Do Not Do what the Roman Do,
Determinants of UK International Companies Modes of Entry into Host Markets
Abstract

There is substantial research to indicate that a correlation exists between the firm-specific characteristics of multi-national corporations (MNC’s) and the mode of entry selected for involvement in overseas markets. Equally there is evidence to suggest that the level of involvement is related to specific prevailing factors in the host markets. Given the importance of such involvement to international development this paper considers the extent to which the nature of entry to overseas markets is predicated upon the existence of specific variables related to both the firm and the host markets. 

Regression analysis models were used to test the relationship between independent variables related to the firm, the host markets and the level of involvement. The paper concludes that there are strong positive relationships between competition, the degree of standardisation, the extent of market research, political risk and negative relationships with individualism and power distance in relation to the level of involvement.
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Introduction 

Multinational businesses have established a presence in foreign markets by product and market expansion (Bartlett et al. 1989; Dunning, 1993; Levitt, 1983; Ohmae, 1985) and via a mix of entry modes (Benito et al., 1994) including, licence/franchise, export, joint venture and wholly owned subsidiary (see Calof et al., 1995). Researchers are agreed that different types of entry mode require different levels of resource commitment and degree of control (e.g. Calvet, 1981; Caves, 1982; Davidson, 1982; Johanson et al., 1975; Root, 1987; Vernon, 1983; Young et al. 1989). Resource commitment is defined as assets that can not be redeployed to alternative use without loss of value (Bell, 1996; Kim et al., 1992; p. 3). Control is defined as the ability of the international firm to have an influence on the system, methods, decisions, and the behaviour of other parties using power and authority (Ouchi, 1977; Etzioni, 1965). 

ADD DEFINITION OF INVOVLEMENT 

In this paper, the degree of involvement is defined by the complexities of the entry mode, which varies from low involvement (export, licensing and franchising) to high involvement (joint venture and wholly owned subsidiaries) level of participation. These are characterised by resource commitment and degree of control. Resource commitment is interpreted as manufacturing and marketing know how, management expertise, R&D resources and R&D personnel. The degree of control is taken to be the ability of the firm to change the decisions of the overseas subsidiaries that are interpreted as the production personnel, marketing personnel and distribution system.

The rest of the paper is set out in the following way: The next section reviews the literature related to the degree of involvement overseas, which leads to the hypotheses of the study. The third section sets out the research methodology, the fourth section presents the results and discussion. A summary and implications are in the final section. 

Literature Review and Hypotheses Development

Agarwal et al. (1992) investigated the decision of foreign market entry mode choice in the following modes: export, licensing, and joint venture. They examined the impact upon the choice of entry mode of the following factors: ownership advantages; location advantages; internalisation advantages. Their findings indicate that larger multinational firms showed more interest in entering foreign markets with wholly owned subsidiaries than with joint ventures. Bell (1996) also examined the selection of joint venture or wholly owned subsidiary as a method of involvement. The findings indicted that a wholly owned subsidiary is preferred to a joint venture in the case of high competition, competitive industry and international experience. Bell’s results also suggest that firms choose a joint venture when they experience the benefit of market growth, while product experience decreases the probability of joint venture and the size of the investment has a negative impact upon the choice of a joint venture. Erramilli et al. (1990) investigated the variation of foreign market entry mode choice in the service sector. Their study’s findings reveal that some types of service firms do export their product. Kim et al. (1992) bring together various aspects of global level strategic variables based on the eclectic framework of the factors which influence entry decisions. Their results suggest that the global strategic variables, environmental variables, and transaction specific variables highly influence the final choice of the entry mode. Using Dunning’s eclectic paradigm, Tatoglu and Glaister (1996) investigated the entry motives of Western international firms in Turkey. Their findings suggest that Western international firms possessing firm specific advantages such as international experience, trade marks, financial, and human resources, prefer to set up a wholly owned subsidiary rather than a joint venture. 

