
International Journal of Recent Technology and Engineering (IJRTE) 

ISSN: 2277-3878, Volume-8 Issue-4, November 2019 

11029 

 

Published By: 

Blue Eyes Intelligence Engineering 

& Sciences Publication  

Retrieval Number: D5429118419/2019©BEIESP 

DOI:10.35940/ijrte.D5429.118419 

 

Abstract: Digital interactions of Small Medium Enterprises 

(SMEs) in developing countries in regards to the 

internationalisation is not well explored. This research shows how 

the digital communications amongst service providers and SMEs 

enable internationalisation among SMEs. The importance of the 

digital interactions such as social media, online marketing and 

mobile phone afforded the internationalisation. The results 

suggest social media, online marketing and mobile phone can 

speed up the internationalisation when SMEs and service 

providers utilize the digital interactions. In other words, instead of 

using conventional interactions as determinant of 

internationalisation, digital interactions may be an enabler for 

SMEs in regards towards internationalisation. 

 
Keywords : Digital interactions, SMEs, service providers and 

internationalisation.  

I. INTRODUCTION 

Internationalisation has a long history of interest among 

international business scholars with particular interest in 

small and medium-sized enterprises (SMEs) [15], [41]. The 

contribution of SMEs is vital to ensure the stability of the 

national economy and growth of firms [5]. The activities of 

SMEs determine the economic capacity and growth of a 

developing country [5],[47]. Internationalisation creates 

wealth creation [25], innovation propensity [21] and 

expansion of firms [12], [25]. It also enhances the economic 

robustness of all industries, especially in manufacturing and 

knowledge-intensive industries [33]. From the point of view 

of economic development, SMEs contribute to the growth of 

the economy in ensuring stability and trade balance[45],[47]. 

From the perspective of social development, SMEs provide 

employment opportunities and increase the standard of living 

[22],[27],[47]. SMEs are an important group because they 

represent more than 95% of businesses worldwide and 

account for at least 60% of the private sector employment in 

the world [27],[47].  
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Realising the importance of SMEs to the national economic 

and social contribution, the governments in developing 

countries have put in much effort and initiatives to accelerate 

SME development [9],[18],[45]. The efforts and initiatives 

have been channelled to supporting agencies to facilitate 

SMEs in terms of various types of support programmes such 

as business support, advisory services, financial facilities and 

entrepreneurship programmes [6],[16],[33]. The utilisation of 

the entrepreneurship programmes benefit SMEs in terms of 

survival and growth [4],[27]. In fact, most of SMEs in 

developing countries gain advantage from the utilisation from 

various aspects of interaction and the role of supporting 

agencies [32],[33],[44]. This is indicated as the most 

significant networking strategy to assist the 

internationalisation of SMEs [22],[25],[43].  

The role of the network between the service providers and 

SMEs is essential in the internationalisation process [24]. It is 

viewed as a major resource for SMEs to achieve competitive 

advantage and rapid internationalisation [8],[49]. However, 

interaction on the network is limited and there is a need for 

further exploration of the interaction including its 

implications for SMEs [49]. Moreover, leveraging the digital 

interactions such as social media, online marketing and 

mobile phone fosters internationalisation [31],[35],[48]. 

Hence, it is essential to understand the digital interactions 

between SMEs and its network, particularly for the service 

providers with respect to internationalisation. 

The study utilises DART principles as a dimension of the 

interaction which consists of dialogue, access, risk assessment 

and transparency [34]-[36]. The use of the ideas is to facilitate 

the digital interactions via rich and -way dialogue among the 

actors involved, to offer get entry statistics in addition to the 

attractiveness and blessings of the dangers and transparency 

inside the internationalisation actions [1],[48]. The principles 

also involve the strategy of symbiosis involved in active 

digital interactions, engagement and the inclination to act 

[38]-[39]. As such, it appears to provide useful principles to 

apply in this paper. 

