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Abstract

The main purpose of this research was to establish whether the exporting NZ micro-enterprise 

(MCE) is able to leverage relational marketing practices with international distributors in the 

Asian region. This is an important consideration when entering new markets given the resource 

constraints of these firms. A qualitative approach using semi-structured interviews was used to 

ascertain the precise nature of their international distributor relationships. Our research findings 

suggest that those firms capable of building trust-based relationships are able to successfully 

enter key Asian markets. Furthermore, they were found to achieve a range of international 

performance outcomes usually associated with much larger firms. The research and managerial 

implications of such counter-intuitive findings are discussed.
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1. INTRODUCTION
A key challenge facing New Zealand (NZ) MCEs is the manner they should structure their distributor 

relationships with international partners. This is particularly relevant when making decisions to enter foreign markets 

EHFDXVH�WKH\�DUH�ODUJHO\�UHVRXUFH�VWULFNHQ�DV�ZHOO�DV�OLNHO\�KDYH�OLPLWHG�LQWHUQDWLRQDO�H[SHULHQFH��0&(V�DUH�GH¿QHG�
KHUHLQ�DV�WKRVH�ZLWK�¿YH�RU�OHVV�IXOO�WLPH��HTXLYDOHQW�HPSOR\HHV��7KHLU�DELOLW\�WR�HQWHU�DQG�UHPDLQ�LQ�LQWHUQDWLRQDO�
PDUNHWV�LV�DOVR�FHQWUDO�WR�WKH�VXFFHVV�DQG�ZHOO�EHLQJ�RI�WKH�1HZ�=HDODQG�HFRQRP\�DV�WKH\�FRQVWLWXWH�PRUH�WKDW�
90 percent of businesses in NZ (NZ Department of Statistics, 2009). Prior research suggests that whilst small 

¿UPV�KDYH�GLI¿FXOW\�LQ�HQWHULQJ�IRUHLJQ�PDUNHWV��&RYLHOOR�DQG�0XQUR��������'H�&KLDUD�DQG�0LQJX]]L��������/DUVRQ��
������WKH�QHWZRUNLQJ��&KHWW\�DQG�:LOVRQ��������2VWJDDUG�DQG�%LUOH\��������DQG�VWDJHV�DSSURDFK��%LONH\�DQG�7HVDU�
������&DYXVJLO�������&KHWW\�DQG�+DPLOWRQ�������'DOOL�������*DQNHPD��6QXLW�DQG�YDQ�'LMNHQ�������-RKDQVRQ�DQG�
9DKOQH�������-RKDQVRQ�DQG�:LHGHUVKHLP�3DXO�������5HLG�������DSSURDFK�KHOSV�WKHVH�¿UPV�LQWHUQDWLRQDOL]H�PRUH�
successfully due to a range of reasons. Whilst we acknowledge that this body of thinking helps us understand 

KRZ�¿UPV�FDQ�PDQDJH�FULWLFDO�DVSHFWV�RI�WKH�LQWHUQDWLRQDOL]DWLRQ�SURFHVV�WKHVH�VWXGLHV�DUH�ODUJHO\�GHVFULSWLYH�LQ�
QDWXUH��6XFK�VWXGLHV�DOVR�GR�YHU\�OLWWOH�WR�H[SODLQ�KRZ�¿UPV�DUH�DEOH�WR�HQWHU�NH\�$VLDQ�PDUNHWV��7KLV�LV�FULWLFDO�WR�
XQGHUVWDQG�EHFDXVH�WKHVH�PDUNHWV�DUH�LQ�FORVH�SUR[LPLW\�WR�1=�KRZHYHU�VPDOO�¿UPV�QHHG�WR�RYHUFRPH�SV\FKLF�
GLVWDQFH��%UHZHU��������3ULPH��2EDGLD�DQG�9LGD���������)XUWKHUPRUH��WKH�QHHG�WR�EHFRPH�HIIHFWLYH�LQ�WKH�$3(&�
UHJLRQ�LV�WDQWDPRXQW��+HOEOH��6KHSKHUG�DQG�:LOVRQ��������EHFDXVH�VPDOO�¿UPV�DUH�XQGHUUHSUHVHQWHG�ZLWKLQ�WKH�
LQWHUQDWLRQDO�PDUNHWSODFH��0XJKDQ��/OR\G�5HDVRQ�DQG�5XVNLQ���������
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'HVSLWH�WKHVH�VKRUWFRPLQJV�WKH\�GR�UHYHDO�WKDW�VPDOO�¿UPV�KDYH�WKH�GXDO�SUREOHP�RI�UHVRXUFH�FRQVWUDLQWV�
and essential foreign market related knowledge. This needs to be addressed somehow because they can impede 

VXFFHVVIXO�LQWHUQDWLRQDOL]DWLRQ�DQG�XOWLPDWHO\�SHUIRUPDQFH�LQ�FKRVHQ�IRUHLJQ�PDUNHWV��+RZHYHU��ZH�EHOLHYH�WKRVH�
VPDOO� ¿UPV� WKDW�HPSOR\� UHODWLRQDO�PDUNHWLQJ� �50��SUDFWLFHV��SDUWLFXODUO\�VRFLDO�H[FKDQJHG�EDVHG�� WRZDUGV� WKHLU�
international distributors are able to increase their foreign market capabilities and success. We base this supposition 

upon the wide variety of RM studies, and in particular those pertaining to the social exchange (SE) perspective, 

VKRZLQJ�KRZ�¿UPV�FDQ�OHYHUDJH�UHODWLRQDO�RXWFRPHV��2XU�YLHZ�KHUH�LV�WKDW�WKH�SURFHVV�RI�EXLOGLQJ�6(�PDUNHWLQJ�
UHODWLRQVKLSV�ZLWK� WKHVH�GLVWULEXWRUV� LV� DOVR� LQVWUXPHQWDO� LQ�KHOSLQJ� WR� VHOHFW� SDUWQHUV�ZLWK� WKH�DSSURSULDWH� ¿W� WR�
PHHW�WKH�QHHGV�RI�WKH�VPDOO�1=�¿UP��:LWK�WKLV�VSHFL¿FDOO\�LQ�PLQG��WKH�PDLQ�DLP�RI�RXU�SDSHU�LV�WR�SURYLGH�VRPH�
valuable insights into how they are able to enter and remain within key Asian markets despite severe resource and 

knowledge constraints. In doing so our research extends the current networking approach thereby offering a viable 

FRQFHSWXDO�IRXQGDWLRQ�LQ�ZKLFK�WR�H[SODLQ�KRZ�VPDOO�¿UPV�FDQ�VXFFHVVIXOO\�LQWHUQDWLRQDOL]H��:H�QRZ�GLVFXVV�WKLV�
international performance through linking it to salient relationship marketing literature.