Zou et al. (1997) also investigated the relationship between standardisation and involvement. Their study indicated that highly involved international firms move toward standardisation for the majority of their product marketing strategy. Studies by Kreutzer (1988), Quester et al. (1996) and Samiee et al. (1992) attempted to understand the methods of using a marketing mix standardisation by examining technology, socio-cultural criteria, economic, competition, structure, size, and political and legal criteria. Mueller (1991) considered standardisation and modification in his study. Ozsomer et al. (1991) considered the host country environment, product related marketing and centralisation variables. 

Firm Context in Relation to the Degree of Involvement

Competition: The changing pattern of competition influences the decision of the international firm to control its subsidiaries overseas (Doz et al., 1981).  Bell (1996) pointed out that when competition is intensive a wholly owned subsidiary is not a suitable mode of entry as it creates additional capacity. In contrast, a joint venture might have more capability to face intense competition. Porter (1985) points out that a firm may be less likely to enter a market if there are a number of competitors rather than a dominant firm that is potentially less sensitive to focus strategies. Bell (1996) finds that international firms prefer a greater level of control when competition is high, the firm has high international experience, and the relative size of the firm is large. However, Hill et al. (1990) indicate that international firms who challenge in a highly competitive environment will choose a joint venture. Gomes-Casseres (1990) finds a positive effect between competition and the degree of involvement, but other studies find no effect at all (e.g. Larimo, 1993). This discussion lead to the first hypothesis.

H1 The greater the level of competition, the higher the degree of involvement in the overseas market.

Organisation Structure: The higher the subsidiary depends on the parent firm, the higher the possibility of centralising all decisions at the headquarters (Garnier, 1982). Also when the subsidiary faces change in the overseas environment, that will lead to making fast decisions. Furthermore, the greater the difference in the overseas environment compared to the home environment, the higher the risk of misinterpreting the management messages. Rugman et al. (1989) point out that an international firm will consider the appropriate organisation structure, where each structure has different costs and benefits. A firm may start its foreign strategy through a function or product division, but will eventually create an international division when it has becomes more involved in the overseas market. This will provide the international firm with the required information about the foreign market as well as centralised control (Rugman et al. 1989). This leads to the second hypothesis.

H2 The more centralised is the firm’s organisation structure, the higher the degree of involvement in the overseas market.

Competitive Advantage:

The mode of entry into a foreign market has become a frontier issue in international research and has crucial implications for competitive advantage (Erramilli et al., 1993; Root, 1987; Davidson, 1982; Hill et al., 1990). The growth of integration of international marketing and the intensity of competition, specifically in the export mode, implies that the adaptation of a global perspective has become increasingly essential in planning a marketing strategy and gaining a competitive advantage (Keegan, 1983; Fisher, 1984; 1985; Cavusgil et al., 1984). For the purposes of this paper, competitive advantage was identified with the following variables: low cost, innovation, marketing research and breadth of strategic target (see, Dess and Davis, 1984; p. 473-476; Johnson et al., 1995).

According to Whitelock et al., (1997) low cost can be maintained and margins preserved in the long term. Therefore, managerial attention to cost control is necessary to achieve cost leadership. A firm will try to reduce its production costs by accepting cheaper components, use standard production processes and seek a higher market share in order to reduce unit costs (Phillips et al., 1983; Walters et al., (1989). 

Ford and Tucker, (1987) define innovation as “a technology or practice used for the first time by members of an organisation, whether or not other organisations have used it previously”. Biggadike (1979) pointed out that firms entering markets with products representing incremental innovations achieved higher relative market share than those firms entering markets with products similar to those of the active competitors. 

Kogut et al., (1988) noted that firms that have the ability to produce differentiated products for a specific target market would prefer the joint venture mode in a market characterised by higher potential and to adopt a higher contractual risk. 