A key objective of this paper is to explore how SMEs interact 

through digital with their internationalisation process in terms 

of access to and actual use of supporting agency network 

resources as suggested by Oparaocha [33]. In addition, the 

paper aims to understand how SMEs derive value from 

network relationships with supporting agencies. Specifically, 

this paper focuses on the role of supporting agencies with 

regard to the internationalisation of SMEs. Thus, this paper 

attempts to contribute to the current literature concerning 

institutional networks for the internationalisation process of 

SMEs.  
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II. LITERATURE REVIEW 

Studies of the internationalisation of SMEs are important as 

the multinational enterprises (MNEs) for both give significant 

contributions to the country [41]. The existing studies largely 

emphasise on the MNEs in terms of their resources, 

technology adaptations, strategies, organisational capacities 

and capabilities [7],[11],[29]. Much of the 

internationalisation research relates to MNEs with much less 

knowledge of how SMEs are engaged through digital 

interactions to enable internationalisation. Nowadays, 

information technology is essential to facilitate people as well 

as for advantage to enable SMEs towards internationalisation 

[25],[47]. Yet little is known about how SMEs utilising the 

digital interactions to interact with the service providers to 

assist them in securing a position in the foreign market 

[29],[35]. The SMEs differ from MNEs from the point of 

view of their specific liability of smallness such as limited 

resources, lack of foreign market knowledge and being 

sensitive to external challenges [47]. Internationalisation 

consists of dealing with the challenges and barriers that 

decelerate the process of internationalisation as SMEs are 

characterised as having limited resources as well as a lack of 

capabilities and capacities [40],[47]. Developing 

internationalisation strategies is relevant for SMEs to prepare, 

plan and organise their resources to overcome the challenges, 

to be able to compete and to sustain themselves in the global 

market [19],[41],[47]. It is essential to increase productivity 

and maintain activity in the global market in order to 

contribute towards the economy [19],[21],[40]. Hence, 

sufficient resources are essential for SMEs to adapt to the 

foreign market business environment for acquiring 

competitive advantage and to speed internationalisation 

[5],[7],[22]. Therefore, SMEs should be able to rely on the 

supporting agencies to effectively mitigate the liabilities of 

smallness as well as to help to overcome the challenges and 

barriers [14],[33]. 

The supporting agencies in developing countries acting as 

service providers play a pivotal role to facilitate SMEs for 

survival and growth [4],[14],[16],[27]. The objectives of the 

service providers are to provide support functions to 

encourage cross-border venture and to improve commercial 

enterprise achievement both regionally and internationally 

[20],[23],[29]. The service providers are proactive in their 

efforts to support the involvement of SMEs in international 

commercial enterprise as a means of now not simplest making 

sure the survival of local industries, but also promoting 

economic balance and worldwide competitiveness 

[18],[27],[29]. The service providers are not driven by profit 

motives as most of them are funded by the government [4],[6]. 

Their benefits are contemplated within the common increase 

of SMEs, the enterprise area, and the local or countrywide 

economic system [8],[9]. The facilities and programmes 

offered by most of the developing countries are 

entrepreneurship programmes, financial support, 

technological advancement, business contracts and customer 

service [4]-[7],[17]. 

A. The dimensions of interactions 

The Dimensions of the interactions contains of dialogue, get 

admission to, threat assessment and transparency which might 

be together called the DART Principles [1],[34]. These 

interactions are well known as the marketing actors between 

firms and customers for the purpose of new product 

development and new marketing strategies [36]-[39]. The 

interactions allow the actors to be involved in the engagement 

platforms through simple principles which focus and share on 

their experience [50]. The interactions eventually increase 

knowledge and resource sharing beneficial to the actors 

involved in the engagement platform [36]-[39]. 

The first principle of DART is dialogue. Dialogue is set 

shared verbal exchange and equality getting to know. It 

entails empathic know-how based on experiencing and 

recognising the studies of individuals as emotional, social and 

cultural [23],[36]-[39]. Prahalad & Ramaswamy suggested 

dialogue as "implies interaction, in depth engagement and the 

capability of actors’ willingness to act on both sides". It calls 

for a deep expertise of the perspectives of man or woman 

experiences that can't be completed without lively 

communication and sharing of views on what is meaningful to 

people [36]-[39],[48]. Engaging individuals on their phrases 

and gaining knowledge of at the side of them is set nurturing 

lively conversation as all people evolves in their fee needs and 

studies [51],[52].  

Beyond a willingness to change, meaningful talk additionally 

requires the actors to have on the spot and timely get entry to 

to centers and assets that can facilitate extra evocative 

statistics and trade of ideas with the alternative actors 

[20],[23]. Thus, get entry to, the second element of the DART 

precept enables communicate and requires the actors to 

optimise when, where, and the way they can create cost. 