2. INTERNATIONALIZATION THEORY
7KH� QHWZRUNLQJ� DSSURDFK� RI� H[SODLQLQJ� KRZ� UHVRXUFH� VWULFNHQ� 0&(V� FDQ� LQWHUQDWLRQDOL]H� SURYLGHV� WKH�

backdrop for our study. We also believe this approach is intrinsically linked to the stages perspective because going 

LQWHUQDWLRQDO� LV� LQFUHPHQWDO� LQ�QDWXUH��(DFK�SHUVSHFWLYH�RIIHUV�D�XQLTXH�LQVLJKW�KRZHYHU�WKHUH�LV�FRQYHUJHQFH�LQ�
FRQFHSWXDOL]LQJ�LQWHUQDWLRQDOL]DWLRQ��QDPHO\��³WKH�SURFHVV�E\�ZKLFK�¿UPV�ERWK�LQFUHDVH�WKHLU�DZDUHQHVV�RI�WKH�GLUHFW�
DQG�LQGLUHFW�LQÀXHQFH�RI�LQWHUQDWLRQDO�WUDQVDFWLRQV�RQ�WKHLU�IXWXUH��DQG�HVWDEOLVK�DQG�FRQGXFW�WUDQVDFWLRQV�ZLWK�RWKHU�
FRXQWULHV´��%HDPLVK�������S������:H�DGRSW�WKLV�GH¿QLWLRQ�EXW�IHHO�WKDW�EHFDXVH�HQWHULQJ�QHZ�PDUNHWV�LV�VWUDWHJLF�
in terms of building relationships with the international distributer the relational marketing (RM) paradigm will play 

D� ODUJH� UROH��0RUJDQ�DQG�+XQW� �������S�����GH¿QH�50�DV� ³DOO�PDUNHWLQJ�DFWLYLWLHV�GLUHFWHG� WRZDUG�HVWDEOLVKLQJ��
developing, and maintaining successful relational exchanges”. Through this effort we anticipate that MCEs can 

LGHQWLI\�NH\�GLVWULEXWRU�SDUWQHUV�QRW�RQO\�WR�KHOS�HQWHU�WKH�IRUHLJQ�PDUNHW�EXW�DOVR�WR�DWWDLQ�ORQJHU�WHUP�SHUIRUPDQFH�
RXWFRPHV��:H�SRVLW�KHUHLQ�WKDW�ERWK�WKH�VWDJHV�DQG�QHWZRUNLQJ�SHUVSHFWLYHV�WR�LQWHUQDWLRQDOL]DWLRQ�RIIHU�WKH�PRVW�
YLDEOH� H[SODQDWLRQ� RI� KRZ� �DQG� ZK\�� VPDOO� ¿UPV� FDQ� �DQG� ZLOO�� HQWHU� IRUHLJQ� PDUNHWV� JLYHQ� LWV� NQRZOHGJH� DQG�
UHVRXUFH�FRQVWUDLQWV��+RZHYHU�RXU�FHQWUDO�SURSRVLWLRQ� LV� WKDW� WKRVH�¿UPV�WKDW�HIIHFWLYHO\�HPSOR\�50�DUH�DEOH�WR�
DWWDLQ� WKH�GXDO� REMHFWLYH�RI� VXFFHVVIXO� LQWHUQDWLRQDOL]DWLRQ� DQG�SHUIRUPDQFH�RXWFRPHV�� �(DFK�RI� WKHVH�DQG� WKH�
applicable theory is now discussed.

The stages approach���H[SODLQV�KRZ�¿UPV�DUH�DEOH�WR�PDQDJH�LQKHUHQW�ULVN�RI�HQWHULQJ�IRUHLJQ�PDUNHWV��7KLV�
is done through incremental growth via increasing market commitment and managerial learning towards and about 

WKH�PDUNHW��%LONH\�DQG�7HVDU��������&KHWW\�DQG�+DPLOWRQ��������'DOOL�������*DQNHPD��6QXLW�DQG�YDQ�'LMNHQ��������
-RKDQVRQ�DQG�9DKOQH��������-RKDQVRQ�DQG�:LHGHUVKHLP�3DXO��������5HLG���������*LYHQ�NQRZOHGJH�DQG�UHVRXUFH�
FRQVWUDLQWV�ZH�VXJJHVW�WKDW�WKLV�LV�D�YLDEOH�RSWLRQ�IRU�WKH�0&(��2XU�YLHZ�KHUH�WKRXJK�LV�WKDW�WKRVH�¿UPV�FDSDEOH�RI�
EXLOGLQJ�UHODWLRQVKLSV�ZLWK�RYHUVHDV�$VLDQ�GLVWULEXWRUV�DUH�DEOH�WR�KDYH�WKH�DGGHG�EHQH¿W�RI�HIIHFWLYHO\�³WUDQVIHUULQJ´�
the risk directly onto the relationship. In short the MCE, with the right distributor partner, does not need to be 

concerned with foreign market risk as this will be absorbed by this distributor. This of course is contingent upon both 

SDUWLHV�EHQH¿WLQJ�IURP�WKH�UHODWLRQVKLS�DQG�WKH�SUHVHQFH�RI�WUXVW��'HVSLWH�WKH�PDQ\�SHUVSHFWLYH�SHUWDLQLQJ�WR�WUXVW�
WKLV�FRQVWUXFW�LW�LV�EURDGO\�GH¿QHG�LQ�WKH�YDULRXV�VRFLDO�VFLHQFH�OLWHUDWXUHV�DV�³RQH¶V�ZLOOLQJQHVV�WR�EH�YXOQHUDEOH�WR�
RWKHUV�RQ�WKH�EDVLV�RI�RQH¶V�SRVLWLYH�H[SHFWDWLRQV�RI�WKH�RWKHU¶V�LQWHQWLRQ�DQG�FRPSHWHQFH´��%HKQLD��������S��������
,QWHUGHSHQGHQFLHV�ERWK�LQ�WHUPV�RI�RXWFRPHV�DQG�WUXVW�DQG�FRPPLWPHQW�DUH�WKH�KDOOPDUN�RI�EX\HU�VHOOHU�PDUNHWLQJ�
UHODWLRQVKLSV��'Z\HU��6FKXUU�DQG�2K��������VKRZ�KRZ�WUXVW�LV�IRUPHG�DV�UHODWLRQVKLSV�SURJUHVV�RYHU�WLPH�DQG�WKLV�
has empirical support with marketing relationships (Doney and Cannon, 1997). It is argued herein that the success 