Marketing research is an important element for companies involved overseas because of the different nature of competitors and customers. Unstructured marketing problems (Hofer et al., 1978) increase environmental uncertainty and the difficulty of forecasting the behaviour of competitors and customers (Khandwalla, 1977).  It is difficult to know just how customers and competitors will react to very new offerings and to anticipate the various problems that might occur. 

According to Hood and Young (1979) breadth of strategic target is the ability of the firm to develop differentiated product. That is measured by their ability to develop creative and structured leasing transactions. Murray (1988) indicates that a differentiation strategy may create the risk of losing long-term revenue as a result of sharing knowledge with a partner (e.g. in joint venture modes) where the partner could adapt the knowledge and decide to operate as a separate unit. Porter’s (1987) study of competitive advantage suggests that joint ventures are inefficient because of the inherently complex management relationships. 

This discussion leads to the following hypotheses:

H3a The adoption of a low cost-approach to competitive advantage will lead to a higher degree of involvement.

H3b The adoption of an innovation-approach to competitive advantage will lead to a higher degree of involvement.

H3c The adoption of a market research approach to competitive advantages will lead to a higher degree of involvement.

H3d  The adoption of a breadth of strategic target-approach to competitive advantage will lead to a lower  degree of involvement.

Degree of Standardisation: The literature indicates three basic types of practice in terms of the characteristics of physical products: Universal (physically identical in different markets); Modified (substantially similar in all the various overseas markets); and Country tailored (specifically localised for different markets) (Takeuch and Porter, 1986). This strategy leads to achieving greater efficiencies and to gaining economies of scale (Levitt, 1983; Sorenson and Wiechmann, 1975; Jain, 1989). Well-managed international firms source from fewer manufacturing facilities than local firms, which rely on more localised manufacturing, so they can modify or customise to local marketing performance. Johanson and Wiedersheim-Paul (1975) assume that highly standardised products seem to have easy access to the international market to sell largely on price. Moreover, Ozsomer et al. (1991) point out that the degree of marketing standardisation is significantly higher in a wholly owned subsidiary than in a joint venture. Therefore, adopting the standardisation approach to serve the international market is desirable because developing an identical product across national markets can increase the company’s trade (Walters, 1986; Yip, 1989) this lead to the fourth hypothesis. 

H4 The higher the degree of standardisation of the international marketing mix the higher the degree of involvement.

Host country context in relation to the degree of involvement

The Economic Development variable emphasises the extent of development in the host country that makes its market more or less attractive to the MNE.  Nations vary in their per capita income and in other areas such as energy consumption, level of education and infant mortality.  For example, the higher the level of education, the greater the buying power of consumers and the capabilities of local firms will lead the MNE to choose a joint venture entry mode since the country has something to offer (Bell, 1996; Gomes-Casseres, 1989; Kobrin, 1987).

In Third World countries a small minority of the population enjoys a very high income while the majority are poor.  On the other hand, developed countries tend to have a more even distribution of income.  Therefore, when a firm intends to become involved overseas it has to consider the relative level of economic development of the countries involved, as well as the degree of similarity between the market segments in developed and developing countries (Jain, 1989).  In addition, in many developing countries government regulations force foreign firms to choose joint ventures with local firms as a means of controlling the overseas firm.  According to Beamish (1984) foreign firms prefer to form a joint venture over a wholly owned subsidiary whether or not they are required by a host country as a condition of entry.  Therefore, it may be appropriate for firms to locate in developing countries by an acquisition mode or a joint venture, which will help to reduce the effect of cultural differences between the two countries and also increase the firm's experience in the overseas market.  This leads to the following hypothesis:

H5 The greater the degree of economic development in the host market, the higher the degree of involvement.

Cultural Difference: recent studies have measured the cultural difference between the home and the host country with either country cluster (Ronen et al., 1985) or by index (Kogut et al., 1988) or both (Barkema et al. 1996; Bell, 1996). The Ronen et al. (1985) study is based on eight cross cultural studies. The index study is based on Hofstede's (1980) four dimensions of national culture: power distance, uncertainty avoidance, individualism versus collectivism, masculinity versus femininity. 

