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ABSTRACT

The Kenyan business environment had been undergivasiic changes since the onset
of liberalization in the early 1990’s. Some of thkanges included the accelerated
implementation of economic reforms, the liberal@atof the economy, privatization and
increased competition. With globalization and Kejoiaing regional trading blocs such
as EAC and COMESA coupled with the opening up & 8outhern Sudan region,
opportunities for these SMEs to extend their bissnentacles has increased like never
before but they face massive challenges in thegsguo internationalization. The
objective of this study was to investigate the lgmges to the internationalization of

Kenyan small and medium enterprises operating inoia

The study used primary data. The data collectiah Wwas questionnaires that had both
closed and open ended questiofise data was analyzed using descriptive statigtitts
assistance of statistical package for social seeIfEPSS). Output was then presented in

terms of pie charts, graphs, frequency tables epdrts.

Key findings from the study were: digital dividedweational, purchasing power
difference between Kenya and the importing cour@ygyernment policies in such areas,
security, language, education, and technical itfinature, currencies and clearing system
as well as banking and financial networks intellattproperty e.g. copyright laws,
regulatory and commerce infrastructure in the irtipgr country and Kenya’'s
membership to regional trading blocs and countrtylsure when dealing in international

trade, level of competition in the sector, finahcizapital necessary to become



competitive, capital, training, and research andeltgoment accessibility, importation
barriers, structure and culture of the organizatiare all the factors affecting

internationalization of Kenyan SME.
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CHAPTER ONE: INTRODUCTION

1.1 Background of the study

As barriers to globalization continue to fade, whpowerful internationalization of
production and marketing continue to thrive all otree globe, African businesses should
realize that competing globally is not an optioat &n economic imperative. This trend is
deemed to create an extra-ordinary competitiverenment for developing countries, as
they do not appear to be ready to face the chadkeagd opportunities that globalization
currently present. The danger of economic and kpwaginalization is therefore obvious
challenge to such enterprises (Rutashobya andskagriz004).

Research in the field of SME internationalizatiogues that the impact of globalization
is not only the province of large multinational porations, but smaller firms are also
finding that the global marketplace can offer treo@us opportunity for business growth
and development (Winch and Bianchi, 2006). Notwahding the benefits (both on a
firm and macro-environment level) to be derivedrirtnternational trade, Bell (1997),
argues that the smaller the firm is the more vhkr to barriers associated with resource
limitations, operating difficulties and trade rédions. Internationalization of Kenyan
firms by its very nature involves a high degreerisk and SMEs tend to have more
limited resources to cope with the downside of ifpreexpansion. As a result of this,
O'Farrell and Wood (1998) observed that the barter entry that limit international
expansion are systematically higher for smallendithan for larger firms.

The Small and Medium enterprises have often besaoritbed as a seedbed to economic

development. There is therefore a need for the Keggvernment to create an



environment that will stimulate small firms’ compgeeness in the current globalized
export markets if the Vision 2030 goals are to tiaied. It is also very clear that the
Kenyan enterprises cannot benefit much from theuktted development strategies if
they themselves are not proactive in their thinkangl strategies. For instance, they will
only benefit from deliberate market access poliaesler the global partnership for
development if they embark on producing more valdéing goods and services.

The advantages that SMEs can gain from the intemelization process are multiple,
but the barriers hamper SMEs seeking to accesmatienal markets. These barriers
have the effect of reducing the ability of thesaeptial high-growth firms to achieve
their full potential from international markets. Asresult of this, Bennett and Smith
(2002) suggest that a more efficient, nationallyctred system of support for enterprise
is warranted and, if support is focused, it needaddress the barriers facing SMEs firm
in seeking to internationalize. SMEs are more oftess able to sustain competitive
threats and unfavourable macro-events in the eattemvironment than larger firms. This
is particularly characteristic of SMEs with verymited experience of international
trading activity defined as “tentative” internatadizing firms (Lloyd-Reason and
Mughan, 2003). For these SMEs at the early staget@nationalization, more often the
internal skills and knowledge needs of the firm éndoeen met and all is required is
market intelligence to fully engage in foreign metrkexpansion. As much as the
challenges faced by these SMEs could be extetmatle talso some internal factors that
will affect internalization of the SMEs. All thesaternal and external factors combine to

inhibit the spreading of these firms into the inegronal market.



1.1.1 Internationalization

Internationalization is a term that has been usddnsively in the literature and thus
leading to different interpretation and definition¥he term is not only confined to
exporting, but also encompasses trade, cross-borclestering, cross-border
collaboration, alliances/subsidiaries, branched, jamt ventures that extend beyond the
home country environment. Throughout the develomagntries, due to the forces of
globalization, nations are embracing small- and iomaesized enterprises (SME) as a
vehicle for social and economic development Solysy@nd Penna (2000), and many an
upsurge in international activity around the wohlas been evident where many SMEs
are globalizing at an earlier age in comparisomprevious decades (Andersson et al.,
2004). As per World Trade Organization (WTO, 200ihis peak in international
activities is attributed to the dynamic growth &dlzal trade in 2006.

According to Johanson and Mattsson (1993), there #iree processes of
internationalisation. First, the business-strategged theory of internationalisation
assumes that the firm has developed a source opetitide advantage in its domestic
markets. If this advantage cannot be efficientlpleited within the domestic market
without undue transaction costs, then the firm saék to move outside that market and
seek to exploit its sources of advantage elsewh&econd, the process of
internationalisation, also known as the Uppsalarivdtionalisation model, describes a
process of increased commitment to internationdéssand production. Finally, the
network approach focuses on the relationships twe®mpanies. Here the company
establishes and cultivates a number of relatiosshgnd networks, and the

internationalisation process is dependent on tladitgof the networks developed.



Mugler (1996) further suggested that many SMEsagagn opportunistic, intermittent
export activity and thus a variety of strategic tamations result - with these strategies
themselves becoming more and more complex (OECB7)19he debate surrounding
small firm internationalisation has moved on frorsimple for and against argument of
the Uppsala model to a more holistic approach (Betl Young, 1998). This could be
perhaps in recognition of the fact that the proassaffected by multiple influences
within an increasingly complex trading environmedhe of the key advantages for small
firms within their domestic markets is their fledity and speed of response, from
changing market conditions to simple requests fcostomers. The traditional models of
the internationalisation process as discussed atsapugre a gradualist, incremental move
though a number of different stages.

