,
and for individuals within particular ethnic group-
ings. Positive features include: the potential for
a positive earnings advantage; upward social
mobility; and investment in family futures. On the
negative side, long hours, hard work and the risk
of failure have been identified (Aldrich and
Waldinger, 1990; Light, 1972; Min, 1987; Portes
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and Zhou, 1992; Sanders and Nee, 1996;
Waldinger, 1986).

Three main theories have been proposed to
account for ethnic entrepreneurship (see Yoon,
1991 and Dana, 1997 for a review and critique).
These are:

• The theory of middleman minorities;
• Ethnic enclave theory; and
• Reactive cultural theory.

The first of these sees ethnic enterprise arising out
of an orientation towards the country of origin and
hostility from a native population. It suggests
that businesses will depend to some extent on
white suppliers and serve minority customers.
Production will tend towards vertical integration,
with a reliance upon ethnic finance sources and
family labour (Bonacich, 1973, 1987). The second
theoretical position views ethnic enterprise as a
self generating process, whereby ethnic enterprise
can act as a training system for new entrepreneurs
through employment in existing enterprises, gen-
erating network linkages and an evolving cadre
of ethnic business institutions. The ethnic enclave
can support local institutions, generates a basis for
informal communication of market opportunity,
and provides community role models (Aldrich et
al., 1989; Bailey and Waldinger, 1991; Waldinger,
1989; Wilson and Portes, 1980). The third theory
suggests that ethnic entrepreneurship is an adap-
tation to historic and racialised labour market
discrimination, whereby immigrants are forced to
adopt marginal niches in the economy, using
mechanisms such as ethnic sources of rotating
credit. This provides a means of upward social
mobility (Light, 1972, 1980; Nowikowski, 1984).
Whilst all three theoretical approaches are incom-
plete and interrelated, and in some instances
lacking in explanatory power, they serve to high-
light relevant features for further investigation
(Light, 1984; Light et al., 1994; Min, 1987;
O’Brien and Fugita, 1982; Sanders and Nee, 1987;
Wong, 1985). In particular, they suggest a need
to focus upon: where resources are sourced from;
what types of markets are served; what role is
played by family and other ethnic resources in
supporting business development; how effective
ethnic networks are in co-operating with one
another; and what effects discrimination has on
market strategy. 

All three theories draw upon a distinction
between the relative advantages of human and
social capital in accounting for the success of
ethnic business (Bailey and Waldinger, 1991;
Bates, 1989; Bates and Dunham, 1993; Borjas,
1990; Boyd, 1990; Evans, 1989). Central to the
development of social capital has been the role of
the family (Aldrich and Waldinger, 1990), embed-
ding business practice within a moral order,6 and
becoming increasingly important over time as
ethnic communities fragment through further
immigration and social integration (Sanders and
Nee, 1996). For immigrant groups, human capital
endowments, through schooling and education in
their country of origin, are frequently not valued
as highly as investment in human capital in their
new environments (Light et al., 1994). As a result,
constraints in labour markets may mean that self
employment becomes a relatively attractive propo-
sition for a given level of human capital (Bates,
1994). Additionally, for middle class immigrants,
it has been found that initial class status is impor-
tant in determining access to financial capital from
both relatives and ethnic lending sources, and con-
tributing towards business success (Portes and
Zhou, 1992; Sanders and Nee, 1996). However,
whilst ethnic resources have been identified as an
aid to business start-up, it has been suggested that
continuing reliance may hinder long term devel-
opment of a business, with lower profitability and
higher failure rates associated with reliance upon
ethnic social support networks (Bates, 1994; Yoon,
1991). 

One of the more interesting aspects of ethnic
business concerns the changes likely to occur over
time in the relative advantages of different types
of resources. A tension has been noted between
factors promoting benefits arising from social
solidarity and a more self interested rationality
based around the individual entrepreneur and
his/her family. It has recently been argued that
over time, greater civil rights, legitimacy and
opportunities have been afforded to ethnic groups,
which should diminish the long term significance
of ethnic resource dependence and mechanisms of
social solidarity (Sanders and Nee, 1996). This is
significant in the context of the present research,
in that it suggests that firms engaging in interna-
tional activities that started their internationalisa-
tion early may have faced different issues than
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those engaging more recently in international
activities.

A growing body of empirically-grounded liter-
ature exists to explain selected aspects of the prac-
tices of ethnic minority-owned businesses in the
U.K. (for a recent discussion see, for example,
Basu, 1991; Krcmar, 1987; Nowikowski, 1984;
Ward and Jenkins, 1984; Okoronkwo, 1993;
Pardesi, 1992; Patel, 1989; Rafiq, 1988; Ram and
Deakins, 1996). People from ethnic and non-ethnic
minority backgrounds tend to move into self-
employment because of the need for “indepen-
dence” and “autonomy” (Blackburn, 1993; Storey,
1994). Nevertheless, specific problems with
racism and unequal gender relations have been
highlighted (Ram, 1992; Ram and Sparrow, 1993),
whilst debate on financing of ethnic minority-
owned business (see Jones et al., 1992; Deakins et
al., 1992) has questioned whether problems are
business-related (Curran and Blackburn, 1993), or
race-related (Deakins et al., 1995). These tensions
are significant in explaining the strategic devel-
opment of ethnic businesses (Ward, 1987). As a
result, Blackburn (1993) highlights the importance
of appreciating the prohibitive factors in ethnic
business development in specific trade sectors,
together with their likely treatment by external
organisations such as banks and insurers, and the
subsequent impact on potential for growth.

In terms of business practices, Werbner (1990)
suggests that “social networks” are a major deter-
minant of success for ethnic minority enterprise.
However, the utility of operating within networks
has been questioned. Dana (1993) has noted that
while some groups make use of ethnic networks,
others avoid them. Crick and Chaudhry (1996)
have suggested that the concentration of ethnic
minority businesses in marginal areas of economic
activity is mainly due to historical disadvantage
and intensive utilisation of members of the ethnic
community. This is particularly true in the clothing
industry (Ward et al., 1986). Crick and Chaudhry
(1996) point out that constraints resulting from
such circumstances have often resulted in the
initial establishment of ethnic minority enterprise
within the particular community itself, leading to
the formation of a market niche with high levels
of uncertainty and competitiveness. The compet-
itiveness of these firms is greatly affected by the
ability to utilise internal cultural resources, such

as family labour and specialist knowledge, to be
able to satisfy the requirements of their own ethnic
community (Jones et al., 1993). Ram and Hillin
(1994) have suggested that the unwillingness or
inability of ethnic minority entrepreneurs to attract
custom from outside the local ethnic community
is a key constraint on business viability. They
argue that sustainability, and perhaps growth, can
only be predicted with any confidence by the
ability to “break-out” and tap into “majority”
markets. This might be either within the U.K. or
overseas (Crick and Chaudhry, 1996). The impor-
tance of policy-makers understanding the practices
of ethnic minority-owned firms, to assist in
achieving “break-out”, arises from differences in
both business activities and utilisation of assis-
tance that have been shown to exist. 

Internationalisation theory

Although a considerable body of literature exists
on the export behaviour of SMEs, the international
activities of ethnic minority businesses is still
a somewhat neglected area of study (see, for
example, review papers such as Aaby and Slater,
1989; Bilkey, 1978; Miesenbock, 1988). In
reviewing the literature, the diversity of potential
forms of international operations needs to be
stressed (Hymer, 1976). One useful distinction
amongst many is between internationalisation
approaches concerned only with exporting, and
those which involve other forms of market entry
within international business activities. Indeed,
Bell and Young (1998) suggest that the manage-
rial perspectives in decision-making are quite
different, whilst Jones (1998) notes that the
conceptual approach to the research is different
too. 

Various studies concerning internationalisation
have proposed models to explain firms’ increasing
commitment to overseas markets, including those
which are perceived to have a more cultural
or psychic distance (Bilkey and Tesar, 1977;
Czinkota, 1982; Johanson and Vahlne, 1977;
Cavusgil, 1984), ranging from non-exporters
through to those with a high international mar-
keting involvement. Even so, such models have
been the subject of considerable debate (see,
for example, Andersen, 1993; Leonidou and
Katsikeas, 1996), arguably with the focus mainly
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being on exporting rather than more committed
forms of market entry. 

In the case of export internationalisation
models, Andersen (1993) argues that models have
invariably fallen into one of two categories. These
are: first, “establishment chain”; and second,
“innovation-related” models. In the latter case, the
term “innovation-related” is taken from the work
of Rogers (1962), whereby the internationalisation
decision is believed to be an innovation for the
firm. Pragmatically, Andersen (1993) points out
the similarity of the models, with differences being
in the number of stages7 and the terminology used
to describe them. A summary of the major inter-
nationalisation models is shown in Figure 1.