Access is about gaining information in the assemblage system 

about the experiences of others, contextual data, tools, 

expertise, skills, and creativity of other actors [1],[35],[42]. It 

allows the actors to guide their own experiences and 

experience value by means other than ownership [23], 

[36]-[39]. If the actors were unable to access the critical 

information needed, the interaction would be ineffective [50]. 

Risk assessment, the 0.33 DART precept, recognises that talk 

and open get admission to hold the actors partly chargeable 

for the consequences of the system of interaction [1],[37]. 

Effective chance assessment affords consumers with whole 

and accurate statistics about the costs and advantages of their 

contributions, thereby facilitating knowledgeable selections 

about the dangers related to the service change [37]. The 

fourth and final component of the DART model is 

transparency in operations and information exchange. This 

building block is a compulsory prerequisite for dialogue and 

information access. Information is the key component of 

transparency [36]. Transparency implies visibility in the flow 

of information based on events that underlie interactions in 

the engagement system [23],[50]. Interactions need to be 

transparent in order to better access information and 

knowledge, engage in meaningful conversation, and to be 

able to assess risks and rewards [42]. In other words 

transparency means trust-building, openness and 

communication [1]. Individuals reluctant to disclose vital 

information without the element of trust and will just maintain 

their own opinions [1],[2]. 

B. Digital Interactions and Internationalisation of SMEs 

Networks have a significant impact on SMEs, such as 

reducing information asymmetries, accessing opportunities 

and resources, advising and 

offering learning experiences. 

SMEs develop networking 
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through which they get admission to various resources of 

knowledge via internationalisation that is frequently related to 

precise advantages including get right of entry to global 

networks and the potential to leverage those benefits to 

expand possibilities [7],[32],[43],[44]. SMEs might also 

make the most their networks and their companies tend to 

behavior their commercial enterprise in networks, as having 

the functionality to act in a network is critical [14],[16]. 

Through network, SMEs may have comprehensive 

interactions particularly with the supporting agencies to 

leverage internationalisation [32],[33]. 

The success of the digital interactions in the marketing field is 

adopted in this study for the internationalisation of SMEs. 

The utilization of information technology and digital is 

important for service and delivery system [13],[46]. The 

digital interactions allows the service providers to understand 

the limitations of SMEs with respect to internationalisation 

and in exchange SMEs can benefit from the facilities and 

programmes provided [3],[45]. By identifying interactions 

between the supporting agencies as service providers and 

SMEs as the service recipients, the services contain all the 

data that is required by both parties to play a role in building 

trust and to facilitate interactions [48]. SMEs gain resources 

in the service exchange in terms of the necessary programmes 

and initiatives from the service providers [6],[25]. Hence, the 

interactions allow SMEs to gain resources from the aspect of 

knowledge and financial requirements for internationalisation 

[16],[17].  

First, the interaction initially starts with the dialogue 

dimension [1],[37],[42]. In this study, the need for 

communication and interaction between the service providers 

and SMEs is critical to establish successful and meaningful 

dialogue. The dialogue occurs in two-way and open 

interactions which allow SMEs and service providers to 

openly share information about the nature of each 

organisation and to exchange ideas. The second dimension 

gives both actors access to inside information and encourages 

them to express their impressions. The information given 

includes the source of tools, expertise, infrastructure, 

knowledge and skills. Third, the effectiveness of risk 

assessment allows SMEs to have a clearer understanding of 

the facilities and programmes provided by the service 

providers. Thus, SMEs will therefore be able to better assess 

the potential risks and benefits of the facilities and 

programmes. Lastly, transparency demonstrates the integrity 

and commitment of SMEs to open-mindedness, yet leaves 

open the possibility of further opportunities for 

internationalisation. 

III. METHODOLOGY 

The pilot study is conducted to be qualitative, with the aim to 

explore the effects of digital interactions between SMEs and 

service providers on internationalisation among SMEs. The 

methodological design and procedures were based on 

Merriam proposals, emphasizing on constructing a 

conceptual framework about the studied phenomenon based 

on the multiple case qualitative study [22].  

Three criteria of the SMEs were set. First the selection of 

SMEs manufacturing as defined by Malaysian National SME 

Development Council (NSDC) based on the annual sales 

turnover of between RM250,000 to RM25 million and 

number of employees of between 5 to 150. Second, SMEs 

engaged in internationalisation are at least exporting. On the 

other hand, to get in-depth understanding on the 

internationalisation in the developing country context, it is 

important to include the level of relationship with the service 

providers in providing the facilities to the SMEs. Thus, third 

criteria aim for SMEs to have at least utilized single facility 

from the service provider. Dyadic interviews were conducted 

with two structures of SMEs owner and the service providers 

as showed in the Figure I. Two sets of dyadic interview were 

conducted which contain two SME owners and two officers 

from service providers to see whether digital interactions will 

enable internationalisation among SMEs.  