RI� WKH�0&(¶V� IRUHLJQ�PDUNHW�DFWLYLW\�DQG�DPELWLRQV�ZLWKLQ� WKH�$VLDQ� UHJLRQ�FHQWUH�XSRQ� WKHLU� UHODWLRQDO�EXLOGLQJ�
FRPSHWHQFLHV�DQG�GLVWULEXWRU�³¿UP�¿W´�UDWKHU�WKDQ�PHUHO\�H[RJHQRXV�PDUNHW�IDFWRUV��,Q�VKRUW��LI�WKH�0&(�FDQ�EXLOG�
close relationships then inherent trust will serve to mitigate market risk and uncertainty, resulting in additional 
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EHQH¿WV��,Q�WKLV�UHJDUG��ZH�SRVLW�WKDW�LI�WKH\�DUH�DEOH�WR�EXLOG�PDUNHWLQJ�UHODWLRQVKLSV�ZLWK�$VLDQ�GLVWULEXWRUV�LW�ZLOO�
help them become psychically close to their new market because of the elevated levels of trust and commitment 

VXFK�UHODWLRQVKLSV�WHQG�WR�\LHOG��0RUJDQ�DQG�+XQW��������.LQJVKRWW�DQG�3HFRWLFK���������
� )URP�WKLV�³EDVH´�WKH\�QRW�RQO\�LQFUHDVH�WKHLU�FRPPLWPHQW�ZLWKLQ�WKH�FKRVHQ�PDUNHW�V��EXW�WKH\�FDQ�DOVR�

target more distant as well as an increased number of countries as their knowledge and experience increases. In 

VKRUW��WKLV�PHDQV�WKDW�HQWHULQJ�RQH�$VLDQ�PDUNHW�FDQ�DFW�DV�WKH�JDWH�ZD\�WR�WKH�EURDGHU�UHJLRQ��7\SLI\LQJ�WKH�VWDJHV�
DSSURDFK�LV�WKH�ZHOO�GRFXPHQWHG�8SSVDOD�0RGHO��80���-RKDQVRQ�DQG�9DKOQH��������-RKDQVRQ�DQG�:LHGHUVKHLP�
3DXO��������RI�LQWHUQDWLRQDOL]DWLRQ��7KLV�PRGHO�GHSLFWV�¿UPV�WR�EHJLQ�WKHLU�IRUHLJQ�PDUNHW�DFWLYLW\�E\�H[SRUWLQJ�YLD�DQ�
DJHQW��:H�VXJJHVW�WKDW�WKH�1=�0&(�WKDW�KDV�LGHQWL¿HG�DQG�ZRUNV�ZLWK�GLVWULEXWRUV�ZLWKLQ�WKH�$VLDQ�UHJLRQ�LV�DEOH�
WR�WDNH�DGYDQWDJH�RI�WKLV�DQG�WKXV�VHW�XS�D�SUHVHQFH�ZLWKLQ�WKH�IRUHLJQ�PDUNHW��)URP�WKLV�VWDUWLQJ�SRLQW�WKH\�WKHQ�
KDYH�WKH�RSWLRQ�RI�PRYLQJ�LQWR�WKH�QH[W�VWDJH��VXJJHVWHG�E\�80��QDPHO\�HVWDEOLVKLQJ�DQ�RYHUVHDV�VDOHV�RI¿FH��
7KH�¿QDO�VWDJH�XQGHU�WKH�JXLVH�RI�80�ZRXOG�EH�WR�RZQ�D�IRUHLJQ�SURGXFWLRQ�VXEVLGLDU\��7KURXJK�WKLV�WKH�0&(�FRXOG�
WDUJHW�RWKHU�PDUNHWV�ZLWKLQ�WKH�UHJLRQ�DV�ZHOO�DV�LPSRUW�SURGXFWV�EDFN�LQWR�WKH�KRPH�EDVH�FRXQWU\��2XU�YLHZ�KHUHLQ�
though is that those NZ MCEs that wished to remain small do not have to progress along each of the stages of the 

80�WKHUHIRUH�WKH�PRGHO�FDQ�DSWO\�H[SODLQV�KRZ�¿UPV�DUH�DEOH�WR�LQFUHDVH�WKHLU�OHYHO�RI�FRPPLWPHQW�WRZDUGV�IRUHLJQ�
PDUNHWV��%\�JUDGXDOO\�LQFUHDVLQJ�IRUHLJQ�PDUNHW�FRPPLWPHQW�LQ�WKLV�PDQQHU�WKH�0&(�KDV�DQ�HIIHFWLYH�PHFKDQLVP�RI�
reducing its exposure to a variety of forms of risk at the same time as diminish the effects of marketplace uncertainty. 

We posit that this activity needs to centre the capacity of the MCE to establish and maintain close relationships 

with their international distributors. Clearly, the MCE places reliance upon distributors to ensure successful foreign 

market entry which we believe is also encapsulated within the domain of the networking perspective.

The networking perspective�±�YLHZV�PDUNHWV�DV�D�VHW�RI�LQWHUFRQQHFWHG�UHODWLRQVKLSV��$QGHUVRQ��+nNDQVVRQ�
DQG�-RKDQVRQ��������*UDQRYHWWHU���������,Q�IDFW��$FKURO��������GHSLFWV�WKHVH�QHWZRUNV�WR�FRPSULVH�FRRUGLQDWHG�
PDUNHWLQJ�UHODWLRQVKLSV�WKDW�FRPSULVH�WUXVW�EDVHG�SDUWQHUV�WKDW�DUH�FRPPLWWHG�WR�RQH�DQRWKHU�LQ�WKH�TXHVW�IRU�MRLQW�
relational outcomes. We anticipate then that features of these networks to include social exchange variables and thus 

FKDUDFWHUL]HG�E\�SRZHU�UHVWUDLQW��VROLGDULW\��ÀH[LELOLW\�DQG�KDUPRQL]DWLRQ�RI�FRQÀLFW��$FKURO���������7KHVH�GLPHQVLRQV�
HSLWRPL]H�SDUWQHU�FRPPLWPHQW��*XQGODFK��$FKURO�DQG�0HQW]HU���������PXWXDO�WUXVW��*UDQRYHWWHU��������DV�ZHOO�DV�
exchange, integration and governance (Mattsson, 2000). Commitment and trust are key relational dimensions 

and this has been found to have a negative impact upon market uncertainty, and positively reinforces cooperation 

