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Abstract

This study examines the role of networks in the early internationalization of born-global firms operating
in the textile sector in Turkey, which is seen as a developing country market, from the perspective of
social and business networks, using a dual focus and case-based approach. This study, organized based
on the research gap on the early internationalization behaviors of SMEEs in developing countries and low-
tech sectors, contributes to the internationalization literature by addressing the subject from a developing
country market and a traditional industry. Research shows that networks are essential for the early
internationalization of born global firms. What companies obtain from network relationships in
internationalization; emerges under seven headings: defining foreign market opportunities and creating
market information, choosing a foreign market and entry methods, overcoming resource constraints and
reducing risk, operational support, access to critical actors, moral support, and trust. Although it has
been found that both social and business networks are effective in early and rapid internationalization,
this effect cannot be easily categorized in terms of importance.

Keywords: Networks, Relationships, Business Networks, Social Networks, The Role of Networks,
Early Internationalization, Born Global Firms

Oz

Bu ¢alisma, gelismekte olan iilke pazarlarindan biri olarak goriilen Tiirkiye’de, tekstil sektoriinde faaliyet
gdsteren kiiresel dogan igletmelerin erken uluslararasilagmasinda ag iliskilerinin roliinii, sosyal ve i ag
perspektifleri bakig acistyla cift odakli olarak, vaka temelli bir yaklagim altimda incelemektedir. Gelismekte
olan iilkeler ve diisiik teknolojili sektorlerdeki KOBI'lerin erken uluslararasilagma davramglar ile ilgili
arastirma boslugundan yola ¢ikilarak organize edilen ¢alismanin, gelismekte olan bir iilke piyasast ve
geleneksel bir sektorden konuyu ele alarak uluslararasilasma literatiiriine katki saglayacag
diigiiniilmektedir. Arastirma  sonuclari, ag iliskilerinin  kiiresel ~dogan isletmelerin
uluslararasilagmasinda onemli rol oynadigini gostermektedir. Uluslararasiasmada ag iliskilerinden
isletmelerce elde edilenler; yabanct pazar firsatlarimn tammlanmas: ve pazar bilgisi olusturulmas,
yabanct pazar ve giris yontemi segimi, kaynak kisitlarinin agilmas: ve riskin azaltilmasi, operasyonel
destek, dnemli aktorlere erisim, manevi destek ile giiven olmak tizere 7 bashk altinda bulgulanmstir.
Hem sosyal hem de is aglarinmn erken ve hizli uluslararasilagsmada etkili oldugu, bu etkinin daha
onemlilik dogrultusunda kolayca kategorize edilemeyecegi bulunmugtur.

erken

Anahtar Kelimeler: Ag Iliskileri, Is Aglar, Sosyal Aglar, Ag [liskilerinin Rolii, Erken
Uluslararasilasma, Kiiresel Dogan Isletmeler
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Introduction

In the literature, it is accepted that network theory
and analysis constitute the basis for international
entrepreneurship  research,
relationships are an essential resource that
facilitates the internationalization of businesses
(Oviatt & McDougall, 1994; Coviello & Munro,
1995; Coviello & Munro, 1997, McDougall &
Oviatt, 2003; Coviello, 2006; Cavusgil & Knight,
2009; Slotte-Kock & Coviello, 2010; Kontinen &
Ojala, 2011). However, despite the importance of
the subject, relatively few studies in the literature
focus on comprehensively evaluating the networks
of early internationalizing firms, and it is pointed
out that there is a need for network studies specific
to born global enterprises in this direction
(Andersson & Wictor, 2003; Sharma &
Blomstermo, 2003; Autio, 2005; Cavusgil & Knight,
2009; Sepulveda &  Gabrielsson, 2013).
Furthermore, because networks still represent a
black box in the internationalization process, it is
emphasized that the role of networks in early

and network

internationalization should be clarified (Cavusgil
& Knight, 2009; Smith et al., 2012; Bembom &
Schwens, 2018), the importance of researching
which types of networks are more beneficial in this
process (Cavusgil & Knight, 2009) and conducting
research that distinguishes between personal and
business level relationships (Andersson & Wictor,
2003).

However, current-born global firm studies are
generally concentrated in developed countries
(Kiss et al., 2012; Cavusgil & Knight, 2015; Mostafiz
2019),
developing countries, which are seen as the rising
values of the global economy, are limited in the
literature (Cavusgil et al., 2012; Kiss et al., 2012;
Felzensztein et al.,, 2015; Gonzalez-Perez et al.,
2016). In addition, it is stated that more studies are
needed in other sectors, such as education,
agriculture, textile, mining, and health, as current
research mainly focuses on technology-based
industries such as technology, software, and ICT
(Mostafiz et al., 2019). In addition, when studies
dealing with networks in the literature are
examined, there needs to be more emphasis on the
role of networks in empirical research on the
internationalization of SMEs from emerging

et al., whereas studies conducted in

OPUS Journal of Society Research

opusjournal.net

economies (Manev & Manolova, 2010). These
studies mainly evaluated network effects in high-
tech and knowledge-intensive industries, while
low-tech and non-knowledge-intensive industries
received less attention (Stoian et al., 2017).
Nevertheless, the dynamics experienced by non-
high-tech SMEs in internationalization may differ
significantly from those of high-tech SMEs
(Booltink & Saka-Helmhout, 2018). This study,
organized in line with this gap defined in the
literature, aims to identify the role of networks in
the early internationalization of born global firms
from a developing country and a non-high-tech
industry. When examining
internationalization from a network perspective

studies

are concerned, it is seen that most of them explore
the effects of business networks between firms.
Undoubtedly,

internationalization decisions.

business networks influence
However, the
analysis of entrepreneurs' social networks offers
some conceptual advantages over the study of
First,

entrepreneurship theorists generally accept that

inter-organizational networks:
individuals recognize opportunities rather than
companies. (Aldrich & Ellen, 1986; Singh et al.,
2000; Ozgen & Baron, 2007), and the exchange of
information that precedes opportunity recognition
is inter-personal rather than inter-organizational
(Ellis, 2011). Moreover, since any business-level
decision or action originates from the people who
make up the organization, to understand the
internationalization behavior of the business, we
also need to understand the individual driving the
business (Coviello, 2015). Therefore, it seems
overly restrictive to limit the analysis of network
effects to business-to-business relationships
without including a subset of all the ties held by
entrepreneurs and their teams (Ellis, 2011).

In studies examining entrepreneurship from a
network  perspective, the social network
perspective has generally drawn attention. Slotte-
Kock and Coviello (2010), in their review of the

literature focusing on networks in
entrepreneurship research, criticize that research is
mainly conducted from a social network

perspective, and they recommend integrating
social and business network approaches to explore
the macro level of network structure and the micro
level of bidirectional interactions. According to
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researchers, only by considering these approaches
holistically can a useful "bifocal" lens be presented.
This mixed view in entrepreneurship research can
address the complexity of the process (Slotte-Kock
& Coviello, 2010). However, only a few studies in
the literature have simultaneously investigated the
effects of business and social networks on
internationalization.

There is undoubtedly a need for refinement and
elaboration because of the extraordinarily complex
nature of the network phenomenon (Anderson et
al., 1994). To achieve this, the study adopts a dual
perspective from both work and social network
using a research design that
combines the complementary strengths of the two

perspectives,

methodological approaches, taking into account
the suggestion of Slotte-Kock and Coviello (2010).
In light of this, the early rapid
internationalization of born global firms under

and

social and business network approaches in
internationalization has been examined from a
(textile) perspective
Turkey, a developing country category. In detail,
using data from four meticulously identified cases

traditional sector from

and multiple sources, two research questions have
been put forward to explore the roles of social and
in the
process of Turkish-born global textile businesses:
RQ1. How do networks affect the early
internationalization  of global
companies in Turkey (one of the countries

business networks internationalization

born textile
considered an emerging market)?

RQ2. Do social or business networks play an
important role in early internationalization?

The research contributes to the literature with a
bi-focused perspective by shedding light on the
existing research gap in developing countries and
traditional sectors and reaching findings that will
contribute to the internationalization literature by
determining the roles of network relationships in
early internationalization.

The rest of the study is structured as follows.
The second section reviews the literature on
network relationships and their role in the early
internationalization of born global firms. The third
section consists of the methodology used in the
research, and the fourth is the analysis of the data
obtained from the firms and the discussion of the
findings. Then the study ends with conclusions,
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managerial ~ implications, limitations, and

suggestions for future researchers.
Literature Review
Network Relationships and Born Global Firms

Born global firms are businesses that
internationalize their activities within three years
of their establishment and realize 25% of their total
sales abroad (Knight & Cavusgil, 2004). Networks,
therefore, represent a critical point of inquiry in
understanding the internationalization of these
young and resource-constrained SMEs (Chetty &
Wilson, 2003).

The networks of born global firms consist of
common relationships between the business and
external parties that exchange resources, such as
customers, suppliers, commercial intermediaries,
and social connections (Hite & Hesterly, 2001). In
addition, social relationships and relationships
with other organizations often support early and
rapid internationalization. However, despite this
importance, entrepreneurship studies with a rich
network research background mainly discuss how
networks develop while creating a local enterprise.
As a result, research on born-global firms still
needs to be expanded (Sepulveda & Gabrielsson,
2013). Furthermore, since the internationalization
behaviors of these firms, which generally start with
establish, differ from

companies, researchers need to pay more attention

significantly other

to the particular context of these businesses (Oviatt
& McDougall, 1994).

The "Network Approach to
Internationalization” (Johanson & Mattsson, 1988)
emphasizes that the internationalization of

businesses takes place thanks to the networks they
are in. According to this approach, the degree of
internationalization of a firm depends on both the
networks it develops and the position of the firm
in these networks (Johanson & Mattsson, 1988).
Moreover, these relationships play a vital role in
the concerns of the enterprises with the other
actors in the network they are in and the
internationalization they reach (Ath & Kartal,
2014). While networks are essential for businesses
of all sizes in
suggests that they are necessary for born global

internationalization, evidence
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companies, which are considered a particular type
of SME, given the resource constraints (Coviello &
Munro, 1995; Coviello & Munro, 1997; Andersson
& Wictor, 2003; Chetty & Wilson, 2003; Sharma &
Blomstermo, 2003; Coviello, 2006).

The constraints SMEs face in
internationalization are difficulties accessing
economies of scale, lack of financial resources, lack
of market information, and hesitancy to take risks
(Freeman et al., 2006). Born global firms, on the
other hand, have a unique profile compared to
other exporter groups (Madsen et al., 2000): They
target a narrow customer group in different
geographies, often use foreign distributors as their
primary distribution channels, invest less in sales

main

and production subsidiaries abroad compared to
other internationalizing firms, and often establish
sales and marketing networks with external
partners as they cannot invest in market
knowledge and infrastructure development due to
their limited resources. In addition, born global
firms need more reputation and legitimacy in the
international arena, which is an effective means of
gaining legitimacy and reducing the perceived risk
of third parties in the new market (Roberts &
Dowling, 2002). This constraint can be overcome
by cooperating with a prestigious business or a few
small businesses (Hoang & Antoncic, 2003). For
this reason, born global companies often seek
partners that complement their competencies in
leading markets and develop effective networks
(Coviello & Munro, 1997; Madsen & Servais, 1997).
These networks enable obtaining resources that
would otherwise take years to build (Baum et al.,
2000). On the other hand, social relations in new
ventures are essential for internationalization as
the entrepreneur lacks established business
relations yet (Aldrich & Zimmer, 1986). Strong
interpersonal ties are valued because they contain
foreign market and industry-specific information
and can provide the "commitment and response"
required for business in international markets
(Harris & Wheeler, 2005).

Social-Business Networks and
Internationalization

There are generally two network approaches in
entrepreneurship (Briiderl & Preisendorfer, 1998):
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Social (personal) networks, where business
founders are the focus and include the individual
relationships of entrepreneurs. And business
networks (inter-organizational networks), where
the business is the focus.

In a social relationship, the actor is the
individual, and the relationship cannot exist
without the individual's participation (Agndal &
Chetty, 2007). Social relationships are personally
created by and related to entrepreneurs (Melen &
Nordman, 2007). Typically, these are people with
whom the entrepreneur meets face-to-face and
receives service, advice, and support (Dubini &
Aldrich, 1991). Within the scope of this study, in
line with social network relationships (Birley, 1985;
Chetty & Wilson, 2003), the focal actor is
considered to be the individual's relationships
with family, friends, and colleagues, and the
"entrepreneur" is adopted as the focal actor.