Figure I: The structures of dyadic interview 

 

 
 

This study introduces two structures to illustrate the nature of 

dyadic interview [10],[30]. Firstly, obtain responses from the 

SMEs to examine experiences pertaining to the 

internationalisation. Secondly, in order to capture full 

understanding, the exploration is also held from the service 

providers who provide facilities to the SMEs. Table I 

illustrated the aspects of the semi-structure questions for 

SMEs and the service providers which are based on the 

internationalisation among SMEs. 

Table I: The aspects of semi-structure questions for SMEs 

and Service Providers 

 
The secondary data such as company annual report, website, 

newspaper column, Facebook, blog, Instagram and relevant 

photos were also used for the data collection.  Finally, data 

analysis was made in two stages. First, within case where each 

case was analysed separately and secondly, cross case where 

comparison of similarities and differences were analysed 

between the cases [28]. 

A. Conceptual Framework  

The conceptual framework is proposed as Figure II. The 

digital interaction involved in this study is between the service 

providers and SMEs with respect to internationalisation. The 

digital interactions are facilitated by four dimensions of 

interaction which consist of dialogue, access, risk benefit and 

transparency [36]-[39]. These four dimensions occur in the 

interactions platform which means both actors need to engage 

actively to generate outcome geared towards 

internationalisation.     
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Fig. II: Digital Interactions between Service Providers 

and SMEs Concerning Internationalisation 

 

IV. RESULT AND DISCUSSION 

A. Within case analysis 

Company A is a Malaysian manufacturing industry producing 

jelly drink and operating in Selangor. It was founded in 2008 

and currently employs 30 people. The company obtains 

numerous support and facilities from various service 

providers such as Majlis Amanah Rakyat (MARA), SME 

Bank, SME Corporation Berhad, Credit Guarantee 

Corporation (CGC), Malaysian Agricultural Research and 

Development Institute (MARDI), Tekun Nasional and 

Malaysia External Trade Development Corporation 

(MATRADE) since it’s inception. The support and facilities 

received are in the form of financial and credit assistance, 

business grant, marketing and market research and advisory 

services. The company initially exported in 2017 when the 

owner decided to serve foreign market after participating in 

the export promotion programme organized by MATRADE. 

According to the owner, the decision to export offered some 

opportunity and greater profitability for the company. To 

date, company A has exported to three foreign markets. With 

regard to the internationalisation, the owner acknowledged 

the support and facilities that enabled the company to 

internationalise. The interactions allow the dialogue, 

assessing the information and determining the risk and benefit 

while being transparent in digital interactions, eg, WhatsApp, 

Facebook and emails which facilitated the SMEs in making 

fast decision by reducing bureaucracy and barriers. The 

executives of service providers confirmed the usage of digital 

interactions to communicate with the SMEs in providing the 

facilities. The digital interactions also contribute significantly 

to the effectiveness and efficiency of communication as 

compared to the conventional interactions. 

Company B is also a Malaysian manufacturing industry and 

located in Selangor producing spices product. The company 

was founded in 2006 and had only received e-Trade facility 

from MATRADE in 2018. Currently, company B consists of 

10 employees in sales and marketing, and 10 in administration 

and production. According to the owner, the exporting 

activity began in 2018, stimulated by e-Trade facility. 

According to the MATRADE executive, e-Trade is the 

international e-marketplace facility that assists SMEs to 

market their product. According to the owner, the decision for 

her to export by using online marketing was strongly 

influence by its network. To date, company B has successfully 

export to ten foreign markets through e-Trade. The digital 

interactions involved between company B and service 

provider are through WhatsApp, company website interactive 

forum, Facebook and Messenger. The interactions involved 

for company B are dialogue, access the information and 

benefit in utilizing the e-marketplace and transparency in 

marketing the spices product to the customers.     

B. Cross case analysis 

Table II presents a summary of data collection and main 

findings of the case studies which shows how SMEs in 

Malaysia interact with the service providers on getting 

facilities afforded by the digital interactions on 

internationalisation.  