The dilemma for small firms however, is that thenweot disperse their activities and
market segments as widely as their larger compstitmd so the only way is to diversify
away the risk by maintaining a swift reaction cafigbfor changing conditions.
However this reduces the possibility of speciaisain achieving longer-term goals. A
combination of flexibility and specialisation iseial, but in reality is not an option for the
small firm (Havnes, 1998). The internationalisatfmocess within small firms may not
be the smooth, gradualist process after all. Ha\{@8988) argues that any gradualist
model is meaningless without an assumed positiveeledion between knowledge of
internationalisation and propensity to change tiwisy levels in the direction of (more)
internationalisation; and positive correlation beénw activity level and acquired

knowledge.



1.1.2 Small and Medium Enterprisesin Kenya

The Kenyan SME sector is a mixture of self-emplogtrautlets and dynamic enterprises
involved in an array of activities that are concat#d in urban areas but are also evident
in rural Kenya. There are about 1.3 million esstients employing 2.3 million
individuals and generating as much as 14% of thenttg's GDP (Mullei & Bokea,
1999). A majority of these small enterprises arke qwoprietorships; a third of the
enterprises operate from homes; and one half amaléeowned. According to recent
research, female-owned small enterprises are nikeby Ito be informal, usually start
smaller, use less start-up capital, grow slowaet &ll, have more limited access to credit
and more often operate from less permanent prenaisdshomes ( Kimuyu & Omiti

2000).

Through the small enterprise sector, unskilled Iramggrants acquire skills needed for
survival in the more challenging urban environmerte sector also attracts skilled
persons retrenched from formal sector jobs, amdté regarded as a second-best option
for those unable to find or to keep jobs in the eradsector. The size of an SME's total
labour force varies widely across business estabknts and activities. However, the
two key components of the labour force are entregures and apprentices. Informal
garages absorb appreciably more apprentices arkkwgothan the formal service sector
that is dominated by proprietors. In the recent,pasployment growth in Kenya’s small
enterprise sector has far outpaced growth in tigetamodern sector (Aboagye, 1986).

However, many SMEs still require workers with skilhat school leavers often lack, and



therefore the small enterprise sector is not likety solve Kenya's daunting

unemployment problem on its own (Ongile and McCaknil996).

Although most small enterprises are younger thanldlge ones, their ages vary across
locations and activities. For the informal smalkimesses, the first two years are critical
for survival since mortality rates are highest auhis age. In many sectors, lack of
entry barriers creates severe competition thatsl¢éadhe demise of the less efficient and
poorly managed enterprises. However, there areehigapital and skill requirements in

construction and vehicle garages and this act fastefe entry barriers so that there is

less competition in these sub-sectors.

1.2 Statement of the Problem

The small and medium enterprises sector in Kenyaery visible and is the largest
provider of essential services and goods to theergérpublic (Central Bank of Kenya
Economic review, 2009). The sector is an impor@orhponent in the country and is
often used as the benchmark in terms of its dewedop and the general growth of the
national economy. By being a major employer, thet@ehas thus contributed in
constructive ways and positively to the people anahomy of Kenya. As recognition of
the pivotal role played by the sector, several pgveeduction strategy papers have
highlighted the importance of the sector and hogvghvernment needs to strengthen its
involvement both at the provision of training amdniulating policies that are friendly to
the sectorWith globalization and Kenya joining regional tragiblocks such as EAC

and COMESA coupled with the opening up of the SeuttSudan region, opportunities



for these SMEs to extend there business tentadssidcreased like never before.
Regional competitiveness from environmental pressuhave also shaped SME
mobilization of local resources and thus these SMEbecome more competitive and
venture outside what has been traditionally thaditional sphere. However, according
to the Central Bureau of statistics report (2009, Kenyan SMEs have not taken fully

advantage arising from the opportunities.

Several studies have been undertaken locally oardee of internationalization of Kenya
firms. Kiilu (2005) undertook a study on the peito@p regarding internationalization
capability in the case of Architectural Consultafieys in Kenya. In the study, he found
among others that small firms take diverse routesternationalisation and the level of
change due to internationalisation also varies idensbly. He also observed that firms’
require a distinctive need to focus its strateglest differentiates its experience of
internationalisation from larger firms and the pe#idns of stages theory. On his part,
Bidu (2009) carried out a research on the Influen€teolitical risk factors on the
internationalisation decisions of Horticultural exfing firms in Nairobi. The findings of
the research were that with globalization, instgbih any country will influence the
level of exports made in the country. It was alsmunid out that for effective
internationalisation process to take place, and there should be a concerted effort by
the political establishment to lobby for its firme trade in other countries under
favorable terms. Mulwa (2009) carried out a redteam the internalization process of
Equity Bank and she found out that for an effecinternalization the managers of a firm

should be knowledgeable on foreign markets. Theuamof knowledge the decision



maker has about internationalisation is influendsd the decision-makers’ level of
education. As can be evidenced from the above etudhere has been no study on the
challenges’ that hinder the internationalisatiorBMEs in Kenya. This therefore leads to
the following research question: What are the elmglés to the internationalisation of

SMEs in Kenya?

1.3 Resear ch Objectives

The overall objective of this study is to:
(i) Establish the challenges that Kenyan SMEs fadkeir internationalisation process.
(i) Determine how the Kenyan SME firms counter tloballenges from the

internationalisation process.

1.4 Importance of the study

Studies have been carried out on the internatieai@dn of various Kenya firms.
However a study on the challenges faced by the SiklE€nya while internationalizing
has not been undertaken. Thus the study will benglortance to policy makers and
implementers within the sectors in understandirgdallenges that the sector faces and
therefore help in coming out with mechanisms ofrteting the challenges. The study
will give information on areas that need to benedi and redefined in order to ensure that
the sector achieves its goals of internationalizifge study will also provide useful
information on which components are all-importamd anust be taken into consideration

in developing regional trading policies.



To the individual Kenya SMEs, the study will beiamaluable source to the management
on how to remedy the challenges encountered by fitmes in their quest of
internationalisation. The study will also delve anthallenges that arise from the
individual SMEs internal operations that will inkilihe internationalisation process.
From this, the firms will put in place strategiescbunter the challenges and hence foster
their business spheres. It will provide informatito the sector that will result in sound
and more informed decisions when formulating sti@® and to understand the
underlying factors that are pertinent in the precdese factors will give direction on
the structure of the process and weighting acrdss ¢omponents required in
implementing and formulating the plan.