Internationalization is initiated based on the
idea that interpersonal (social) relationships are at
the center of business interaction (Cunningham &
Turnbull, 1982). When

investigating the internationalization of businesses

various  studies
have been examined, although social network
relations are expressed in different terms (personal
networks (Qiu, 2005), informal networks (Coviello
& Munro, 1997; Zain & Ng, 2006), social networks
2006),
relationships (Harris & Wheeler, 2005), personal

(Komulainen et al, interpersonal
contacts (Andersen, 2006) and social ties (Ellis,
2000), positive effects on internationalization have
been examined in various dimensions.

In addition, several studies have proven that
entrepreneurs' social networks are critical assets
for initiating and developing born global firms.
These studies found that the existing networks of
born global firms in the early stages of
internationalization consisted of relationships
previously developed by their owners and
managers (Andersson & Wictor, 2003; Crick &
Spence, 2005), which were found to have the most
significant impact on the
exploitation of internationalization opportunities
in the early stages (Vasilchenko & Morrish, 2011).
Furthermore, firms’
behaviors are mainly activated by this set of
interpersonal ties formed before the establishment
of the firm (Manolova et al, 2010; Masango &

discovery and

early internationalization
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Marinova, 2014), and these relationships also form
the basis for the
organizational ties (Masango & Marinova, 2014).
Business formally linked
relationships between actors who exchange
information and make a joint effort to achieve a
common goal through cooperation (O' et al., 2001).
In other words,
institutionalized relationships in which the actor is
an organization. Therefore, they are not tied to
specific individuals. They are created by their
firms, not individuals, are associated with the
company, and can be transferred to others (Melen
& Nordman, 2007). In searching for an appropriate
framework for business networks, some
researchers (Gadde & Mattsson, 1987; Hakansson
& Johanson, 1993) have transferred the social
change perspective of social networks (Emerson,
1976; Cook & Emerson, 1978) to business networks
(Anderson et al, 1994). In this study, social
exchange theory is used to describe business

establishment of inter-

networks are

business networks are

networks. In this context, business networks, by
adopting Emerson's (1981) definition, are defined
as "two or more connected sets of business
relationships where each exchange relationship
takes place between businesses conceptualized as
collective actors" (Anderson et al., 1994, p. 2). These
actors include customers, distributors,
competitors, suppliers, and government agencies
(Sharma & Johanson, 1987; Johanson & Mattsson,
1988; Axelsson & Johanson, 1992).

Various studies have been carried out that
reveal the importance of business networks from
different perspectives on internationalization
(Johanson & Mattsson, 1988; Styles & Ambler,
1994; Coviello & Munro, 1995 Chetty &
Blankenburg Holm, 2000a; Chetty & Blankenburg
Holm, 2000b; Sharma & Blomstermo, 2003; Moen
et al, 2004; Chetty & Campbell-Hunt, 2004;
Coviello, 2006; Johanson & Vahlne, 2009;
Sandberg, 2014; Jeong, 2016; Chandra &
Wilkinson, 2017). According to these studies, the
internationalization of firms is affected by the
internationalization of actors in business networks
(Chetty & Blankenburg Holm, 2000a); the existence
of strong ties with other firms in the network to
facilitate access to different sources of information,
enabling entrepreneurs to use the experiences of

others that encourage them to make
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internationalization decisions (Johanson & Vahlne,
2009). For this reason, it has been determined that
business networks are critical in the early stages of
the internationalization process (Coviello &
Munro, 1995). In addition, economic relations have
proven to be the most effective tool for
determining firms' international growth in the
early stages of their life cycles and the following
steps (Coviello, 2006). Furthermore, business
networks
important source of information for firms during
internationalization (Sandberg, 2014), enabling
rapid internationalization by providing new
opportunities, technology, market information,
and information (Chetty & Campbell-Hunt, 2004).

In line with the findings mentioned earlier,

have been shown to be the most

although the literature generally accepts that
networks facilitate internationalization, networks
that are more critical in providing this effect are
debatable. A third view emphasizes the equal
importance of social-business networks in
internationalization. For example, Rialp, Rialp,
and Knight (2005) conclude that both social and
the early

internationalization of born global firms. Melen

business  networks facilitate
and Nordman (2007) argue that none of these
networks is more important than the other.
Instead, they state that the most critical issue is to
have the ability to learn from existing networks in
which types of knowledge and networks are

needed at different stages of internationalization.

The Role of Networks on Early
Internationalization

International entrepreneurship involves
identifying and exploiting opportunities for
international exchange (Ellis, 2011). International
opportunity identification is accepted as the
beginning, in other words, the trigger of the
internationalization process (Chandra et al., 2009).
Networks are essential sources for identifying
opportunities
knowledge that can lead to the identification of
different ways of internationalization (Chandra et
al., 2012). Firms gain market knowledge through
network relationships, which enable them to
discover, create, realize, and develop international
market opportunities (Chandra & Wilkinson,

and providing new types of
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2017). At the beginning of a business’s
internationalization, the
acquisition of experiential knowledge about
foreign markets (Prashantham & Dhanaraj, 2010),
representing invaluable sources of information
(Ellis, 2000; Sharma & Blomstermo, 2003). Thus it
plays a vital role in deciding many managerial and
strategic choices, such as foreign market and entry
mode (Coviello & Munro, 1995; Coviello & Munro,
1997; Moen et al., 2004). Furthermore, it accelerates
and shapes efforts by
providing new market opportunities to firms and
establishing potential partners (Coviello & Munro,
1995). Several studies (Chetty & Blankenburg
Holm, 2000a; Chetty & Blankenburg Holm, 2000b;
Coviello & Munro, 1995) prove that networks are

networks facilitate

internationalization

effective in the success of born global firms by
helping them identify new market opportunities
and create market knowledge.

The prevailing view in the international start-
up literature is that contacts on social networks
trigger a firm's foreign market and market entry
method choices. For example, Chetty and
Campbell-Hunt (2004) found that born global
firms tend to rely on the characteristically rich
networks of their entrepreneurs to reach their
targeted international niche markets. Johanson
and Vahlne (1990) and Komulainen, Mainela, and
Tahtinen (2006) suggest that personal relationships
are essential for the first stages abroad. Andersson
and Wictor (2003) state that personal (social)
networks are the leading networks in born global
firms. However, after the first entry into foreign
markets, the importance of existing ties in
identifying opportunities decreases, indicating
that firms must identify and implement new
opportunities by creating new network ties (Crick
& Spence, 2005). In addition, social networks,
which are effective in the foreign market and entry
method choices of born global firms, can also
become business networks over time (Vasilchenko
& Morrish, 2011).

Another view in internationalization literature
is that business networks are more effective in
guiding businesses' foreign market and entry
method choices. For example, Coviello (2006)
found that effective networks for born global firms
in the first foreign market entry are more
economical than social. Moen, Gavlen, and

OPUS Journal of Society Research

opusjournal.net

Endresen's (2004) research on five small
Norwegian software companies also shows that
business networks are decisive in which market
they decide to enter and which market entry
method they choose. Bell (1995) found that in small
computer software businesses in Finland, Ireland,
and Norway, business network relationships (with
customers, suppliers, etc.) influence the way
companies to choose their market and enter the
market; Coviello and Munro (1995), on the other
hand, found that business contacts are more
helpful to firms in their first foreign market and
market entry method choices.

Given resource constraints, access to resources
in born global firms is positively associated with
rapid internationalization success (Tang, 2011).
Their resource constraints push these firms to find
the needed resources through network
relationships (Tolstoy & Agndal, 2010). Therefore,
it is advantageous for small and resource-
constrained firms, such as born-globals, to develop
a collaborative rather than competitive and
aggressive view of international markets (Chandra
et al, 2009). As young and entrepreneurial
businesses, those born globals are innovative in
combining their resources with those of others
through joint ventures and partnerships because
they already have no previous success and fixed
routines in entering foreign markets (Sharma &
Blomstermo, 2003). On the other hand, decision-
makers are social actors who must decide to enter
a new market based on limited information.
Therefore, the decision of any business, especially
an SME, to start exporting is fraught with risk and
uncertainty. Decision-makers, faced with this
uncertainty, tend to choose the option with which
they are most familiar, so they need to create,
develop and manage their social resources when
deciding to enter a foreign market (Ellis &
Pecotich, 2001). In addition, born globals face
novelty constraints as start-ups. Therefore,
resources from networks can be attributed to
networking capabilities rather than location
(Monferrer et al., 2015). Their dynamic networking
capabilities enable them to reduce the risks
associated with their decision to enter global
markets (Mort & Weerawardena, 2006).
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Methodology

Although networks are seen as one of the primary
dynamics that ensure the early and significant
internationalization of firms, in the literature, more
research findings on the axis of developing
countries are needed to explore the subject in
depth and illuminate different samples.

As a developing country, Turkey is a peninsula
connecting the Mediterranean and the Black Sea
and acts as a bridge between the Balkans, the
Caucasus, and the Middle East (Coban & Kavuk,
2022). Thus, it has had prosperous trade and
investment links with these regions for centuries
(Bugra, 2016). With the
globalization movements in the 1980s, while

acceleration of

countries were looking for ways to increase their
export volumes by developing their export-based
production structures, Turkey, as one of these
economies, adopted the export-led growth model
(Ayvaz Guven, 2021). With increasing company
investments in research and development (R&D),
Turkey has become a rapidly industrializing

economy in recent years. Moreover, the
participation ~ of  Turkish  companies in
international trade has accelerated as the

implemented government policies encourage the
diversification of export product/market portfolios
and expand the geographical reach of Turkish
companies (Yaprak, Yosun, & Cetindamar, 2018).
In this direction, Turkey’s economic growth was
led by exports; in 2020, it grew by 1.8%, while the
global economy shrank by %3.1. It grew by 11% in
2021, making it the fastest-growing economy
among the G-20 and OECD countries (TIM, 2022).
Turkey's export, which was 254.2 billion dollars in
2022 by the Turkish Exporters' Assembly-TIM
(2022), is predicted to increase to 300 billion dollars
in 2026, 364.6 billion dollars in 2030, and 453.5
billion dollars in 2035. Today, Turkish companies
exporting to more than 160 countries have foreign
direct investments in many countries in North
America, Africa, South America, and Asia (Yaprak,
Yosun, & Cetindamar, 2018).

With the policies of opening up and promoting
exports based on the free market economy
implemented after 1980, exports of textile products
have increased significantly in Turkey, especially
since the second half of the 1980s. Consequently, it
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has become an essential export item (UIB, 2018).
The sector's attainment of its current level of
development has been achieved through export-
oriented production, especially in the US and EU
markets. Today, the Turkish Textile Industry has a
unique position in the world with its product
quality, fashion, and designs that have the power
to determine trends (Turkish Ministry of
Commerce, 2022; UIB, 2018). With its 4.2% share in
world textile and raw material exports, Turkey is
the fourth largest exporter by country (Turkish
Ministry of Commerce Easy Export Platform,
2023). In 2022, the Turkish textile and raw
materials sector was exported to 197 countries and
regions (TIM, 2022). The industry, which ranks
first in the country in parameters such as its share
in GDP and domestic input use, also forms the
basis of the country's existence in global markets
(UIB, 2018).

For the reasons listed, Turkey offers a
convenient environment to examine the
internationalization behavior of companies from
developing countries. At the same time, the textile
sector stands out as a traditional sector, having
been among the locomotive sectors in Turkey's
exports. In this direction, the present study was
organized to explore the roles of networks in the
early internationalization of Turkish-born global
textile firms, believing that it will constitute an
essential piece of evidence in understanding the
early internationalization of firms from developing
countries.

In the research, the qualitative research method
was used, which provides the opportunity to
investigate a particular phenomenon in depth and
to reveal the variables under the influence of the
phenomenon in detail. As qualitative data are rich
and holistic, they also have the potential to clarify
complexity (Evers & Knight, 2008). In the research,
the use of a multiple case study design, which is a
qualitative research method, was preferred
because it can provide a dynamic and holistic view
of the investigated event and is valid in research
involving the real-life environment where a
specific action (such as early internationalization)
takes place (Eisenhardt, 1989; Yin, 1994; Yin, 2014).

In the research, in line with the suggestion of
Yin (1994; 2003) to increase reliability, the case
study protocol in Appendix I was prepared and
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followed. The case study protocol, which is an
indispensable tool, especially for multiple case
studies, includes the procedure and general rules
to be followed during the research. The protocol is
an important way to increase the reliability of
research and aims to guide the researcher in the
conduct of data collection (Yin, 2003, 67).