DQG�IXQFWLRQDO�FRQÀLFW��0RUJDQ�DQG�+XQW���������1HWZRUN�UHODWLRQVKLSV�FDQ�EH�IRUPDO�DQG�RU�LQIRUPDO�DQG�VRFLDOO\�
RULHQWDWHG��:KLOVW�WKH�XVH�RI�VRFLDO�QHWZRUNV�LV�YHU\�OLNHO\�GXULQJ�VWDUW�XS�DQG�HDUO\�GHYHORSPHQWDO�DFWLYLWLHV�RI�WKH�
VPDOO�¿UP��%LUOH\��������&KHWW\�DQG�:LOVRQ��������2VWJDDUG�DQG�%LUOH\��������5DPDFKDQGUDQ�DQG�5DPQDUD\DQ��
1993) this evidence clearly shows the importance of interconnections based upon building close relationships. We 

therefore expect that NZ MCEs wishing to enter the Asian marketplace can use these to great effect. These network 

GLVWULEXWRU� UHODWLRQVKLSV�DUH�FULWLFDO��JLYHQ� WKH�DELOLW\�RI�D�¿UP� WR�FRPSHWH� LQWHUQDWLRQDOO\�PD\�EH�GLVDGYDQWDJHG�
through their lack of resources to invest in distribution channels and other marketing activities (McDougall, Shane 

DQG�2YLDWW���������2XU�YLHZ�LV�WKDW�WKH�SUHFLVH�QDWXUH�RI�WKHVH�QHWZRUN�UHODWLRQVKLSV�ZLOO�LPSDFW�IRUHLJQ�PDUNHW�HQWU\��
,W�LV�WKHUHIRUH�SURSRVHG�KHUHLQ�WKDW�WKH�SURFHVV�RI�EXLOGLQJ�UHODWLRQVKLSV�ZLWK�GLVWULEXWRU�¿UPV�ZLWKLQ�WKH�LQWHUQDWLRQDO�
PDUNHWSODFH�LV�D�YLWDO�FRPSRQHQW�RI�0&(�LQWHUQDWLRQDOL]DWLRQ�VXFFHVV�JLYHQ�UHVRXUFH�FRQVWUDLQWV��:KLOVW�WKLV�DQG�
other constraints are accounted for through the formation of many network relationships (e.g. Chetty and Wilson, 

������%RQQDFRUVL��������RXU�UHVHDUFK�VSHFL¿FDOO\�IRFXVHV�XSRQ�WKH�QDWXUH�RI�WKH�IRUHLJQ�GLVWULEXWRU�UHODWLRQVKLS��
Through this leveraging network exchanges points to reciprocity norms, personal relationships, reputation, 

DQG�WUXVW�DV�LPSRUWDQW�IDFWRUV�H[SODLQLQJ�WKH�GXUDWLRQ�DQG�VWDELOLW\�RI�WKH�H[FKDQJH�VWUXFWXUHV��$FKURO��������/DUVRQ�
�������7KHVH�DUH�KDOOPDUNV�RI�VRFLDO�H[FKDQJH�UHODWLRQVKLSV�WKDW�DUH�EXLOW�DURXQG�WUXVW�EDVHG�FRPPLWPHQW��:KLOVW�QRW�
DOO�LQWHUQDWLRQDO�DJHQWV�DUH�JRLQJ�WR�EH�WUXVWZRUWK\��5RVVRQ��������ZH�SRVLW�WKDW�WUXVW�EDVHG�GLVWULEXWRU�UHODWLRQVKLSV�
also help deal with the central challenge facing managers, namely the building and selecting of appropriate forms 

of governance at the same time as protecting valuable investments and commitments placed in the relationship 

�%URZQ��'HY�DQG�/HH��������&DQQRQ��$FKURO��DQG�*XQGODFK���������&OHDUO\�WKLV�LV�D�FULWLFDO�FRQVLGHUDWLRQ�ZLWKLQ�WKH�
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LQWHUQDWLRQDO�PDUNHWSODFH�SDUWLFXODUO\�ZKHQ�¿UP�GR�QRW�KDYH�D�GLUHFW�SUHVHQFH�LQ�WKH�IRUHLJQ�PDUNHW��,W�VWDQGV�WR�
UHDVRQ�WKHQ�WKDW�WKRVH�0&(V�WKDW�FDQ�EXLOG�LQWHUQDWLRQDO�GLVWULEXWRU�UHODWLRQVKLSV��SDUWLFXODUO\�WUXVW�EDVHG��DUH�DEOH�
WR�VXFFHVVIXOO\�HQWHU�FKRVHQ�IRUHLJQ�PDUNHWV�DQG�GHDO�ZLWK�D�GLYHUVH�UDQJH�RI�DVVRFLDWHG�ULVNV��2XU�YLHZ�LV�WKDW�
because many NZ MCEs are able to successfully enter foreign markets without apparent commitment of valuable 

¿QDQFLDO�UHVRXUFHV�WKH\�PXVW�EH�OHYHUDJLQJ�FULWLFDO�UHODWLRQVKLSV�ZLWK�GLVWULEXWRU�¿UPV��%HFDXVH�WKHVH�UHODWLRQVKLSV�
JUDGXDOO\�GHYHORS�WKURXJK�VRPH�IRUP�RI�VRFLDOL]DWLRQ�SURFHVV��$[HOURG�������'Z\HU��6FKXUU�DQG�2K��������)RUG��
������WKH\�KHOS�WKH�0&(�LQFUHPHQWDOO\�FRPPLW�WR�WKH�IRUHLJQ�PDUNHW��)URP�WKLV�YDQWDJH�ZH�EHOLHYH�WKDW�WKH\�FDQ�
VXFFHVVIXOO\�LQWHUQDWLRQDOL]H�EHFDXVH�RI�WKH�QHHG�WR�UHGXFH�ULVN�DQG�XQFHUWDLQW\�GXH�WR�ODFN�RI�NQRZOHGJH�RI�WKH�
G\QDPLFV�ZLWKLQ� WKH� IRUHLJQ�PDUNHWSODFH��:LWK� WKLV� LQ�PLQG��RXU�¿HOGZRUN�ZDV�GHVLJQHG� WR� LGHQWLI\�ZKHWKHU� WKH�
NZ MCE developed close marketing relationships with Asian distributors and what impact they had upon their 