 

Table II: Cross case analysis 

 

 

 

V. CONCLUSION 

This study discusses the digital interactions between service 

providers and SMEs with respect to internationalisation. The 

digital interactions utilise the four dimensions of interactions 

which represent dialogue, access, risk benefit and 

transparency. In summary, dialogue occurs between both 

actors to exchange data and information. Then SMEs allow 

the service providers to access further knowledge at the 

individual and the level of the firm. Both actors are further 

cleared to assess the risk gaining through dialogue and access 

while transparency refers to information sharing which is 

compulsory for both actors to be open and trustful in the 

exchange of information. The service providers and SMEs are 

engaged in an interactive platform and this produces 

implications for internationalisation. The digital interactions 

assist SMEs to gain resources from the facilities and 

programmes provided by the service providers for rapid 

internationalisation. On the other hand, the service providers 

gain a better understanding of the barriers and challenges 

faced by SMEs to provide appropriate and comprehensive 

programmes for the survival and growth of SMEs for 

internationalisation. Future studies can expand this research 

to test empirically the conceptual framework to gain insight as 

to how the digital interactions are formed in structured and 

comprehensive networks between the service providers and 

SMEs.   

 



International Journal of Recent Technology and Engineering (IJRTE) 

ISSN: 2277-3878, Volume-8 Issue-4, November 2019 

11033 

 

Published By: 

Blue Eyes Intelligence Engineering 

& Sciences Publication  

Retrieval Number: D5429118419/2019©BEIESP 

DOI:10.35940/ijrte.D5429.118419 

REFERENCES 

1.   Albinsson, P. A., Perera, B. Y., & Sautter, P. T. (2016). DART Scale 

Development : Diagnosing a Firm’s Readiness for Strategic Value 

Co-creation. Marketing Theory, 24(1), 42–58.  

2.   Alves, H., Mainardes, E. W., Alves, H., & Mainardes, E. W. (2017). 

Self-efficacy , trust , and perceived benefits in the co-creation of value 

by consumers benefits. International Journal of Retail & Distribution 

Management.  

3.   Astuti, N. (2018). Strategies for successful entry of Bandung case 

study : Little Bandung in Korea. International Business Review, (July 

2017).  

4.   Ayob, A. H., & Freixanet, J. (2014). Insights into public export 

promotion programs in an emerging economy: The case of Malaysian 

SMEs. Evaluation and Program Planning, 46, 38–46.  

5.   Ayob, A. H., & Senik, Z. C. (2015). The role of competitive strategies 

on export market selection by SMEs in an emerging economy. 

International Journal of Business and Globalisation, 14(2), 208–225. 

6.   Azudin, N., & Norhashim, M. (2018). Marketing Malaysian 

enterprises in Brazil: What is the government doing? Journal of 

Fundamental and Applied Sciences, 1–11. 

7.   Bai, W., Holmström-Lind, C., & Johanson, M. (2018). Leveraging 

networks, capabilities and opportunities for international success: A 

study on returnee entrepreneurial ventures. Scandinavian Journal of 

Management, 34(1), 51–62.  

8.   Bembom, M., & Schwens, C. (2018). The role of networks in early 

internationalizing firms : A systematic review and future research 

agenda. European Management Journal.  

9.   Boddewyn, J. J. (2015). International business – government relations 

research 1945 – 2015 : Concepts , typologies , theories and 

methodologies. Journal of World Business.  

10. Caldwell, K. (2014). Dyadic interviewing: a technique valuing 

interdependence in interviews with individuals with intellectual 

disabilities. Qualitative Research 

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

entrepreneurial and capabilities perspective on early and rapid 

internationalization. Journal of International Business Studies, 46 (1): 

3–16. 

12. Coudounaris, D. N. (2018). Typologies of internationalisation 

pathways of SMEs: what is new? Review of International Business and 

Strategy, 28(3–4), 286–316.  

13. C. Roda, J. Thomas. (2003). "Digital Interactivity. Introduction to the 

first international workshop"; Proceedings International Symposium 

on Information and Communication Technologies, 399 - 402 

14. Felzensztein, C., Ciravegna, L., & Robson, P. (2015). Networks, 

Entrepreneurial Orientation, and Internationalization Scope: Evidence 

from Chilean Small and Medium Enterprises. Journal of Small 

Business Management, 53, 145–160.  