Dubin (1975) and Davidson et al. (1980) point out that differences in culture between different countries could influence the choice of entry mode, because of its influence regarding the cost and uncertainty of the alternative modes of entry into the overseas market. Shane (1994) finds that cultural distance is associated with higher control entry modes. Other researchers find that there is a negative relationship between cultural distance and the preference for licensing over foreign direct investment. According to empirical studies by Bell (1996) Agarwal (1994) Davidson (1982) Erramilli (1991) Erramilli et al. (1993) and Anderson et al. (1986) international firms will prefer a joint venture over wholly owned subsidiaries when the culture of the host country is different from the firm’s country culture. This leads to the sixth hypothesis.

H6 The greater the cultural differences between home and host country, the lower the degree of involvement in the overseas market. 

Regulations: considered as the orders given by the government for the safety of employees or consumers. Ansoff (1965) noted that international firms involved in overseas markets might face government regulations different from those of the firm’s own country. For example, the attitude toward business could be different as well as the regulations and laws. Researchers who have focused their studies on joint ventures in developing countries consider the relationship between ownership, control and performance (Artisien and Buckely, 1985; Beamish, 1987). Joint ventures are the entry mode that is characterised as being more stable than other type of entry modes, and it might lead to create equal ownership in developing countries. In developing countries the firms tend, in most cases, to have a minority ownership position. This is a result of the regulations in force in these countries (Lee et al. 1995; Beamish, 1985; Franko, 1971). This leads to the seventh hypotheses.

H7 The greater the difference in regulations between the home country and the host country, the lower the degree of involvement. 

Political Risk: Political stability is one of the most important factors considered in the decision to become involved overseas, it can constrain the firm to a limited number of markets or specific type of entry mode (Aharoni, 1966; Basi, 1963). Firms could control the political risk factor by choosing low control modes that help to avoid resource commitment and increase strategic flexibility (Anderson et al., 1986). Nevertheless, a high degree of control is required in foreign markets where there is a combination of high country risk and an accumulation of firm specific assets. A number of empirical studies reveal that in the case of high risk host countries international firms will try to avoid high control entry mode. However, when international firms have a good sales position in the host country then they will select a high entry mode such as wholly owned subsidiary (see Benito, 1996; Gatignon and Anderson, 1988; Kim et al., 1992; Bell, 1996). Others believe that firms will select a high degree of control entry mode in the case of high-risk host countries (see Agarwal, 1994; Agarwal et al., 1992). Furthermore, political instability in developing countries is another threat facing international firms. Chaudhuri (1988) points out that in a politically unstable country and when a large amount of fixed capital is required, international firms ought to select the joint venture mode. This reduces their financial exposure, as well as providing them with the local partner's assistance. This leads to the final hypothesis.

H8 The higher the political risk in the host country, the lower the degree of involvement in the overseas market. 

Research Methods
A questionnaire instrument was constructed using, wherever possible, validated measures of the concepts to serve the aims of this study. The first part of the questionnaire obtained general information about the background of the respondents and their firms. The second and the third parts duplicated each other and requested information on host country details, for two different countries in which the firms have ongoing overseas operations. The two countries were, where possible, selected from two prepared lists constructed so the countries on each list were maximally different in terms of the host country context items. The two country lists were generated from differences in culture and economic development. 

Measurement of the variables 

Table 1 outlines the manner in which the variables were measured.

[Insert Table 1 here]

The study’s information requirements necessitated obtaining respondents familiar with the firm’s international strategy. Further, the respondents needed to be familiar with the home country and the overseas country environments and the impact of the environment upon the firm’s policy. These criteria identify the firm’s Chief Executive Officer as being the most likely respondent. The sample frame used for selecting these firms was obtained from Who Owns Whom (1995/1996), Key British Enterprises (1996) and Kompass (1989/1990). Only firms recently engaged in international marketing were selected. This reduced the target population size to 750 firms of those 700 international UK firms were contacted by telephone in order to enlist their co-operation with the research. A total of 500 of them agreed to receive the questionnaires. Following two sets of mailings, 112 usable completed questionnaires were returned; a response rate of 22.4 %. It was felt that this was a sufficiently large response level to minimise the problem of response bias. 

