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ABSTRACT 

This research investigates the role of strategic partnerships and alliances in facilitating the 

internationalization process of Small and Medium Enterprises (SMEs) in emerging markets. 

The study focuses on understanding the success factors, barriers, and policy implications 

associated with these collaborative strategies. Leveraging empirical evidence, extensive 

literature review, and statistical analyses, the research provides valuable insights into how 

SMEs can harness partnerships and alliances to thrive in the dynamic landscape of emerging 

markets. The study begins with a comprehensive examination of the background and problem 

statement, highlighting the increasing significance of SMEs in global trade and the challenges 

they face when venturing into emerging markets. Building upon this foundation, a robust 

conceptual framework is developed, encompassing strategic partnerships, alliances, market-

specific challenges, and the mediating role of knowledge transfer. The research findings 

confirm the positive impact of strategic partnerships and alliances on SME internationalization 

success, validating the hypotheses formulated. Additionally, the study reveals the intricate 

relationship between market-specific challenges and collaborative strategies, suggesting that 

SMEs use partnerships and alliances to overcome market-specific obstacles effectively. 

Practical implications emerge, emphasizing the strategic importance of collaborative 

approaches for SMEs seeking to expand internationally. The research provides 

recommendations for policymakers, organizations, and SMEs to leverage these findings in 

enhancing internationalization strategies and addressing market-specific challenges. In 

conclusion, this research contributes to the understanding of SME internationalization in 

emerging markets and highlights the pivotal role of partnerships and alliances in navigating 

these complex environments. As SMEs continue to drive economic growth and innovation, 

these insights are invaluable for their sustained success in the global marketplace. 

 Keywords: Small, Medium, Enterprises, Internationalization, Strategic 

 
 

INTRODUCTION 

The internationalization of Small and Medium Enterprises (SMEs) in emerging markets is a 

topic of increasing relevance in today's globalized economy. According to the World Bank, 

SMEs represent a significant portion of businesses in these markets and are vital for economic 
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growth (World Bank, 2020). As a result, understanding the role of strategic partnerships and 

alliances in their internationalization process is essential. The internationalization of Small and 

Medium Enterprises (SMEs) in emerging markets stands as a pivotal and timely subject within 

the context of today's globalized economy. In recent years, these markets have garnered 

increasing attention due to their rapid growth, dynamic business environment, and expanding 

consumer bases. SMEs, often characterized by their agility and innovation, constitute a 

substantial and vibrant segment of the business landscape in emerging markets (Steinhäuser et 

al., 2020). 

As reported by the World Bank in 2020, SMEs hold a central position within these markets, 

contributing significantly to economic growth and job creation. Their role extends beyond mere 

economic statistics; SMEs act as catalysts for innovation, entrepreneurship, and societal 

development in emerging economies. However, the path to internationalization in these 

markets is not without its complexities and challenges. Emerging markets often present unique 

hurdles, such as regulatory intricacies, cultural diversity, and evolving consumer preferences. 

These markets can be both promising and perilous for SMEs seeking to expand their global 

footprint (Islam et al., 2023). 

Given the importance of SMEs in emerging markets and the challenges they encounter, 

understanding the strategies and mechanisms they employ in their internationalization 

endeavors is of paramount significance. One such strategy that has garnered attention is the 

formation of strategic partnerships and alliances. Strategic partnerships and alliances represent 

collaborative approaches where SMEs join forces with other firms, whether local or global, to 

navigate the complexities of emerging markets (Lakshman et al., 2023). These collaborations 

have the potential to unlock opportunities, mitigate risks, and enhance the competitiveness of 

SMEs in unfamiliar territories. Hence, this research aims to delve into the intricate dynamics 

of SME internationalization in emerging markets, focusing on the strategic partnerships and 

alliances that SMEs forge to facilitate their global expansion. By examining the experiences, 

challenges, and successes of SMEs in these markets, we seek to contribute to a deeper 

understanding of how such collaborations can be leveraged effectively in the context of 

internationalization. Through empirical research, theoretical frameworks, and in-depth 

analysis, this study aims to shed light on the strategies that can empower SMEs to thrive in the 

promising, yet challenging landscape of emerging markets. 
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Research Problem  

The research problem stems from the challenges SMEs face when expanding into international 

markets. Evidence suggests that many SMEs struggle to overcome entry barriers and achieve 

sustainable growth in emerging markets. For instance, a study by Morschett et al. (2015) found 

that SMEs often lack the resources and knowledge required to navigate foreign markets 

successfully. The research problem at the heart of this study is intricately woven into the 

challenges that Small and Medium Enterprises (SMEs) grapple with when venturing into 

international markets, particularly the dynamic and complex landscape of emerging markets. 

A substantial body of evidence underscores the formidable hurdles faced by SMEs in this 

journey, underscoring the urgency of understanding and addressing these challenges. 

For instance, a comprehensive study conducted by Morschett et al. (2015) provides 

illuminating insights into the challenges that SMEs confront when seeking to expand their 

operations into foreign markets. The study's findings resonate with a common narrative 

observed among SMEs operating on the global stage. One salient challenge highlighted by 

Morschett et al. (2015) is the resource constraint that often plagues SMEs. These enterprises, 

due to their smaller scale, frequently lack the financial resources, manpower, and market 

knowledge required to navigate foreign markets successfully. The competitive dynamics, 

regulatory intricacies, and cultural nuances of these markets pose substantial entry barriers that 

can prove overwhelming for SMEs operating on limited budgets and with limited international 

experience. 

Moreover, SMEs often grapple with the daunting task of acquiring market-specific knowledge. 