Sample Selection

The sample of the research consists of companies
operating in the Marmara Region, one of the seven
geographical regions of Turkey, among the
finalists in the "Born Global Entrepreneur"”
category in the "SME and Entrepreneurship
Awards Competition" organized by the Small and
Medium Enterprises Development Organization
of Turkey (SMEDO). By applying SMEDO,
information on these firms was obtained, and it
was determined that 13 of the twenty-five finalists
in the relevant category operate in the Marmara
Region. The final sample consisted of four firms
that responded positively to our interview request
and continued their activities in the textile sector in
Bursa province. The sample size was within the
range of 3-12, described as appropriate in the case
studies by Eisenhardt (1989) and Yin (2003).

In addition to meeting the requirement of
obtaining at least 25 percent of their total sales
from other country markets within the first three
years following their establishment, which is
generally accepted in the literature (Knight &
Cavusgil, 1996; Knight & Cavusgil, 2004), they also
meet the application conditions for SMEDO's SME
and Entrepreneurship Awards Competition.
When the conditions of SMEDO's award are
evaluated, in addition to the generally accepted
criteria in the literature, firms are required to be
"established in the last three financial years,
developed growth strategies for the future, and set
a role model for entrepreneurs by providing an
increased performance in the amount of
employment and net sales revenue."

Data Collection and Analysis
In our research, semi-structured interviews were

used as the basis for data collection. Interview
questions were prepared within the framework of
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the relevant literature, shaped as a result of expert
opinions, and finalized after the pilot interview.
Subsequently, questions were applied to the
entrepreneurs/top managers with the most
profound knowledge about the
internationalization of their firms. The interview
form, which was used in all interviews, is given in
Appendix II.

Audio recordings of all face-to-face interviews
were obtained, and after the interviews, these
recordings were transcribed and converted into
text. During the conversion of the interview
records into text, additional questions were asked
by interviewing all the participants regarding
hesitant issues to clarify dubious matters. The texts
created for each business were then sent to the
participants, and their approval was obtained.

Field notes taken by the researcher and
interviews and promotions of businesses on their
websites and social media tools were used as
secondary sources in obtaining the data. In this
way, data diversification was achieved through
multiple data sources (Patton, 1990; Yin, 2003),
which is seen as a strategy that increases data
reliability in case studies. All data from multiple
sources were combined in the analysis process.
Nvivo 12, a qualitative data analysis program, was
used in data analysis.

In the conduct of the analysis process, in line
with the recommendations of Eisenhardt (1989)
and Miles and Huberman (1994), each case study
first  handled Then
comparisons were made between the case studies.

was independently.
Thus, the comparative analysis determined the
themes shared among the case studies (Eriksson &
Kovalainen, 2008). As the data analysis technique,
the research findings were obtained using
descriptive and content analysis techniques, as
suggested by Strauss and Corbin (1990).

Analysis And Discussion of Findings

Study Firms' Profiles and the
Internationalization of the Case Firms

General information about the firms in the
research sample is given in Table 1 below.
Accordingly, the average export rate of firms is 95
percent. All firms started international activities

1036



The Role of Networks in The Early Internationalization of Emerging Market Firms: Evidence From Turkish Textile-Born

simultaneously with their organizations. While all
firms operate in the textile sector, one firm (A)
continues its activities in the furniture and textile
sectors. The number of full-time employees in
firms varies between 5 and 110. Case firms are
represented by the letters A, B, C, and D to protect
their anonymity.

Table 1. Profile of the case study firms

Globals with Social-Business Networks Perspective

free machine to the company at that time. On the
other hand, the entrepreneur also used the social
relationships of his other relatives, especially his
uncle, who lived there in the German market. In
this way, new customers were gained by
contacting the identified firms. The activities that

Company Sector Foundation First Number The Ratio of Interviewed Duration
Year Exporting of Exports to All Person
Year Employees Sales

A Textile& Furniture 2012 2012 110 100% Entrepreneur 1 hour 32 seconds

B Textile 2013 2013 5 100% Entrepreneur 1 hour 26 seconds

C Textle 2012 2012 30 80% Entrepreneur 1 hour 13 seconds

D Textile 2012 2012 55 100% Coordinator 1 hour 17 seconds
Company A started in Germany continued with the

Company A was established in 2012. It produces
bed covers, mattresses, bases, headboards, and
sets. The young entrepreneur, an industrial
engineer, has internationalized his firm, which he
established in the light of his network relationships
and his family's past sector experiences, as of its
establishment. With this success, the firm received
the Bursa Chamber Of Commerce and Industry-
Adding Value to the Economy-The Most
Successful SMEs Award; 4. SMEDO SME and
Entrepreneurship ~ Awards-  Certificate  of
Achievement and Uludag Apparel and Clothing
Exporters' Association- 2015 Ready-to-Wear and
Apparel Industry Export Stars- Bronze
Achievement Award in 2015.

Looking at the basics of company A, it goes back
to the fact that the grandfather of the entrepreneur
went to Germany to work at Mercedes, and thus he
acquired a circle there. The family’s industry
experience is based on two separate firms
operating in Turkey between 1989-1994 and 1999-
2006. Having completed his education, the
entrepreneur established his company in 2012 in
light of these experiences, set out to export directly
without targeting the domestic market, and his
first market was Germany. He started activities
with the only customer in Germany originating
from the old family businesses he had contacted
through his father. The German firm owner sent a
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Netherlands, Belgium, Poland, and Hungary. In
these markets, the entrepreneur's father played a
significant role in the beginning, and through his
father, he revived the business relationships
originating from old family businesses. Re-
established contacts with two companies from the
past that were given products in the Netherlands
enabled the company to enter this market. In
addition, his close friend in the Netherlands also
supported the entrepreneur on technical matters
and matters related to customers. A former client,
contacted by the entrepreneur's father, was
instrumental in the firm's entry into the Belgian
market and the development the Dutch market.
Then, two old customers from Poland and
Hungary found the company and added it to the
customer portfolio. The referrals provided by
developing relationships with existing customers
over time and the connections obtained from the
fairs also contributed to the company's increasing
customer portfolio.

In 2015, a partnership was established with a
company with a business relationship to obtain
additional resources that will enable the firm to
make the necessary investments to increase its
market share. However, this partnership failed to
reach the desired goal and ended in 2018.
Company A has also developed
cooperation with two agencies in Germany and
Belgium. With this cooperation, it was aimed to

strategic
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provide better service to customers and to acquire
new customers. The agency in Belgium assists
France, Belgium, and the
Netherlands, and the agency in Germany helps
customers in Germany, Poland, Hungary, and
Austria in the execution of the business and
responding to the problems encountered quickly.
In addition, the company cooperated with a huge
company in Europe for two products (trolley
beds); all of the product designs were made in
Turkey and sold to this Germany-based company.
Furthermore, firms pay commissions to each other
during sales. The development of this cooperation,
which continues successfully, has been realized
thanks to the German company's contact with

customers in

various companies in the sector in Germany while
searching for a manufacturer when company A
asked an existing mattress customer, "whom we
can trust in Turkey" and reached them with his
guidance.

Currently, the company sells products to the
markets of Germany, the Netherlands, Poland,
Belgium, Israel, and the USA. The share of sales to
Germany, the firm's largest market, in all deals is
70%. The Dutch market follows this rate with 15%,
Poland 5%, Belgium 5%, and other markets (Israel,
USA, etc.) 5%.

Company B

Company B was founded in 2013 by a young
Iranian entrepreneur and childhood friend. In the
textile sector, it serves in the home textile field. The
company, which has made all its sales to foreign
markets since its establishment, was evaluated as a
finalist in the 5th SME and Entrepreneurship
Awards by SMEDO in 2018 in the category of born
global entrepreneurs. In addition, in 2016, the
Bursa Chamber Of Commerce and Industry-
Adding Value to the Economy- The Most
Successful SMEs award was received.

The firm's development is based on the
entrepreneur's industry background in Iran.
Thanks to his industry experience dating back to
his childhood, the had the
opportunity to develop various network relations
and specialize in his job. One of these relations was
with the owner of a textile firm in Turkey, whom
he met in Iran in 2005. The entrepreneur, who came

entrepreneur
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to Turkey for the first time through this person,
started to come and frequently go afterward. Thus,
he had the chance to develop various relations in
the Turkish market. Then, between 2009-2013, he
worked as a foreign trade manager in a textile
company in Turkey. Subsequently, the idea of
establishing a business of his own appeared in the
entrepreneur's mind, both with his relations in Iran
and with the advice and encouragement of some of
his customers, whom he currently describes as a
friendship relationship. He mentioned this idea to
his close friend, who was living in Iran and had
known him since childhood, and the business was
founded in 2013 by two Iranian friends. Thanks to
the connections of the entrepreneurs in Iran, it
started exporting to the Iranian market with its
establishment. However, the partnership ended in
a short period, and the entrepreneur successfully
continued his path.

After the Iranian market, an Azeri minister's
palace was arranged entirely with a project-based
study via a close friend of the entrepreneur. After
that, expansion was achieved in this market. Next,
the entrepreneur met a Turkish citizen living in
Russia and working in the same sector through a
close friend, and the relations that developed after
this meeting resulted in the entrepreneur opening
an office there and incorporating this person,
whom he saw as dominating the market, in line
with the strategy of focusing on the Russian
market. Then, the firm's entry into the Chinese
market was realized through a close Turkish friend
of the entrepreneur, whose wife was Chinese and
who lived in China. First, ready-made set products
were sent to this family several times, and then
other orders were sent. Similarly, sales began in
France through an entrepreneur’s friend.

Currently, Iran, where 68% of the sales are
realized, ranks first among the markets. Russia
follows Iran with 20% and Azerbaijan with 10%. In
addition, 1% of the sales are made to France in the
European market and another 1% to China in the
Far East market.

Company C
Company C is a family firm established in 2012 by

a father and three brothers to produce upholstery
fabrics. The export activity, which started with two
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foreign connections obtained unexpectedly from
the fair, and was attended simultaneously with the
establishment of the enterprise,
gradually. The export rate, 65% in the first year,
in the band of 60-65-70% in the
following years and reached 80%. With this
success, the firm was awarded the SMEDO 3rd
SME and Entrepreneurship Awards Born Global
Entrepreneur Category finalist in 2014.

The family's adventure in the textile sector,
which forms the basis of the firm, started in 1974
with the retail sale of home textile products in a
9m2 store. Then, in 1992, the family opened a
larger wholesale store and began selling draperies,
upholstery, sheets, duvet covers, curtains, and
home textiles. Then, in 1996, they established a
factory in Bursa with their uncle and started to

increased

continued

produce curtains and upholstery fabrics. Finally, in
2012, they decided to continue their activities as a
nuclear family and established company C to
produce upholstery fabrics. Although they did not
set out with the goal of exporting immediately,
they participated in the home textile fair held in
Istanbul in May 2012, four days after the
establishment of the firm. As they never expected,
they started exporting immediately with the first
foreign connections they obtained from this fair.
The first customer obtained through the fair link
was from Israel, and the second was from Libya.
Afterward, their business expanded through
recent customers and people who knew them from
previous business activities. Especially the new
mediated by the
established in the past allowed the firm to expand

connections relationships
its customer portfolio gradually in the early days.
One of these relationships is their 30 yeared
customers who took them to the Iraqi market. This
person accompanied them on their first trip to Iraq
and three subsequent expeditions and introduced
their customers. In this way, Company C started to
work with five companies in the Iraqi market at
that time. The owner of the textile business in
Bursa, whom they know from the industry, also
introduced themselves to a company owner from
Venezuela who was looking for a manufacturer
during the new establishment of the business.
Thus the firm made its first Venezuelan market
export.
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Globals with Social-Business Networks Perspective

In addition to past business relationships, the
strong relationships established with current
customers significantly impacted the
increasing course of the company's exports. The
trust established with enabled
entrepreneurs to acquire new foreign customers
without any promotional activities or customer
visits in the first few years. With the help of such a
network relationship, the business began to export
to the US market. A person in Yemen visited the
company with reference to the firm's existing
customers. After this visit, a year later, he sent his
American friends, and the firm started exporting to
the US market. However, the mediation effect
provided by kinship relationships is also crucial.

also

customers

Thanks to their uncle's Israeli customers, ten new
customers have been gained in the Israeli market.

Currently, the firm sells 80% of its production
abroad with an annual production capacity of 1
million 250 thousand meters and exports to 50
countries. 45% of all exports are carried out to the
Middle East, the largest market. The Balkans, with
35%, and the American market, with 20%, follows
the Middle East market.

Company D

Company D, which makes ready-made clothing
designs for world brands in the textile sector and
produces these designs, was established in 2012
with three partners. The firm has succeeded in
realizing all of its sales to foreign markets every
year, including the year of its establishment. In this
way, it became a finalist in the 4th SMEDO SME
and Entrepreneurship Awards, Born Global
Entrepreneur Category. It was also deemed
worthy of the "Golden Exporter" awards in 2015,
2016, 2017, and 2018 at the Silkworm Export
Awards given by Uludag Exporters' Association
(UIB).