Findings and Discussion

Table 2 reports the means, standard deviations, and correlations for the dependent variable and the independent variables in the order hypothesised. The correlations between the degree of involvement and the independent variables are for the most part weak and non-significant, with several displaying relationships in a direction contrary to that proposed in the hypotheses. There are four significant correlations (p < .05 or better) between the degree of involvement and competition, market research, degree of standardisation and political risk. Competition and market research have the expected sign, but degree of standardisation and political risk do not have the expected sign. 

[Insert Table 2 here]

Table 3 displays the results of the multiple regression analyses for combinations of the independent variables where the standardised betas are reported. Model 1 captures the effects of the firm characteristics on the degree of involvement. Model 1 is significant at the p < 0. 01 level (F = 9.199, R2  = .26). The coefficients for competition (p < .01), market research (p < .05) and degree of standardisation (p < .01) are significant. The signs on the significant coefficients of competition and market research are as anticipated, but the sign on the degree of standardisation is contrary to that expected.

[Insert Table 3 here]

Model 2 captures the effects of the host country environment on the degree of involvement. This model is not significant (F = 6.816, R2 = .19). There are two variables with significant coefficients, economic development (p < .05) and political risk (p < .01). While economic development has the anticipated sign, political risk does not.

Model 3 is the full model including all the independent variables. The model offers a stronger, multivariate test of the hypotheses and allows examination of how both firm characteristics and host country environment simultaneously effect the degree of involvement. The model is significant at the p < .01 level (F = 8.249, R2 = .40). Individual coefficients for competition (p < .01), low cost (p < .05), market research (p < .01), degree of standardisation (p < .01), individualism (p < .10), power distance (p < .05), uncertainty avoidance (p < .10) and political risk (p < .01) are significant. The signs on the coefficients of competition, market research, individualism and power distance are as anticipated, however, the signs of low cost, degree of standardisation, uncertainty avoidance and political risk are not as expected.

Considering model fit, it may be seen that a model which includes both firm characteristics and host country environment can better explain degree of involvement than can a model that incorporates either set of variables alone. The full model (Model 3) explains an additional 14 percent of the variance in degree of involvement over the model which includes only the firm characteristics (Model 1), and the full model explains an additional 20 percent of the variance compared to the model which just includes host country environment variables.

The hypothesised set of relationships are clearly supported in only two instances, competition and market research, in that the variables are significant with the hypothesised sign in both models in which they are included. 

The findings indicate that when a highly competitive market is encountered, international firms will prefer a high degree of control entry mode such as a joint venture or a wholly owned subsidiary which implies that this will give the firm a better opportunity to deal with the competition (Telesio, 1977). The results accord with the findings of Bell’s study (1996) that a wholly owned subsidiary is preferable to a joint venture when a highly competitive market is considered. However, the findings of this study are also in line with Gomes-Casseres’s (1990) findings which shows that there is a significant relationship between competition and the degree of involvement with regards to the preference for joint ventures. 

Of the four competitive advantage variables, only for the market research variable is there any support for the hypothesised relationship. Overall, however, the findings for the competitive advantage variables indicate little support for the hypothesised relationships. Nevertheless the findings point to the importance of market research to firms seeking to become involved in foreign markets.

There is weak support for the hypothesised set of relationships in three cases, economic development and the cultural variables of individualism and power distance, in that these variables are significant with the hypothesised sign in one of the two models in which they are included.