LQWHUQDWLRQDOL]DWLRQ�DPELWLRQV��2XU�PHWKRGRORJ\�LV�QRZ�GLVFXVVHG�

3. RESEARCH METHODOLOGY
7KH�XQLW�RI�DQDO\VLV�ZDV�WKH�1=�H[SRUWLQJ�0&(��7KHVH�DUH�WKRVH�¿UPV�ZLWK���RU�IHZHU�IXOO�WLPH�HIIHFWLYH�

HPSOR\HHV�DQG�FRQVWLWXWH����SHUFHQW�RI�1=�FRPSDQLHV��1=�'HSDUWPHQW�RI�6WDWLVWLFV���������2XU�DSSURDFK�FRPSULVHG�
D�TXDOLWDWLYH�PXOWLSOH�FDVH�VWXG\�GXH�WR�WKH�QHZQHVV�RI�WKH�DUHD�RI�LQYHVWLJDWLRQ�DQG�WKH�GHVLUH�WR�FROOHFW�ERWK�ULFK�
DQG�ERXQGDU\�VSDQQLQJ�GDWD��7KHRUHWLFDO�VDPSOLQJ��3DWWRQ��������XVLQJ�D�SDQHO�RI�H[SHUWV�LQLWLDOO\�LGHQWL¿HG�D�ZLGH�
QXPEHU�RI�WHFKQRORJ\�EDVHG�H[SRUWLQJ�1=�0&(V��7KHVH�¿UPV�ZHUH�SULPDULO\�PDQXIDFWXULQJ�IURP�NQRZOHGJH�EDVHG�
industries in NZ that exported their products and services into key Australasian markets of Australia, Singapore, 

0DOD\VLD�DQG�+RQJ�.RQJ��:H�GR�DFNQRZOHGJH�WKDW�H[SRUWLQJ�KDV�WKH�ORZHVW�ULVN�ZKHQ�HQWHULQJ�QHZ�PDUNHWV�EXW�
GXH�WR�WKH�VPDOOQHVV�DQG�UHVRXUFHV�OLPLWDWLRQ�RI�WKH�¿UPV�ZH�VXUYH\HG�WKLV�VWLOO�UHSUHVHQWV�D�KLJK�ULVN�DQG�KLJK�FRVW�
EXVLQHVV�RSWLRQ�UHODWLYH�WR�LWV�UHVRXUFHV��:KLOVW�WKHVH�¿UPV�FROOHFWLYHO\�H[HPSOL¿HG�VXFFHVVIXO�H[SRUWHUV�D�VHULHV�
RI�¿OWHULQJ�TXHVWLRQV�ZDV�XVHG�WR�UHGXFH�WKH�VDPSOH�WR�D�PDQDJHDEOH�QXPEHU��6HYHQ�����VPDOO�¿UPV�ZHUH�FKRVHQ�
IRU�WKH�¿QDO�DQDO\VLV��$�EULHI�SUR¿OH�XVLQJ�DOOLWHUDWLYH�DFURQ\PV�WR�GLVFORVH�WKHLU�LGHQWLW\�RI�HDFK�FRPSDQ\�LV�VHHQ�LQ�
table 1. 

Table 1.
'HPRJUDSKLF�3URÀOH�RI�&DVHV

Firm Sales ($M) Active Markets Export Intensity Inception

5LÀH�5DQJHUV 2.9 �� 99% ����

2]RQH�2I¿FHUV 2.00 � ��� 1997

Mobile Manager ���� � ��� 1992

)DQF\�)RRGV ���� � 90% 2000

%LWLQJ�%XGGLHV 1.10 1 10% 1997

Theatre Thespians ���� � ��� 1999

Kids Corner ���� 12 ��� 1999
     Source: Primary Survey

'DWD�ZDV�FROOHFWHG�IURP�WKH�&(2�YLD�LQ�GHSWK�IDFH�WR�IDFH�LQWHUYLHZV��7KLV�FRQWLQXHG�WR�WKH�SRLQW�RI�GDWD�
UHGXQGDQF\�GHVLJQHG�WR�WHDVH�RXW�WKHLU�VSHFL¿F�DSSURDFK�WR�HQWHULQJ�WKH�$VLDQ�PDUNHWSODFH�DV�ZHOO�DV�UHVXOWDQW�
¿UP�RXWFRPHV��:H�SODFHG�HPSKDVLV�XSRQ�WKHLU�UHODWLRQDO�EXLOGLQJ�DSSURDFK�ZLWK�WKH�LQWHUQDWLRQDO�GLVWULEXWRU�LQ�DQ�
attempt to tease out the nature of these relationships. Key relational constructs (as outlined in the literature review) 

DQG�WKHLU�DFFRXQW�RI�LQWHUQDWLRQDO�PDUNHW�RXWFRPHV�ZHUH�FDSWXUHG�WKURXJK�WKH�XVH�RI�D�VHPL�VWUXFWXUHG�GLVFXVVLRQ�
JXLGHOLQH��7KLV�LQWHUYLHZ�FRPSULVHG�TXHVWLRQV�SHUWDLQLQJ�WR������WKHLU�H[SRUWLQJ�³MRXUQH\´������PRWLYDWLRQV�WR�H[SRUW��
����KRZ�WKH\�RYHUFDPH�EDUULHUV�WR�H[SRUWLQJ������KRZ�WKH\�GHYHORSHG�UHODWLRQVKLSV�ZLWK�GLVWULEXWRUV������KRZ�WKHVH�
UHODWLRQVKLSV�LPSDFWHG�XSRQ�WKHLU�¿UP�SHUIRUPDQFH��DQG������KRZ�UHODWLRQVKLS�LVVXHV�ZHUH�RYHUFRPH��8SZDUGV�RI�
WKUHH�KRXU�LQWHUYLHZV�ZHUH�KHOG�DQG�XSRQ�VXEVHTXHQW�FRGLQJ�RI�WKH�VDPH��WKH�UHVXOWDQW�WUDQVFULSWV�EHFDPH�WKH�
basis for analysis. To this end interviews were recorded, transcribed and sent to interviewees to ascertain accuracy 
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DQG�FRUUHFWQHVV�RI�WKH�GDWD��%HVW�SUDFWLFH�FRQYHQWLRQV�ZHUH�LPSOHPHQWHG�LQFOXGLQJ�WKH�XVH�RI�PXOWLSOH�GDWD�VRXUFHV�
IRU�FRQ¿UPDWRU\�SXUSRVHV��<LQ���������465�1��VRIWZDUH�ZDV�XVHG�WR�DVVLVW�LQ�WKH�DQDO\VLV�DQG�LQWHUSUHWDWLRQ�RI�WKH�
ODUJH�YROXPH�RI�LQWHUYLHZ�GDWD��$V�VXPPDU\�RI�NH\�¿QGLQJV�LQ�UHODWLRQ�WR�NH\�$VLDQ�PDUNHWV�DUH�QRZ�SUHVHQWHG�

4. RESEARCH FINDINGS
)RU�HI¿FDF\�WKH�UHVXOWV�SUHVHQWHG�KHUH�DUH�QRW�³GLUHFW�TXRWHV´�IURP�LQIRUPDQWV�EXW�UHSUHVHQW�LQWHUSUHWDWLRQV�

RI�ZKDW�ZDV�FRQYH\HG�E\�WKHP�GXULQJ�WKH�LQWHUYLHZV��*LYHQ�WKH�QDWXUH�RI�RXU�PHWKRG�ZH�DFFRUGLQJO\�UHSRUW�WKH�
¿QGLQJV� WKDW� IROORZ� LQ�D�GHVFULSWLYH�PDQQHU��$OO� WKH�FKRVHQ�VHYHQ� ����RSHUDWLRQV� UHSRUWHG� WR�KDYH�VXFFHVVIXOO\�
entered their respective foreign markets during the last two years. In general terms they described success in terms 

RI�WKH�LPSDFW�WKDW�LQWHUQDWLRQDOL]DWLRQ�KDG�XSRQ�WKHLU�UHYHQXH�VWUHDP�DQG�WKH�UROH�WKDW�WKH�GLVWULEXWRU�SDUWQHU�WRZDUGV�
WKHLU�RYHUDOO�RSHUDWLRQ��,Q�JHQHUDO�WHUPV�HDFK�&(2�UHSRUWHG�VXEVWDQWLDO�UHYHQXH�LQFUHDVHV�DV�D�FRQVHTXHQFH�RI�
WKH�GHFLVLRQ�WR�LQWHUQDWLRQDOL]H�DQG�LQ�VRPH�FDVHV�UHYHQXH�JHQHUDWHG�RYHUVHDV�H[FHHGHG�WKHLU�FXUUHQW�GRPHVWLF�
LQFRPHV��([SRUW�UHYHQXH�LQWHQVLW\�UDQJHG�IURP����WR����SHUFHQW�RI�WRWDOV�VDOHV��+RZHYHU��WKLV�ZDV�D�IXQFWLRQ�RI�WKH�
QXPEHU�RI�PDUNHWV�WKDW�HDFK�0&(�KDG�D�SUHVHQFH�LQ�DQG�WKLV�UDQJHG�XS�WR����IRUHLJQ�PDUNHWV��

2XU�YLHZ�KHUH�ZDV�WKDW�LW�ZDV�WKHLU�DELOLW\�WR�EXLOG�VWURQJ�GLVWULEXWRU�UHODWLRQVKLSV�WKDW�KHOSHG�DWWDLQ�WKHVH�
¿QDQFLDO� DQG� RWKHU� PDUNHWLQJ� RXWFRPHV� LQ� VXFK� D� VKRUW� WLPH� IUDPH�� ,Q� WKLV� UHJDUG�� WKHUH� LV� D� OLPLWHG� UDQJH� RI�
VWXGLHV� WKDW� IRFXV� XSRQ� WKH� LPSDFW� RI� WKH� UHODWLRQVKLS� DSSURDFK� �H�J�� %ODQNHQEXUJ�+ROP� HW� DO��� ������ 5RVVRQ�
DQG�)RUG��������/HRQLGRX�DQG�.DOHND�������� WR�DWWDLQLQJ� LQWHUQDWLRQDO�RXWFRPHV��:KLOVW�SHUIRUPDQFH�KDV�EHHQ�
FRQFHSWXDOL]HG�LQ�D�QXPEHU�RI�ZD\V�LQFOXGLQJ�PHDVXUHV�RI�H[SRUW�LQWHQVLW\��¿UP�VL]H��VDOHV��SUR¿WDELOLW\��SURGXFW�
DQG�PDUNHW�FKDUDFWHULVWLFV�LQ�WKH�OLWHUDWXUH��7KLUNHOO�DQG�'DX��������ZH�EHOLHYH�WKDW�WKHVH�0&(�LQWHUQDWLRQDOL]DWLRQ�
RXWFRPHV�VWHP�GLUHFWO\�IURP�LWV�GLVWULEXWRU�UHODWLRQVKLSV��2XU�MXVWL¿FDWLRQ�KHUH�LV�WKDW�WKHVH�0&(V�ZHUH�DOO�IDFHG�
with the common dilemma of being resource constrained and to this end compelled to leverage their way into 

WKH� LQWHUQDWLRQDO�PDUNHW�YLD� WKHVH�UHODWLRQVKLSV��7KURXJK�WKLV�ZH�FDQ�UHSRUW� WKDW�DOO� WKH�¿UPV�VXUYH\HG�DUH�QRZ�
UHSUHVHQWHG�LQ�PXOWLSOH�PDUNHWV��KDYH�LQWHUQDWLRQDO�EUDQG�UHFRJQLWLRQ��XVH�SURGXFW�OLQH�FXVWRPL]DWLRQ��DQG��KDYH�
invoked plans to expand the number of product lines into these markets. Initial impressions from the evidence we 

provide shows clear evidence that the NZ MCE is able to replicate the traditional export performance measures 

(e.g. Katiskeas et al., 2000) in the chosen Asian markets. 