Although the stages models of the internation-
alisation process have received a great deal of
support within the literature, and indeed, have
been shown to be used by policy makers (Crick,
1995),8 they have also been subjected to criticism.
For example, Buckley et al. (1978) suggest that
firms do not necessarily adopt consistent organi-
sational approaches to internationalisation, while
Cannon and Willis (1983) highlight the superficial
treatment of time in classifying stages of interna-
tionalisation, with a presumed “step-wise” pro-
gression and forward motion of the models.
Mascarenhas (1997) argues for the need to
consider both the scale of entry into international
markets and the order in which activities occur,
in relation to the size of firm. Furthermore,
Turnbull (1987) points out that while proper
classification is necessary for both descriptive
and analytical purposes, existing classifications
provide scope for potential confusion. Recent
studies of one such classification – “international
new ventures” (McDougall et al., 1994; Oviatt and
McDougall, 1994; McDougall and Oviatt, 1996)
– have shown rapid internationalisation processes
by firms. Even the categorisation of non-exporters
within models has been subject to debate. For
example, Morgan and Katsikeas (1995) argue that
models have tended to classify non-exporters too
generally. In doing so, they suggest that the single
broad stage of “non-exporters” could be further
differentiated in order to classify firms with par-
ticular degrees of commitment towards engaging
in future export activities.

Researchers have stressed the importance of
industry characteristics in determining interna-

tionalisation processes (Boter and Holmquist,
1996; Preece, 1998). In a study comparing the
internationalisation processes of firms in both
low-tech and high-tech U.K. trade sectors, Bell
et al. (1998) found some support for the stages
approach within those firms operating in low-tech
sectors while the reverse was true within the
high-tech firms where issues such as limited
domestic demand and client followership influ-
enced managers to internationalise more rapidly.
Consequently, it appears that the stages approach
may be more suitable for firms in mature indus-
tries. Indeed, after reviewing recent studies on
firms’ internationalisation strategies, Coviello
and McAuley (1996) found varied results which
“ranged from support for the traditional view of
incremental internationalisation (perhaps including
inward internationalisation as a first step); to a
redefinition of “stages” in the context of industry
and market characteristics, or non-linear relation-
ships in terms of stages and mechanisms
employed; to direct challenges to the internation-
alisation process model”. 

The contrasting empirical evidence has led
Coviello and Munro (1997) to conclude that:
“while some recent small firm findings support
the view that firms follow an incremental process
of internationalisation in terms of increasing
knowledge, commitment and investment (as
postulated by Johanson and Vahlne, 1977), others
do not”. It seems apparent that a contingency
approach to categorising firms’ internationalisa-
tion may be appropriate (Luostarinen, 1980; Reid,
1983; Woodcock et al., 1994; Yeoh and Jeong,
1995; Kumar and Subramaniam, 1997). This
might consider the nature of strategic entrepre-
neurial opportunities (Harvey and Evans, 1995),
together with an understanding of how different
cognitive mechanisms of individual entrepreneurs
may affect the potential for exploitation of oppor-
tunity (Baron, 1998). In addressing this issue, Bell
and Young (1998) suggest that excessive attention
has been paid to the merits of competing theories
and that the nature and pace of internationalisa-
tion is conditioned by product, industry and other
external environmental variables, as well as by
firm-specific factors. As a result, they propose a
holistic approach, since at any given point in time,
firms will be in a “state” of internationalisation
which will be subject to both backward and
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forward momentum, rather than progressing
through “stages”. 

A heuristic framework for empirical study

Summarising the themes from the literature, we
have noted potential significance of the following
in explaining the likelihood, and manner, of an
unfolding process of internationalisation amongst
Asian businesses:

• Recognition of differences within (as well as
between) ethnic groups;

• The importance of firm size, industry, and
maturity of trade sector;

• The influence of ethnicity on resource sourcing;
• The effectiveness of ethnic networks; 
• Types of markets served (including overseas

markets with a high psychic distance); and
• Different types of internationalisation.

Drawing these together, we derive a heuristic
model encapsulating many of the issues to be
addressed in our empirical work. The purpose of
the model is not to generate a set of (nomothetic)
testable hypotheses. The purpose is to highlight
the variety of (idiographic) themes that our dis-

cussion suggests may have an impact on, firstly,
the initial decision to internationalise and,
secondly, subsequent processes. In an attempt
to explicitly address the “synoptic illusion”
(Bourdieu, 1990) of a logical, structured coher-
ence in the accounts of their actions given by
respondents, and the interpretations placed upon
these accounts, we do not make any presumptions
a priori about the likely primacy of any of these
factors, nor do we consider the model to be a
complete ontological picture of what we expect
our methodology to be able to produce knowledge
about. The model is advisedly heuristic. No rigid
causal links are specified, as the research method
is designed to uncover interconnections and
processes. A basic presupposition of the model,
however, is that firms’ internationalisation deci-
sions are made in a holistic manner, i.e. incorpo-
rating a number of issues (Bell et al., 1998).

In an attempt to simplify our theoretical
account, the model incorporates two theoretical
building blocks, not so far discussed, in a dia-
grammatic representation of our framework
for analysis, presented in Figure 2. These are
Boissevain’s (1974) usage of types of network
influences in his theory of entrepreneurial bro-
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kerage, and Bourdieu’s (1990) conception of
the influence of cultural/symbolic capital, arising
out of an individual’s human and social capital.
These are used to bind together the elements so
far discussed. In addition, by highlighting the
issues of networking and capital, stressed in the
literature, they provide an epistemological context
for interpreting our findings. Briefly, while both
highlight the role of network influences on the
development of the individual and the potential for
social action, Boissevain stresses the enabling
feature of diverse social roles creating opportu-
nity,9 whilst Bourdieu emphasises the constraints
placed on social action by social position (the
“habitus”). Boissevain stresses the need for poten-
tial entrepreneurs to be actively and consciously
willing to exploit and manipulate relationships
and situations. In opposition to this, Bourdieu
points to action frequently occurring in a non-
conscious, unplanned manner, constrained by
his/her cultural/symbolic capital. The left hand
side of the diagram uses Boissevain’s many
bladed hand fan metaphor to highlight the range
of potential network influences on an individual.
These may or may not be overlapping. In turn,
these may form the basis for the generation of
three basic types of capital, which come together
to form an individual’s cultural/symbolic capital.
Internationalisation processes will be expected to
unfold dependent upon: the network influences;
the relationships between different types of
capital; the nature of entrepreneurial opportunities;
and the ability and desire of entrepreneurs to
exploit these opportunities. 

These theoretical tensions highlight several
important features. First, the influence of ethnicity
on the structure of entrepreneurial opportunities
(e.g. by providing ethnic markets and/or ethnic
sources of finance), including their limitation
through discrimination and the like (Waldinger et
al., 1990). Second, changes in the composition of
opportunities – such as access to international
markets – as changes in social and human capital
modify culturally acceptable modes of behaviour
(both within and outside of ethnic groups). Third,
the influence of entrepreneurial opportunities on
the route taken towards internationalisation,
together with the fact that this might occur in very
diverse ways, not in accordance with the path
dependency of many stage models. Finally, how

the socially generated cultural capital influences
the propensity to act to exploit opportunity,
whether in a planned or unplanned manner. This
latter point is especially important for our empir-
ical work, in that interviewees may typically be
expected to ascribe motives post hoc to particular
decisions providing ergo prompter hoc explana-
tions. Indeed, we would stress the situational,
often tacit, frequently intuitive, and only partially
conscious decision making of our respondents
(Bourdieu, 1990). 

3.  Research focus and method

The internationalisation processes of a sample
of Asian-owned SMEs are investigated. As dis-
cussed, the study explicitly addresses how eth-
nicity can impact on the patterns, processes and
pace of overseas expansion among the firms.
Two basic issues were empirically investigated in
depth: first, firms’ initial business strategy and
international orientation including the rationale for
initial market selection and mode of market entry;
and second, their subsequent internationalisation
decisions. Within the research design the investi-
gation sought to avoid what Kamath et al. (1987)
refer to as a “dominant use of logical-empiricist
methodology” which has “bedevilled” export
research, in order to address “why” and “how”
type research questions, consistent with the
holistic approach of Bell et al. (1998). 