15. Fernhaber, S. A., Gilbert, B. A., & McDougall, P. P. (2008). 

International entrepreneurship and geographic location: An empirical 

examination of new venture internationalization. Journal of 

International Business Studies, 39 (1): 2–24. 

16. Haddoud, M. Y., Jones, P., & Newbery, R. (2017). Export promotion 

programmes and SMEs’ performance: Exploring the network 

promotion role. Journal of Small Business and Enterprise 

Development, 24(1), 68–87.  

17. Idris, A. & Saad, M.N, (2019). The relative effects of Entrepreneurial 

Characteristics and government support on the internationalisation and 

performance of Malaysian SMEs, 13(1), 53-73. 

18. Ismail, M. R., & Zakaria, Z. (2018). The Effects of Entrepreneurship 

Orientation , Government Support and Internationalization on 

Malaysian SMEs Performance The Effects of Entrepreneurship 

Orientation , Government Support and Internationalization on 

Malaysian SMEs Performance. International Journal of Academic 

Research in Business & Social Sciences, 8(7), 453–468.  

19. Knight, G. A., & Liesch, P. W. (2015). Internationalization : From 

incremental to born global. Journal of World Business.  

20. Kohtamäki, M., & Rajala, R. (2016). Theory and practice of value 

co-creation in B2B systems. Industrial Marketing Management, 56, 

4–13.  

21. Kraus, S., Niemand, T., Angelsberger, M., Mas-tur, A., & Roig-tierno, 

N. (2017). Antecedents of International Opportunity Recognition in 

Born Global Firms. Journal of Promotion Management, 23(3), 1–21.  

22. Kujala, I., & Törnroos, J.-åke. (2018). Internationalizing through 

networks from emerging to developed markets with a case study from 

Ghana to the U . S . A . Industrial Marketing Management, 1-15.  

23. Leavy, B. (2014). Interview Venkat Ramaswamy – how value 

co-creation with stakeholders is transformative for producers , 

consumers and society. Strategy & Leadership, 42(1), 9–16.  

24. Leite, Y. V. P., de Moraes, W. F. A., & Salazar, V. S. (2016). 

Expressions of Relationship Networking in International 

Entrepreneurship. Journal of International Entrepreneurship, 14(2), 

213–238.  

25. Lindsay, V., Rod, M., & Ashill, N. (2017). Institutional and resource 

configurations associated with different SME foreign market entry 

modes. Industrial Marketing Management, 66(July), 130–144.  

26. Line, N. D., Runyan, R. C., Gonzalez-padron, T., & Gonzalez-padron, 

T. (2018). Multiple stakeholder market orientation : a 

service-dominant logic perspective of the market orientation paradigm. 

Academy of Marketing Science. 

27. Md Yatim, N.H, Che Rusuli, M.S, Md Yatim, N.A. (2019). The effect 

of government intervention on the sustainable competitive advantage 

among SMEs in Malaysia.International Journal of Modern Trends in 

Business Research, 2(8), 15-22. 

28. Merriam, Sharan B. Qualitative Research: A guide to design and 

implementation. Jossey-Bass. San Francisco. 2016 

29. Mohamad Ridhuan, M. D., Ismail, A. H., Juhaida, R., & Md. Noor, R. 

(2018). SME’s Internationalization Initiatices: Business & Growth 

Strategy, ICT and Technology. International Journal of Accounting, 

Finance and Business, 3(12), 63–75. 

30. Morgan, D.L., Ataie, J., Carder P. & Hoffman, K. (2013). Introducing 

Dyadic Interview as a method for collecting qualitative data. 

Qualitative Health Research, 23(9), 1276-1284. 

31. Morgan, T., Obal, M., & Anokhin, S. (2018). Customer participation 

and new product performance : Towards the understanding of the 

mechanisms and key contingencies. Research Policy, 47(2), 498–510.  

32. Odlin, D., & Benson-rea, M. (2017). Competing on the edge : 

Implications of network position for internationalizing small- and 

medium-sized enterprises. International Business Review, (2016).  

33. Oparaocha, G. O. (2015). SMEs and international entrepreneurship: 

An institutional network perspective. International Business Review, 

24(5), 861–873.  

34. Prahalad, C. ., & Ramaswamy, V. (2004). Co-creation Experiences: 

The Next Practise in value creation. Journal of Interactive Marketing, 

18(3), 5–14.  