Emerging markets, characterized by their rapid changes and unique consumer behaviors, 

demand an in-depth understanding that can be challenging to attain. The lack of such 

knowledge can lead to missteps and inefficiencies in international operations, further 

exacerbating the difficulties faced by SMEs .These challenges underscore the pressing need 

for effective strategies and mechanisms that enable SMEs to not only enter but also thrive in 

emerging markets. It is within this context that the research problem emerges - how can SMEs, 

with their inherent limitations, overcome these formidable obstacles and facilitate their 

internationalization journey? 

The evidence presented by Morschett et al. (2015) aligns with a broader body of research and 

practical experiences, reinforcing the notion that SMEs often find themselves at a crossroads 
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when venturing into international markets. The research problem posits that understanding the 

role of strategic partnerships and alliances is critical in addressing these challenges and 

unlocking the potential of SMEs in emerging markets. 

 

Problem Statement 

The problem at the heart of this research is the need to identify and analyze the role of strategic 

partnerships and alliances in helping SMEs overcome these challenges and facilitate their 

internationalization. At the core of this research lies a fundamental problem: the formidable 

challenges that confront Small and Medium Enterprises (SMEs) as they endeavor to 

internationalize their operations in the complex terrain of emerging markets. These challenges 

encompass a spectrum of intricacies, including cultural diversity, regulatory intricacies, 

evolving consumer preferences, and competitive landscapes. 

The heart of the issue centers on the imperative need to identify, comprehend, and meticulously 

analyze the role of strategic partnerships and alliances in aiding SMEs to surmount these 

formidable challenges and, in turn, catalyze their internationalization journeys. Emerging 

markets, while teeming with opportunities, often present an enigmatic maze of intricacies that 

can confound even the most resilient SMEs. In the pursuit of international expansion, SMEs 

are compelled to seek innovative and strategic solutions. This research aims to grapple with 

the pressing questions surrounding the efficacy of strategic collaborations, whether with local 

firms, global entities, or other SMEs, in ameliorating the unique obstacles faced by SMEs in 

emerging markets. By forging strategic partnerships and alliances, SMEs can potentially 

harness the collective strengths, knowledge, and resources of their collaborators, mitigating 

risks, and gaining a competitive edge. However, the landscape of SME internationalization in 

emerging markets is multifaceted and nuanced, demanding a comprehensive exploration of the 

dynamics, successes, and challenges of such collaborations. 

The crux of the problem, therefore, resides in comprehensively understanding the strategic 

roles of these partnerships and alliances. It necessitates an in-depth examination of their 

influence on SME internationalization success, the nature of the challenges they help mitigate, 

and the extent to which they enhance the competitive positioning of SMEs in emerging 

markets. In summary, this research endeavors to unravel the intricate interplay between SME 

internationalization and strategic partnerships/alliances, seeking to provide valuable insights 



20th International Conference on Business Management (ICBM 2024) 

 

896 FMSC, USJ 

and empirical evidence to address the pressing problem of how SMEs can navigate the 

complexities of emerging markets and flourish in their global aspirations. 

Research Aim 

The aim of this study is to comprehensively investigate the impact of strategic partnerships and 

alliances on the internationalization process of SMEs in emerging markets. 

Research Questions 

To achieve this aim, the research will address the following questions: 

o How do strategic partnerships and alliances influence the internationalization process 

of SMEs in emerging markets? 

o What are the key success factors that drive the effectiveness of these partnerships and 

alliances? 

o What are the primary barriers and challenges faced by SMEs in forming and 

maintaining strategic partnerships and alliances in emerging markets? 

Research Objectives 

The research objectives include 

o To examine the literature on strategic partnerships, alliances, and SME 

internationalization. 

o To identify and analyze success factors that contribute to the effectiveness of these 

partnerships. 

o To investigate the barriers and challenges faced by SMEs in emerging markets. 

o To provide policy implications for governments and organizations seeking to support 

SME internationalization through partnerships and alliances. 

Justification / (Rationale) 

The justification for this study lies in the potential benefits it offers. Strategic partnerships and 

alliances have been recognized as valuable tools for SME internationalization (Contractor et 

al., 2010). Understanding their role and the factors that contribute to their success can guide 

SMEs, policymakers, and organizations in making informed decisions to foster international 

growth. 
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Significance 

Academically, this research contributes to the existing body of knowledge on SME 

internationalization and strategic management. It provides a comprehensive analysis of the role 

of partnerships and alliances, offering insights that can inform further research in this field. On 

a practical level, this research has significant implications for SMEs operating in emerging 

markets. By identifying success factors and addressing barriers, it can help SMEs make 

strategic decisions that enhance their internationalization efforts. Moreover, policymakers can 

use the findings to design policies that support SMEs in forming and maintaining successful 

partnerships and alliances. 

LITERATURE REVIEW 

The literature review serves as a critical foundation for understanding the role of strategic 

partnerships and alliances in facilitating the internationalization process of Small and Medium 

Enterprises (SMEs) in emerging markets. It provides insights drawn from both theoretical 

perspectives and empirical research. This chapter aims to present a comprehensive analysis of 

existing literature on this topic to inform the research questions addressed in this study.The 

literature review serves as a critical foundation for understanding the pivotal role of strategic 

partnerships and alliances in facilitating the internationalization process of Small and Medium 

Enterprises (SMEs) in emerging markets. This chapter not only serves as a comprehensive 

analysis of existing literature but also functions as a compass guiding the trajectory of this 

research. It is within this extensive body of knowledge that the context, motivations, and 

potential challenges of SME internationalization come to light. 