During the establishment of Company D and
the internationalization process that took place
simultaneously, the business relationships
stemming from the previous commercial activities
of the entrepreneurs related to fabric production
played an important role. The world-famous fabric
customers encouraged the establishment of the
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business. France was the first market of the
enterprise, which started its activities with direct
exports with its establishment. In 2012, the first
orders for three brands (Promod, Cache Cache,
Tally Weijl) in the French market were received
through the which the
entrepreneurs are familiar with from previous
sector activities. In 2013, while exporting to France,
the company entered the Spanish market and
started working with Inditex Group and Mango. In
2014, operations began in the UK market, with
orders from British brands Sainsbury's and
Topshop, in addition to French and Spanish
markets. Again, the reference effect provided by
past business experience has been an important

French agency,

factor in receiving these orders.

As of 2017, the firm was become 65% of its sales
to Spain, 20% to the UK, and 15% to France. Until
2018, operations continued with the markets of
France, Spain, and England, and as of 2018, the
dominance of the Spanish market increased.
Therefore, it was decided to continue with the
single market— currently, the firm exports all of its
production to Spain. To ensure the coordination of
the activities, the need to establish a team arose in
the Spanish cities of Barcelona and La Corona, and
a branch was opened in each of these cities.

The following section includes evaluations
based on a cross-case analysis of data collected
from four born global Turkish textile firms to
answer the research questions.

The Role of Social and Business Networks on the
Internationalization of Turkish Textile-Borm
Global Firms

Findings from four firms suggest that social and
business networks play essential roles in early
internationalization. ~ Our
structured and discussed as shown in Table 2.

conclusions  are

Social-Business Networks and the Beginning of
Internationalization

It has been observed that networks effectively
initiate internationalization in the born global
firms in the research. As seen in Table 2, while the
social ties of entrepreneurs played an important
role in triggering the onset of internationalization
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in two firms (A and B), business networks played
an essential role in the other two firms (C and D).

Take firm A. In the interview, the entrepreneur
explains the significant role of his father at the
beginning of the firm's internationalization like
this; "My father’s share was 50 percent in us. Fifty
percent we are ourselves”. The first export activity
was conducted by a company with former
customers in Germany, with the connection
provided by the entrepreneur's father. Like A, in
company B the entrepreneur's social networks in
Iran were influential in establishing
simultaneously initiating internationalization
activities. Relying on these relationships, the
entrepreneur established his business with his

and

childhood friend and started exporting directly to
his hometown, Iran. In company D, establishment
and simultaneous internationalization were
enabled with the encouragement and direction of
previous business networks. The firm was
established upon the call of fabric customers to
"produce apparel and sell us." French orders, as the
first export, were received through the French
agency, which had been contacted thanks to
previous business activities. Strong ties with other
firms facilitate entrepreneurs' access to different
information. It

sources of provided the

opportunity to use the experiences of others to

encourage the decision to internationalize
(Johanson & Vahlne, 2009). Similar to D, in
Company C, business networks initiated
internationalization. However,

internationalization in C started as reactive and
unplanned. Two unexpected connections from the
fair triggered this.

"Export was in our hearts, but initially, our target
was the domestic market. However, the export took place
quickly, which we did not expect. We were saying in 2
years. It happened in just two months.” (C's
entrepreneur)

In general, the above analysis has shown that
networks are an essential factor that triggers the
beginning of internationalization in Turkish-born
global textile companies. Moreover, this networks
types could have both social and business
characteristics.
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Table 2. The Role of Social-Business Networks on the Internationalization of the Case Firms

At the beginning of
the
internationalization

In identifying foreign market
opportunities and providing market
information

In the foreign market and entry
mode selection

In reducing
perceived risk

In overcoming
resource
constraints

Other roles

Social networks
The first export was
made by contacting
an old customer
from Germany
through the
entrepreneur's
father.

Firstly social, then both social and
business networks

In the first place, the connections,
information, and research provided by
the father of the entrepreneur and his
relatives living in Germany regarding
the German market were critical sources
of information for identifying the
companies to be contacted and
preliminary assessments. It was also the
entrepreneur's father in the first place
who provided market information and
identification of opportunities for the
Polish, Hungarian, Belgian, and Dutch
markets through his old customers.
However, business network
relationships (contacts with existing
customers from the fair) were also
influential in the later stages.

Both social and business networks
Although the social network
relations initially guided the new
market entries through exports,
the business networks were also
effective in the later stages.
Cooperation was developed with
one agency each in Germany and
Belgium. In addition, the business
has strategically collaborated with
a German company through an
existing customer under a
production contract.

Most social
networks

His father and
relatives living there
were influential in
reducing the
perceived risk of the
entrepreneur,
especially in
entering Germany,
the first and the
most significant
market.

Business networks
were effective in
accessing financial
resources.

Social networks
were effective in
accessing physical
resources and
complementary
resources and
capabilities.

Both business and
social networks were
effective in providing
operational support.
Although social
networks are most
effective in accessing
important actors,
business networks have
also been found to have
an effect.

Strong social ties were
effective in providing
moral support.

Fairs (business
networks) with
confidence restoration
functions played a role
in customer relations.

Business networks
With the connections
provided from the
first fair attended,
the company started
exporting first to
Israel and then to
Libya.

To alarge extent, business networks
The company started exporting with its
first fair contacts within a reactive
rather than a proactive process.
Afterward, it entered new markets by
seizing new market opportunities with
connections driven primarily by past
business network relationships and
obtaining market information from
these sources.

To a large extent, business
networks

There were official business
contacts originating from the fair,
which provided the initial
internationalization of the firm
with the export method. In the
next period, new markets were
entered with the export method,
mainly through business networks
from past commercial activities.

Business networks
The reference effect
of past business
relationships in
reducing the
perceived risk for
entry into new
markets in
international
expansion has been
significant.

Business networks
were mainly influential
in gaining access to
critical actors.

Strong social networks
were effective in
providing moral
support.

In building trust,
business networks
played an important
role.

Social networks
The entrepreneur's
social networks in
Iran guided the
establishment of the
business and its
exports to its
primary market,
Iran.

Social networks

Social networks initially directed
international activities in the Iranian
market and later became effective in
identifying opportunities and providing
market information for Azerbaijan,
Russia, China, and France markets.

Social networks

The entrepreneur's social
networks in Iran ensured the
firm's entry into its first market
through export. Then, entry to
new markets by the export
method was triggered by social
networks again. Finally, the
entrepreneur's friend provided a
connection that enabled foreign
direct investment, and an office in
Russia opened.

Social networks

In establishing the
enterprise,
simultaneously at
the beginning of
internationalization
and subsequent
expansion, social
networks effectively
reduced the
perceived risk of the
entrepreneur.

Social networks
played an
important role in
accessing financial
resources.

Although social
networks were
primarily effective in
accessing important
actors, business
networks also had an
effect.

In addition, social
networks effectively
provide moral support
to the entrepreneur.

Business networks
The business
networks originating
from the past
commercial activities
of the entrepreneurs
enabled both the
establishment of the
enterprise and the
first export to
France.

Business networks

Business networks originating from
past sectoral activities effectively played
the role of defining opportunities for
internationalization. Through these
connections, the firm identified
opportunities and obtained market
information, first for the French, then
for Spain and England markets.

Business networks

Exports to France were the first.
Afterward, the Spanish and
British markets followed the
French market. All market entries
were driven by past business
relationships of entrepreneurs and
entered these markets by export
method. Finally, direct capital
investment was made to manage
the intense exports to Spain, and a
branch was established in two
cities.

Business networks
At the start of the
establishment and
simultaneously at its
international
activities,
encouragement by
business networks
stemming from the
entrepreneurs'
previous actions
reduced the
perceived risk. The
firm was founded
with this
encouragement and
started its operations
for a ready market.

Business networks
played a role in
accessing
complementary
resources and
capabilities.

Business networks
were influential in
gaining access to
critical actors.

Social-Business Networks and Identifying
Foreign Market Opportunities- Providing
Market Information

business networks played a role in identifying
opportunities and acquiring market information.
Initially, the entrepreneur's father was an essential
source of information and guided the entrepreneur
to his connections from his past sectoral activities.
In addition, his relatives living in Germany also
played a crucial role for the entrepreneur in
identifying opportunities related to that market
and gaining market knowledge.

In sample firms, networks have been observed to
play an essential role in identifying opportunities
for foreign markets and providing market
information. For example, consider firm A;
initially, social networks and later, both social and
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“In the German market, My uncle and my relatives
are there. I ask them who are the big companies here.
They say that there is such a company. You are writing
to them; you have an appointment request. You reach
people. They look at these three, price-quality-term.
Once you start working, they do not let you go unless
you make a mistake in one of these three.” (A’s
Entrepreneur)

For Company A, while the entrepreneur's
father defined the first opportunities in Poland,
Hungary, Belgium, and Netherlands markets,
business networks (existing customers' referrals
and fair contacts) also played an important role
afterward. For example, in developing strategic
cooperation with a German company, an existing
customer in the market created this opportunity
for the firm. For entrepreneur B, purely social
networks were instrumental in identifying
opportunities and providing market information,
first in the Iranian market, then in Azerbaijan,
Russia, China, and France. Accordingly, our
findings in the early stages of firm B and firm A are
in line with previous research results that conclude
that social networks are significant in the
opportunity identification process (Ellis &
Pecotich, 2001; Crick & Spence, 2005; Harris &
Wheeler, 2005; Komulainen et al., 2006; Zain & Ng,
2006). In previous research, Ellis and Pecotich
(2001) found that, just like firms A and B, decision-
makers often discover international opportunities
through their previous personal connections, and
these relationships strongly influence the initiation
of exports; Crick and Spence (2005), on the other
hand, showed that in the early stages of
internationalization, the networks of born global
firms  consist  of developed
relationships by their owners and managers. In
addition, in line with our findings in A and B firms,
Riddle and Gillespie (2003) found that informal
social ties, especially friends and family ties, are
essential sources of information for entrepreneurs
of Turkish-born global businesses. In their research
on transition economy SMEs, Musteen, Datta, and
Butts (2014) found that social networks are
effective for improving performance in the early
stages of internationalization by providing market
information. Looking at firm D, the firm was
driven towards international opportunities

previously
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entirely by business connections stemming from
the past activities of its entrepreneurs.

"Business relations played an important role in our
internationalization, in short. We knew the market.
Previous before  the
establishment of the business had an impact. Customer
relations were effective in this process, not relatives or
friends.” (Interviewed coordinator in firm D)

The internationalization of firm D reflects the
finding of Ozgen and Baron (2007) that
information from informal industrial network
relationships helps identify opportunities for new
ventures. In C,  opportunity
identification for internationalization was not
planned. However, it was driven by business

communication  networks

company

networks such as company D. First exports were
realized thanks to the first fair attended. It
continued to increase with references provided by
business networks from the past.

"Our first customer was from Israel. We are still
working with him. We had a connection from Libya
again at this fair. Afterward, our business expanded
through them and people who knew us in the market.”
(C’s Entrepreneur)

This picture in Company C reflects the finding
of Kontinen and Ojala (2011) in their research with
eight Finnish family SMEs that lack network
connections at foreign market entry and recognize
opportunities through the relationships they create
at international fairs. In addition, our findings
from businesses C and D support previous
research findings that business networks are
critical in the early stages of internationalization.
Business networks have allowed these businesses
to recognize new opportunities and rapidly
internationalize by providing market information
and knowledge (Chetty & Campbell-Hunt, 2004).
On the other hand, when evaluated in general, the
results are fragmented, as can be understood from
the above While social network
relationships in company B played a role in
identifying opportunities related to foreign
markets and obtaining market information, in
Company A, initially social ties such as B and later
stages social and business ties played this role; as
for companies C and D, this role mostly was
played by business ties.

analysis.
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Social-Business Networks and Foreign Market-
Entry Method Selection

It has been determined that in all firms within the
scope of the research, the foreign market and entry
method choices are guided by networks rather
than the decisions taken as a result of strategic
evaluations (Coviello & Munro, 1995; Coviello &
Munro, 1997). In other words, firms’ choices do not
result from a cost-benefit analysis or detailed
market research (Ellis, 2011). Instead, it evaluated
the opportunities that emerged with the guidance
of the networks. Network relationships, as
invaluable sources of information about foreign
markets (Ellis, 2000; Sharma & Blomstermo, 2003),
play an essential role in the strategic decisions of
firms such as market selection and entry (Coviello
& Munro, 1995; Coviello & Munro, 1997; Moen et
al., 2004). For example, take firm A; it was to enter
the German market through export, using family-
based social ties that guided the establishment of
the business. In addition to social networks,
business networks (existing customers and fair
contacts) also contributed to expanding this
market and entering new markets with the export
method. Over time, the firm developed strategic
cooperation with two agencies, one in Germany
and the other in Belgium. In addition, with the
guidance of a business network, a strategic
collaboration was made with a massive company
in Germany within the scope of a production
contract. As can be seen, all market entries and
method choices of the firm were driven by network
relationships.