In determining an appropriate methodology
towards data gathering, three main problems with
a quantitative approach to the subject matter are
apparent. The first problem is one of sampling.
Previous studies have encountered problems in
locating a suitable sampling frame of Asian-owned
firms within particular industry sectors and, sub-
sequently, obtaining a satisfactory response rate
(Pardesi, 1992). These problems generally entail
a non-probabilistic approach to sampling, whereby
the representativeness and generalisability of
findings cannot be ascertained (De Vaus, 1996),
thus negating the validity of usual canons of pos-
itivist evaluation (Guba and Lincoln, 1998; King,
1994). Second, as Stanfield II (1998) argues, since
theories within management and social science
have largely been developed within a “white”
context, it cannot be assumed a priori that they
are appropriate for addressing issues concerning
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race and ethnicity. Third, whilst quantitative
approaches are useful for uncovering (synchronic)
features of structure, they are less able to address
(diachronic) process-based issues concerning why
events happened and how they unfolded over time
(Denzin and Lincoln, 1998). As a result, to explore
the underlying (subjective) reasons for managers’
particular decisions, which in some cases were
undertaken over a number of years, it was decided
that a semi-structured qualitative approach would
be more appropriate (King, 1994). This would
enable key topic areas to be covered but in a way
that allowed executives to tell their own particular
account of the way in which events materialised
and a rationale to account for them.10

The main strengths of our approach include:
efficiently obtaining expansive, contextualised
data in a naturalised setting; discovering the com-
plexity of interconnected themes; taking account
of cultural nuances; providing background context
on events and behaviours; focus on subjective
interpretations of internationalisation processes;
providing a flexible basis for later development of
hypotheses and triangulation; and achieving co-
operation from respondents through face-to-face
encounters. Key potential weaknesses include: the
possibility of misinterpretation of collected data;
possible bias arising from the effect of the
researcher on the interviewee; reliance upon the
honesty of the interviewee; potential bias from
using key informants; and ensuring validity of the
knowledge generated (Marshall and Rossman,
1995; Phillips, 1981).

In order to minimise the potential weaknesses,
clear evaluation procedures need to be adopted in
qualitative research. Whilst various techniques to
assess reliability and validity in qualitative work
have been proposed (King, 1994; Peräkylä, 1997),
we use the evaluation criteria appropriate for
constructivist/critical theory approaches suggested
by Guba and Lincoln (1998). These are, briefly:
taking due account of the nature of the research;
trustworthiness of the research (credibility,
dependability and confirmability); and authenticity
of the research.

Interviews were undertaken with 20 Managing
Directors of Asian-owned SMEs started by first
generation immigrants.11 All of the Managing
Directors were male enabling us to reduce bias
from gender-related issues, though this arose out

of sampling limitations rather than research
design. All of the firms were located in the West
Midlands in the U.K., and employed between
10–50 employees. The choice of region was
determined both by practical considerations in
undertaking the interviews, as well as theoretical
considerations. For example, ethnic enclave
theory, as discussed previously, entails geograph-
ically clustered cadres of ethnic businesses, with
the composition of the enclave having an effect on
the business strategies pursued. Within the U.K.,
the West Midlands has one of the highest con-
centrations of ethnic businesses (Ward, 1991;
Table I). In addition, by concentrating on one
region, we are able to partially control for differing
domestic economic environments facing firms in
different regions. Similarly, with regard to size, by
concentrating on a narrow size range, we are able
to partially limit the effects of different organisa-
tional/managerial structures that occur within dif-
ferent sized firms (Storey, 1994). Additionally, as
Table I shows, this size range has an over-repre-
sentation of clothing firms in the West Midlands
compared with the U.K. as a whole, highlighting
the significance of the sector in the context of the
local economy. The choice of a single mature
sector was considered important to avoid trade
sectoral bias and the clothing industry was con-
sidered appropriate due to previous related
research work on this sector and the large con-
centration of Asian-owned firms in comparison
with other areas of manufacturing (Waldinger,
1986; Ward et al., 1986; Krcmar, 1987). Practical
considerations also came into play in that the firms
were known to the authors through participation
in a previous related study.12

Using an existing sampling frame allowed firms
meeting the sample requirements to be easily iden-
tified and it was considered more likely that
accurate accounts of events would be forthcoming
within the interviews based on the level of trust
developed between the interviewer and intervie-
wees. We explicitly recognise the possibility of
bias this introduces and were careful to address
this in interpreting our findings. An additional
potential source of bias, which we also paid close
attention to, arises from power and knowledge
asymmetries between the researcher and inter-
viewee (Heritage, 1997).

The number of firms to be interviewed was
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TABLE I
Background data on: (i) male Asian self employment in the West Midlands; and (ii) the size distribution of clothing firms in the

West Midlands

% of economically active Total Indian Pakistani Bangladeshi Other Asian 
(all ethnic (excluding 
groups) Chinese)

Part one: Male Asian Self Employment (1991 Census)

West Midlands All self employed 11.2 16.5 11.8 11.5 12.8
Metropolitan Count of which:

with employees 03.6 07.9 03.7 08.8 06.4
without employees 07.6 08.6 08.1 02.7 06.4

Other West Midlands All self employed 16.6 21.9 20.4 26.4 08.8
of which:

with employees 05.9 11.7 05.8 24.6 04.8
without employees 10.7 10.2 14.5 01.8 04.0

Great Britain All self employed 15.4 21.4 18.3 14.1 10.1
of which:

with employees 05.1 09.6 07.1 10.6 04.6
without employees 10.3 11.8 11.2 03.5 05.5

Notes: Figures are calculated from total persons resident in the area aged 16 and over; female self employment is excluded, since
the sample we use comprises of only male entrepreneurs.
Source: Adapted from 1991 Census: Economic Activity Great Britain (Vol 1), London: Government Statistical Service. Table 2.

Part two: Male Self Employment in the West Midlands as a Percentage of Total Great Britain Male Self Employment Within Ethnic
Groups

West Midlands Metropolitan County 03.3 12.1 11.0 07.6 04.7
Other West Midlands 05.2 02.2 02.3 01.9 01.1

Notes: Figures are calculated from total persons resident in the area aged 16 and over.
Source: Adapted from 1991 Census: Economic Activity Great Britain (Vol 1), London: Government Statistical Service. Table 2.

Part three: The Economically Active in the West Midlands as a Percentage of the Total for Great Britain

West Midlands Metropolitan County 04.5 15.7 16.7 09.8 03.5
Other West Midlands 04.9 02.1 02.0 01.0 01.2

Notes: Figures are calculated from total persons resident in the area aged 16 and over.
Source: Adapted from 1991 Census: Economic Activity Great Britain (Vol 1), London: Government Statistical Service. Table 2.

Part four: Size Distribution of Clothing Firms in the West Midlands (by employment sizeband)

1–9 10–19 20–99 100–499 500+ Total

West Midlands 0610 0170 0155 030 00 0965
(63.2) (17.6) (16.1) (3.1) (0) (100)

Total (U.K.) 6390 1120 1145 350 15 9020
(70.8) (12.4) (12.7) (3.9) (0.2) (100)

Notes: Figures refer to standard statistical regions, using SIC 1992 Division 18 (wearing apparel; dressing & dyeing of fur); figures
in brackets are the percentage of total.
Source: Adapted from PA 1003 Size Analysis of United Kingdom Businesses (Data for 1997), London: Office for National Statistics.
Table 9.2.



based on the desire to be able to collect in-depth
information permitting us to understand individual
firms’ strategies, but also to be able to compare
individual firms with other, similar firms. We
were also aware of the ethical issues, in terms of
the imposed time-cost to respondents of being
researched, that may arise in the context of qual-
itative research (Punch, 1998). Given resourcing
constraints, a pragmatic decision was, therefore,
made to attempt to balance a desire to collect an
increasing amount of information from any indi-
vidual firm against the advantages of collecting
information from a number of firms. A sub-sample
of twenty firms from the existing database,
which exhibited the previously mentioned require-
ments, were identified and all agreed to be inter-
viewed. The relatively small number of firms
permitted us to carefully check for systematic
patterns of response, as a means of validating the
data, as well as searching for idiosyncracies
requiring further examination and interpretation.
A number of common findings were observed sug-
gesting that an increased sample size may have
resulted in diseconomies in terms of time and cost

from gathering new information of a significant
nature.13

4. Main research findings

In summarising particular issues of importance
within this investigation, Table II details selected
characteristics of the case study SMEs. In order to
maintain anonymity, the firms are represented by
letters ranging from “A-T”. Background charac-
teristics are then summarised, including their foun-
dation date, their ratio of international sales to
total sales, and, size is shown by both their number
of employees and turnover. The date in which
firms commenced cross-border activities is sub-
sequently included to allow comparison against
their foundation date, indicating the rate and
mode of internationalisation. Additionally, details
of whether firms’ entry into direct exporting were
influenced by the receipt of a solicited or unso-
licited order are provided to indicate the proactive
or reactive nature of early internationalisation.
Three forms of market entry are presented in
Table II since these were the only activities in
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TABLE II
Summary of the case study SMEs’ selected characteristics

Date Commenced Cross-Border Activities

Firm Founded Int Number of Turnover Indirect Direct Solicited Subsidiary
ratio employees export export order

A 1973 c75% c40 c£750k – India (1973) Yes India (1989)
B 1973 c35% c28 c£500k 1977 Holland (1979) Yes –
C 1973 c70% c26 £400k – Tanzania (1974) Yes –
D 1977 c70% c21 c£300k – Kenya (1977) Yes Kenya (1988)
E 1978 c30% c12 c£100k 1981 Holland (1983) Yes –
F 1978 c70% c15 c£100k – Tanzania (1979) Yes Tanzania (1990)
G 1979 c60% c22 c£300k – Uganda (1980) Yes –
H 1980 c60% c35 c£650k – Kenya (1981) Yes Kenya (1989)
I 1982 c30% c20 c£250k – Germany (1987) No –
J 1984 c30% c18 c£200k 1987 Holland (1989) Yes –
K 1984 c20% c20 c£300k 1987 France (1989) Yes –
L 1984 c10% c25 c£200k 1987 Holland (1989) Yes –
M 1985 c15% c28 c£250k – France (1991) No –
N 1985 c25% c20 c£200k – Germany (1992) No –
O 1986 c15% c18 c£200k 1989 Holland (1991) Yes –
P 1987 c20% c15 c£175k – Germany (1992) No –
Q 1988 c15% c22 c£200k – Germany (1993) No –
R 1988 c10% c30 c£250k – Ireland (1994) No –
S 1989 c10% c20 c£200k 1992 Holland (1994) Yes –
T 1989 c10% c15 c£175k – Ireland (1994) No –



which the case study firms were engaged; indeed,
either direct or indirect exporting was the primary
mode of market entry in which firms were
engaged with only four firms investing in an
overseas subsidiary.