35. Qian, G., Li, L., & Qian, Z. (2018). Interactions Among Factors 

Driving and Inhibiting the Early Internationalization of Small, Young 

Technology Enterprises. Management International Review, 58(2), 

251–280.  

36. Ramaswamy, V., & Chopra, N. (2014). Building a culture of 

co-creation at Mahindra. Strategy & Leadership, 42(2), 12–18.  

37. Ramaswamy, V., & Ozcan, K. (2013). Strategy and co-creation 

thinking. Strategic Management Journal, 4–11.  

38. Ramaswamy, V., & Ozcan, K. (2015). Brand Value Co-Creation in a 

Digitalized World: An Integrative Framework and Research 

Implications Venkat. International Journal of Research in Marketing.  

39. Ramaswamy, V., & Ozcan, K. (2018). What is co-creation ? An 

interactional creation framework and its implications for value 

creation. Journal of Business Research, 84(September 2016), 

196–205.  

40. Reuber, A. R., Knight, G. A., & Liesch, P. W. (2018). International 

entrepreneurship : The pursuit of entrepreneurial opportunities across 

national borders. Journal of International Business Studies, 49(4), 

395–406.  

41. Ribau, C. P., Moreira, A. C., & Raposo, M. (2016). SME 

internationalization research: Mapping the state of the art. Canadian 

Journal of Administrative Sciences.  

42. Schiavone, F. (2014). Extending the DART model for social media 

Concetta Metallo and Rocco Agrifoglio. International Journal of 

Technology Management, 66(4), 271–287. 

43. Schweizer, R. (2013). SMEs and networks: Overcoming the liability of 

outsidership. Journal of International Entrepreneurship, 11(1), 

80–103. 

44. Senik, Z. C., Scott-Ladd, B., Entrekin, L., & Adham, K. A. (2011). 

Networking and internationalization of SMEs in emerging economies. 

Journal of International Entrepreneurship, 9(4), 259–281.  

45. Shamsuddoha, A. K., Ali, M. Y., & Ndubisi, N. O. (2009). Impact of 

government export assistance on internationalization of SMEs from 

developing nations. Journal of Enterprise Information Management, 

22(4), 408–422. 

 

 

 

 

 

 



 

Digital Interactions and Internationalisation of Small, Medium Enterprises  
 

11034 

Published By: 

Blue Eyes Intelligence Engineering 

& Sciences Publication  

Retrieval Number: D5429118419/2019©BEIESP 

DOI:10.35940/ijrte.D5429.118419 

 

 

 

 

46. Shiv Kumar, (2012),"Use of computer, internet, and library OPACs 

among rural and urban postgraduates in Indian universities", OCLC 

Systems & Services, Vol. 28(3), 144 - 163  

47. Tan, A., Brewer, P., & Liesch, P. (2017). Rigidity in SME export 

commencement decisions. International Business Review, (March), 

1-11.  

48. Tossavainen, J. (2016). Co-create with stakeholders : Action research 

approach in service development. Action Research, 1–18. h 

49. Turkina, E. (2018). The importance of networking to entrepreneurship: 

Montreal’s artificial intelligence cluster and its born-global firm 

Element AI. Journal of Small Business & Entrepreneurship, 30(1), 

1–8.  

50. Vargo, S. L., & Lusch, R. F. (2017). Service-dominant logic 2025. 

International Journal of Research in Marketing, 34(1), 46–67.  

51. Venkat, R., & Ozcan, K. (2014). The Co-Creation Paradigm. 

Carlifornia: Stanford University Press. 

52. Xie, K., Wu, Y., Xiao, J., & Hu, Q. (2016). Value co-creation between 

firms and customers : The role of big data-based cooperative assets. 

Information & Management, 53(8), 1034–1048.  

 

AUTHORS PROFILE 

 

Azlina Mohamad currently in the fifth semester of PhD 

majoring in International Entrepreneurship at Azman 

Hashim International Business School, University 

Technology of Malaysia.  

 

 

 

Dr Adriana Mohd Rizal is a Senior Lecturer in Azman 

Hashim International Business School, University 

Technology of Malaysia. 

 

 

 

Assoc. Prof. Dr Rohaida Basiruddin is a Senior 

Lecturer in Azman Hashim International Business 

School, University Technology of Malaysia. 

 

 

 

Dr Suzilawati Kamaruddin is a Senior Lecturer in 

Azman Hashim International Business School, 

University Technology of Malaysia.  

 