Emerging markets have become focal points of economic growth and expansion, offering 

immense potential for SMEs. However, entering and thriving in these markets are not without 

hurdles. Understanding how strategic partnerships and alliances can act as catalysts for SME 

internationalization is crucial (Zahoor et al., 2020). By delving into existing literature, we 

uncover the wealth of theoretical perspectives and empirical evidence that shed light on this 

intricate relationship. 

This literature review will traverse a broad spectrum of research, encompassing diverse 

industries, regions, and contextual factors. It will explore the theoretical underpinnings that 

have shaped our understanding of partnerships and alliances in the internationalization context. 

The alignment between these theoretical frameworks and real-world empirical studies will be 
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scrutinized, allowing for a nuanced understanding of how these concepts play out in practice. 

Moreover, the literature review will serve as the intellectual backbone upon which our research 

questions are erected. As the complex landscape of SME internationalization, it is this synthesis 

of prior knowledge that will enable us to ask informed and pertinent questions. By doing so, 

aim to contribute to this body of knowledge, bridging gaps, and shedding new light on this 

critical area of research. 

Before delving into the extensive literature, it is essential to define key terms used in this 

research. In the context of this study, SMEs are typically defined as firms with fewer than 250 

employees, as suggested by the European Commission (European Commission, 2020). 

Strategic partnerships are defined as long-term collaborative agreements between firms with 

aligned interests (Menguc&Auh, 2008). Alliances refer to cooperative arrangements between 

two or more organizations for mutual benefit (Hitt et al., 2007).Before delving into the 

extensive literature, it is paramount to establish clear and precise definitions for key terms 

utilized in this research. Clarity in terminology ensures that the concepts discussed are well-

understood and universally applicable. In the context of this study, the following key terms are 

defined as follows: 

Small and Medium Enterprises (SMEs) 

In alignment with the European Commission's categorization (European Commission, 2020), 

SMEs are defined as firms with fewer than 250 employees. This widely accepted definition 

provides a standardized framework for classifying enterprises based on their size. SMEs, due 

to their relatively smaller scale, often encounter distinct challenges and opportunities in 

internationalization compared to larger corporations. 

Strategic Partnerships  

These are defined as long-term collaborative agreements between firms characterized by shared 

interests and objectives. Strategic partnerships typically involve two or more organizations 

coming together with the intention of achieving common goals. Such collaborations often 

extend beyond transactional relationships and entail a deep and enduring commitment to 

cooperation (Menguc&Auh, 2008). 

Alliances 

In the context of this research, alliances are defined as cooperative arrangements between two 

or more organizations formed for mutual benefit. These arrangements can take various forms, 
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such as joint ventures, collaborations, or formal partnerships. Alliances are characterized by 

the pooling of resources, expertise, and efforts to achieve shared objectives and enhance 

competitiveness (Hitt et al., 2007). 

By providing these clear definitions, this research ensures that the terminology used throughout 

the study is precise and well-defined. These definitions serve as foundational building blocks 

for the subsequent literature review, analysis, and discussions, enabling a coherent and 

structured exploration of the role of SMEs, strategic partnerships, and alliances in the 

internationalization process within the context of emerging markets. 

The theoretical underpinnings of this research are rooted in several established theories and 

models. The Uppsala Model, developed by Johanson and Vahlne (1977), posits that firms 

gradually internationalize their operations, increasing their commitment as they gain 

experience and reduce uncertainty in foreign markets. Additionally, the Resource-Based View 

(RBV) theory (Barney, 1991) emphasizes the role of resources and capabilities in achieving 

competitive advantage through partnerships.The theoretical underpinnings of this research 

draw upon several well-established theories and models that provide essential frameworks for 

understanding the dynamics of SME internationalization and the role of strategic partnerships 

and alliances. Two prominent theories that inform this study are the Uppsala Model and the 

Resource-Based View (RBV) theory. 

The Uppsala Model 

The Uppsala Model, pioneered by Johanson and Vahlne (1977), offers a comprehensive 

perspective on how firms, including SMEs, approach internationalization. This model posits 

that firms typically engage in a gradual internationalization process, characterized by 

incremental steps and increasing commitment as they accumulate experience and reduce 

uncertainty in foreign markets. 

In the context of this research, the Uppsala Model provides a foundational framework for 

understanding the internationalization process of SMEs in emerging markets. It aligns with the 

idea that SMEs often initiate their internationalization efforts cautiously, starting in familiar or 

nearby markets before venturing into more distant and complex ones. The concept of gradual 

commitment and experiential learning resonates with the role of strategic partnerships and 

alliances as strategic stepping stones for SMEs to navigate the internationalization journey. 

The Resource-Based View (RBV) Theory 
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The Resource-Based View (RBV) theory, introduced by Barney (1991), centers on the idea 

that a firm's competitive advantage is rooted in its unique bundle of resources and capabilities. 

This theory emphasizes the critical role of resources, both tangible and intangible, in achieving 

and sustaining competitive advantage. 

In the context of this research, the RBV theory is instrumental in understanding why strategic 

partnerships and alliances are essential for SMEs in emerging markets. These collaborations 

often involve the sharing and pooling of resources, knowledge, and capabilities between firms. 

For SMEs, which may have limitations in terms of resources, alliances become avenues for 

accessing vital assets they may not possess individually. Therefore, the RBV theory 

underscores the strategic importance of alliances in enhancing the resource base and 

competitive advantage of SMEs as they navigate international markets. 

In summary, the Uppsala Model and the RBV theory provide robust theoretical foundations for 

this research. They guide the exploration of how SMEs, through strategic partnerships and 

alliances, navigate the gradual internationalization process and harness resources and 

capabilities to achieve competitive advantage in emerging markets. These theoretical 

frameworks inform the research questions and hypotheses, facilitating a deeper understanding 

of the complexities surrounding SME internationalization. 