To Scholars: This study is expected to increasg lnbdknowledge to the scholars in the
service industry and make them in be touch withdalenges that local SMEs face in
their internationalisation process and hence bea iposition to formulate ways of

remedying the same to foster growth in the sector.



CHAPTER TWO: LITERATURE REVIEW

2.1 TheInternationalisation Process

The academic literature continues to wrestle wipiprapriate definition of the term
internationalisation process. In the various stsidiBe term “internationalisation” comes
out as ambiguous, and definitions vary in the saopphenomena they include. Welch
and Luostarinen (1988, p. 36) define internaticaion as “the process of increasing
involvement in international operations” whereasdo€and Beamish (1995, p. 116)
define internationalisation as “the process of #dgpfirms’ operations (strategy,
structure, resources, etc.) to international emwirents”. On his part Calof and Beamish's
(1995) expounded its definition to include the pdraenon of de-internationalisation,
which happens when a firm has to reduce its intemal sales or withdraw from the
international market. Firms can de-internationalise dropping a product (Calof and
Beamish, 1995), by withdrawing from foreign direcivestment and returning to
exporting (Chetty, 1999), by reducing internatioradtivities or by withdrawing
altogether from international operations (Benitd &velch, 1997).

According to Johanson and Mattsson (1993), threxqsses of internationalisation
comes out as a more conclusive definition. Fitsg, business-strategy-based theory of
internationalisation assumes that the firm has ldpeel a source of competitive
advantage in its domestic markets. If this advantamnnot be efficiently exploited within
the domestic market without undue transaction ¢dbtn the firm will seek to move
outside that market and seek to exploit its souofemdvantage elsewhere. Second, the
process of internationalisation, also known as Wppsala internationalisation model,

describes a process of increased commitment tonatienal sales and production.
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Finally, the network approach focuses on the m@teships between companies. Here the
company establishes and cultivates a number ofioethips and networks, and the
internationalisation process is dependent on thalityuof the networks developed
(Johanson and Mattsson (1993).

A number of different theorisations of processesgofwth in a firm's international
operations have been advanced by various sch@aruggil and Nevin, 1981; Johanson
and Vahlne, 1977). These studies have considetedhationalisation to be a gradual,
sequential process through different stages, vighfirm increasing its commitment to
international operations as it proceeded througbhestage. This pattern-oriented
approach, because it uses stages as its centredptoms often referred to as the stages
model. Various stages models of internationaligatiave been proposed: first, the
Uppsala process model (Johanson and Vahine, 19806pnd, the innovation-adoption
internationalisation models (Andersen, 1993) amdl tthe management decision making
process towards internationalisation (Reid, 1981).

The most frequently used of these stages modetbeisUppsala process model. It
emphasises learning by focusing on market knowledgke commitment. To minimise
risk and overcome uncertainty, it says that firmgernationalise in a step-by-step
process. As firms gain market knowledge they commmoie resources to the market.
Increased commitment occurs in the following stages

The incremental, gradualist internationalisationdelchas been increasingly challenged
in recent years, as a number of studies (Voeretaal., 1999; Mugler, 1996) have
suggested that many SMEs engage in opportunistitermittent export activity.

Increasingly SMEs use a variety of strategic cormatams, with these strategies

11



themselves becoming more and more complex. Thet@efarounding small firm
internationalisation has moved on from a simplediod against argument of the Uppsala
model to adopt a more holistic approach (Bell ading, 1998) in recognition of the fact
that the process is affected by multiple influeneghin an increasingly complex trading
environment. One of the key advantages for smaidiwithin their domestic markets is
their flexibility and speed of response, from chaggmarket conditions to simple
requests from customers.

The dilemma for small firms however, is that thenweot disperse their activities and
market segments as widely as their larger compstitmd so the only way is to diversify
away the risk by maintaining a swift reaction cafigbfor changing conditions.
However this reduces the possibility of speciailsatin achieving longer-term goals
(Reason and Mugham, 2003). A combination of flditipand specialisation is ideal, but
in reality is not an option for the small firm. Theternationalisation process within small
firms may not be the smooth, gradualist process aft. Havnes (1998) argues that any
gradualist model is meaningless without an assumesitive correlation between
knowledge of internationalisation and propensitycttange the activity levels in the
direction of (more) internationalisation; and po&tcorrelation between activity level
and acquired knowledge. That is, although a nunatbesmall firms do indeed exhibit
incremental and stable change patterns, this taingr not true of all small firms, where
intermittent and irregular change is a frequentatizristic of small firm behaviour with

regard to their international activities (Havne398).
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2.1.1 Sour ces of inter nationalisation knowledge and expertise

The internationalisation studies have identifieccansiderable range of mechanisms
through which firms accumulate the knowledge anpeetise they need. Several studies
show that a firm can acquire knowledge from its@uners, which can be used for further
market entry and expansigHertz, 1993 Lee, 1991) According to Madhok (1997), the
development and integration of new knowledge happarcrementally. Supplier-
customer interaction enables the two firms to dgveknowledge about each other's
needs and capabilities and to create new knowlet@igese partners also accumulate
knowledge about other actors in their counterpaltmestic market, thus embedding
them in each other's business environment. Wheaupplisr uses an existing customer
relationship to develop new ones in the foreign kearthe customer is known as a
bridgehead (Johanson and Mattsson, 1988). Theiordaip a supplier has with a
customer in a foreign market enables it to expaiitthinvthat customer's country. A
bridgehead customer allows the supplier to acgkimewledge and to create new
knowledge incrementally.

As firms internationalise they are learning abdwtit markets and this frequently occurs
through their business networks. A firm's learnmgeen by Cohen and Levinthal (1990)
as the ability of a firm to use its prior relatedokvledge and diverse background to
identify the value of new information and to deyelbis into something creative. They
use the term “absorptive capacity” when they reétea firm's ability to “recognise the
value of new, external information, assimilate and apply it to commercial ends”
(Cohen and Levinthal, 1990, p. 128). A firm mayidemot to exploit new information

even though this information could be important doehe reason that the capacity to
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absorb knowledge is dependent on its existing kadgé and if the firm has no prior
experiences with foreign customers it finds it hardattain this knowledge base (Cohen
and Levinthal, 1989).