In addressing the objective of this study, that is,
to uncover and understand differences in the
patterns, processes and pace of overseas expansion
among the Asian-owned SMEs, the interview
schedule followed a similar approach to that
adopted by Bell et al. (1998) where particular key
factors were investigated, although the issue of
ethnicity was not addressed by Bell et al. (1998).
These were: first, firms’ initial business strategy
and international orientation including the ratio-
nale for initial market selection and mode of
market entry; and, second, subsequent interna-
tionalisation decisions.

Firms’ initial business strategy and 
international orientation

Key decision makers had a major influence on the
nature and pace of the SMEs’ internationalisation.
It was interesting to observe that, several firms
(A, C, D, F, G, and H) were started by executives
with experience in the clothing sector within their
country of origin. In other words, countries such
as India, Kenya and the like were originally the
domestic market for these managers and as such,
they had built up a great deal of experience in
operating within them. Existing trade sectoral
experience had been brought with managers as
they emigrated to the U.K. and it was natural to
them to continue in this line of business main-
taining contacts with networks. Indeed, the rela-
tively low entry costs in the clothing industry
together with resources gathered from family
members and the low wages paid in respect to
their subsequent employment meant that manu-
facturing operations could be initiated both
quickly and inexpensively.

Firm “D” was started by a manager whose
family operated a business in the clothing industry
in Kenya. After attending university in the U.K.,
a decision was later made to emigrate in 1977 and
a business was founded in the same year. Capital
for business development was made available by
family members and small scale production was
undertaken utilising family and other members of

the ethnic community. Contacts with businesses
developed by the family in Kenya were exploited
immediately and exports grew quickly in the first
year of trading.

In comparison, it was equally, interesting to
observe that the remaining firms were started by
managers who had previously been employed by
other organisations in the trade sector within the
U.K. None had experience in the industry prior
to emigrating to the U.K. and consequently did not
believe they had the business skills to set-up their
own businesses until they had developed some
experience within the sector. Each had been
employed at relatively low levels within their
respective organisations and had developed the
necessary production skills to set-up in business
on their own. However, they did not have the com-
mercial knowledge to take existing orders away
from their previous employers and had to develop
their own sales leads. This meant that all of these
firms had started operating in the U.K. market and
it was some while before overseas opportunities
were forthcoming. 

Although it was apparent to all of these firms
that the relatively large demand within the U.K.
could sustain managers’ anticipated growth plans
for some time, it was interesting to note that trade
was primarily undertaken with other firms within
the ethnic community. Several firms (B, E, J, K,
L, O, and S) commenced their international activ-
ities via indirect exporting serving U.K. based
organisations and it was apparent that this had
provided the impetus to explore direct export
opportunities. Indeed, each of these firms com-
menced direct exporting within two years of
commencing overseas sales via an indirect route.
The decision was based on research undertaken
within the ethnic community (word of mouth and
business advisory bodies) rather than via the assis-
tance of government bodies. The remaining firms
(I, M, N, P, Q, R, and T) commenced exporting
only after the receipt of an unsolicited order. A
final observation was that unlike the firms which
had commenced exporting to their country of
origin within a year of starting their businesses,
the others commenced direct exporting after a
minimum of five years following start-up and all
to European countries (although some had indirect
export experience prior to this).

Firm “I” was started by a manager who had
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been a production worker in a U.K. clothing
business. After several years on the shop floor he
decided that he had sufficient production skills to
start his own business in 1982. Early trading pri-
marily consisted of exploiting community contacts
in the U.K. clothing industry and exporting did not
commence until the receipt of an unsolicited order
five years after founding the business.

The issue of serving markets that were per-
ceived as having a low psychic distance featured
as an important decision for the majority of the
firms. Nevertheless, a consideration of what con-
stituted “psychic distance” to the managers is
worthy of debate. In the first instance, it was
evident that managers who commenced exporting
to their country of origin, i.e. within East Africa
or the Indian sub-continent, regarded this as
having a low psychic distance. This had a major
impact on their internationalisation decision. 

Firm “A” took advantage of cultural networks
in India as a way of obtaining orders immediately
upon commencing business activities in 1973.
Little was known about the trading environment
in the domestic (U.K.) market at the time the
business was founded and it was natural to the
owner to exploit opportunities in his country of
origin in order for the business to develop. As
such, India was viewed at that time more as the
domestic market than the U.K. 

The reverse was true for firms which com-
menced exporting some years after initiating
business activities in the U.K. where other
European countries were seen as culturally similar.
Nevertheless, in a number of cases, exporting to
these countries was on the basis of the receipt of
an unsolicited order rather than a decision to
actively commence exporting to a culturally
similar country. For the proactive firms which ini-
tiated direct exporting after previously having
indirect exporting activities, exporting to cultur-
ally similar countries had played some part in their
decision. However, this was coupled with deci-
sions based on insufficient information about
how to systematically seek overseas opportunities
and therefore it was more accurate to say that
exporting to countries with a low psychic distance
was a minor consideration with fortuitous oppor-
tunities from managers’ networks having a far
greater impact on decision-making.

Firm “E” had commenced indirect exporting

three years after starting in business in 1978.
Initially, indirect exporting provided a more con-
venient route to internationalisation since selling
to a U.K. based intermediary meant that the paper-
work and time associated with administering
overseas sales were eliminated. However, within
two years the firm started direct exporting to
Holland after developing contacts with an Asian-
owned business located there. The decision about
exporting to a culturally similar country was
irrelevant to the manager and the exploitation of
established sales opportunities was the driving
force in the internationalisation decision.

Subsequent internationalisation decisions

Since the issue of performance measurement is
subjective and open to criticism (Buckley et al.,
1988, 1990); also, because the gathering of indi-
cators concerning success such as profits, etc.
within ethnic minorities is known to be difficult
(Pardesi, 1992; Crick and Chaudhry, 1996),
managers were asked to comment on whether they
believed performance was consistent with the
objectives which were set although answers tended
to feature the issue of export growth. 

Although it was clear that managers were
always hoping that things could improve further
(not least of which was the notion of “making
money”), it was also apparent that few managers
believed they had met their major international
goals. The firms which had commenced exporting
within their first year’s operations to East Africa
and the Indian sub-continent had all achieved
international ratios of 60 percent or more and
believed they had met growth forecasts. Four had
subsequently established subsidiaries in these
countries to exploit international marketing know-
how developed over a number of years.

Firm “H” had commenced direct exporting a
year after business foundation in 1980 and a sub-
sidiary was opened in Kenya in 1989. International
sales now accounted for about 60 percent of total
sales with the vast majority of this being sold to
the East African market. The owner had recog-
nised that a sales office was required in order to
act as a regional “hub” in servicing the East
African market as sales growth would otherwise
be limited if he continued to operate purely from
the U.K. 

Overseas Expansion of Small Asian-Owned U.K. Firms 87



In contrast, none of the remaining firms who
had internationalised later and started exporting
to European countries, had achieved an export
ratio of more than 35 percent. Furthermore, none
had established subsidiary operations overseas.
However, these firms had deliberately concen-
trated on the domestic U.K. market and had there-
fore met their expectations as far as growth was
concerned by focusing on domestic expansion
rather than export development. 

It was clear that the later internationalising
firms’ perceptions towards overseas performance
were based on an ad hoc rather than a planned
strategy. While a number of firms had initially
reacted to the receipt of an unsolicited order,
their export business had now become viewed
as a “marginal” activity, in some cases repre-
senting about 10 percent of total business. As
such, repeat orders, new business from agents,
and other fortuitous orders kept their export
turnover at constant levels while domestic (U.K.)
sales accounted for the bulk of total turnover.
International sales were spread over a number of
markets as orders were received and no attempt
was made to concentrate efforts in dealing with
only several markets in order to build on experi-
ence and penetrate them in the longer term. These
were almost exclusively European markets. It was
therefore thought necessary to concentrate limited
managerial resources on domestic market expan-
sion with agents based overseas being asked to
find new export business.