It is clear that the level of economic development is an important factor for many firms deciding to become involved in foreign markets. There will be a tendency for such firms to prefer a high degree entry mode the more developed the host country. This finding is in line with those of Bell (1996) and Kobrin (1987) who reported that firms prefer to enter developed countries with high degree entry modes (JVs) than they do developing countries. An important reason for this is that local firms in developed countries can offer the entering firm more than local firms in developing countries can in terms of commercial experience and a better educated workforce (Bell, 1996; Gomes-Casseres, 1990). The findings showing a significant negative relationship between individualism and power distance and the degree of involvement supports the view that foreign firms will prefer a lower involvement mode the greater the cultural difference between countries (Davidson et al., 1985; Kogut et al., 1988). Some firms may select a low entry mode such as exporting to avoid the conflict that can be created when cultural difference is great. Other firms may prefer JVs to WOSs when countries entered have a dissimilar culture (e.g. Bell, 1996; Davidson, 1982; Erramilli, 1991; Erramilli and Rao, 1993).

There is no support for the hypotheses involving the remaining set of variables in that either the variables are not significant or else the variables are significant but with a sign that is contrary to that hypothesised. The significant positive association between political risk and degree of involvement is worthy of note. Although the sign is contrary to that hypothesised the literature is somewhat ambiguous about the relationship between political risk and degree of involvement with some arguing that in the case of a high-risk host countries a high degree of control entry mode will be chosen (Agarwal, 1994). The findings of this study would tend to support that view.

Conclusions 

This study examined the relationship between firm characteristics and host country environment on the degree of foreign market involvement. Findings strongly support the hypotheses of a positive relationship between the degree of foreign involvement and the level of competition and the degree of foreign involvement and competitive advantage based on market research. Findings weakly support the hypothesis of a positive relationship between the degree of foreign involvement and economic development and the hypotheses of a negative relationship between the degree of foreign involvement and the cultural variables of individualism and power distance. Other findings do not support the hypothesised relationships.

The relationships were examined with a sample of UK firms and their foreign affiliates. It would be useful to further investigate the relationship between firm characteristics and host country environment on the degree of foreign market involvement using samples of firms from other home countries. Further refinement of some of the variables examined in this study would also be useful, in particular the characteristics of competitive advantage, the measure of economic development and the nature of cultural difference.
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Table 1.  Variable Measures

	Variable
	Measure
	Supporting Literature

	Degree of involvement 


	Involvement in manufacturing know-how; marketing know-how; marketing expertise; R&D resources; R&D personnel; production and marketing personnel and distribution system.
	Kim and Hwang (1992)

	Competition
	Product development, pricing strategy, quality, choice of supplier, wages and labour policy, administration and supervision, organisation and, sharing resources with the overseas market.
	Doz et al., (1981) Porter (1985) Bell (1996) Gomes-Casseres (1990)



	Organisation structure
	The size of the organisation measured by number of employees, sales revenue and market capitalisation, and the level of the authority in the organisation.
	Pugh et al. (1969)

	Competitive advantage
	Identified as a concentration on either low cost, innovation, marketing research or breadth of strategic target 
	Dess and Davis (1984).

	Degree of standardisation 
	Respondents were asked to evaluate the changes that had been made to the features or the ingredients of the product before sending them overseas, for example, product features, quality, brand name, service, distribution, positioning; packaging/labelling and promotional approach.
	Takeuch and Porter (1986) 

Levitt (1983) Sorenson and Wiechmann (1975) Jain (1989)

	Economic development
	GNP per capita (US$), energy consumption per capita, infant mortality per 1000 live births and the percentage of illiteracy aged 15+.
	Bell, 1996

	Cultural difference
	Based on Hofstede’s four dimensions: individualism, power distance, uncertainty avoidance and masculinity 
	Hofstede (1984, 1990)

	Regulation
	The degree to which legal regulation (e.g. health, safety, and technology) in the foreign market is similar to those in the host market.
	Cavusgil et al. (1993)