The primary concern for an international firm iswhahe previously developed
knowledge can be applied in a specific new marketirm, which operates in diverse
markets, can acquire a rich amount of knowledge sirmhg technological capabilities
through exposure to a variety of ideas and expee®iiBarkema and Vermeulen, 1998).
These new ideas and new practices encourage inoosand thus enhance the firm's
capabilities (Miller, 1996). When a firm enters eanmarket it is confronted with new
customers’ needs and new testing grounds for asn@ogy, which means that it has to
find new solutions and develop stronger technolagg&ills (Argyres, 1996). In addition,
failures may be experienced by firms operating nfamiliar markets where customers,
suppliers, competitors are different (Simon, 19%8ilures encourage the firm to seek
new solutions that enhance its capabilities thuabkmg it to obtain knowledge, which is
costly for its competitors to acquire (Madhok, 1297

As an organisation builds a dynamic network of trefeships both from within and
outside, individuals will recognise the capabibtiand knowledge of others (Cohen and
Levinthal, 1990). Consequently, individual capdlas are leveraged, thus increasing an
organisation's capability. When a firm has develbplee capabilities to accumulate
knowledge in one relationship then it becomes nedfiective in accumulating additional
knowledge in other relationships (Cohen and Lewahth990). In their study Barkensh

al (1996) showed that when a firm expands withiroantry it gains more from previous

experience with customers in the same country. Tagye that the significance of
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previous experience in the same country suppogtyitw that “experiential” knowledge
(Johanson and Vahlne, 1977) from a country is itgmby and that it increases the

success rate of expansion within the same country.

2.1.2 Internationalisation of SM Es

In SMEs the decision maker characteristics sucknasvledge, attitudes and motivation
play a key role in the internationalisation deaisif the firm (Bloodgoodtt al, 1996;
Chetty, 1999). Cavusgil and Nevin (1981) found tiwternal determinants that were
important for propelling firms into internationadison. These were first, management's
expectation of a significant impact on the growthh@ firm through internationalisation
and second, a high degree of commitment to intenmaisation. On their part, Calof and
Beamish (1995) found that it was the attitudesemfision makers in SMEs that propelled
them into internationalisation rather than enviremtal factors. In order to attain
international success a firm has to not only h&aeeappropriate product and strategy but
its decision makers must have the appropriateudtg as well (Calof, 1994). It is these
attitudes that determine how decision makers pesctie benefits, costs and risks of
internationalisation (Calof and Beamish 1995). ‘&tt@éudes that determine international
decisions are shaped by the decision-makers’ pasriences as well (Holbroo#t al
2000).

The intention to internationalise is influenced imanagerial beliefs about the firm's
competitive advantage, readiness to export, theassociated with internationalisation
and the perceived internal and external barriensmatds internationalisation (Jaffe and

Pasternak, 1994). The founders of these firms shiagse beliefs, which persist even

15



after they have left. Sometimes this belief systam be a competitive advantage for the
firm or it can be a deterrent as reported by Madfi®97) who found out that the firm's
belief systems consisted of past routines thatctaate obstacles when new routines are
required.

One of the greatest barriers to the initial intéoralisation decision is the lack of
knowledge about foreign markets (Johanson and “ahli®78). The amount of
knowledge the decision maker has about interndigaien is influenced by the
decision-makers’ level of education, foreign margberience, ability to speak a foreign
language, and whether they were born abroad (Sirdsnand Smith, 1968). Managers in
already internationalized SMEs, however, are algtivevolved in the firm's international
activity, which means they have access to this keawledge. This gives them the
chance to “learn by doing” and to integrate thiswtedge as a firm competence (Zahra
et al 2000).

However not all the SMEs pursue growth as their dejective. Some want to maintain
control of the firm while others perceive that thbgve limited resources such as
financial and information, and management time argerience to grow. One of the
limitations of growth through internationalisatios a lack of resources (Welch and
Luostarinen, 1988). Firms do overcome this limaatby forming business networks to
acquire these resources and to benefit from beanget in size as a result of their
networks. For example, firms that have limited ignemarket knowledge and experience
seek this knowledge from their distributors andtaeoers (Welch and Luostarinen,
1988). By forming these networks SMEs expeditertirgernationalisation efforts and

improve their success rates. In fact, several stugropose that to enhance understanding
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of the internationalisation of SMEs researchersukhgtudy how these firms use their

business networks to internationalise (Chetty alashiB2nburg Holm, 2000).

2.2 Organizational change from internationalisation

Internationalisation is generally understood aseaalutionary process during which a
company adapts to the international environmentofGand Beamish, 1995). The aspect
of progressive change in this process is emphasisedseveral researchers. The
importance of the strategic perspective has alsen banderlined: expansion to
international markets requires changes in the comgérategy in order for it to fit into
the new environment Strategic fit is particularyportant for rapidly internationalising
companies, which need internationally fit strategi@olicies and procedures from
inception (Schuh, 2001). Nummela(2004) focused dwanges that were due to
internationalisation and concluded that the compdeyel changes related to
internationalisation is reflected both internalhdeexternally in the organisation.

External changes are those that can be seen frerautside, such as changes in export
strategy (products, markets, operations), wheragsnal changes are related to the
organisational structure, finance and personnell¢givand Luostarinen, 1988). In the
course of time, a small firm has to decide whetleeadapt the strategy and its key
elements: which products/services it will offer,wh@and to which markets. These
decisions are naturally affected by environmerdatdrs, and they may vary according to
the market. A small firm may have to reassess thapany's financial arrangements,
reconsider its organisational structure or divgrgi$ personnel in order to acquire the

skills and resources needed for internationaligatio
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The limited interest in the financing of small-lnesss internationalisation is surprising
(LeCornuet al., 1996). It is generally assumed that the finangiahagement of small
firms is different from that in large firms and thére, it could also be assumed that this
difference is more pronounced in the context ofenmationalisation where the
contradiction between growth and limited resourcesstressed. Internationalisation
impacts the performance of the firm, and changesbeameasured in terms of turnover
and/or profit development, as well as by the expatio. However, it may take
considerable time before exports create positiveh clows, and internationalisation
usually requires substantial upfront financial istveents. Growth can be financed by
reallocating cash flow from other activities, busaotherwise, e.g. by debt or equity
arrangements. In general, small firms find the fogaf internationalisation problematic.
Either the choice of alternatives is restricted tbe manager's preferences for the
available alternatives may be biased. It couldrigeed that, because some small firms do
not fully meet the qualifications, the funding dadle is partly deficient and thus there
will always be a gap between supply and demand (tamand Fox, 1998).