Firm “L” considered itself to be a marginal
player in overseas operations. The owner mainly
employed a concentrated market servicing strategy
with efforts, i.e. about 90 percent of turnover,
being placed on developing the U.K. market.
Nevertheless, a market spreading approach was
used for the remaining 10 percent of turnover
whereby markets were served on an ad hoc basis
as orders were received. Little effort was placed
on developing business overseas since the scale of
the operations were limited (about 25 employees),
as was the manager’s time. Agents had therefore
been appointed in several overseas markets in
order to obtain orders and leave time for the owner
to develop domestic operations.

The reverse was true for several firms (B, E, I,
and N) which had achieved international ratios of
25 percent or more. It was apparent that while

these firms were somewhat concerned with
domestic market expansion, they were concen-
trating international efforts in serving a few
key markets. Interestingly, unlike the marginal
exporters, these had moved away from serving
only European markets and included East African
markets from where the owner/managers origi-
nated.

Firm “N” had been founded in 1985 and
achieved an international ratio of approximately
25 percent since commencing overseas business in
1992. Emphasis had been placed on serving the
German market having initially commencing
direct exports to the country after receiving an
unsolicited order. The initial order had been suc-
cessful and this had led to repeat business from
the same customer together with other orders from
the market primarily resulting from word of mouth
recommendations. Nevertheless, other countries
were now being serviced outside of Europe,
noticeably the East African market, whereby
contacts had been made via both trade missions
and through family contacts.

5.  Discussion and conclusions

This paper provides a contribution to the growing
body of knowledge on international entrepreneur-
ship, by reporting on an investigation into the
internationalisation processes of Asian-owned
SMEs in the U.K. clothing industry. The study
addressed an identified gap in the literature: the
overseas expansion of ethnic minority-owned
firms. With some regions having relatively high
concentrations of ethnic minority-owned firms
(Ward, 1991); the issue of multi-cultural policy
featuring on the agendas of certain governments
(Stanton and Lee, 1995); and, the observation that
policy-makers are unsure about the business prac-
tices and assistance requirements of such firms
(Crick and Chaudhry, 1996), it appears timely to
uncover and understand differences in the patterns,
processes and pace of overseas expansion among
Asian-owned SMEs. A qualitative methodological
approach was employed within this investigation
to focus on two key issues and these complement
the recent “holistic” perspective adopted by Bell
et al. (1998). These were: first, firms’ initial
business strategy and international orientation
including the rationale for initial market selection
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and mode of market entry; and, second, subse-
quent internationalisation decisions.

Certain findings supported the work of Bell et
al. (1998). It was found that factors associated
with key decision makers had an important influ-
ence upon firms’ international operations and the
receipt of unsolicited orders had an effect on
some firms’ timing of overseas market entry.
Nevertheless, it was found that cultural networks
balanced with resource constraints also had a
major impact on the direction and pace of certain
firms’ overseas expansion. While the findings
provided some support for the incremental
approach to internationalisation within a mature
trade sector, the cultural and business experience
of some managers was found to have an effect on
the pace and direction of their overseas expansion.
Nevertheless, it should be recognised that these
findings refer to a single low-technology U.K.
trade sector and may not be generalisable. 

The holistic perspective adopted within this
study is consistent with the contingency view of
internationalisation (Luostarinen, 1980; Reid,
1983; Woodcock et al., 1994; Yeoh and Jeong,
1995; Kumar and Subramaniam, 1997; Bell et al.,
1998) and provides further challenges to the
incremental approach by indicating that factors
associated with ethnicity had an effect on the
pace and direction of some firms’ overseas expan-
sion. Specifically, two broad groups of firms were
identified. 

In the first group, operations were internation-
alised within a year of business start-up and
trading commenced with firms located in the
owner/managers’ country of origin to exploit
cultural networks. This group had relatively high
international ratios; concentrated efforts on several
key markets; and, in some cases developed sub-
sidiaries overseas. Networks developed in coun-
tries which were once their domestic market, were
rapidly exploited upon emigrating to the U.K. and
as such were quickly served on an export basis.
These did not follow the conventional incremental
route in their overseas expansion strategies. 

The second group, in contrast, did not have
existing contacts or the commercial know-how
when starting their businesses some time after
arriving in the U.K. and could not rapidly exploit
networks in the same way as the first group. As
such, it was apparent that these firms’ strategies

were more consistent with internationalisation
theory taking an incremental route in market
expansion. In some cases an in-direct exporting
route was exploited; in others the stimuli was the
receipt of an unsolicited order. A few firms had
international ratios of around 30 percent, and
concentrated resources on a few key markets.
However, the remainder were marginal exporters;
they tended to have far lower international ratios;
greater concern with domestic (U.K.) market
expansion; and adopted a spreading strategy
covering a number of markets as and when orders
were received. Unlike the first group, all of these
firms commenced exporting to European countries
rather than their country of origin. In short, it was
clear that they were at relatively early stages of
their internationalisation. 

One point which the latter group did have in
common with the first one was the poor utilisation
of government assistance. A lack of trust in
government support, and more specifically with
business advisors, was apparent within both
groups of firms. For the first group, emphasis was
placed on exploiting existing contacts and devel-
oping a level of export experience necessary to
enable them to proceed to serve other markets with
some degree of confidence; the only government
support which had been utilised was trade
missions. This was viewed as a subsidised way of
fostering existing contacts further rather than
developing new ones. Even so, probing within the
interviews suggested they were not aware of many
forms of support which may have helped them
increase export activities further. The second
group also had a poor awareness of many forms
of export assistance, preferring to build on word
of mouth opportunities developed from their
cultural network, broadly in accord with the
training systems approach of ethnic enclave
theory. 

Our findings clearly indicate that policy-makers
should take into account certain cultural factors
when attempting to offer support to ethnic
minority-owned firms, particularly in the way in
which it is communicated. This is necessary to
penetrate an identified cultural bias against
outside assistance. While the employment of
business advisors with a cultural affinity is one
step in this direction, interviews suggested that
“token Asians” with employment within large
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consulting bodies was not the way forward. They
were perceived as having no comprehension of the
business practices and assistance requirements
within the Asian community. While such people
may be of an Asian origin, their experience was
typically restricted to large, white-owned or public
limited companies. Indeed, our sample of Asian-
owned SMEs tended to use networks within their
community such as small Asian-owned accoun-
tants, solicitors, bankers etc. rather than the large
consulting firms. It is staff from bodies such as
these who would have more credibility within the
community if they were used as advisors. A
second and important point for policy-making in
this area, is to recognise the diversity of ethnic
business experience, which has been uncovered by
the use of our qualitative methodology. This
requires detailed case-by-case assessment of
business assistance requirements, and perhaps
more tailored packaging of assistance to overcome
barriers arising out of specific ethnic backgrounds
than has been delivered to date in the U.K.

Future research directions might seek (where
possible due to cultural resistance) to employ a
wider range of qualitative research methodologies
to probe these issues further. For example, analysis
of company documentation and meetings through
tracer studies (Forster, 1994; Hornby and Symon,
1994) could provide further insight into the
business logic and rationality of entering specific
international markets. Stakeholder analysis
(Burgoyne, 1994) may be appropriate for greater
understanding and explanation of how and why
cultural networks are actually used by ethnic busi-
nesses, and how different stakeholders – such as
family, banks and accountants, and customers and
suppliers – may constrain or engender interna-
tional market opportunities. Finally, methods such
as proxemics and kinesics may provide useful
insight into cultural factors, such as use of
personal space (for instance, where and when
business transactions are undertaken) and the
effect of non-verbal (as well as verbal) communi-
cation styles on business transactions (Marshall
and Rossman, 1995). Video-based (Heath, 1997)
and ethnographic (Baszanger and Dodier, 1997;
Marcus, 1998) studies of such factors may assist
policy-makers in improving their ability to effec-
tively communicate with, and assist ethnic
business. 