We do note that each MCE increased these particular outcomes very rapidly and in doing so were able 

to do so with minimal resources. Whilst this is consistent with the networking approach (e.g. Chetty and Wilson, 

������%RQQDFRUVL��������RXU�YLHZ�LV�WKDW�WKHVH�³QHWZRUN�UHODWLRQVKLSV´�DUH�ODUJHO\�IXQFWLRQDO�EHFDXVH�RI�WKH�PDQQHU�
WKH�0&(�LV�DEOH�WR�VWUXFWXUH�LQKHUHQW�GLVWULEXWRU�UHODWLRQVKLSV��7KLV�LV�LQ�OLQH�ZLWK�WKH�HDUOLHU�ZRUN�RI�$FKURO��������
GHSLFWLQJ�WKDW�50�FDQ�EH�HPSOR\HG�WR�VXFK�QHWZRUNV�VR�WKDW�DOO�SDUWLHV�FDQ�PD[LPL]H�RXWFRPHV�LQ�D�PXFK�PRUH�
FRRUGLQDWHG�PDQQHU��,Q�WKLV�UHVSHFW��RXU�¿QGLQJV�UHYHDO�WKDW�WKLV�DSSURDFK�WR�WKH�UHODWLRQVKLSV�KDV�EHHQ�VR�VXFFHVVIXO�
ZLWKLQ�WKH�LQWHUQDWLRQDO�PDUNHW�WKDW�RYHUVHDV�GLVWULEXWRUV�DUH�DSSURDFKLQJ�WKHVH�¿UPV�WR�UHSUHVHQW�WKHP�RYHUVHDV��
)XUWKHUPRUH��WKH�FKRVHQ�GLVWULEXWRUV�DUH�DEOH�WR�SURSDJDWH�UHSHDW�SXUFKDVHV�DQG�KLJK�HQG�XVHU�VDWLVIDFWLRQ��2XU�
YLHZ�KHUH�LV�WKDW�WKLV�LV�D�IXQFWLRQ�RI�WKH�PDQQHU�WKHVH�GLVWULEXWRUV�KDYH�EHHQ�³VRFLDOL]HG´�WR�WKH�PDQQHU�WKH�0&(�
FRQGXFWV�LWV�RZQ�EXVLQHVV�RSHUDWLRQV�ZLWKLQ�WKH�GRPHVWLF�1=�PDUNHW��7KLV�UHÀHFWV�WKH�¿QGLQJ�WKDW�GLVWULEXWRU�¿UPV�
KDYH�KLJK�OHYHOV�RI�HQG�XVHU�QHWZRUN��VXSSOLHU��LQGXVWU\�DQG�HPSOR\HU�JURXS�LQWHUDFWLRQV�LQ�WKH�IRUHLJQ�PDUNHWSODFH��
2YHUDOO��LQ�WHUPV�RI�WKH�1=�0&(�IRUHLJQ�GLVWULEXWRU�UHODWLRQVKLS�ZH�FDQ�UHYHDO�WKDW�WKHVH�SDUWLHV�DUH�DEOH�WR�JHQHUDWH�
TXLFNHU�DQG�JUHDWHU�DFTXLVLWLRQ�RI�LQWHUQDOL]HG�NQRZOHGJH��JUHDWHU�FDSDFLW\�WR�PDQDJH�ULVN�WKURXJK�UHFLSURFLW\�RI�
VHOI�GLVFORVXUH��PRUH�ÀH[LELOLW\�LQ�DSSUDLVLQJ�QHZ�$VLDQ�PDUNHW�RSSRUWXQLWLHV��UHGXFHG�UHODWLRQVKLS�PRQLWRULQJ�FRVWV��
KLJK� OHYHOV� RI� WUXVW� DQG� FRPPLWPHQW� EHWZHHQ� WKHP�� :H� DWWULEXWH� WKHVH� VSHFL¿F� UHODWLRQDO� RXWFRPHV� GLUHFWO\� WR�
the aforementioned cited traditional export performance outcomes. Accordingly, we provide clear evidence of the 

UHODWLRQVKLS�SHUIRUPDQFH�OLQN�IRU�1=�H[SRUWHUV�LQWR�WKH�$VLDQ�PDUNHWSODFH�DQG�WKLV�KDYH�D�ZLGH�UDQJH�RI�LPSOLFDWLRQV��
A number of these are now discussed.  
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5. RESEARCH IMPLICATIONS AND FUTURE DIRECTIONS
The main aim of this research has been to investigate the role the RM paradigm plays in helping the NZ 

0&(�LQWHUQDWLRQDOLVH�ZLWKLQ�WKH�$VLDQ�UHJLRQ��7KLV�LV�FULWLFDO�WR�XQGHUVWDQG�IURP�D�QXPEHU�RI�SHUVSHFWLYHV��)LUVW��
SROLF\�PDNHUV�QHHG� WR� FRPSUHKHQG�KRZ�EHVW� WR� VXFFHVVIXOO\� LQWHUQDWLRQDOL]H�EHFDXVH�RI� WKH�KLJK� LQFLGHQFH�RI�
WKHVH� ¿UPV� ZLWKLQ� WKH� HFRQRP\�� 2Q� WKH� RWKHU� KDQG� PDQDJHUV� QHHG� WR� NQRZ� KRZ� WR� VWUXFWXUH� UHODWLRQVKLSV� WR�
maximise outcomes from the international marketplace at the same time as minimise risks and uncertainty. In this 

UHJDUG�RXU�¿QGLQJV�UHYHDO�WKDW�UHODWLRQVKLSV�DUH�LQGHHG�FULWLFDO�WR�VXFFHVVIXO�HQWU\�DQG�RXWFRPHV�ZLWKLQ�WKH�$VLDQ�
UHJLRQ��%RWK�SROLF\�PDNHUV�DQG�PDQDJHUV� VKRXOG� IRUPXODWH� VWUDWHJLHV� WKDW� KHOS� WKH�PLFUR�HQWHUSULVH�EXLOG� DQG�
QXUWXUH�UHODWLRQVKLSV�QRW�RQO\�ZLWK�WKH�GLVWULEXWRU�EXW�DOVR�WKH�ZLGHU�UDQJH�RI�VWDNHKROGHUV�DVVRFLDWHG�ZLWK�WUDQV�
national business. Unfortunately there little is known about these forms of distributor relationships in this particular 

FRQWH[W��+RSHIXOO\�RXU�UHVHDUFK�SURYLGHV�WKH�LPSHWXV�IRU�PRUH�VWXGLHV�LQ�WKLV�FULWLFDO�DUHD�RI�LQWHUQDWLRQDO�EXVLQHVV��
Accordingly, scholars need to identify salient variables in this process in order to model how these relationships can 

EH�XVHG�WR�PD[LPXP�HIIHFW��6HFRQG��WKH�GLVWLQFW�SDXFLW\�RI�UHVHDUFK�VWXG\LQJ�KRZ�0&(V�ZLWKLQ�VPDOO�RSHQ�HQGHG�
economies are able to become successfully in the international area is partially addressed herein. Although our 