Internal changes are tightly intertwined, and ficearchanges may have effects on the
organisational structure (e.g. minority ownershand vice versa. Arguably, as a
company internationalises, administrative and asgdional demands increase and the
company responds to this by making organisatioredrrangements (Welch and
Luostarinen, 1988). An increasing number of paghgs and alliances have been
considered one of the distinctive characteristitgglobalisation, providing ways for
companies to match their capabilities to the chamgnvironment (Sachwald, 1998). The

shortened time span in business operations reqawves more effective and concise
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utilisation of the network, particularly for foreigmarkets entry. This, in turn, leads to
variety in governance structures. According to Pardi996) because of globalisation,
organisations use more hybrid forms instead ofiticathl governance structures. Miles
and Snow (1986) argued that the rising new org#oisal forms were both causes and
effects of the changing nature of the new enviramm&ccording to them, strategies and
structures are based on managers' attempts to ncatdipanies' capabilities to the

environment.

2.3 Challenges of Internationalization

According to Sikka (2005), the strategic challenfgesng Indian SMEs can be classified
into three broad categories: country specific, stduspecific and firm specific issues.
He observed that for a firm to venture successfullthe international trade, and then it

will need to address the three critical challenges.

2.3.1 Country specific challenges

Country specific challenges are generally thosé d@na uncontrollable, external factors
that impact the firm such as the economic, legal eegulatory, and social-cultural
forces. Challenges unique to promoting the growthntormation technology include
governmental support of the required telecommuitinaind electronic infrastructure.
Growth in technological capabilities and usage &sutting in greater global
interconnectivity and can be used as a media fpamsion of SMEs (Tseng et al., 2004).
As was observed by Panagariya (2000), access tmmeierce is characterized by the

World Trade Organization (WTQO) as consisting of taritical components: access to
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internet services; and access to services thabedraded electronically. The access of e-
commerce deals with the user infrastructure, whie latter pertains to specific

commitments in electronically traded services.

Gupta (2004) noted that an issue that has beenpm ftof interest concerning
communication technology and emerging markets e lihe presence of the digital
divide. The digital divide is defined in terms dfet diffusion of information and
communications technologies and the difference éetwindustrial countries and
developing countries (or, in some cases, betweenith and the poor, urban and rural
within countries). A digital divide between devedaband developing nations is expected
due to great differences between many areas besaieputer readiness, these include

health, education, purchasing power, and otherauoanindicators (Rastogi, 2005b).

The regulatory and commerce infrastructures, ctingi®f legal services, currencies and
clearing systems, as well as the banking and fiahnetworks, play a significant role in
the adoption of information technology and the ahun of many structural impediments
(Javalgi and Ramsey, 2001). Once the country decidesupport participation in e-
commerce, regulatory procedures, and legal framiesvonave to be changed.
Modifications are dictated by geography and thessirgg of international boundaries, as
business transactions may not be bound by the Eagakcodes. In addition, intellectual
property, particularly software copyright, pira@tes, copyright laws, issuing of domain

names, and cyber squatting are some of the ishaeare largely unresolved. A primary
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problem is that laws are generally limited to gemdrcal jurisdictions (Frye, 2001,

McKenna, 2001).

Many businesses and consumers continue to be emttabout conducting business on
the internet because of the lack of privacy, séguand liability. E-commerce users are
also concerned about the possibility that their egpmnents will impose extensive
regulations on the internet in such areas as tdxdaties, content restrictions, and non-
cooperation to induce trade barriers for certaindgoand services that are vital to build
information infrastructure. The future and interoaal growth of e-commerce depends
upon the extent to which the country’s governmewtqets, supports, and educates its
citizens. Governmental policies in such areas apat for R&D, privacy, security, and
needed education to compete in the information ggeatly influence the growth of e-

services (Sikka, 2005).

2.3.2 Industry specific challenges

Industry specific factors focus on the areas ofrimss that are attributable to the business
environment in which the firm operates. As was ddig Shridhar (2006), many of the
industry specific factors are significantly impattéy the government. He further
observed that after many countries attained ind#gece, the new governments adopted
new philosophies resulting in an economic and galitphilosophy focused on fostering

self-reliance and import substitution (ShridharQ@0

21



The resulting import barriers created a businessr@amment where SMEs experienced
very little competition from firms outside of th@untry, because the domestic market
was large and there were virtually no outside cditgge. SMEs grew and flourished
(Shridhar, 2006). However with globalizations anfetalization of the national
economies, many SMEs were no longer protected agdrbto feel pressure from outside
competition. The increase in competitive intensitie to reduction in trade barriers is a
driving force for many developing countries SMEstlasy need to improve efficiencies

and innovativeness.

2.3.3 Firm specific challenges

Firm specific factors include capital, training, danresearch and development
accessibility. SMEs, due to their size limitationfien have limited financial capital and
a lack of necessary human resources (Buckley, 198®)Es in most developing
countries face problems in obtaining the financalpital necessary to become
competitive and achieve economic growth (Guptalet2®05). Obtaining loans is a
challenge because bankers perceive lending to ShBe risky due to poor repayment

records and low market credibility (Gupta et a003).

Firm specific factors also include the structurel @alture of the organization. This is
evident in terms of entrepreneurial orientation agldbal mindset. Organizational
sociologists report that the organization’s perfance is dependent on the sociological
views of its employees and management (Arora et28l04). Ireland et al. (2003)

describe an entrepreneurial mindset as a perspetttat is focused on growth through
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the application of flexibility, creativity, contimus innovation, and renewal. According to
Gupta and Govindarajan (2002), a global mindsengs in which organizations and their
employees observe and make sense of their surmgsdy processing information
through their own unique cognitive filters. Withgegd to SMEs the corporate culture is
particularly important because the perception of kenagers, either owner or general
manager, have a stronger influence on strategy vdeahing with uncertainty in the

business environment (Weaver et al., 2002).

2.4 Over coming challenges of inter nationalization

According to Porter's (1990) Competitive AdvantagfeNations, there are four major
factors that contribute to the success of a countgrms of utilization of resources to
create a competitive advantage. They are demanditmors, factor conditions, presence
or absence of supporting suppliers, and the degraealry in the domestic market. Also

considered is the firm’s structure, strategy areddégree of governmental influence.