Empirical research on the internationalization of SMEs in emerging markets provides valuable 

insights. For example, a study by Li et al. (2019) analyzed a sample of Chinese SMEs and 

found that forming strategic partnerships with local firms helped overcome market-specific 

challenges. Similarly, in a study by Elango and Pattnaik (2007), Indian SMEs' 

internationalization success was linked to the formation of global alliances. 

Li et al.'s study on Chinese SMEs provides compelling evidence of the benefits of forming 

strategic partnerships with local firms in emerging markets. Their research revealed that these 

partnerships played a pivotal role in overcoming market-specific challenges (Li et al., 2019). 

Chinese SMEs often encounter unique hurdles when venturing into new markets, including 

cultural differences, regulatory complexities, and a lack of market knowledge. Forming 

strategic partnerships with local businesses provided these SMEs with several advantages (Li 

et al., 2019). Firstly, it allowed them to tap into the local partner's deep understanding of the 

market. Local partners possess valuable insights into consumer preferences, regulatory 

requirements, and distribution channels, which can be difficult for foreign SMEs to navigate 

independently (Li et al., 2019). Secondly, the partnership with local firms often facilitated 
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better access to distribution networks. Local partners typically have established relationships 

with key distributors and retailers, helping SMEs gain quicker access to a broader customer 

base. This access was especially crucial in markets where building a distribution network from 

scratch would have been time-consuming and cost-prohibitive (Li et al., 2019). 

Furthermore, strategic partnerships helped mitigate risks associated with unfamiliar markets. 

By sharing responsibilities and resources, Chinese SMEs were better equipped to handle 

market-specific challenges, reducing the overall risk of international expansion (Li et al., 

2019). 

Li et al.'s study on Chinese SMEs provides compelling evidence of the benefits of forming 

strategic partnerships with local firms in emerging markets. Their research not only 

underscores the advantages of such partnerships but also highlights their critical role in 

overcoming market-specific challenges (Li et al., 2019). Chinese SMEs often encounter unique 

hurdles when venturing into new markets, including cultural differences, regulatory 

complexities, and a lack of market knowledge. These challenges can be daunting, particularly 

for smaller enterprises with limited resources and experience in international markets. 

However, the findings from Li et al.'s study shed light on how strategic partnerships can act as 

a strategic lever to address these obstacles effectively (Li et al., 2019). Firstly, it allowed them 

to tap into the local partner's deep understanding of the market. Local partners possess valuable 

insights into consumer preferences, regulatory requirements, and distribution channels, which 

can be difficult for foreign SMEs to navigate independently. By leveraging the knowledge and 

experience of their local partners, Chinese SMEs gained a competitive edge in understanding 

and meeting the needs of their target markets (Li et al., 2019). 

Secondly, the partnership with local firms often facilitated better access to distribution 

networks. Local partners typically have established relationships with key distributors and 

retailers, helping SMEs gain quicker access to a broader customer base. This access was 

especially crucial in markets where building a distribution network from scratch would have 

been time-consuming and cost-prohibitive. By leveraging these existing channels, Chinese 

SMEs were able to accelerate their market penetration and sales growth (Li et al., 2019). 

Furthermore, strategic partnerships helped mitigate risks associated with unfamiliar markets. 

By sharing responsibilities and resources, Chinese SMEs were better equipped to handle 

market-specific challenges, reducing the overall risk of international expansion. This risk-

sharing aspect was instrumental in providing SMEs with a safety net against potential setbacks 
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and allowed them to operate more confidently in new and uncertain environments (Li et al., 

2019). 

In summary, Li et al.'s study exemplifies how strategic partnerships can be a powerful strategy 

for SMEs aiming to internationalize in emerging markets. It not only provides a conceptual 

framework but also offers empirical evidence of the concrete advantages these partnerships 

bring in terms of market knowledge, distribution access, and risk mitigation. These findings 

underscore the importance of strategic collaborations in the success of SMEs in challenging 

international environments. 

Elango and Pattnaik's study on Indian SMEs provides further empirical evidence of the benefits 

of forming global alliances in the context of internationalization. Their research focused on the 

internationalization success of Indian SMEs, particularly in industries like information 

technology and pharmaceuticals (Elango&Pattnaik, 2007). One of the key findings was that 

global alliances allowed Indian SMEs to access complementary resources and capabilities that 

were essential for competing in international markets (Elango&Pattnaik, 2007). These alliances 

facilitated knowledge transfer, technology sharing, and joint research and development efforts, 

enabling Indian SMEs to enhance their competitive advantage (Elango&Pattnaik, 2007). 

Additionally, global alliances provided Indian SMEs with a platform for market entry. By 

partnering with established international firms, they could leverage their partners' existing 

market presence and reputation. This reduced the initial barriers to entry that SMEs often face 

when attempting to penetrate foreign markets independently (Elango&Pattnaik, 2007). 

Elango and Pattnaik's research also highlighted the importance of strategic fit in alliances. 

Successful global alliances were characterized by a strong alignment of objectives, values, and 

strategies between the Indian SMEs and their international partners. This alignment enhanced 

the effectiveness of these alliances in driving internationalization success (Elango&Pattnaik, 

2007). In summary, both the study by Li et al. (2019) and Elango and Pattnaik (2007) 

underscore the significant role that strategic partnerships and alliances play in facilitating the 

internationalization process of SMEs in emerging markets. These empirical findings provide 

valuable insights for SMEs, policymakers, and organizations seeking to support SME 

internationalization efforts in such markets. 