It seems clear that a number of directions
are available, for future research investigations,
to improve our understanding of the business
practices and assistance requirements of ethnic
minority-owned firms. As such, this paper
provides a basis on which other academic studies
can build.
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Notes
1 There is a considerable body of research, not cited here
for reasons of space, which also has a bearing on our findings.
This has examined the changing structure of the clothing
industry both within the U.K. and internationally.
2 For example, to take just a few cases, distinctions are made
between entrepreneurs and managers; self employed with
employees and self employed without employees; high tech-
nology and traditional small businesses; growth oriented and
non-growth oriented SMEs; urban and rural SMEs; and male
and female entrepreneurs.
3 It is interesting to note the differing use of language
amongst researchers working in varied disciplinary and
national contexts. For example, British researchers working in
the area of entrepreneurship tend to refer to ethnic-owned busi-
nesses, whilst U.S. research in the same area tends to refer to
minority-owned business. Much of the sociological work in
this area has referred to immigrant business. 
4 Stansfield II (1998, p. 333) notes that “ethnicity denotes the
synthesis of biological and fictive ancestry and cultural
elements” and “is a critical attribute of race in that it is a basis
of diversity within and between racial categories”. Races,
however, are socially and historically “constructed categories
of populations . . . fixed and systematized through their asso-
ciation with phenotypical attributes”.
5 They also call into question the appropriateness of different
research strategies and help to explain the efficacy of the qual-
itative approach to the subject that is adopted here, as will be
explained in Section 3. To circumvent issues arising out of
differing cultural inheritance derived from immigration in
comparison with ethnic groups who were born in the U.K.,
this study concentrates solely on businesses started by immi-
grant entrepreneurs.
6 Whilst the family has also been identified as important for
non-ethnic business, distinctive observed features of family
relations in ethnic business include the use of unpaid family
labour and pooling of family resources (particularly financial
capital). 
7 These models might more properly be referred to as
category approaches, rather than stages models, since there is
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no necessary logic suggesting an accretion of internationali-
sation activities over time.
8 The importance of research concerning firms’ internation-
alisation has not been restricted to academic debate. In the
U.K., for example, the Joint Export Promotion Directorate (the
government section with responsibility for export promotion)
use a three stage model of non-exporters, passive exporters
and active exporters for differentiating between firms,
although the criteria are not published (Crick, 1995).
9 In a similar vein, see also, Burt (1992).
10 In doing so, it was also recognised that in older SMEs
the key decision maker in relation to major internationalisa-
tion decisions (probably the owner/manager) would possibly
not still be employed within the business with succession
having taken place.
11 Each interview lasted approximately two hours. All inter-
views were conducted by the second named author at the
owner’s business premises, and at times convenient to the
Managing Director. All interviews were primarily conducted
in English, though Asian languages were used where appro-
priate. The researcher conducting each was of Asian origin,
but had lived in the U.K. for a number of years and was con-
sidered reasonably knowledgeable about Asian cultures and
fluent in several languages. In the course of this investigation,
this background was considered important to address cross-
cultural methodological issues associated with “emic” versus
“etic” factors (Douglas and Craig, 1983; Usunier, 1996; Vijver
and Leung, 1997).
12 The sampling frame had originally been developed from
a number of sources such as local advisory boards and Asian
business groups.
13 Based on 1991 Great Britain Census data, our sample
accounts for approximately 19% of total employment in the
West Midlands in the footwear and clothing industries (source:
1991 Census Economic Activity in Great Britain (Vol. 2),
London: Government Statistical Service). 

References

Aaby, N-E. and S. F. Slater, 1989, ‘Management Influences
on Export Performance: A Review of the Empirical
Literature 1978–1988’, International Marketing Review
6(4), 7–26.

Aldrich, H. and R. Waldinger, 1990, ‘Ethnicity and
Entrepreneurship’, Annual Review of Sociology 16,
111–135.

Aldrich, H., C. Zimmer and D. McEvoy, 1989, ‘Continuities
in the Study of Ecological Succession: Asian Businesses
in Three English Cities’, Social Forces 67, 920–944.

Andersen, O., 1993, ‘On the Internationalisation Process of
Firms: A Critical Analysis’, Journal of International
Business Studies 24(2), 209–231.

Bailey, T. and R. Waldinger, 1991, ‘Primary, Secondary and
Enclave Labor Markets: A Training Systems Approach’,
American Sociological Review 56, 432–445.

Baron, R. A., 1998, ‘Cognitive Mechanisms in
Entrepreneurship: Why and When Entrepreneurs Think
Differently Than Other People’, Journal of Business
Venturing 13(4), 275–294.

Barrett, N. I. and I. F. Wilkinson, 1986, ‘Internationalisation
Behaviour: Management Characteristics of Australian
Manufacturing Firms by Level of International
Development’, in P. W. Turnbull and S. J. Paliwoda (eds.),
Research in International Marketing, London: Croom
Helm.

Basu, D., 1991, Afro-Caribbean Businesses in Great Britain:
Factors Affecting Business Success and Marginality.
Unpublished PhD, Manchester Business School.

Baszanger, I. and N. Dodier, 1997, ‘Ethnography: Relating the
Part to the Whole’, in D. Silverman (ed.), Qualitative
Research: Theory, Method and Practice, London: Sage
Publications. 

Bates, T., 1989, ‘The Changing Nature of Minority Business:
A Comparative Analysis of Asian, Non-Minority, and
Black-Owned Businesses’, The Review of Black Political
Economy 18, 25–42.

Bates, T., 1994, ‘Social Resources Generated by Group
Support Networks May Not be Beneficial to Asian
Immigrant-Owned Small Businesses’, Social Forces 72,
671–689.

Bates, T. and C. Dunham, 1993, ‘Asian American Success in
Self-Employment’, Economic Development Quarterly 7,
199–214. 

Bell J., D. Crick and S. Young, 1998, ‘A Holistic Perspective
on Small Firm Growth and Internationalisation’, Paper
presented at the Academy of International Business
Conference, City University Business School.

Bell, J. and S. Young, 1998, ‘Towards an Integrative
Framework of the Internationalisation of the Firm’,
in G. Hooley, R. Loveridge and D. Wilson (eds.),
Internationalisation: Process, Context and Markets,
London: Macmillan.

Bilkey, W. J., 1978, ‘An Attempted Integration of the
Literature on the Export Behaviour of Firms’, Journal of
International Business Studies 9(1), 33–46.

Bilkey, W. J. and G. Tesar, 1977, ‘The Export Behaviour of
Smaller-Sized Wisconsin Manufacturing Firms’, Journal
of International Business Studies 8, 93–98.

Blackburn, R., 1993, ‘Ethnic Minority Business in Britain: The
Experience of Different Business Owners’, Paper Presented
at the Helsinki School of Economics.

Boissevain, J., 1974, Friends of Friends: Networks,
Manipulators and Coalitions, Oxford: Basil Blackwell.

Bonacich, E., 1973, ‘A Theory of Middleman Minorities’,
American Sociological Review 38, 583–594.

Bonacich, E., 1987, ‘Making it in America: A Social Evolution
of the Ethics of Immigrant Entrepreneurship’, Sociological
Perspectives 30, 446–466. 

Borjas, G., 1990, Friends or Strangers, the Impact of
Immigrants on the U. S. Economy, New York: Basic
Books.

Boter, H. and C. Holmquist, 1996, ‘Industry Characteristics
and Internationalization Processes in Small Firms’, Journal
of Business Venturing 11(6), 471–487.

Bourdieu, P., 1990, The Logic of Practice, Cambridge:
Polity.

Boyd, R., 1990, ‘Black and Asian Self-Employment in
Large Metropolitan Areas: A Comparative Analysis’,
Social Problems 37, 258–274.

Overseas Expansion of Small Asian-Owned U.K. Firms 91



Buckley, P. J., D. Newbould and J. Thurwell, 1978, Going
International – The Experience of Smaller Companies
Overseas, London: Associated Business Press.

Buckley, P. J., C. L. Pass and K. Prescott, 1988, ‘Measures
of International Competitiveness: A Critical Survey’,
Journal of Marketing Management 4(2), 175–200.

Buckley, P. J., C. L. Pass and K. Prescott, 1990, ‘Measures
of International Competitiveness: Empirical Findings From
British Manufacturing Companies’, Journal of Marketing
Management 6(1), 1–13.

Burgoyne, J. G., 1994, ‘Stakeholder Analysis’, in C.
Cassell and G. Symon (eds.), Qualitative Methods in
Organizational Research: A Practical Guide, London:
Sage Publications.

Burt, R. S., 1992, Structural Holes: The Social Structure of
Competition, London: Harvard University Press.

Cannon, T. and M. Willis, 1983, ‘The Smaller Firm in
International Trade’, European Small Business Journal
1(3), 45–55.

Cavusgil, T. S., 1982, ‘Some Observations on the Relevance
of Critical Variables for Internationalisation Stages’, in
M. R. Czinkota and G. Tesar (eds.), Export Management:
An International Context, New York: Praeger.

Cavusgil, T. S., 1984, ‘Differences Among Exporting Firms
Based on Their Degree of Internationalisation’, Journal
of Business Research 12, 195–208.

Coviello, N. E. and N. A. McAuley, 1996, Internationalisation
Processes and the Smaller Firm: A Review of
Contemporary Research, Working Paper, Faculty of
Management, University of Calgary.

Coviello, N. E. and H. Munro, 1997, ‘Network Relationships
and the Internationalisation Process of Small Software
Firms’, International Business Review 6(4), 361–386.

Crick, D., 1995, ‘An Investigation into the Targeting of U.K.
Export Assistance’, European Journal of Marketing 29(8),
76–94.