All the relationships that guided company B's
foreign market entry decisions were social. The
entrepreneur's previous relationships in Iran
influenced the start of exports to Iran, the first
market. After the Iranian market, an Azeri
minister's palace was organized through a close
friend of the entrepreneur, and that market
expanded over time. The Russian market was first
entered using the export method. Afterward, the
entrepreneur met a Turkish citizen living there and
working in the same sector through a close friend
and decided to open an office in Russia by
including this person in the business. The social
networks also guided the enterprise's entry into
the Chinese and French markets with the export
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method. When we consider company C, the
company's export started with two companies
from Israel and Libya, which the enterprise
contacted at the fair, continued to increase in
various markets, and began exporting to fifty
countries. Direction by business networks, many
of which date back to the pre-establishment of the
firm, based on the trust stemming from the family's
past textile industry experience, played an
essential role in this expansion. In addition, good
relations with existing customers contribute
significantly to acquiring new customers through
reference. In company D, as in C, the business
network relations of the entrepreneurs from their
past activities guided the foreign markets and
market entry method in which they operate.

"The biggest
internationalization with its establishment is that

factor in company D's
we were a fabric manufacturer before. We were
already selling much fabric to all the brands D
works with, either through other suppliers or
directly. The biggest reason for D's success so fast,
reaching such high numbers; I think that the
quality of the fabric is very well known and the
experience in the business." (Interviewed
coordinator in Company D)

Company D's first orders from France, the first
market, were received through the French agency,
which is known from the previous business
activities of the entrepreneurs. Afterward, the
French market was followed by the Spanish and
British markets. The collaborations that the
company  developed  with

Companies through its past references were

representative

effective for new market entries. In addition, the
company made a direct capital investment by
establishing branches in Barcelona and La Corona
to manage its intensive exports to Spain.

While some researchers stated that networks
that guide market and entry method choices in the
early stages of born global firms are primarily
social (Andersson & Wictor, 2003; Chetty &
Campbell-Hunt, 2004; Komulainen et al., 2006;
Ibeh & Kasem, 2011; Vasilchenko & Morrish, 2011),
there are also researchers (Bell, 1995; Moen et al.,
2004; Coviello, 2006) who argue that business
networks are more beneficial in this process in
general.
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When the case firms' foreign market and entry
method choices were evaluated in general, it was
seen that business networks played an essential
role in the two firms (C and D) in this process.
While social networks gained more importance in
company (B), the other company (A) social and
business networks influenced these decisions.
Overall, our findings support the findings of
Coviello and Munro (1995; 1997) that the contacts
providing this referral can be work-related or
social.
and

Social-Business Networks

Perceived Risk

Reducing

In all case studies, network relationships were
found to play a role in reducing perceived risk to
foreign markets. Let us first consider what
social

the

entrepreneur A  provides through

networking relationships in Germany,
business's first and most significant market.

"I have friends and a social circle there. Those people
are not in my industry. They are not in the sector, but
they analyze the environment very well, they know. For
example, they say there is a company here. I say let us
go there. Or we go to fairs; we give each other cards. |
am asking this place my acquaintances, and I get
information. There are companies whose feasibility I
have even taken out in this way. This is how I do
preliminary research.” (A's entrepreneur)

The experiences of entrepreneur A in Germany
show that decision-makers faced with uncertainty
need to create, develop and manage their social
resources when deciding to enter the foreign
(Ellis & Pecotich, 2001). Like A's
entrepreneur, B minimized his perceived risk
based on his relationships in Iran and decided to
start his firm with his childhood friend, despite all
the financial resource constraints. For firms C and
D, business network relationships reduce the risk
of internationalization. Although firm C started
exporting as of its establishment with unexpected
developments, the contacts provided mainly
through the connections based on past business

market

relationships  effectively increased exports.
Additionally, the referential effect of these
relationships reduces the perceived risk of

internationalization. Company D, on the other
hand, was founded with the encouragement of
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customers, which stemmed from past commercial
activities of its entrepreneurs to "enter the apparel
production." As a result, it minimized the
perceived risk of internationalization thanks to the
support provided by its
worldwide growth. Our findings in D are
consistent with those of Gabrielsson and Manek
Kirpalani (2004) and Parida, Pemartin,
Frishammar (2009). Gabrielsson and Manek
Kirpalani (2004) find that the worldwide growth of
a born global firm is due to its ability to establish
and leverage relationships with the primary
customer in its network; Parida, Pemartin, and
Frishammar (2009) presented the finding that
networking with customers is more important

customers in its

and

than networking with other partners in the
network, as it triggers innovation.

When all the findings are evaluated together, it
is seen that the born global firms in the research
their  perceived
internationalization thanks to

risks  towards
their
relations, reflecting the previous research findings
(Ellis & Pecotich, 2001; Sharma & Blomstermo,
2003; Mort & Weerawardena, 2006); When we look
at the type of network relationships that provide
this effect, it is understood that it can have both

social (in A and B) and business network

reduce
network

relationships (in C and D).

Social-Business Networks
Resource Constraints

and Overcoming

In the study, networks were found to play a role
also in overcoming resource constraints in the born
global firms. In this direction, attains from
networks emerged under three themes: financial
resources, physical resources, complementary
resources, and access to talents.

Findings from two firms (A and B) suggest that
partnerships play a role in "access to financial
resources” in born global firms, showing that they
are effective in compensating for
disadvantages (Sharma & Blomstermo, 2003). In A,
business networks; in B, social networks provide
this effect. In 2015, in firm A, the need for
additional  financial expand
international activities met through a
partnership with a business network relationship.
In establishing B, the entrepreneur set out with his

resource

resources to
was
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childhood friend, whom he knew from the Iranian
job market and described as "we grew up together"
due to the capital constraint. In the founding of A,
the entrepreneur provided a free machine from a
former customer in Germany through his father,
which he referred to as "felt like medicine at the
time"; In addition, social networks facilitated the
"access to physical resources" of the firm (Gulati &
Gargiulo, 1999; Nummela, 2002; Hoang, Antoncic,
2003; Chetty & Wilson, 2003; Tang, 2011) by
providing various supports such as programs,
designs, and the installation and preparation of
molds through colleagues from the engineering
circle of the entrepreneur.

In addition, findings from companies A and D
that
relationships could also play a role in businesses

showed social and business network

"accessing  complementary  resources and
capabilities." The internationalization skill in the
fabric opened the way to internationalization for
D. The company achieved early and rapid
internationalization thanks to this complementary
capability.

"Internationalization is not something that starts
with D. Internationalization started with the fabric. The
success of the fabric gave birth to D.” (Interviewed
coordinator at D)

A's entrepreneur, on the other hand, expressed
the complementary resources and talents he
gained from his social ties with the following
words:

"I benefited greatly from my friends in purchasing
machines, programs, designs, and installation. I did not
pay any money. Or I will buy a machine, 1 say right
away, son, how will we do this? What someone else
would do for 50,000-60,000 Euros, I did for 30,000-
35,000 Euros. For example, the design of the rally car
over there is entirely my own. I had the molds made by
a close friend of mine from university. They wanted
60.000-70.000 TL abroad to have his mold made; I had
him do it for 10.000 TL. It works very well in
production; for example, I cannot make a design, or it
comes from abroad. I can make it and send it after 1
hour. It takes 2-3 days for another company.” (A’s
Entrepreneur)

Social-Business Networks and Other Effects on
Internationalization
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Other themes that emerged as a result of the
analysis regarding the role of networks in
internationalization in case firms; are "operational
support,” "moral support," "access to key actors,"
and "trust.”

Agents in A's business network in Germany
and Belgium, and the entrepreneur's close friend in
the Netherlands, led to the emergence of the
"operational support" theme. It was understood
that the agencies were influential in the success of
foreign market activities by providing crucial
operational support to company A, which
facilitated its international activities.

”...a phone call and it comes into play. I say get the
sample, and it solves the problems at the customs and
markets us at the fair. He does things for me that I
cannot get done with the money I give him.” (A’s
Entrepreneur)

This finding in A is compatible with Madsen,

"non

Rasmussen & Servais's (2000) recommendations
that having a manufacturing establishment or
many sales subsidiaries abroad is unnecessary to
be a full-fledged global business.
different
partners
distributors,

Instead,

companies rely on collaborative
with

agencies,

arrangements such as

intermediaries, and
suppliers. In addition, the entrepreneur of A also
benefited from social networks in providing
operational support and received significant
support from his close friend in the Netherlands on
technical and customer-related issues.

In addition, it was found that networks played
an essential role in providing access to "important
people and institutions" in all case firms. In A and
B, this effect was mainly supplied by social
relationships; while in C and D, business
relationships were more effective. Suppose we
consider A, social networks, especially the
entrepreneur's father, provided access of firm to
influential people and institutions on the way to
internationalization. In  identifying  target
customers in the German market, the social
environment of the entrepreneur there was also of
great benefit:

"We used our social relations there. We used the
social relations of our relatives. We talked together and
determined the companies we would like to work, met
from the fairs.” (A’s entrepreneur)
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Like firm A, social relationships became the
source for accessing important actors in firm B.
During  the  establishment,
internationalization, and subsequent business
development stages, the entrepreneur's social
networks had driven access to critical actors. For
example, the contact provided by a social bond
triggered the entrepreneur's decision to open his
Russia office. Accordingly, our findings in firms A
and B showed that direct ties, powerful ones, are
crucial not only for the entrepreneur's access to
people with whom he is directly connected but
also for indirect access to people beyond his close
contacts (Aldrich, Reese & Dubini, 1989; Dubini &
Aldrich, 1991). In addition, the fact that the person
who was the head of the office in Russia in firm B

simultaneous

was an indirect bond, but became a direct bond by
joining the enterprise, supported the findings of
Sharma and Blomstermo (2003) that the indirect
ties of the born global firms could turn into a direct
link in the process of expanding abroad. Besides, it
has been found that partial business network
relations benefit A and B firms in accessing
essential actors. For example, while the birth of
business A's cooperation with a German company
was based on the mediation of an existing
customer, the fairs had the following impact on
entrepreneur B's access to critical actors:

"I go to fairs; I appear there and meet people. After
all, even a card exchange is critical for people. I see
Ahmet. Ahmet knows a foreign American, and cards are
exchanged. Then you say I am doing this job. You see,
the man calls me when he needs something.” (B's
entrepreneur)

In D, purely business networks (entrepreneurs'
ties with world-famous customers, which are
essential actors from other business activities); in
C, mostly business networks were instrumental in
gaining access to critical actors. For example, the
first fair attended by the enterprise enabled it to
connect with its first foreign customers and
simultaneously brought the firm to the success of
internationalization with its establishment. Later,
thanks to these relationships and with reference to
the influence of previous business relationships,
company C; gained many customers by reaching
important actors in many markets such as Iraq,
Venezuela, Palestine, Lebanon, Kuwait, USA, and
Israel.

OPUS Journal of Society Research
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"We worked with Libya. You will say, how did the
Palestinian, Lebanese, Kuwaiti man come? The people
you work with, after all, are merchants. They somehow
coincide in a country, somewhere, at a fair. They ask,
whom do you work with? Where do you buy goods
from? What goods are you buying? They tell each other.
Which prices are affordable, what are the prices, who do
you buy from in Turkey, is it reliable, is there any
problem? He says I am going to Turkey too. He is
coming to Istanbul. He says, "I will be in Istanbul at 9
am”. We go and receive our guests.” (C's entrepreneur)

Another theme that emerged in the content
analysis of the research data was the "spiritual
support” provided by social network relations. In
general, in the establishment and early stages of
case firms, it was determined that the strong social
ties of entrepreneurs with their family members
played an essential role in providing moral
support. For example, consider the entrepreneur of
A, who expressed the moral support he received
from his social relations in Germany with the
following words.