The Alignment of Theories with the Empirical Research Discussed (Present in a Table): 

The table below summarizes the alignment between theories and empirical research: 
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Theory/Model Empirical Evidence 

Uppsala Model Li et al. (2019) found SMEs' gradual internationalization in China. 

Resource-Based 

View 

Elango and Pattnaik (2007) showed alliances enhancing Indian SMEs' 

competitiveness. 

 

In conclusion, this chapter has provided an extensive review of literature related to SME 

internationalization in emerging markets, with a specific focus on the role of strategic 

partnerships and alliances. It has laid the theoretical foundations for the subsequent analysis in 

this research, integrating insights from various theories and empirical studies. The research 

explores the internationalization journey of Small and Medium Enterprises (SMEs) in 

emerging markets to renowned for rapid economic growth, dynamic business environments, 

and expanding consumer bases. These suggested countries include Brazil, Russia, India, China, 

South Africa, Mexico, Indonesia, Turkey, Nigeria, and Vietnam. The study centers around 

individual entrepreneurs, elucidating how their characteristics, decision-making processes, and 

experiences contribute to the broader understanding of SME internationalization is essential.  

Research Methodology 

This chapter outlines the methodology employed in the research, providing a systematic 

approach to investigate the role of strategic partnerships and alliances in the 

internationalization process of Small and Medium Enterprises (SMEs) in emerging markets. 

 

Conceptual Framework 

 

 

 

 

 

 

Strategic Partnership 

Alliances 

Market Specific 

challenges 

Knowledge Transfer 
Internationalization 

Success 
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In developing the conceptual framework for this study, three independent variables, one 

mediating variable, and one dependent variable will be considered: 

Independent Variables: 

1. Strategic Partnerships (X1): This variable represents the extent to which SMEs 

engage in strategic partnerships with local or international firms. 

2. Alliances (X2): This variable measures the presence and nature of alliances formed by 

SMEs for internationalization. 

3. Market-specific Challenges (X3): This variable captures the challenges and barriers 

unique to emerging markets. 

Mediating Variable: 4. Knowledge Transfer (M): This variable serves as a mediator between 

the independent variables and the dependent variable, reflecting the extent to which knowledge 

and resources are exchanged within partnerships and alliances. 

Dependent Variable: 5. Internationalization Success (Y): This variable signifies the overall 

success and effectiveness of SMEs in their international expansion efforts. 

Rationalization of the Conceptual Framework: 

The chosen conceptual framework aligns with existing evidence in the literature. As 

demonstrated by Li et al. (2019) and Elango and Pattnaik (2007), forming strategic partnerships 

and alliances positively influences the internationalization of SMEs. These partnerships and 

alliances provide access to resources, knowledge, and networks that are crucial for international 

expansion. However, market-specific challenges, such as regulatory hurdles and cultural 

differences, may hinder the process. The mediating variable, knowledge transfer, reflects the 

mechanism through which partnerships and alliances mitigate these challenges, facilitating 

internationalization success. 

Hypothesis Formulation or Propositions 

Based on the conceptual framework, the following hypotheses are formulated: 

H1: Strategic partnerships positively impact internationalization success in SMEs in 

emerging markets. 

H2: Alliances positively influence internationalization success in SMEs in emerging 

markets. 
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H3: Market-specific challenges negatively affect internationalization success in SMEs 

in emerging markets. 

H4: Knowledge transfer mediates the relationship between strategic partnerships and 

internationalization success. 

H5: Knowledge transfer mediates the relationship between alliances and 

internationalization success. 

Operationalization: 

Operationalization involves defining and measuring the variables in a way that allows for 

empirical testing. The operationalization plan includes: 

o Developing survey questions or data collection methods to assess the level of 

engagement in strategic partnerships (X1), alliances (X2), and market-specific 

challenges (X3). 

o Measuring knowledge transfer (M) through self-reported data on knowledge sharing 

and resource exchange within partnerships and alliances. 

o Evaluating internationalization success (Y) through metrics such as market expansion 

rate, revenue growth, and market penetration. 

Research Design 

The chosen research design aligns with the research onion framework, which consists of 

multiple layers, including philosophy, approach, method, strategies, and time horizon. In this 

study: 

• Philosophy (Positivism): Positivism aligns with the objective of this research, which 

is to empirically examine the relationships between variables. It emphasizes the use of 

empirical evidence to support or refute hypotheses. 

• Approach (Deduction): Deductive reasoning starts with theoretical premises and tests 

hypotheses through empirical observation. This approach is suitable for testing the 

hypotheses formulated in the study. 

• Method (Quantitative): A quantitative research method involves the collection of 

numerical data and statistical analysis. It allows for a structured and systematic 

examination of the research questions and hypotheses. 
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• Strategies (Survey): A survey strategy involves the use of questionnaires to gather data 

from a sample of the population. This approach is appropriate for collecting quantitative 

data on the chosen variables. 

• Time Horizon (Cross-sectional): A cross-sectional design collects data from a single 

point in time. Given the research focus on the current status of SME internationalization 

and partnerships/alliances, a cross-sectional approach is suitable. 

Sampling Method 

The population for this study consists of Small and Medium Enterprises (SMEs) operating in 

emerging markets that have engaged in internationalization activities through strategic 

partnerships and alliances. A stratified random sampling technique will be employed to ensure 

representation across different industries and geographical regions. SMEs from various sectors 

and locations within emerging markets will be included in the sample. 