Crick, D., 1997, ‘U.K. SMEs’ Awareness, Use, and
Perceptions of Selected Government Export Assistance
Programs: An Investigation into the Effect of the
Internationalisation Process’, International Trade Journal
X1(1), 135–167.

Crick, D. and S. Chaudhry, 1996, ‘Export Behaviour
of Asian and Indigenous-Owned SMEs in the U.K.
Clothing Industry: A Research Note’, International 
Journal of Entrepreneurial Behaviour & Research 2(1),
77–84.

Curran, J. and R. Blackburn, 1993, Ethnic Enterprise and the
High Street Bank. Kingston Business School Report.

Czinkota, M. R., 1982, Export Development Strategies, New
York: Praeger.

Dana, L. P., 1991, ‘Bring In More Entrepreneurs’, Policy
Options 12(9), 18–19.

Dana, L. P., 1993, ‘An Inquiry into Culture and
Entrepreneurship: Case Studies of Business Creation
Among Immigrants in Montreal’, Journal of Small
Business & Entrepreneurship 10(4), 16–31.

Dana, L. P., 1995, ‘Entrepreneurship in a Remote Sub-Arctic
Community: Nome, Alaska’, Entrepreneurship: Theory
and Practice 20(1), 55–72.

Dana, L. P., 1996, ‘Self-Employment in the Canadian Sub-

Arctic: An Exploratory Study’, Canadian Journal of
Administrative Sciences 13(1), 65–77.

Dana, L. P., 1997, ‘The Origins of Self-Employment’,
Canadian Journal of Administrative Sciences 14(1),
99–104.

Deakins, D., G. Hussain and M. Ram, 1992, The Finance of
Ethnic Minority Small Businesses, Birmingham: University
of Central England.

Deakins, D., M. Majmudar and A. Paddison, 1995, Ethnic
Minority Enterprise in the West of Scotland, Paisley:
University of Paisley.

Denzin, N. S. and Y. S. Lincoln, 1998, ‘Introduction: Entering
the Field of Qualitative Research’, in N. S. Denzin and Y.
S. Lincoln (eds.), The Landscape of Qualitative Research:
Theories and Issues, London: Sage Publications.

De Vaus, D. A., 1996, Surveys in Social Research (4th
Edition), London: UCL Press.

Douglas, S. P. and C. S. Craig, 1983, International Marketing
Research, Englewood Cliffs: Prentice-Hall.

Evans, M. D. R., 1989, ‘Immigrant Entrepreneurship: Effects
of Ethnic Market Size and Isolated Labor Pool’, American
Sociological Review 54, 950–962.

Forster, N., 1994, ‘The Analysis of Company Documentation’,
in C. Cassell and G. Symon (eds.), Qualitative Methods
in Organizational Research: A Practical Guide, London:
Sage Publications.

Guba, E. G. and Y. S. Lincoln, 1998, ‘Competing Paradigms
in Qualitative Research’, in N. S. Denzin and Y. S. Lincoln
(eds.), The Landscape of Qualitative Research: Theories
and Issues, London: Sage Publications.

Harvey, M. and R. Evans, 1995, ‘Strategic Windows in the
Entrepreneurial Process’, Journal of Business Venturing
10(5), 331–347.

Heath, C., 1997, ‘The Analysis of Activities in Face to
Face Interaction Using Video’, in D. Silverman (ed.),
Qualitative Research: Theory, Method and Practice,
London: Sage Publications. 

Heritage, J., 1997, ‘Conversation Analysis and Institutional
Talk: Analysing Data’, in D. Silverman (ed.), Qualitative
Research: Theory, Method and Practice, London: Sage
Publications. 

Hisrich, R. D. and C. Brush, 1986, ‘Characteristics of the
Minority Entrepreneur’, Journal of Small Business
Management 24, 1–8.

Hornby, P. and G. Symon, 1994, ‘Tracer Studies’, in C.
Cassell and G. Symon (eds.), Qualitative Methods in
Organizational Research: A Practical Guide, London:
Sage Publications.

Hymer, S. H., 1976, The International Operations of National
Firms: A Study of Direct Foreign Investment, Cambridge
MA: The MIT Press.

Johanson, J. and J-E. Vahlne, 1977, ‘The Internationalisation
Process of the Firm – A Model of Knowledge Develop-
ment and Increasing Foreign Market Commitment’,
Journal of International Business Studies, Spring–Summer,
23–32.

Johanson, J. and F. Wiedersheim-Paul, 1975, ‘The
Internationalisation of the Firm: Four Swedish Cases’,
Journal of Management Studies, October, 305–322.

Jones, M. V., 1998, International Expansion of Small High

92 Dave Crick et al.



Technology Based Firms: the Role of External Linkages in
International Growth and Development. Unpublished PhD,
University of Strathclyde.

Jones, T., D. McEvoy and J. Barratt, 1992, ‘Raising Capital
for the Ethnic Minority Small Business’, in A. Hughes and
D. Storey (eds.), Financing the Small Firm, London:
Routledge.

Jones, T., D. McEvoy and J. Barratt, 1993, ‘Labour Intensive
Practices in the Ethnic Minority Firm’, in J. Atkinson and
D. Storey (eds.), Employment, the Small Firm and the
Labour Market, London: Routledge.

Kamath, S., P. J. Rosson, D. Patton and M. Brooks,
1987, ‘Research on Success in Exporting: Past, Present
and Future’, in P. J. Rosson and S. D. Reid (eds.),
Managing Export Entry and Expansion, New York:
Praeger.

Kim, K. C., W. M. Hurh and M. Fernandez, 1989, ‘Intra-
Group Differences in Business Participation: Three Asian
Immigrant Groups’, International Migration Review 23,
73–95.

King, N., 1994, ‘The Qualitative Research Interview’, in C.
Cassell and G. Symon (eds.), Qualitative Methods in
Organizational Research: A Practical Guide, London:
Sage Publications.

Kirchhoff, B. A., R. L. Stevens and N. I. Hurwitz,
1982, ‘Factors Underlying Increases in Minority
Entrepreneurship: 1972–1977’, in K. H. Vesper (ed.),
Frontiers of Entrepreneurship Research, Wellesley MA:
Babson College Center for Entrepreneurial Studies.

Krcmar, K. M., 1987, Minority Enterprise in the Clothing
Industry: An Analysis of Asian Jeans Manufacturers in
Birmingham. Unpublished PhD, Aston University. 

Kumar, V. and V. Subramaniam, 1997, ‘A Contingency
Framework for the Mode of Entry Decision’, Journal of
World Business 32(1), 53–72.

Leonidou, L. and C. S. Katsikeas, 1996, ‘The Export
Development Process: An Integrative Review of Empirical
Models’, Journal of International Business Studies 27(3),
517–551.

Light, I., 1972, Ethnic Enterprise in America: Business and
Welfare Among Chinese, Japanese and Blacks, Berkeley
CA: University of California.

Light, I., 1980, ‘Asian Enterprise in America: Chinese,
Japanese, and Koreans in Small Business’, in S. Cummings
(ed.), Self-Help in Urban America, Port Washington, NY:
Kennikat Press.

Light, I., 1984, ‘Immigrant and Ethnic Enterprise in North
America’, Ethnic and Racial Studies 7, 195–216.

Light, I., G. Sabagh, M. Bozorgmehr and C. Der-Martirosian,
1994, ‘Beyond the Ethnic Enclave Economy’, Social
Problems 41, 65–80. 

Lim, J-S, T. W. Sharkey and K. I. Kim, 1991, ‘An Empirical
Test of an Export Adoption Model’, Management
International Review 31(1), 51–62.

Luostarinen, R., 1980, The Internationalisation of the Firm,
Helsinki: Acta Academic Oeconomicae Helsingiensis.

Marcus, G. E., 1998, ‘What Comes (Just) After “Post”? the
Case of Ethnography’, in N. S. Denzin and Y. S. Lincoln
(eds.), The Landscape of Qualitative Research: Theories
and Issues, London: Sage Publications.

Marlow, S., 1992, ‘The Take-Up of Business Growth Training
Schemes in Britain’, International Small Business Journal
7(1), 34–46.

Marshall, C. and G. B. Rossman, 1995, Designing Qualitative
Research, London: Sage Publications.

Mascarenhas, B., 1997, ‘The Order and Size of Entry into
International Markets’, Journal of Business Venturing
12(4), 287–299.

McDougall, P. P. and B. M. Oviatt, 1996, ‘New Venture
Internationalization, Strategic Change and Performance: A
Follow-Up Study’, Journal of Business Venturing 11(1),
23–40.

McDougall, P. P., S. Shane and B. M. Oviatt, 1994,
‘Explaining the Formation of International New Ventures:
The Limits of Theories From International Business
Research’, Journal of Business Venturing 9, 469–487.