However, Sikki (2005) notes that, if the followimgfrastructures, related to education
and workforce quality are not enhanced then theakthe factors cannot not be fully
developed. Factor conditions deal with the factdrgperation. The IT sector in countries
such as India can utilize the relatively low cestucated work force, generally proficient
in the English language (Kapur, 2002). The necgssérastructure can be developed in
the meantime. Government support in research amdla®ment and its investment in
higher education, especially in the engineeringigdige, further build the availability of

skilled human capital (Kapur, 2002). Access to alityiworkforce, in the IT sector, has
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been shown to be one of the most important fadeading to competitive advantage

(O’'Malley and O’Gorman, 2001).

Entrepreneurial organizations are characterizethby adoption of innovative ideas and
processes (Covin and Slevin, 1991). The availgbit technological tools enables
entrepreneurs to establish a competitive advantiageigh their early embrace of the
innovations being made in the field of informatisystems. If the infrastructure can be
developed to allow access to computer servicesg@meneurial firms should be the first
to successfully utilize the technology. The oveealbnomic health of a nation/region has
a significant effect on and is impacted by the esafyje-commerce and its growth. For
example, when the economy grows the demand for peslucts and services also
grows. Therefore, it is obvious that the healtlawfconomy affects trade and investment
flow. E-commerce is fundamentally affecting the vimginess is conducted across many
service industries around the world. The focusnispeed, connectivity, efficiency, and
sharing and exchanging of goods, services, andnr#ton in the new economy (Javalgi

and Ramsey, 2001).
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CHAPTER THREE: RESEARCH METHODOLOGY

3.1 Resear ch design

The research design for the study will be a sur¥ée survey research design is deemed
appropriate in this study because of the large rarmb organizations involved and the
need for comparative analysis. This technique \ailow the researcher to draw
conclusions about the relationship existing in plopulation and also characterize their
phenomena. This method will also facilitate thhawdng of inferences and help in

maintaining the continuity of the research process.

3.2 Population of the Study

The population of the study will consist of SMEseggting in the industrial area and at
the same time engaged in the exporting of theidyets. According to the Nairobi City

council (2009) licensing data, there are over 18MEs operating in Industrial area. The
selection of SMEs based in Nairobi Industrial anes necessitated by the fact that, it is
the single location in the country with such largenber of enterprises concentrated in
one single area. In addition by the fact that soofiethese firms are engaged in
exportation business, they will be exposed in md&onalization challenges and hence
will be in a better position to aid the researchha attainment of its objectives. Further,
with such a number of enterprises in one locabtynpetition is stiff within them and

thus will most likely institute strategies of howmitigate against the challenges arising.
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3.3 Sample design

A convenience sample of 100 SMEs engaged in tleenational trade will randomly be
selected. According to Mugenda and Mugenda (2008xraple of 10% is considered
representative. Respondents will be selected ralydbased on their location in the
industrial area so as to cover most parts of tka as much as possible. This approach
will be considered appropriate since the use ofdleam sampling survey ensures a
representative sample of enterprises. In additmsidering the time and budget
constraints it is considered an appropriate samgtrategy that will yield representative

results.

3.4 Data Collection

The study will use primary data; these will be eoled through self-administered
guestionnaires. Structured questionnaire will bedubat consist of both open and closed
endedquestions designed telicit specific responses for qualitative and quative
analysis respectively. Respondents will be the meanal level employees at the
respective firms who are privy to the challenges tfirms face in their
internationalization trade. The respondents willdx@ected to give an insight into the

nature of challenges the firms face in internati@ation business in the respective firms.

3.5 DataAnalysisand Presentation

The data will be analyzed by the use of descripsitagistics to summarize and relate
variables, which will be attained from the admierstd questionnaires. The data will be

classified, tabulated and summarized using meaasdard deviation, and frequency
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distribution. Tables and graphs will be used fogsgntation of the findings. However,
before final analysis is performed, data will bearled to eliminate discrepancies and
thereafter, classified on the basis of similaritg ahen tabulated. Cross tabulation will be
used to compare the existence of relationship ktwbke individual firm size and the
nature of challenges faced in its internationailaratrade. In accomplishing all analysis
details with efficiency and effectiveness, the agsber will utilize the Statistical Package

for Social Sciences (SPSS) software.
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CHAPTER FOUR: DATA ANALYSIS, FINDINGSAND

DISCUSSIONS

4.1 Introduction

The research objective was to establish the clgdlerto the internationalization of
Kenyan Small and Medium Enterprises. This chaptesgnts the analysis and findings
with regard to the objective and discussion of saene. The findings are presented in

percentages and frequency distributions, mean t@amndiard deviations.

4.2 Characteristics of therespondent firms

A total of 100 questionnaires were issued out. ddrapleted questionnaires were edited
for completeness and consistency. Of the 100 mumestires used in the sample, only 74
were returned. The remaining 26 were not returnBoe returned questionnaires’

represented a response rate of 74%.

4.3 Demographic and respondents profile infor mation

The demographic information considered in this gtfai the respondents included the

gender of the respondents, age, length of senviteSME and SME existence duration.

4.3.1 Gender

Of the 74 respondents, 58.1 percent were femalkewhi9% were male.
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Figure 4.1: Respondents gender

Male
41.90% =
58.10%%6 m Female

4.3.2 Age Bracket

Table 4.1: Age bracket of the respondents

Frequency Percent Cumulative Percent
21-30 31 41.9 41.9
31-40 24 32.4 74.3
41-50 11 14.9 89.2
Over 50 8 10.8 100.0
Total 74 100.0

The findings presented in table 4.1 show that, 44.8f the respondents were of 21-30
years, 32.4% were between 31-40 years of age, 14w&3 between 41-50 years old and
a few (10.8%) were over 50 years. On average therityaof the employees are between

the age brackets of 21-30 years.
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4.3.3: Length of Servicewith organization (Y ears)

Figure 4.2: Length of Service with organization &¥®
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The results presented in table 4.2 shows thatuh&er of years of service in the current

organization varies from a period of less than 2ryeto 10 years. 45.9% of the

respondents had worked in their respective org#inizafor less than 2 years, 37.8% had

worked for a period of 2 to 5 years while 16.3% kadked for a period of 2 to 5 years.

Majority of the respondents have worked in theigamization less than 2 years, thus

there is low level of understanding of their orgaation.