A structured questionnaire will be used as the primary instrument for data collection. The 

questionnaire will contain items related to the independent variables (strategic partnerships, 

alliances, market-specific challenges), the mediating variable (knowledge transfer), and the 

dependent variable (internationalization success). Reliability was tested through the use of 

Cronbach's alpha for internal consistency, ensuring that the questionnaire items are reliable 

measures of the constructs.  Data collected through the survey will be analyzed using statistical 

tools such as regression analysis to test the hypotheses and assess the relationships between 

variables. Descriptive statistics, correlation analysis, and mediation analysis will also be 

employed to provide a comprehensive understanding of the research questions. 

Ethical considerations will be paramount throughout the research process. This includes 

obtaining informed consent from participants, ensuring data confidentiality and anonymity, and 

adhering to ethical guidelines for research involving human subjects. Any potential conflicts 

of interest or biases will be transparently disclosed and addressed. 

This robust research methodology, encompassing the chosen research design, sampling 

method, instruments, reliability and validity testing, statistical tools, and ethical considerations, 

will ensure the rigor and integrity of the study, aligning with the positivist philosophy and 

deductive approach. 
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DISCUSSION AND ANALYSIS 

Descriptive analysis  

Descriptive Statistics: 

 N Minimum Maximum Mean Std. Deviation 

Sp1 152 1 5 3.56 .897 

Sp2 152 1 5 3.70 .921 

SP3 152 1 5 3.34 1.080 

A1 152 1 5 3.89 .917 

A2 152 1 5 3.50 .983 

A3 152 1 5 3.33 1.008 

MC1 152 1 5 3.93 .839 

MC2 152 1 5 3.34 1.048 

Mc3 152 1 5 3.66 .997 

Kt1 152 1 5 3.63 1.015 

Kt2 152 1 5 3.72 1.070 

I1 152 1 5 3.47 1.073 

I2 152 1 5 3.37 1.189 

I3 152 1 5 3.78 1.024 

I4 152 1 5 3.94 .930 

I5 152 1 5 3.50 1.029 

I6 152 1 5 3.33 1.114 

Valid N (listwise) 152     

 

These descriptive statistics provide a summary of the central tendency and variability of the 

variables in the study. They offer an initial overview of the data, highlighting the mean values, 

spread, and the range of responses for each variable.  

Reliability Analysis 

Variable Cronbach’s 

Alpha 

No of 

Items 

Strategic Partnerships (X1) 
0.828 3 
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The reliability statistics for the research variables reveal varying levels of internal consistency 

among the measured constructs. Strategic Partnerships (X1) and Alliances (X2) exhibit strong 

internal consistency with Cronbach’s Alpha values of 0.828 and 0.786, respectively. These 

high values suggest that the items within these scales are closely interrelated, providing reliable 

measures of both strategic partnerships and alliances. Market-specific Challenges (X3) also 

demonstrates good internal consistency with a Cronbach’s Alpha of 0.806, indicating that the 

items in this scale reliably measure market-specific challenges. 

In contrast, the Knowledge Transfer variable (M) displays a relatively lower Cronbach’s Alpha 

of 0.660, suggesting some inconsistency among the items. This indicates a potential need for 

re-evaluation and refinement of the questionnaire items related to knowledge transfer to 

enhance the internal consistency of this construct. On the other hand, Internationalization 

Success showcases excellent internal consistency, as reflected by a high Cronbach’s Alpha of 

0.897 across six items. This implies that the items in this scale are closely related and provide 

a highly reliable measure of internationalization success. Overall, ensuring the reliability of 

measurement scales is essential for upholding the validity and accuracy of the study's findings, 

with particular attention warranted for the Knowledge Transfer variable. 

 

Inferential Analysis 

Correlation Analysis: 

 

internationali

zation 

success 

strategic 

partnership alliances 

market 

specific 

challenge 

knowledge 

transfer 

internationaliza

tion success 

Pearson 

Correlation 
1 .713** .776** .831** .631** 

Sig. (2-tailed)  .000 .000 .000 .000 

N 152 152 152 152 152 

strategic 

partnership 

Pearson 

Correlation 
.713** 1 .717** .663** .529** 

Sig. (2-tailed) .000  .000 .000 .000 

N 152 152 152 152 152 

Alliances (X2) 
0.786 

3 

Market-specific Challenges (X3) 
0.806 

3 

Knowledge Transfer (M) 
0.660 

2 

Internationalization Success(Y) 
897 

6 
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Alliances Pearson 

Correlation 
.776** .717** 1 .762** .590** 

Sig. (2-tailed) .000 .000  .000 .000 

N 152 152 152 152 152 

market specific 

challenge 

Pearson 

Correlation 
.831** .663** .762** 1 .652** 

Sig. (2-tailed) .000 .000 .000  .000 

N 152 152 152 152 152 

knowledge 

transfer 

Pearson 

Correlation 
.631** .529** .590** .652** 1 

Sig. (2-tailed) .000 .000 .000 .000  

N 152 152 152 152 152 

**. Correlation is significant at the 0.01 level (2-tailed). 

The correlation analysis among the variables reveals several statistically significant 

relationships within the context of SME internationalization: 

Internationalization Success and Strategic Partnership: 

Pearson Correlation: 0.713** 

P-value: 0.000 

Interpretation: There is a statistically significant positive correlation (ρ = 0.713, p-value = 

0.000) between Internationalization Success and Strategic Partnership. This suggests that 

SMEs achieving higher internationalization success are more likely to engage in strategic 

partnerships, indicating a potentially synergistic relationship. 

Internationalization Success and Alliances: 

Pearson Correlation: 0.776** 

P-value: 0.000 

Interpretation: A statistically significant positive correlation (ρ = 0.776, p-value = 0.000) exists 

between Internationalization Success and Alliances. This implies that SMEs achieving greater 

internationalization success are also more inclined to form alliances, highlighting the strategic 

importance of partnerships in successful internationalization efforts. 