”...Some relatives in Germany could not give me
much about the industry, but I know the culture there.
At least I have a door there. I can ask in Turkish what is
that here? What can we do there? They provide me with
social and emotional support.” (A's entrepreneur)

While the entrepreneur of B expressed the
emotional support he received from his mother in
his entrepreneurial adventure with the words, “my
mother is my biggest moral support,” the entrepreneur
of C saw the prayers and moral support he
received from his parents as critical to the success
of the firm with the words, "I received the greatest
support from my parents with their prayers.”

Another theme that emerged from the analysis
is "trust." This theme was especially prominent in
firm C. Thanks to the trust it gives to its customers,
the company acquired new foreign customers in
different markets in its first years without any
promotional activities or even customer visits:

"The interesting thing is that while we were
exporting, we did not even travel abroad for the first two
years - 3 years. However, we worked on 60%-70%
export. How is it? For example, a customer in Libya
buys goods from you. You sent it on time. Prices seem
reasonable to the man, and colors and details are okay.
The man is satisfied. When his friend asks, “where can 1
buy goods,” he says, "from here, I will give you their
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card.” We did not travel abroad for the first 2-3 years
due to trust. Then, you are giving goods; we visited
to say hello. Trust is important.” (C’s
Entrepreneur)

Entrepreneur of A, on the other hand,
highlighted the role of fairs with its renew
confidence functions:

"Fairs are significant. Our customers are delighted
when they see us there. We talk about new products; we
take our new designs. Or we renew our old connections;
we renew confidence.” (A's Entrepreneur)

As can be seen, although common interests
encourage actors to develop and maintain network
relations with each other (Johanson & Mattsson,
1988; Johanson & Vahlne, 2003), such relationships
usually require time and effort to establish and

them

develop mutual trust and shared knowledge. On
the other hand, it provides a high degree of loyalty
to the market with increased mutual trust and the
amount of shared information in the long run
(Madsen & Servais, 1997).

Conclusion and Implications
This study aimed to investigate the role of

the early rapid
internationalization of Turkish-born global textile

networks in and
firms using a case-based approach with a bifocal
perspective provided by social and business
network lenses. The theoretical contribution of the
study is that the findings obtained from Turkey, a
developing country, and the textile industry,
the
studies

which is a low-tech industry, enrich
which
carried out mainly in developed countries and
high-tech industries. Furthermore, it aimed to
contribute to the literature by listening to the
research calls made to fill the gap in the field with
the dual-focus perspective provided by the
distinction of social-business network
relationships.

The study results show that networks, in line
with previous research, are critical in facilitating
the internationalization of born global firms. The
analysis results in the examined Turkish-born
global textile enterprises; revealed that network
relationships play an indispensable role at the
beginning of internationalization in identifying
foreign market opportunities and obtaining

internationalization literature,
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market information, choosing the market and
entry method, reducing the perceived risk of
internationalization, and overcoming resource
constraints. In addition, the research revealed that
networks provide operational support, access to
critical actors, moral support, and trust to
businesses. It has been determined that both social
and business networks play an essential role in
early and rapid internationalization, and the two
types of networks provide benefits that cannot be
easily categorized in their importance. Finally, it
was concluded that a combination of social and
business networks is early
internationalization, as noted by some researchers
(Rialp et al., 2005; Melen & Nordman, 2007;
Eberhard & Craig, 2013). However, in the early
stages, the that
developed before the business establishment
seemed influential (Crick & Spence, 2005; Evers &
2011).  Afterward, established
relationships with new actors have gained

beneficial in

relationships entrepreneurs

O'Gorman,

importance. In addition, in all firms, it was
determined that the opportunity identification that
triggers
opportunities
communication rather than the businesses' own

internationalization stems from

created through network
proactive identification processes (Coviello &
Munro, 1995; Coviello & Munro, 1997), both social

and business networks provide this orientation.
Managerial Implications

Our study offers practical implications for
entrepreneurs and SME managers in developing
countries who want to internationalize their
operations with or shortly after establishment.
The main managerial implication of the study is to
show how personal and business networks assist
early internationalization in becoming a born
global firm. These findings reinforce previous
research findings that highlight the critical
importance of networks in promoting firm
internationalization and enabling international
expansion. Therefore besides Turkish SMEs, SME
entrepreneurs and managers from other
developing countries need to activate and
strengthen existing networks and create new
connections in a planned manner toward
internationalization goals.
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The finding that the early and rapid
internationalization of research firms is primarily
due to networks before the establishment of the
importance of

internationalization. In

firm reveals the previous
relationships in this
direction, entrepreneurs should seriously consider
which actors they know in the targeted markets
and how they can support their international
expansion plans. In other words, entrepreneurs are
advised to maximize the benefits they can derive
from these relations with their proactive behavior
by being aware of the importance of networks in
internationalization.

In addition, while the particular importance of
social and business networks in the initial phase
and subsequent expansion of internationalization
in research firms seems to be consistent with
previous research evidence, the critical role that
social networking plays in the internationalization
of Turkish-born global enterprises may be due to
the collectivist trend in Turkish culture (Hofstede,
www.geerthofstede.com). On the other hand,
firms in emerging economies often have fewer
resources than those in developed countries. As a
result, they likely rely on informal governance
mechanisms and relational networks to achieve
their strategic goals (Khanna & Palepu, 2010). This
situation highlights the need to consciously raise
resources such as knowledge and mutual trust
embedded in interpersonal relationships within
the organization (Masiello & Izzo, 2019).

On the other hand, in the case firms, as stated
by some researchers (Bjorkman & Kock (1995);
Mainela (2002); Smith-Doerr & Powell (2005);
Vasilchenko & Morrish (2011), it has been observed
that a relationship that started as a business
relationship can turn into a social relationship over
time. In the words of Smith-Doerr and Powell
(2005), because social ties and economic exchange
are deeply intertwined, the intended activity may
be mixed with friendship, reputation, and trust.
Considering that people like to do business with
people they love, it is natural that business
relationships can turn into personal relationships
after a while (Masiello & Izzo, 2019). In this
direction, it is necessary to advise the managers
that these relationships should be carried out in a
way that will not harm professional business life
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and that strategic decisions should be as objective
as possible.

The export of one of the research firms, which
started with the contacts obtained from the fair and
reached 50 countries in a short time, reveals the
critical role of the fairs in establishing networks
with international actors in the eyes of SMEs.
Apart from this, the finding that although the other
two of the case firms do not have fair connections
that initiated internationalization, the results show
that they benefit from developing their existing
relationships as well as gaining new contacts from
the fairs in the subsequent expansion process,
accordingly is suggested that SME entrepreneurs
and managers should seriously evaluate the
functions of renewing existing relationships, as
well as the functions of developing new network
ties of international sectoral fairs. As the previous
research results indicate, well-planned
participation in sectoral international fairs can be
essential for meeting potential beneficial actors.
Considering the government support for their
participation in the fair, SMEs are advised to take

advantage of such opportunities.
Limitations and Future Research

This research, like any other research, has some
limitations. First, the fact that it is not possible to
include a sufficient number of samples, which has
the power to represent the relevant universe in
qualitative research, prevents the generalization of
the findings. Therefore, it is impossible to
generalize the research results to all born global
in Turkey. In this
recommended that future research design a
quantitative research to complement the case-
based approach of the current study or a mixed
research design that combines qualitative and
quantitative research methods.

The number of born global firms will inevitably
increase in the world economies that are becoming
increasingly integrated. For this reason, more
research is needed in Turkey and other developing
countries from the perspective of network
relations, which is seen as the critical view in
explaining these firms' early internationalization.
In future research, integrating social and business

firms direction, it is
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networking approaches will allow us to compare
our results across different samples.

References

Agndal, H., & Chetty, S. (2007). The impact of

relationships on changes in
internationalisation strategies of SMEs.
European Journal of Marketing, 41(11/12), 1449—
1474.

https://doi.org/10.1108/03090560710821251

Aldrich, H., & Ellen, A. (1986). Even dwarfs started
small: Liabilities of Age and Size and Their
Strategic ~ Implications. Research  in
Organizational Behavior, 8, 165-198.

Aldrich, H., Reese, P. R., & Dubini, P. (1989). Women
on the verge of a breakthrough: Networking
among entrepreneurs in the United States
and Italy. Entrepreneurship and Regional
Development, 1(4), 339-356.
https://doi.org/10.1080/08985628900000029

Aldrich, H., & Zimmer, C. (1986). Entrepreneurship
through California
Management Review. Vol. 33, January, 154-
167. https://doi.org/10.2139/ss1rn.1497761

Andersen, P. H. (2006). Listening to the global
grapevine: SME export managers’ personal

social networks.

contacts as a vehicle for export information
generation. Journal of World Business, 41(1),
81-96.
https://doi.org/10.1016/j.jwb.2005.10.006
Anderson, J. C., Hakansson, H., & Johanson, J. (1994).
Dyadic business relationships within a
business network context. Journal of
Marketing, 58(4), 1.
https://doi.org/10.2307/1251912
Andersson, S., & Wictor, I. (2003). Innovative
Internationalisation in New firms: Born
Globals - the Swedish Case. Journal of
International Entrepreneurship, 1, 249-276.
https://doi.org/10.1023/A:1024110806241
H., & Kartal, B. (2014). Kiiresel dogan
isletmelerde girisimcinin bireysel
Ozelliklerinin erken uluslararasilagsmadaki

Atly,

rolii [The role of entrepreneur characteristics
in the early internationalization of born
global firms]. Dumlupimar Universitesi Sosyal
Bilimler Dergisi, 39, 145-158.

OPUS Journal of Society Research

opusjournal.net

Globals with Social-Business Networks Perspective

Autio, E. (2005). Creative tension: The significance of
Ben Oviatt’s and Patricia McDougall’s article
‘toward a theory of international new
ventures. Journal of International Business
Studies, 36(1), 9-19.
https://doi.org/10.1057/palgrave.jibs.8400117

Axelsson, B., & Johanson, ]. (1992). Foreign market
entry - the textbook vs. the network view. In
B. Axelsson & G. Easton (Eds.), Industrial
Networks A New View of Reality (1st ed., pp.
218-231). Routledge.

Ayvaz Guven, E. T. (2021). Thracata dayal biiyiime
modeli: Tiirkiye 6rnegi (1980-2020) [Export-
led growth model: Turkey example (1980-
2020)]. Aksaray Universitesi Tktisadi ve Idari
Bilimler Fakultesi Dergisi. 13(1), 63-70.

Bai, W., Johanson, M., Oliveira, L., & Ratajczak-
Mrozek, M. (2021). The role of business and

the
internationalization: Insights from emerging
market SMEs. Journal of Business Research,
129, 96-109.
https://doi.org/10.1016/j.jbusres.2021.02.042

Baum, J. A. C., Calabrase, T., & Silverman, B. S. (2000).

social networks in effectual

Don’t go it alone: Alliance network
composition and startups’ performance in
Canadian biotechnology. Strategic
Management  Journal,  21(3),  267-294.

https://doi.org/10.1002/smj.892

Bell, J. (1995). The internationalization of small
computer software firms a further challenge
to “stage” theories. European Journal of
Marketing, 29(8), 60-75.
https://doi.org/10.1108/03090569510097556

Bembom, M., & Schwens, C. (2018). The role of
networks in early internationalizing firms: A

research

agenda. European Management Journal, 36(6),

679-694.

https://doi.org/10.1016/j.em;j.2018.03.003

S. (1985). The role of networks in the

entrepreneurial process. Journal of Business

Venturing, 1(1), 107-117.

Bjorkman, 1., & Kock, S. (1995). Social relationships
and business networks: The case of Western
companies in China. International Business
Review, 4(4), 519-535.
https://doi.org/10.1016/0969-5931(95)00023-2

Booltink, L. W. A., & Saka-Helmhout, A. (2018). The
effects of R&D
internationalization on the performance of

systematic review and future

Birley,

intensity and

1049



Sayan Berber & Esin Can

non-high-tech SMEs. International Small
Business Journal: Researching Entrepreneurship,
36(1), 81-103.
https://doi.org/10.1177/0266242617707566

Briiderl, J.,, & Preisendorfer, P. (1998). Network
support and the success of the newly
founded business. Small Business Economics,
10(3), 213-225.
https://doi.org/10.1023/A:1007997102930

Bugra, A. (2016). Devlet ve Isadamlari (State and
business in modern Turkey). Istanbul: Tletisim
Yayinlari

Cavusgil, S. T., & Knight, G. (2015). The born global
firm: An entrepreneurial andcapabilities

perspective on early and
rapidinternationalization. Journal of
International Business Studies, 46, 3-16.

https://doi.org/10.1057 /palgrave.jibs.8400056

Cavusgil, S. T., & Knight, G. A. (2009). Born Global
Firms. Business Expert Press.