	Political risk
	Measured according to the instability of the host country political system; the likelihood of host government taking actions to limit the firm's ownership of the foreign venture; the likelihood of the host government constraining the foreign operation by instituting policies with respect to price control and local content requirement. 
	Kim et al. (1992)


Table 2. Means, Standard Deviations and Spearman Rank Order Correlations

	
	Mean
	S. D
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10
	11
	12
	13
	14

	1- Degree of Involvement
	2.297
	.897
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	2- Competition
	3.164
	.761
	.359***
	
	
	
	
	
	
	
	
	
	
	
	
	

	3- Organisation Structure
	2.980
	.535
	-.048
	-.143**
	
	
	
	
	
	
	
	
	
	
	
	

	4- Low cost
	4.50
	.577
	.015
	.236***
	-.139**
	
	
	
	
	
	
	
	
	
	
	

	5- Innovation
	3.257
	.975
	.093
	.026
	-.082
	.107
	
	
	
	
	
	
	
	
	
	

	6- Marketing research
	3.339
	.970
	.148**
	.055
	-.014
	.106
	.386***
	
	
	
	
	
	
	
	
	

	7- Focus
	3.181
	.855
	.019
	-.049
	.026
	.033
	.127*
	-.183***
	
	
	
	
	
	
	
	

	8- Degree of Standardisation
	3.875
	.829
	-.390***
	-.266***
	.017
	-.054
	-.227***
	-.075
	-.104
	
	
	
	
	
	
	

	9- Economic Development 
	2.650
	2.555
	.046
	.082
	.011
	.005
	.115*
	.151**
	.016
	-.142**
	
	
	
	
	
	

	10- Individualism
	64.934
	23.807
	-.039
	.103
	-.043
	-.018
	-.002
	.060
	-.074
	-.050
	.730***
	
	
	
	
	

	11- Power Distance
	53.325
	16.879
	.008
	-.091
	.099
	.050
	-.014
	-.017
	.072
	.006
	-.490***
	-.608***
	
	
	
	

	12- Uncertainty Avoidance 
	60.864
	21.075
	.020
	-.161**
	.051
	.042
	.098
	.132*
	.015
	.000
	-.066
	-.257***
	.493***
	
	
	

	13- Masculinity
	55.907
	16.218
	-.021
	.025
	.110
	-.036
	.035
	.122*
	.019
	-.017
	.207***
	.253***
	-.445***
	-.269***
	
	

	14- Regulation
	2.159
	1.344
	.071
	-.087
	-.009
	.005
	-.081
	.029
	-.106
	-.157**
	.005
	-.097
	.094
	.037
	.001
	

	15- political risk
	1.713
	.788
	.412***
	.185***
	-.002
	.132*
	.101
	-.001
	-.041
	-.293***
	-.326***
	-.332***
	.200***
	-.031
	-.011
	.301***


*     P< .10    

**    P<.05

*** P< .01

Table 3. Results of Regression Analyses

	Variable
	Model 1

Firm Context
	Model 2

Host Country Context 
	Model 3

Full Model

	
	Beta
	Beta
	Beta

	Competition
	.373***
	
	.329***

	Organisation Structure
	.049
	
	.048

	Low cost
	-.094
	
	-.154**

	Innovation
	-.034
	
	-.056

	Market Research
	.155**
	
	.197***

	Breadth of strategic target (focus)
	.062
	
	.065

	Degree of Standardisation
	-.236***
	
	-.168**

	Economic Development
	
	.228**
	.105

	Individualism
	
	-.097
	-.168*

	Power Distance
	
	-.089
	-.199**

	Uncertainty Avoidance
	
	.059
	.126*

	Masculinity
	
	-.009
	-.015

	Regulation
	
	-.089
	-.083

	Political risk
	
	.489***
	.414***

	
	
	
	

	R sq
	.261
	.198
	.402

	Adjusted R sq
	.233
	.169
	.353

	F
	9.199***
	6.816
	8.249***


*     p < .10;    **    p <.05; *** p < .01 
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