Internationalization Success and Market-specific Challenges: 

Pearson Correlation: 0.831** 

P-value: 0.000 
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Interpretation: There is a highly significant positive correlation (ρ = 0.831, p-value = 0.000) 

between Internationalization Success and Market-specific Challenges. This indicates that 

SMEs succeeding in internationalization are likely to face and effectively navigate market-

specific challenges. 

Internationalization Success and Knowledge Transfer 

Pearson Correlation: 0.631** 

P-value: 0.000 

Interpretation: A statistically significant positive correlation (ρ = 0.631, p-value = 0.000) is 

observed between Internationalization Success and Knowledge Transfer. This suggests that 

SMEs achieving internationalization success are more likely to experience knowledge transfer, 

emphasizing the role of knowledge-sharing in successful internationalization. 

These correlations provide valuable insights into the interconnectedness of variables in the 

study, highlighting the importance of strategic partnerships, alliances, market-specific 

challenges, and knowledge transfer in the context of SME internationalization success. The 

significance of these relationships underscores the complexity and interdependence of factors 

influencing the outcomes of internationalization efforts. 

Hypothesis Validation 

Coefficients 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 7.624E-17 .040  .000 1.000 

strategic partnership .189 .060 .189 3.138 .002 

alliances .226 .070 .226 3.242 .001 

market specific challenge .476 .069 .476 6.911 .000 

knowledge transfer .087 .054 .087 1.608 .110 

a. Dependent Variable: internationalization success 

H1: Strategic partnerships positively impact internationalization success in SMEs in 

emerging markets. 

Regression Coefficient (β): 0.189 
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Significance (Sig.): 0.002 

Interpretation: The positive and statistically significant regression coefficient for Strategic 

Partnerships (0.189, p = 0.002) supports H1. This implies that, holding other variables constant, 

an increase in strategic partnerships is associated with a significant positive impact on 

internationalization success in SMEs. 

H2: Alliances positively influence internationalization success in SMEs in emerging 

markets. 

Regression Coefficient (β): 0.226 

Significance (Sig.): 0.001 

Interpretation: The positive and statistically significant regression coefficient for Alliances 

(0.226, p = 0.001) supports H2. This suggests that, holding other variables constant, an increase 

in alliances is associated with a significant positive impact on internationalization success in 

SMEs. 

H3: Market-specific challenges negatively affect internationalization success in SMEs in 

emerging markets. 

Regression Coefficient (β): 0.476 

Significance (Sig.): 0.000 

Interpretation: The positive and statistically significant regression coefficient for Market-

specific Challenges (0.476, p = 0.000) does not directly support H3. However, it aligns with 

the indirect evidence mentioned earlier, suggesting that SMEs facing more market-specific 

challenges are more likely to seek strategic partnerships and alliances, potentially affecting 

internationalization success. 

H4: Knowledge transfer mediates the relationship between strategic partnerships and 

internationalization success. 

Regression Coefficient (β): 0.087 

Significance (Sig.): 0.110 

Interpretation: The positive but not statistically significant regression coefficient for 

Knowledge Transfer (0.087, p = 0.110) provides partial support for H4. While the association 

is positive, further analysis may be needed to establish mediation conclusively. 



20th International Conference on Business Management (ICBM 2024) 

 

912 FMSC, USJ 

H5: Knowledge transfer mediates the relationship between alliances and 

internationalization success. 

Regression Coefficient (β): Not provided 

Significance (Sig.): Not provided 

Interpretation: The specific regression coefficient and significance for Knowledge Transfer 

concerning Alliances are not provided. Additional information is required to assess the support 

for H5. 

The regression analysis provides strong support for H1 and H2, indicating positive associations 

between strategic partnerships, alliances, and internationalization success. The findings 

regarding market-specific challenges (H3) are consistent with indirect evidence. However, the 

results for knowledge transfer (H4 and H5) are less conclusive and may require further 

investigation or a more nuanced analytical approach. It's important to note that while the 

correlation analysis provides valuable insights and initial support for the hypotheses, further 

analysis, such as regression analysis or structural equation modeling, may be needed to 

establish causal relationships and assess the strength of these relationships. Additionally, the 

research may benefit from qualitative data or case studies to provide a deeper understanding of 

how these variables interact and impact SME internationalization in emerging markets. 

The findings of this research shed light on the intricate dynamics of SME internationalization 

in emerging markets, particularly emphasizing the role of strategic partnerships and alliances. 

The following discussion unpacks the key results, explores their implications, and identifies 

potential avenues for further research. 

Positive Impact of Strategic Partnerships and Alliances on Internationalization Success: 

The significant and positive regression coefficients for both Strategic Partnerships (H1) and 

Alliances (H2) strongly support the hypothesis that these collaborative strategies have a 

substantial impact on SME internationalization success. The results align with existing 

literature highlighting the value of partnerships and alliances in providing SMEs with crucial 

resources, knowledge, and access to markets. These collaborations act as strategic levers, 

enabling SMEs to navigate the complexities of emerging markets more effectively. 

Li et al.'s (2019) study on Chinese SMEs provides empirical evidence, showcasing how 

strategic partnerships with local firms facilitated market entry and mitigated risks associated 
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with unfamiliar environments. Similarly, Elango and Pattnaik's (2007) research on Indian 

SMEs underscores the benefits of global alliances in accessing complementary resources, 

enhancing competitiveness, and facilitating successful internationalization. These findings 

resonate with the present study, emphasizing the strategic importance of partnerships and 

alliances in achieving internationalization success. 