Cavusgil, S. T., Knight, G., & Riesenberger, J. R.
(2012). International business: The new
realities, 2nd edition. In Saudi Med ] (Vol. 33).
https://doi.org/10.1073/pnas.0703993104

Chandra, Y., Styles, C., & Wilkinson, 1. F. (2009). The
recognition of first international
entrepreneurial opportunities: Evidence
from firms in knowledge-based industries.
International Marketing Review, 26(1), 30-61.
https://doi.org/10.1108/02651330910933195

Chandra, Y., Styles, C., & Wilkinson, L. F. (2012). An
opportunity-based view of rapid
internationalization. Journal of International

time

Marketing, 20(1), 74-102.
https://doi.org/10.1509/jim.10.0147
Chandra, Y., & Wilkinson, 1. F. (2017). Firm

internationalization from a network-centric
complex-systems perspective. Journal of
World Business, 52(5), 691-701.
https://doi.org/10.1016/j.jwb.2017.06.001

Chetty, S., & Blankenburg Holm, D. (2000a). The role
of business
internationalisation of manufacturing firms :
A longitudinal case study. In Advances in
International Marketing - Supplement I (Issue 4,
pp. 205-222).

Chetty, S., & Blankenburg Holm, D. (2000b).
Internationalisation of small to medium-
sized manufacturing firms:
approach. International Business Review, 9(1),

networks in the

A network

OPUS Journal of Society Research

opusjournal.net

77-93. https://doi.org/10.1016/S0969-
5931(99)00030-X

Chetty, S., & Campbell-Hunt, C. (2004). A strategic
approach  to internationalization: A
traditional versus a “born-global” approach.
Journal of International Marketing, 12(1), 57-81.
https://doi.org/10.1509/jimk.12.1.57.25651

Chetty, S., & Wilson, H. I. M. (2003). Collaborating
with competitors to acquire
International Business Review, 12(1), 61-81.
https://doi.org/10.1016/50969-5931(02)00088-
4

Coban, A. & Kavuk, S. (2022). Teachers' views on
Turkey's special position and geopolitics in
the context of regional foreign trade and

resources.

international relations. The Journal of Turk &
Islam World Social Studies, 9 (35), 298-320.
Cook, K. S., & Emerson, R. M. (1978). Power, equity,
and commitment in exchange networks.
American Sociological Review, 43(5), 721-739.
Coviello, N.E. (2015). Re-thinking research on born
globals. Journal of International Business
Studies, 46(1), 17-26.
https://doi.org/10.1057/jibs.2014.59
Coviello, N. E. (2006). The network dynamics of
international new ventures. Journal of
International Business Studies, 37(5), 713-731.
https://doi.org/10.1080/03088837500000054
Coviello, N. E., & Munro, H. J. (1995). Growing the
entrepreneurial
international market development. European
Journal  of  Marketing,  29(7), 49-61.
https://doi.org/10.1108/03090569510095008
N. & Munro, H. (1997). Network
relationships and the internationalisation
process of small software firms. International

firm: Networking for

Coviello,

Business Review, 6(4), 361-386.
https://doi.org/10.1016/S0969-5931(97)00010-
3

Crick, D. & Spence, M. (2005). The

internationalisation of “high performing”
UK high-tech SMEs: A study of planned and
unplanned strategies. International Business
Review, 14(2), 167-185.
https://doi.org/10.1016/j.ibusrev.2004.04.007
Cunningham, M. T., & Turnbull, P. W. (1982). Inter-
organizational personel contact patterns. In
H. Hakanson (Ed.), International Marketing
and Purchasing of Industrial Goods An
Interaction Approach (pp. 304-315). IMP

1050



The Role of Networks in The Early Internationalization of Emerging Market Firms: Evidence From Turkish Textile-Born

Project Group.
https://doi.org/10.1002/sm;j.4250030415
Dubini, P., & Aldrich, H. (1991). Personal and

extended networks are central to the
entrepreneurial process. Journal of Business
Venturing, 6(5), 305-313.
https://doi.org/10.1016/0883-9026(91)90021-5
Eberhard, M., & Craig, J. (2013). The evolving role of
organizational and personal networks in
international market venturing. Journal of
World Business, 48(3), 385-397.
https://doi.org/10.1016/j.jwb.2012.07.022
Eisenhardt, K. M. (1989). Building theories from case
study research. Academy of Management
Review, 14(4), 532-550.
https://doi.org/10.5465/amr.1989.4308385
Ellis, P. D. (2000). Social ties and foreign market entry.
Journal of International Business Studies, 31(3),
443-469.
Ellis, P. D. (2011). Social ties and international
entrepreneurship: Opportunities
affecting
internationalization. Journal of International
Business Studies, 42(1), 99-127.
https://doi.org/10.1057/jibs.2010.20
P., & Pecotich, A. (2001). Social factors
influencing export initiation in small and
medium-sized  enterprises.  Journal  of
Marketing Research, 38(1), 119-130.
https://doi.org/10.1509/jmkr.38.1.119.18825
Emerson, R. M. (1976). Social exchange theory.
Annual Review of Sociology, 2, 335-362.
https://doi.org/10.3982/ECTA7195
Eriksson, P., & Kovalainen, A. (2008). Qualitative
methods in business research. In The A-Z of
Social Research. Sage Publications.
https://doi.org/10.4135/9781412986281.n32
Evers, N., & Knight, J. (2008). Role of international
trade

and

constraints firm

Ellis,

shows in small firm
internationalization: A network perspective.
International Marketing Review, 25(5), 544-562.
https://doi.org/10.1108/02651330810904080

Evers, N. & O’Gorman, C. (2011). Improvised
internationalization in new ventures: The
role of prior knowledge and networks.
Entrepreneurship and Regional Development,
23(7-8), 549-574.
https://doi.org/10.1080/08985621003690299

Felzensztein, C., Ciravegna, L. Robson, P., &

Globals with Social-Business Networks Perspective

internationalization scope: Evidence from
Chilean small and medium enterprises.
Journal of Small Business Management, 53, 145—
160. https://doi.org/10.1111/jsbm.12188
Freeman, S., Edwards, R., & Schroder, B. (2006). How
smaller born-global firms use networks and
alliances to overcome constraints to rapid
internationalization. Journal of International
Marketing, 14(3), 33-63.
https://doi.org/10.1509/jimk.14.3.33
Gabrielsson, M., & Manek Kirpalani, V. H. (2004).
Born globals: How to reach new business
space rapidly. International Business Review,
13(5), 555-571.
https://doi.org/10.1016/j.ibusrev.2004.03.005
Gadde, L.-E., & Mattsson, L.-G. (1987). Stability and
change in network relations. International
Journal of Research in Marketing, 4(1), 29-41.
Gonzalez-Perez, M. A., Manotas, E. C., & Ciravegna,
L. (2016). International SMEs from emerging
markets—Insights the
textile and apparel industry. Journal of
International Entrepreneurship, 14(1), 9-31.
https://doi.org/10.1007/s10843-016-0170-3
R., & Gargiulo, M. (1999). Where do
interorganizational network come from? The
American Journal of Sociology, 104(5), 1439-

from Colombian

Gulati,

1493.
Hakansson, H., & Johanson, J. (1993). The network as
a governance structure: Interfirm

cooperation beyond markets and hierarchies.
In G. Grabher (Ed.), The embedded firm: On the
socioeconomics ~ of  industrial ~ networks
(Routledge, pp. 35-51).

Harris, S.,, & Wheeler, C.
relationships for

(2005). Entrepreneurs’
internationalization:
Functions, origins and strategies.
International Business Review, 14(2), 187-207.
https://doi.org/10.1016/j.ibusrev.2004.04.008

Hite, J. M., & Hesterly, W. S. (2001). The evolution of
firm networks: From emergence to early
growth of the firm. Strategic Management
Journal, 22(3), 275-286.

Hoang, H., & Antoncic, B. (2003a). Network-based
research in entrepreneurship. Journal of
Business Venturing, 18(2), 165-187.
https://doi.org/10.1016/S0883-9026(02)00081-
2

Hoftsdede, G. https://geerthofstede.com/country-

Amords, J. E. (2015). Networks, comparison-graphs/ (14.10.2022)
entrepreneurial orientation, and
OPUS Journal of Society Research 1051

opusjournal.net



Sayan Berber & Esin Can

Ibeh, K., & Kasem, L. (2011). The network perspective
and the internationalization of small and
medium sized software firms from Syria.
Industrial Marketing Management, 40(3), 358—
367.
https://doi.org/10.1016/j.indmarman.2010.08.
004

Jeong, S. W. (2016). Types of foreign networks and
internationalization performance of Korean
SMEs. Multinational Business Review, 24(1),
47-61. https://doi.org/10.1108/MBR-08-2015-
0039

Jeong, S. W., Jin, B. E., & Jung, S. (2019). The temporal
effects of social and business networks on
international performance of South Korean
SMEs. Asia Pacific Journal of Marketing and
Logistics, 31(4), 1042-1057.
https://doi.org/10.1108/APJML-08-2018-0326

& Mattsson, L. G. (1988).

Internationalisation in industrial systems - A

Johanson, 7],

network approach. In Hood and Vahlne
(eds): (Ed.), Strategies in Global Competition
(pp- 287-314). Croom Helm.
https://doi.org/10.1057/9781137508829.0011

Johanson, J., & Vahlne, J. E. (1990). The mechanism of
internationalization. International Marketing
Review, 7(4), 11-24.

Johanson, J., & Vahlne, ]J. E. (2009). The Uppsala
internationalization process model revisited:
From liability of foreignness to liability of
outsidership. Journal of International Business

Studies, 40(09), 1411-1431.
https://doi.org/10.1057/jibs.2009.24
Johanson, J., & Vahlne, J.-E. (2003). Business

relationships learning and commitment in
the internationalization process. Journal of
International Entrepreneurship, 1(1), 83-101.
https://doi.org/10.1023/A

Khanna, T., & Palepu, K. G. (2010). Winning in
emerging markets: A road map for strategy and
execution. Harvard Business.

Kiss, A. N., Danis, W. M., & Cavusgil, S. T. (2012).
International entrepreneurship research in
emerging economies: A critical review and
research Journal  of Business
Venturing, 27(2), 266-290.
https://doi.org/10.1016/j.jbusvent.2011.09.004

Knight, G. A., & Cavusgil, S. T. (2004). Innovation,
organizational capabilities, and the born-
global firm. Journal of International Business
Studies, 35(2), 124-141.

agenda.

OPUS Journal of Society Research

opusjournal.net

Knight, G. A, & Cavusgil, S. T. (1996). The born
global firm: A challenge to traditional
internationalization theory. Advances in
International Marketing, 8, 11-26.

Komulainen, H., Mainela, T., & Tahtinen, ]J. (2006).
Social networks in the initiation of the high
tech firm’s internationalisation. International
Journal of Entrepreneurship and Innovation
Management, 6(6), 526-541.

Kontinen, T. & Ojala, A. (2011). International
opportunity recognition among small and
medium-sized family firms. Journal of Small
Business ~ Management,  49(3), 490-514.
https://doi.org/10.1111/j.1540-
627X.2011.00326.x

Madsen, T. K., Rasmussen, E., & Servais, P. (2000).
Differences and similarities between born
globals and other types of exporters.
Globalization, the Multinational Firm,
Emerging Economies, 10, 247-265.

Madsen, T. K. & Servais, P. (1997). The
internationalization of born globals: An
evolutionary process? International Business

and

Review, 6(6), 561-583.
https://doi.org/10.1016/S0969-5931(97)00032-
2

Mainela, T. (2002). Networks and social relationships in
organizing international joint ventures: Analysis
of the network dynamics of a Nordic-Polish joint
venture. Acta Wasaensia No:103.

Manev, 1. M., & Manolova, T. S. (2010).
Entrepreneurship in transitional economies:
Review and integration of two decades of
research. Journal of  Developmental
Entrepreneurship, 15(1), 69-99.
https://doi.org/10.1142/51084946710001427

Manolova, T.S., Manev, I. M., & Gyoshev, B. S. (2010).
In good company: The role of personal and
inter-firm  networks for new-venture
internationalization in a transition economy.
Journal of World Business, 45(3), 257-265.
https://doi.org/10.1016/j.jwb.2009.09.004

Masango, S., & Marinova, S. (2014). Knowledge-
based network ties in early rapidly
internationalising small firms: a missing
link?  International — Entrepreneurship — and
Management  Journal,  10(3),  471-486.
https://doi.org/10.1007/s11365-014-0311-x

Masiello, B., & Izzo, F. (2019). Interpersonal social
networks internationalization  of
traditional SMEs. Journal of Small Business

and

1052



The Role of Networks in The Early Internationalization of Emerging Market Firms: Evidence From Turkish Textile-Born

Management, 57(52), 658-691.
https://doi.org/10.1111/jsbm.12536

McDougall, P. P., & Oviatt, B. M. (2003). Some
fundamental issues in international
entrepreneurship. In Entrepreneurship Theory
& Practice (Issue: July).
https://doi.org/10.1017/CBO9781107415324.0
04

Melen, S., & Nordman, E. R. (2007). The value of
human capital for the networks of born
globals. International Journal of Globalisation
and  Small  Business,  2(2), 205-219.
https://doi.org/10.1504/]JGSB.2007.015482

Miles, M. B., & Huberman, A. M. (1994). Qualitative

Data  Analysis  (Second  Edi). Sage
Publications.