UHVHDUFK�LV�TXDOLWDWLYH�LQ�QDWXUH�LW�VKRZV�FOHDU�HPSLULFDO�HYLGHQFH��QRW�JHQHUDOLVDEOH�WKRXJK��WKDW�WKH�1=�0&(�LV�
employing the RM paradigm to help them enter the Asian marketplace. Third, and perhaps most importantly, our 

UHVHDUFK�SURYLGHV�D�FRQFHSWXDO�EDVLV�IRU�WKH�JURZLQJ�ERG\�RI�OLWHUDWXUH�LQ�WKLV�SDUWLFXODU�FRQWH[W�VKRZLQJ�KRZ�¿UPV�
FDQ�UHO\�XSRQ�QHWZRUNLQJ�IRU�LQWHUQDWLRQDO�DFFHVV��&KHWW\�DQG�:LOVRQ�������&RYLHOOR�DQG�0XQUR�������)LOOLV�DQG�
0F$XOH\�������2YLDWW�DQG�0F'RXJDOO��������,Q�WKLV�UHJDUG��DV�ZH�KDYH�VHHQ�WKH�1=�0&(�KDV�EHHQ�HPSOR\LQJ�D�
SE relational approach to their international distributor relationships. Scholars also need to examine whether these 

W\SHV�RI�UHODWLRQVKLSV�DUH�DOVR�SUHYDOHQW�DQG�UHOHYDQW�LQ�WKH�FRQWH[W�RI�UHODWLRQVKLSV�WKHVH�¿UPV�QHHG�WR�KDYH�ZLWK�
the wider range of stakeholders within the network. 

2YHUDOO��ZKLOVW�WKHVH�¿QGLQJV�DGG�WR�FXUUHQW�WKLQNLQJ�LQ�WHUPV�RI�WKH�DERYH�SRLQWV�ZLWKLQ�WKH�QHWZRUNLQJ�DUHD�
RI�WKRXJKW�WKH�FDVH�PHWKRGRORJ\�HPSOR\HG�QHHGV�WR�EH�H[WHQGHG�WR�LQFOXGH�D�PXFK�ZLGHU�VDPSOH�RI�¿UPV�WR�SURYLGH�
HPSLULFDO�JHQHUDOL]DELOLW\��$W�WKLV�VWDJH��WKH�HYLGHQFH�ZH�SURYLGH�VXJJHVWV�WKH�0&(�FDQ�HQWHU�IRUHLJQ�PDUNHWV�WKURXJK�
PLWLJDWLRQ�RI�ULVN�DW�WKH�VDPH�WLPH�DV�KHOSLQJ�WR�RYHUFRPH�UHVRXUFH�FRQVWUDLQWV��)XWXUH�VWXGLHV�VKRXOG�DVFHUWDLQ�
the precise nature of this risk and whether this can be applied to the broader range of stakeholders within the Asian 

marketplace. Clearly, from a managerial point of view, the MCE can use these distributor relationships to reduce 

WKH�FRQVWUDLQWV�LPSRVHG�XSRQ�WKHP�DV�D�FRQVHTXHQFH�RI�VL]H�WKURXJK�UHOLDQFH�XSRQ�WKH�H[FKDQJH�SDUWQHU��2XU�
HYLGHQFH�VXJJHVWV�WKDW�LQWHUQDWLRQDOL]DWLRQ�VXFFHVV�LV�WKHQ�ODUJHO\�D�IXQFWLRQ�RI�WKHLU�FDSDELOLW\�WR�GHYHORS�VWUDWHJLHV�
WKDW�QXUWXUH�VWURQJ� LQWHUGHSHQGHQW� LQWHUQDWLRQDO�GLVWULEXWRU� UHODWLRQVKLSV��*LYHQ� WKDW�QXUWXULQJ�VXFK� UHODWLRQVKLSV�
LV� LQFUHPHQWDO� LQ�QDWXUH�DQG�VXFK�DQ�DSSURDFK�EXLOGV� WUXVW��QRUPV�DQG�FRPPLWPHQW� �'RQH\�DQG�&DQQRQ�������
'Z\HU��6FKXUU�DQG�2K�������)RUG�������WKHUHIRUH�VXFK�DQ�DSSURDFK�PDNHV�WKLV�LQWHUQDWLRQDOL]DWLRQ�VWUDWHJ\�PRUH�
UREXVW��:KLOVW�WKHUH�DUH�PDQ\�IRUPV�RI�UHODWLRQVKLSV�ZLWKLQ�D�EXVLQHVV�VHWWLQJ��0RUJDQ�DQG�+XQW��������RXU�VWXG\�
IRFXVHG�XSRQ�LQWHUQDWLRQDO�GLVWULEXWRUV��:H�VXJJHVW�IXWXUH�UHVHDUFK�VKRXOG�H[SORUH�LI�6(�UHODWLRQVKLSV�DUH�HTXDOO\�
YDOLG�DFURVV�WKH�YDULHW\�RI�VWDNHKROGHU�UHODWLRQVKLSV�¿UPV�EXLOG�ZKHQ�LQWHUQDWLRQDOL]LQJ��)XUWKHUPRUH�RXU�YLHZ�KHUH�
LV�WKDW�WKH�0&(�¿UPV�FDQ�LQWHUQDWLRQDOL]H�ZLWKRXW�WKH�IHDU�RI�RSSRUWXQLVP�RQ�WKH�SDUW�RI�WKH�GLVWULEXWRU�EHFDXVH�
WKHVH�DUH�ODUJHO\�WUXVW�EDVHG��7KH�VLPSOH�TXHVWLRQ�LV�GRHV�WKLV�DSSO\�WR�RWKHU�W\SHV�RI�UHODWLRQVKLSV��7KHVH�DQG�WKH�
RWKHU�SRLQWV�ZH�UDLVH�KRZHYHU�QHHG�IXUWKHU�H[DPLQDWLRQ�EHIRUH�DQ\�HPSLULFDO�JHQHUDOL]DWLRQV�FDQ�EH�LQIHUUHG��2Q�D�
¿QDO�QRWH�LW�LV�HYLGHQW�WKDW�GLIIHUHQW�FXOWXUDO�FRQWH[WV�ZLOO�HQJHQGHU�GLIIHUHQW�DSSURDFKHV�WR�WKH�SUHFLVH�PDQQHU�WKDW�
relationships can be developed and nurtured. With this in mind, scholars need to model these forms of relationships 

across national and cultural boundaries so that both policy and managerial decision makers are able to better 

understand the most effective manner their business operations within foreign markets are attainable.
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