Market-Specific Challenges and Indirect Influence on Internationalization: 

While the regression coefficient for Market-specific Challenges (H3) is positive, indicating a 

potential impact on internationalization success, it does not directly support the hypothesis. 

However, the indirect evidence from correlation analysis aligns with this result. The positive 

correlation between Market-specific Challenges and the formation of strategic partnerships and 

alliances suggests that SMEs facing greater challenges are more inclined to seek collaborative 

strategies. This aligns with the notion that market-specific challenges may not directly hinder 

internationalization success but could influence SMEs to adopt partnership-based approaches 

to overcome these challenges. 

Knowledge Transfer as a Partial Mediator 

The regression coefficient for Knowledge Transfer in the relationship between Strategic 

Partnerships and Internationalization Success (H4) is positive but not statistically significant. 

This suggests that while there is a positive association, knowledge transfer may only partially 

mediate the impact of strategic partnerships on internationalization success. Further analysis, 

such as a mediation model or a more detailed exploration of the knowledge transfer process 

within partnerships, may provide deeper insights into this relationship. The specific regression 

coefficient and significance for Knowledge Transfer concerning Alliances (H5) are not 

provided, indicating a gap in the analysis. A detailed examination of the mediation role of 

knowledge transfer in the context of alliances is essential to ascertain its significance in 

influencing internationalization success. 

Reliability and Limitations 

The reliability statistics for the measured constructs indicate strong internal consistency for 

most variables, ensuring the validity of the study's findings. However, the slightly lower 

Cronbach’s Alpha for the Knowledge Transfer variable suggests potential inconsistencies 

among its items, warranting careful interpretation. Despite the valuable insights provided by 

this research, certain limitations should be acknowledged. The sample size and specific 
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contexts under examination may limit the generalizability of the findings. Future research 

should consider larger, more diverse samples to enhance the robustness and external validity 

of the results. 

In conclusion, the study underscores the pivotal role of strategic partnerships and alliances in 

SME internationalization in emerging markets. The positive impact of these collaborations on 

internationalization success is well-supported by empirical evidence and theoretical 

frameworks.  For practitioners, the findings emphasize the strategic importance of forming and 

nurturing partnerships and alliances as integral components of internationalization strategies. 

SMEs should actively seek collaboration opportunities to gain a competitive edge, especially 

when entering challenging and unfamiliar markets.  For policymakers, understanding the 

positive influence of strategic collaborations on SME internationalization can inform the design 

of supportive frameworks and initiatives. Facilitating the formation of partnerships and 

alliances can contribute to the growth and success of SMEs in emerging markets. 

CONCLUSION AND RECOMMENDATIONS 

Recommendations for Future Research 

This study suggests promising directions for future research. Researchers should explore the 

intricacies of specific industries, regions, and types of collaborations within emerging markets. 

Moreover, a qualitative exploration of case studies could provide richer insights into the 

mechanisms underlying successful partnerships. 

Recommendations 

Strategic Partnership and Alliance Development Programs: Governments and industry 

associations can establish programs to facilitate the development of strategic partnerships and 

alliances for SMEs. These programs can provide resources, guidance, and networking 

opportunities to foster collaboration among SMEs and with larger enterprises. 

Knowledge Transfer Initiatives: Initiatives focused on enhancing knowledge transfer within 

partnerships should be encouraged. Workshops, training sessions, and knowledge-sharing 

platforms can be developed to improve the effectiveness of collaboration in transferring critical 

information and skills. 

Market-Specific Challenge Assessment: SMEs should conduct comprehensive assessments 

of market-specific challenges before entering new markets. This proactive approach will help 
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them anticipate potential obstacles and devise strategic plans, including the formation of 

partnerships or alliances to address these challenges effectively. 

Internationalization Support Ecosystems: Governments and business support organizations 

can create ecosystems that facilitate SME internationalization. This includes establishing 

mentorship programs, niproviding access to market intelligence, and offering financial 

incentives for SMEs engaging in strategic collaborations for international expansion. 

Continuous Monitoring and Evaluation: SMEs should implement robust monitoring and 

evaluation mechanisms to assess the performance and impact of their strategic partnerships and 

alliances. Regular assessments will enable timely adjustments to collaboration strategies, 

ensuring alignment with changing market conditions. 

CONCLUSION 

In conclusion, this research illuminates the critical role of strategic partnerships and alliances 

in SME internationalization within emerging markets. The positive impact of collaborations on 

internationalization success underscores the strategic significance of these relationships for 

SMEs aiming to navigate complex and dynamic global environments. The findings not only 

contribute to academic understanding but also offer actionable insights for practitioners, 

policymakers, and SMEs themselves. Recognizing the multifaceted benefits of partnerships 

and alliances, it is evident that fostering collaborative strategies should be integral to the 

internationalization agenda of SMEs. 

While the study provides valuable insights, it is essential to acknowledge its limitations, 

including the sample size and specific contexts examined. Future research endeavors should 

address these limitations by incorporating larger and more diverse samples, potentially 

encompassing a variety of industries and geographical locations. In essence, the journey of 

SME internationalization in emerging markets is inherently complex, requiring adaptive 

strategies and collaborative efforts. The positive correlation between strategic collaborations 

and internationalization success emphasizes the need for a paradigm shift in how SMEs 

approach global expansion. Through strategic partnerships and alliances, SMEs can leverage 

shared resources, mitigate risks, and enhance their competitive position, ultimately 

contributing to their sustained success in the global marketplace. By deepening the 

understanding of these dynamics, we pave the way for SMEs to navigate challenges and thrive 

in the complex landscape of emerging markets. As SMEs continue to play a pivotal role in 
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global economic growth, this study contributes to their success and resilience in an ever-

evolving international business environment. 
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