Miesenbock, K. J., 1988, ‘Small Businesses and Exporting:
A Literature Review’, International Small Business
Journal 6(2), 42–61.

Min, P. G., 1987, ‘Factors Contributing to Ethnic Business:
A Comprehensive Synthesis’, International Journal of
Comparative Sociology 28, 173–193.

Mitra, J. and K. Pawar, 1992, ‘The Relationship Between
Business Associations and Small Businesses’, Paper
presented at the 22nd European Small Business Seminar,
Amsterdam.

Mitra, J., K. Pawar and S. Soar, 1991, ‘The Role of TECs
and Ethnic Minority SMEs’, Paper Presented at the 14th
National Small Firms Policy and Research Conference,
Blackpool.

Moon, J. and H. Lee, 1990, ‘On the Internal Correlates of
Export Stage Development: An Empirical Investigation in
the Korean Electronics Industry’, International Marketing
Review 7(5), 16–26.

Morgan, R. E. and C. S. Katsikeas, 1995, ‘Determinants of
Export Intention’, Paper Presented at the Marketing
Education Group Conference, Bradford.

Nowikowski, S. E., 1984, ‘Snakes and Ladders: Asians in
Britain’, in R. Ward and R. Jenkins (eds.), Ethnic
Communities in Britain, Cambridge: Cambridge University
Press.

O’Brien, D. and S. Fugita, 1982, ‘Assessing the Explanatory
Value of the Middleman Minority Concept in the Case
of the Japanese in California Agriculture’, Pacific
Sociological Review 25, 185–204.

Okoronkwo, K. N., 1993, Business Development and Ethnic
Minorities in the U.K. A Case Study of East African Asians
in Leicester. Unpublished PhD, University of Leicester.

Oviatt, B. M. and P. P. McDougall, 1994, ‘Toward a Theory
of International New Ventures’, Journal of International
Business Studies 25(1), 45–64. 

Pavord, W. C. and R. G. Bogart, 1975, ‘The Dynamics of the
Decision to Export’, Akron Business and Economic
Review, Spring, 6–11.

Pardesi, U., 1992, Marketing in Indigenous and Asian Small
Firms in the West Midlands. Unpublished PhD, Aston
University.

Patel, S., 1989, The Nature and Dynamics of Asian Retailing
in Britain. Unpublished PhD, Open University.

Peräkylä, A., 1997, ‘Reliability and Validity in Research

Overseas Expansion of Small Asian-Owned U.K. Firms 93



Based on Transcripts’, in D. Silverman (ed.), Qualitative
Research: Theory, Method and Practice, London: Sage
Publications. 

Phillips, L. W., 1981, ‘Assessing Measurement Error in
Key Informant Reports: A Methodological Note on
Organisational Analysis in Marketing’, Journal of
Marketing Research 18, 395–415.

Portes, A. and M. Zhou, 1992, ‘Gaining the Upper Hand:
Economic Mobility Among Immigrant and Domestic
Minorities’, Ethnic and Racial Studies 15, 491–522.

Preece, S. B., 1998, ‘Explaining the International Intensity and
Global Diversity of Early-Stage Technology-Based Firms’,
Journal of Business Venturing 14(3), 259–281.

Punch, M., 1998, ‘Politics and Ethics in Qualitative Research’,
in N. S. Denzin and Y. S. Lincoln (eds.), The Landscape
of Qualitative Research: Theories and Issues, London:
Sage Publications.

Rao, T. R. and G. M. Naidu, 1992, ‘Are the Stages of
Internationalisation Empirically Supportable?’, Journal of
Global Maketing 6(1), 147–170.

Rafiq, M., 1988, Asian Businesses in Bradford, West
Yorkshire. Unpublished PhD, University of Bradford.

Ram, M., 1992, ‘Coping With Racism: Asian Employers in
the Inner City’, Work Employment and Society 6(4),
601–618.

Ram, M. and J. Sparrow, 1993, ‘Minority Firms, Racism and
Economic Development’, Local Economy 8(3), 117–129.

Ram, M. and G. Hillin, 1994, ‘Achieving ‘Break-Out’:
Developing Mainstream Ethnic Minority Businesses’,
Small Business and Enterprise Development 1(2), 15–21.

Ram, M. and D. Deakins, 1996, ‘African-Caribbeans in
Business’, New Community 22(1), 67–84.

Reid, S. D., 1983, ‘Firm Internationalisation, Transaction
Costs and Strategic Choice’, International Marketing
Review 1(2), 45–55.

Rogers, E. M., 1962, Diffusions of Innovations, New York:
The Free Press.

Sanders, J. and V. Nee, 1987, ‘Limits of Ethnic Solidarity in
the Enclave Economy’, American Sociological Review 52,
745–773.

Sanders, J. and V. Nee, 1996, ‘Immigrant Self-Employment:
The Family as Social Capital and the Value of Human
Capital’, American Sociological Review 61, 231–249

Stanfield II, J. H., 1998, ‘Ethnic Modelling in Qualitative
Research’, in N. S. Denzin and Y. S. Lincoln (eds.), The
Landscape of Qualitative Research: Theories and Issues,
London: Sage Publications.

Stanton, P. J. and J. Lee, 1995, ‘Australian Cultural Diversity
and Export Growth’, Journal of Multilingual and
Multicultural Development 16(6), 497–511.

Storey, D. J., 1994, Understanding the Small Business Sector,
London: Routledge.

Turnbull, P. W., 1987, ‘A Challenge to the Stages Theory of
the Internationalisation Process’, in P. J. Rosson, and S. D.
Reid (eds.), Managing Export Entry and Expansion, New
York: Praeger, pp. 21–40.

Usunier, J-C., 1996, Marketing Across Cultures, Hemel
Hempstead: Prentice Hall.

Van de Vijver, F. J. R. and K. Leung, 1997, Methods of Data
Analysis for Cross-Cultural Research, London: Sage
Publications.

Waldinger, R., 1986, Through the Eye of a Needle: Immigrants
and Enterprise in New York’s Garment Trades, New York:
New York University Press.

Waldinger, R., 1989, ‘Structural Opportunity or Ethnic
Advantage? Immigrant Business Development in New
York’, International Migration Review 23, 48–72.

Waldinger, R., D. McEvoy and H. Aldrich, 1990, ‘Spatial
Dimensions of Opportunity Structures’, in R. Waldinger,
H. Aldrich, and R. Ward (eds.), Ethnic Entrepreneurs,
London: Sage Publications. 

Ward, R., 1987, ‘Resistance, Accommodation and Advantage:
Strategic Development in Ethnic Business’, in G. Lee and
R. Loveridge (eds.), The Manufacture of Disadvantage,
Milton Keynes: Open University Press, pp. 159–175.

Ward, R., 1991, ‘Economic Development and Ethnic
Business’, in J. Curran and R. A. Blackburn (eds.), Paths
of Enterprise, London: Routledge.

Ward, R. and R. Jenkins (eds.), 1984, Ethnic Communities in
Business, Cambridge: Cambridge University Press.

Ward, R., R. Randall and K. Krcmar, 1986, ‘Small Firms in
the Clothing Industry: The Growth of Minority Enterprise’,
International Small Business Journal 4(3), 46–56

Werbner, P., 1990, ‘Renewing an Industrial Past: British
Pakistani Entrepreneurship in Manchester’, Migration 8,
7–41.

Westhead, P., 1995, ‘Exporting and Non-Exporting Small
Firms in Great Britain: A Matched Pairs Comparison’,
International Journal of Entrepreneurial Behaviour and
Research 1(2), 6–36.

Wiedersheim-Paul, F., H. C. Olson, and L. S. Welch,
1978, ‘Pre-Export Activity: The First Steps in
Internationalisation’, Journal of International Business
Studies 9(1), 47–58.

Wilson, K. and A. Portes, 1980, ‘Immigrant Enclaves: An
Analysis of the Labor Market Experiences of Cubans in
Miami’, American Journal of Sociology 86, 295–319. 

Wong, E., 1985, ‘Asian Americans and Middleman Minority
Theory: The Framework of an American Myth’, Journal
of Ethnic Studies 13, 51–88.

Woodcock, P. C., P. W. Beamish and S. Makino, 1994,
‘Ownership-Based Entry Mode Strategies and International
Performance’, Journal of International Business Studies
25(2), 253–273.

Wortzel, L. H. and H. V. Wortzel, 1981, ‘Export Marketing
Strategies for NIC and LDC-Based Firms’, Columbia
Journal of World Business, Spring, 51–60.

Yeoh, P. L. and I. Jeong, 1995, ‘Contingency Relationships
Between Entrepreneurship, Export Channel Structure and
Environment’, European Journal of Marketing 29(8),
95–115.

Yoon, I. J., 1991, ‘The Changing Significance of Ethnic and
Class Resources in Immigrant Businesses: The Case of
Korean Immigrant Businesses in Chicago’, International
Migration Review 25, 303–331.

94 Dave Crick et al.