Moen, . Gavlen, M. & Endresen, 1. (2004).
Internationalization of small, computer

software firms. European Journal of Marketing,
38(9/10), 1236-1251.

Monferrer, D., Blesa, A. & Ripollés, M. (2015).
Catching dynamic capabilities through
market-oriented networks. European |. of
International Management, 9(3), 384-408.
https://doi.org/10.1504/E]JIM.2015.069134

Mort, G. S., & Weerawardena, ]. (2006). Networking

capability and international
entrepreneurship. International Marketing
Review, 23(5), 549-572.

https://doi.org/10.1108/02651330610703445

Mostafiz, M. 1., Sambasivan, M., & Goh, S.-K. (2019).
Born global phenomeon: a critical review and
avenues for future research. European Journal
of International Management, 1(1).

Musteen, M., Datta, D. K., & Butts, M. M. (2014). Do
international networks and foreign market
knowledge facilitate SME
internationalization? the
Czech Republic. Entrepreneurship: Theory and

Evidence from

Practice, 38(4), 749-774.
https://doi.org/10.1111/etap.12025
Nummela, N. (2002). Change in SME

internationalisation: A network perspective.
28th EIBA Conference December 8-10, 2002,
Athens, Greece.
https://doi.org/10.1108/14626000610705750
O’Donnel, A., Gilmore, A., Cummins, D., & Carson,
D. (2001). The
entrepreneurship research: A review and
critique. Management Decision, 39(9), 749-760.
https://doi.org/10.1108/EUMO0000000006220

network construct in

OPUS Journal of Society Research

opusjournal.net

Globals with Social-Business Networks Perspective

Oviatt, B., & McDougall, P. (1994). Toward a theory
of international new ventures. Journal of
International Business Studies, 25(1), 45-64.
https://doi.org/10.1057/palgrave.jibs.8490193

Ozgen, E., & Baron, R. A. (2007). Social sources of
information in opportunity
Effects of mentors, industry networks, and
professional forums. Journal of Business
Venturing, 22, 174-192.
https://doi.org/10.1016/j.jbusvent.2005.12.001

Parida, V., Pemartin, M., & Frishammar, J. (2009). The
impact of networking practices on small firm

and  performance: A
multivariate approach. International Journal of
Technoentrepreneurship, 2(2), 115-133.
https://doi.org/10.1504/IJTE.2009.031500

Patton, M. Q. (1990). Qualitative Evaluation and
Research Methods (Second Edition). Sage
Publications.

Prashantham, S., & Dhanaraj, C. (2010). The dynamic
influence of social capital on the international

recognition:

innovativeness

growth of new ventures. Journal of
Management  Studies,  47(6),  967-994.
https://doi.org/10.1111/j.1467-
6486.2009.00904.x

Qiu, Y. (2005). Personal networks, institutional
involvement, and foreign direct investment

flows into China’s interior. Economic
Geography, 81(3), 261-281.
https://doi.org/10.1111/j.1944-
8287.2005.tb00270.x

Rialp, A., Rialp, J.,, & Knight, G. A. (2005). The
phenomenon of early internationalizing
firms: What do we know after a decade (1993-
2003) of scientific inquiry? International
Business Review, 14(2), 147-166.
https://doi.org/10.1016/j.ibusrev.2004.04.006

Riddle, L. A., & Gillespie, K. (2003). Information
sources for new ventures in the Turkish
clothing export industry. Small Business
Economics, 20(1), 105-120.
https://doi.org/10.1023/A:1020252606058

Roberts, P. W., & Dowling, G. R. (2002). Corporate
reputation and sustained superior financial
performance. Strategic Management Journal,

23(12), 1077-1093.
https://doi.org/10.1002/sm;j.274
Sandberg, S. (2014). Experiential knowledge

SME network node
configuration in emerging market business
networks. International Business Review, 23(1),

antecedents of the

1053



Sayan Berber & Esin Can

20-29.
https://doi.org/10.1016/j.ibusrev.2013.08.001
Sepulveda, F., & Gabrielsson, M. (2013). Network
development and firm growth: A resource-
based study of B2B Born Globals. Industrial
Marketing ~ Management, 42(5), 792-804.
https://doi.org/10.1016/j.indmarman.2013.01.
001
Sharma, D. D. & Blomstermo, A. (2003). The
internationalization process of born globals:
A network view. International Business
Review, 12(6), 739-753.
https://doi.org/10.1016/j.ibusrev.2003.05.002
Sharma, D. D., & Johanson, J. (1987). Technical
consultancy in internationalisation.
International Marketing Review, 4(4), 20-29.
Singh, R. P., Hills, G. E., Lumpkin, G. T., & Hybels, R.
C. (2000). The entrepreneurial opportunity
recognition process: Examining the role of
self-perceived alertness and social networks.
Academy of Management Proceedings, 12, 1-7.
https://doi.org/10.5465/APBPP.2000.5535153
Slotte-Kock, S., &  Covielloob N. (2010).
Entrepreneurship research on network
processes: A review and ways forward.
Entrepreneurship: Theory and Practice, 34(1),
31-57. https://doi.org/10.1111/j.1540-
6520.2009.00311.x
Smith, A. R, Ryan, P. A,, & Collings, D. G. (2012).
Born global networks: the role of connectors.
European ]. of International Management, 6(5),
566-589.
https://doi.org/10.1504/EJIM.2012.049642
Smith-Doerr, L., & Powell, W. (2005). Networks and
Economic Life. In N. J. Smelser & R.
Swedberg (Eds.), The Handbook of Economic
Sociology (Second Edition), pp. 379-402.
Princeton University Press.
https://doi.org/10.1177/0268580907074545
Stoian, M. C,, Rialp, J., & Dimitratos, P. (2017). SME
networks and international performance:
Unveiling the significance of foreign market
entry mode. Journal of Small
Management, 55(1),
https://doi.org/10.1111/jsbm.12241
Strauss, A. L., & Corbin, J. M. (1990). Basics of
qualitative research: Grounded theory procedures
and techniques. Sage Publications.
Styles, C., & Ambler, T. (1994). Successful export
practice: The UK experience. International
Marketing Review, 11(6), 23—47.

Business
128-148.

OPUS Journal of Society Research

opusjournal.net

Tang, Y. K. (2011). The influence of networking on the
internationalization of SMEs: Evidence from
internationalized Chinese firms. International
Small  Business Journal, 29(4), 374-398.
https://doi.org/10.1177/0266242610369748

TIM (2022). Turkish Exporters Assembly Export 2022

TIM  publishing
https://tim.org.tr/files/downloads/Strateji_Ra
porlari/TIM%201%CC%87hracat%20Raporu
%202022.pdf (Accessed 25 February 2023).]

Tolstoy, D., & Agndal, H. (2010). Network resource
combinations in the international venturing
of small biotech firm. International
Entrepreneurship and Management Journal, 30,

Report. [available at

24-36.  https://doi.org/10.1007/s11365-010-
0148-x

Turkish Ministry of Commerce Easy Export Platform,
2023. [available at

https://www .kolayihracat.gov.tr/sektorler/te
kstil-hali-ve-ev-tekstili-dahil (Accessed 25
February 2023).]

UIB (2018). Uludag Exporters' Associations General
Secretariat Turkish textile sector and Bursa
report. UIB  publishing [available at
https://uib.org.tr/tr/kbfile/turkiye-tekstil-
sektoru-ve-bursa (Accessed 24 February
2023).]

Vasilchenko, E., & Morrish, S. (2011). The role of
entrepreneurial networks in the exploration
and exploitation of internationalization
opportunities by  information
communication technology firms. Journal of
International ~ Marketing,  19(4),  88-105.
https://doi.org/10.1509/jim.10.0134

Yaprak, A., Yosun, T., & Cetindamar, D. (2018). The
influence of firm-specific and country-
specific advantages in the
internationalization of emerging market
firms: Evidence from Turkey. International
Business Review, 27(1), 198-207.

Yin, R. K. (1994). Case Study Research: Design and
Methods. In Sage Publications (Second Edt).
https://doi.org/10.1016/j.jada.2010.09.005

Yin, R. K. (2003). Case Study Research: Design and
Methods (Third Edt). Sage Publications.

Yin, R. K. (2014). Case Study Research: Design and
Methods (Fifth Edt). Sage Publications.

Zain, M., & Ng, S. I. (2006). The impacts of network
relationships on SMEs’ internationalization
process. Thunderbird International Business

and

1054



The Role of Networks in The Early Internationalization of Emerging Market Firms: Evidence From Turkish Textile-Born

Review, 48(2),
https://doi.org/10.1002/tie

APPENDIX-I. CASE STUDY PROTOCOL

183-205.

Globals with Social-Business Networks Perspective

Industry experience and technical knowledge:

3. Current Geographic Diversity

Foreign markets in which the business currently operates

The company's current export rates in foreign markets:

IL. Questions About Network Relationships

I. PURPOSE OF THE RESEARCH

Determining the roles of network relationships in the early
internationalization of born global Turkish businesses

1. Can you tell the founding story of your business? How did
your business idea come about and how did your business
come to life? Which people or institutions played an important
role in this process?

II. DATA COLLECTION PROCEDURES

- Determining the sample of the case study,

2. How have the people and institutions you mentioned
affected your work? What kind of support did you get from
them?

- Introducing the research to the
entrepreneurs/managers of the businesses that make
up the sample and inviting them to participate in
the research,

3. How did your internationalization begin? What was the
number of people you were in contact with in your network
during this period? Who were these people and how did you
meet/how did they become involved in your contacts?

- Determining the interview schedule with
entrepreneurs/managers who agree to participate in
the research,

4. Did the previous communication networks you or your
partners had before establishing the business impact this
process? How?

- Conducting a pilot study,

5. What was the role of your family and close friends in this
process?

6. What external relationships would you consider critical for
the internationalization of your business? What did you gain
from these relationships?

- Conducting Meetings,
o Introducing the interviewer herself
o  Informing participants about the details of
the research
o  Obtaining participants’ consent for audio
recording
o  Providing information to participants
about the operation of the meeting
- Keeping field notes,

7. Were there other people who played an important role in
the development of your business? How would you describe
your relationship with them? When and how did you meet
with them? What role did these people play in the
internationalization of your business?

- Examining the websites of businesses,

- Examining videos, promotions, and press news on
businesses' social media tools.

III. DATA ANALYSIS PROCEDURES

8. How did you choose your first market, how well did you
know it? Was there anyone in your business, in your family, or
around you who had first-hand experience in that market?
Did your business have indirect or direct connections in that
market?

- Conducting single case study analyses

- Performing comparative case study analysis

What role (if any) did this person(s) play in the beginning of
your internationalization?

IV. CREATION OF CASE STUDY REPORTS

(if not available) How did you obtain market information?

APPENDIX-II: INTERVIEW FORM

9. What were the major problems you encountered at the
beginning of internationalization? How did you overcome
these problems?

L. Questions Regarding the General Characteristics of
Business and Entrepreneur

1. General Features of the Business

Founding year:

10. Have there been any government supports that facilitate
the internationalization of your business? If so, which
institutions did you benefit from support? What did these
provide you?

Industry:

Size (Number of employees):

Products:

11. Which methods of entry into international markets has
your business used and does it use? Why was this method
chosen? What are the advantages it provides you?

Exported product ranking:

Year of first export start:

12. Does your business use strategic alliances/collaborations or
partnerships in foreign markets?

First export market:

If used;

Other export markets (since establishment until today):

How were these partnerships or alliances formed?

Annual export rates since establishment (international sales/all
sales):

What were the most important criteria when choosing
partners?

Branches and representatives abroad:

2. General Characteristics of the Entrepreneur

Did your relationships play any role in creating these
alliances?

Nationality:

Age:

What benefits does having these alliances and partnerships
provide to your business?

Education:

Knowledge of foreign languages:

Previous professional work experiences:

Previous entrepreneurial experience:
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