4.3.4 Duration of SME existence (Years)

Table 4.2: Duration of SME existence (Years)

Frequency Percent Cumulative Perce
Under 5 19 26.2 26.2
6-10 47 63.0 89.2
11-15 2 2.7 91.9
Over 25 6 8.1 100.0
Total 74 100.0
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From the findings 63% of the respondents said tM&sSthey worked for have been in

existence for a period of 6 to 10 years, 26.2% Hag have been in existence for less
than 5 years while 8.1% of the respondents saidsthave been in existence for over 25
years. 2.7% of the respondents said the SMEs hese in existence for 11 to 15 years.
Majority of the SMEs have been in existence foreaqu of 6 years and therefore they

have understood the market that they serve well.

4.4 International Business

Internationalization encompasses trade, cross-bord#ustering, cross-border
collaboration, alliances/subsidiaries, branchesd, jamt ventures that extend beyond the

home country environment.

4.4.1 Number of countriestransacting with the SME

Figure 4.3: Number of countries transacting with 8ME

100.00%

80.00%

62.20%

60.00% -

40.00%
23.00%
20.00% 14.80%

0.00%
Less than 5 6-10 Ower 10

31



The findings indicates that majority of the respemis (62.2%) said their SMEs transact
with less than 5 countries, 23.0% of the SMEs tanhsvith 6 to 10 countries while

14.8% of the respondents said they transact widr @@ countries. The findings show
that the SMEs have diversified their customers tailefore they are in a position to

know where the good market is and the challengegftice in penetrating the markets.

4.4.2 Country specific factors

The respondents were to give their independentiapion the effects of the factors
below in international trade in a five point Likestale. The range was ‘Strongly agree
(1) to ‘strongly disagree’ (5). The scores of sigty agree/agree have been taken to
present a variable which had mean score of 03®8&.the continuous Likert scale (0
S.E <2.4). The scores of ‘moderate extent have bsem to represent a variable with a
mean score of 2.5 to 3.4 pm on the continuous tikeale: 2.5M.E. <3.4) and the score
of both disagree/strongly disagree have been t&keppresent a variable which had a
mean score of 3.5 to 5.0 on a continuous Likertesca.5< L.E. <5.0). A standard
deviation of >1.1 implies a significant differenoa the impact of the variable among

respondents.
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Table 4.3: Country specific factors

Std.
Mean Deviation
Kenya’'s membership to regional trading blocks 2.5811 1.04694
The digital divide, educational, purchasing po
_ _ _ 1.8514 1.08138
difference between Kenya and the importing country
Regulatory and commerce infrastructure in the irpgr
2.5000 1.27408

country
Currencies and clearing system as well as banki

_ _ e i 2.2162 1.19669
financial networks
Intellectual property e.g. Copyright laws 2.4865 1.07580
Government policies in such areas as R&D, security 1.8243 .81691
A country’s culture 2.4865 1.07580
Language, education, and technical infrastructure 2.0135 .95793

The respondents agreed that their organizatiofifestad by factors like digital divide,

educational, purchasing power difference betweenyKeand the importing country,
Government policies in such areas as R&D, secudtyguage, education, and technical
infrastructure, currencies and clearing system el ag banking and financial networks
and country’s culture when dealing in internatiotrale. However intellectual property
e.g. Copyright laws, regulatory and commerce infuasure in the importing country and
Kenya's membership to regional trading blocks dieafSMESs to a moderate extent
when dealing with international trade. It is apparéhat all the factors affect SMEs

performance when dealing with international trade #nerefore for them to succeed they

need to counter the factors if they have to succeed
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4.4.3 Industry specific factors

Table 4.4: Industry specific factors

Mean | Std. Deviation
Importation barriers 2.1486 1.0557
Lack of innovativeness and efficiency in the firm 2.6351 1.0280
Level of competition in the sector 1.6757 7783
Capital, training, and research and developn
1.8919 .7687
accessibility
Financial capital necessary to become competitive 1.7297 .8159
Structure and culture of the organization 2.1486 .8550

The findings in table 4.4 above show that only tawor had a mean ranking of below 3
(moderate extent). This factor describes instamdese the level of influence is low and
its low ratings (mean 2.9 for lack of innovativesemd efficiency in the firm) indicate
the factors do not affect SMEs when dealing inrmadonal trade. The respondents
agreed that their international trade is affectgdhe level of competition in the sector,
financial capital necessary to become competitoapital, training, and research and
development accessibility, structure and cultureth@d organization and importation
barriers. However there was a high degree of vanamong respondents, an indication
that some factors do not affect international traflehe SMEs. This is indicated by

standard deviation of 1.0557 and 0.8550 for impimmabarriers and structure and culture

of the organization respectively.
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4.4.4 |mportance of factorsin response to competition

Table 4.5: Importance of factors in response topetition

Mean Std. deviation

Market focusing 1.6237 0.3127

Market segmentation 1.3456 0.2942

The findings indicate that the respondents focuganicular segments of the market.
The SMEs practice market segmentation through ksiaiy niches. The standard

deviations do not vary significantly from the meathsis supporting the findings.

4.4.5 Cost leader ship

Table 4.6: Cost leadership

Mean Standard Deviation
Use of latest technology 1.625 0.992
Cost cutting 1.250 0:433
Business process rationalization 1.500 0.261
Staff reduction 2.00 1.166
Automation of operations 1.875 1.452

The findings above show that all the SMEs placatgreemphasis on the cost leadership
factors. Majority of the SMEs (mean 1.25) views tcogtting measures as a way of

gaining competitive advantage over its competittsBowed by business process
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rationalization (mean 1.5) then the use of lateshnology with a mean of 1.625.
Automation of operations and staff reduction witmaan of 1.875 and 2.0 respectively
was not used mostly by the SMEs. Generally an orgéon can gain competitive

advantage over its competitors by adopting oné@ktrategies above.

4.4 .6 Differentiation

Table 4.7: Differentiation

Mean Std. Deviation
Customer service 1.1522 0.0742
Increased advertisement 1.8696 0.9799
New products/services 1.5435 0.3478
Branding 1.3478 0.7368
Staff training 1.6391 0.7050
More strategic locations 1.5435 0.2239

The respondents unanimously agreed that all theraaentified were necessary for an
organization to differentiate itself from its contipers (mean of 2.0 and below).
Customer service (mean 1.1522) was the factor winajority of the SMEs puts more
emphasize on followed by branding (mean 1.3478jrelmsed advertisement (mean
1.8696) was rated as a factor which is not mosHgduby the outlets in order to

differentiate themselves.
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CHAPTER FIVE: SUMMARY, CONCLUSIONSAND

RECOMMENDATIONS

5.1 Summary

The study established that majority of the SMEsehbgen in existence for a period of
more than 5 years and therefore they have undersh@ocustomers’ expectation and the
markets that they serve. The number of countriashich the SMEs operated varied but
majority of them serve less than 5 countries iniihigathat they are still young SMEs and
expanding. It was apparent that the SMEs are a&ifielay specific factors which affect the
country and these factors include digital dividdy@ational, purchasing power difference
between Kenya and the importing country, Governnpatities in such areas, security,
language, education, and technical infrastructcuesencies and clearing system as well
as banking and financial networks intellectual @ry e.g. copyright laws, regulatory
and commerce infrastructure in the importing courdnd Kenya’'s membership to

regional trading blocs and country’s culture whealohg in international trade.

The respondents agreed that the level of competitiothe sector, financial capital
necessary to become competitive, capital, trainiagg research and development
accessibility, importation barriers, structure andture of the organization are all the
factors affecting the industry in which the SMEsg.alt was noted that focus strategic
option to internationalization factors led to inresed market focusing by the SMEs and
market segmentation of the markets. These willsasfsie SMEs to focus on the

segmented market thus satisfying its customers.réfgondents indicated that they use
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cost leadership factors to reduce the amount dfscist they incur both locally and
internationally. The respondents agreed that thiéfgrdntiate themselves from their
competitors by the use good customer service, ased advertisement, new

products/services, branding, more strategic lonatand staff training.

5.2 Conclusion

From the research findings and the answers toabearch questions, some conclusions

can be, made about the study.

From the research findings the foremost conclusiah can be made about the study is
that the number of countries in which the SMEsgaah has a direct relationship with the
duration majority of the SMEs have been in operatibince majority of the SMEs have

been in operation for over 6 years and they haveaged to have markets in less than

five countries, this is an indication that they aggressive in their marketing.

Secondly the SMEs face numerous challenges whdimgesith international business.
These factors involve those relating to the coumirywhich the SMEs are dealing with
internationally and that affect the industry in athithe SMEs operate. The SMEs can do
little regarding the challenges resulting from thgosition of some restrictions by a
country but they can as well lobby their governminhegotiate for relaxation of the
factors. The industry factors on the other handltedrom factors affecting the industry
in which the SMEs operate and these includes lefvebmpetition in the sector, financial

capital necessary to become competitive, capithing, and research and development
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accessibility, importation barriers, structure auidture of the organization. With regard
to the three strategic options available to firthe, SMEs put emphasis on all the options
in order to beat competition from its competitorsl @y combining all the factors they

will be able to achieve their targets at the enthefyear.

5.3 Recommendations

This study makes a few recommendations that havieypinplications for decision

makers. The study found out that the SMEs facesenoms challenges when dealing with
international trade and these challenges resuta the government and the industry in
which the SMEs operate. It is therefore recommeridatithe government should protect
the local SMEs by sourcing for them markets forgbeds and also negotiating with the

other countries when the SMEs encounter challeagesresult of the government.

The SMEs on their part should play a leading rgleebsuring that the challenges which
results from their part especially the ones whiclytcan solve by being innovative,
changing the structure of the organization and niomel should be dealt with

expeditiously. The use of all the strategic optitaysthe SMEs will ensure that if one
option fails then they can use the other to responthe changes in the market. It is
recommended therefore that if the SMEs can usthalktrategic options then they can

use if they have sufficient resources.
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5.4. Recommendationsfor further research

The study confined itself to SMEs operating in isiial area and dealing with
internationalization. This research therefore stidnd replicated in other SMEs operating
in the whole country and the results be compare@dssdo establish whether there is

consistency among the SMEs.

5.5 Limitations of the study

This study was based on a sample limited to SMEsatimg in Nairobi. It did not cover
other SMEs operating in the country and therefbesfindings of the study may not be a

representative of the challenges facing all the SM&aling in internationalization.
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APPENDIX Il: QUESTIONNAIRE

Please give answers in the spaces provided andvtick the box that matches your

response to the questions where applicable.

PART A: DEMOGRAPHIC AND RESPONDENTS PROFILE

1) NamMe Of SME: ... i e e e e e e e e e

2. What is your designation at the organization... ... . coeeeeeeeeieinieiieniennnn..

3. Gender: male () Female ( )
4. What is your age bracket? (Tick as applicable)

a) Under 20 years () c) 310yéars
b) 21 - 30 years () d) 41 —yBars
e) Over 50 years ()

5. Length of continuous service with the organiaai

a) Less than two years () ) 6€10 years

b) 2-5 years () d) Over 10 years

6. For how long has your organisation been in exig@nc

a) Under 5 years () d) 1&0-years
b) 6 — 10 years () e) 2b-years
c) 11 — 15 years () f) Oéryears

PART B: INTERNATIONAL BUSINESS

7. How many countries does your firm transact with?
a) Less than 5 Countries ()
b) 6 — 10 countries ()

c) Over 10 countries ()
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8.) Please tick the number that best describes tteneio which your organization is
affected by the following factors in your interraatal trade: (Use the scale below to tick
the most appropriate response)

1) Strongly Agree 4) Disagree

2) Agree 5)@igly Disagree

3) Moderate extent

Country specific factors 1123

1 | Kenya's membership to regional trading blocks

N

The digital divide, educational, purchasing podifierence between Kenya

and the importing country

Regulatory and commerce infrastructure in theortipg country

Currencies and clearing system as well as bardadigfinancial networks

Intellectual property e.g. Copyright laws

Government policies in such areas as R&D, segcurit

A country’s culture

0 N O O &~ W

Language, education, and technical infrastructure

Industry specific factors

9 | Importation barriers

10 | Lack of innovativeness and efficiency in thenfir

11 | Level of competition in the sector

12 | Capital, training, and research and developmecgssibility

13 | Financial capital necessary to become competitiv

14 | Structure and culture of the organisation
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9.) How important has each of the following strategptions been to your firm in
response to your internationalization process?

Use a scale of 1 — 5 with; 1- Very important, Eaily important, 3 — Not sure, 4 — Not
important and 5 — Not important at all.

a) Focus

FACTORS 1 |2 3 4 5

Market focusing

Market segmentation

b) Cost leadership

FACTORS 1 |2 3 4 5

Use of latest technology

Cost cutting

Business process rationalization

Staff reduction

Automation of operations

c) Differentiation

FACTORS 1 |2 3 4 5

Customer service

Increased advertising

New products/services

Branding

Staff training

More strategic locations

THANK YOU FOR YOUR TIME
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