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The impact of Business Associations on business internationalization: APPICAPS case

Abstract

Organizations today have to adapt to the complex global market of today.
Internationalization stands today as a dominant strategy to fulfil business goals and gain

value differentiation.

Business Associations (BAs) are platforms who ensure internationalization strategies

through an organized structure created to assist their associates.

This study aims to understand the impact and influence that BAs on their member’s

business internationalization.

Based on a case of a BA, APICCAPS, in the Portugal shoe sector, the author intents to

comprehend how, when, why does someone reach for BA’s.

It is a fact that BAs have an important role in business internationalization; therefore the
author saw the lack of study on this phenomenon as a gap, an opportunity to understand

and share a Portuguese case in a valuable sector.

Keywords: Internationalization process, Networks, Business Associations, internationalization
strategies
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1. Introduction

In a global and competitive economy, organizations face complex challenges. They
have the need to rethink their strategies to obtain competitive advantage in the market.
Internationalization is one of the most dominant strategies to organizations in order to
expand their businesses. In the last three decades, the management studies had
developed a variety of models. In the present dissertation, three internationalization
models are examined: the original Uppsala Model (Johanson & Vahlne, 1977), the
Internationalization and the network model of 1988 (Johanson and Mattsson, 1988) and
the revisited Uppsala Model (Johanson & Vahlne 2009). They all lay on the
Internationalization process theory (Johanson and Vahlne 1977; 1990) built up on the
incremental process of a firm’s experiential learning in foreign markets to explain
incremental accumulation of commitment to foreign markets.

Relevant to the significance of Internationalization models is the emergence of entities
such as BA’s. BA’s are known for their work in international fairs and assisting their
members, providing strategies for the development of their businesses.

BA’s are membership organizations engaged in promoting the business interests of their
members. These associations typically perform activities that would be excessively
costly or time-consuming for an individual company to perform by itself, including
lobbying, information gathering, research, and setting industry standards.

Some literature sees BAs has a weak structure; they are comprehended as having a
negative effect on the functioning of markets because of their group behaviour and as
incompetent in wealth creation (Greenwood, 2002; Jordan, 1998; Olson, 1965).

On the other hand, Richard F. Doner and Ben Ross Schneider (2000) comprehend that
there are three organizational essential and interrelated factors which affect institutional
strength: high membership density, extensive benefits and effective internal interest’s

mediation. BAs have a strong institutional strength due to its group interest effort.



1.1. Research Background

Nowadays, Portugal is focusing his attention more and more on the shoe industry. The
country has always been excellent in the shoe industry, but the truth is that the general
population is not completly aware of this phenomena. In the last decade, due to
APICCAPS and other associations, the shoe industry has become very popular and the

national production as well.

The author found a gap which became the focus for this study. Considering that
Portugal exports 95% of its production and that APICCAPS is a very dynamic,
contemporary and notorious association, the author considered relevant to study this

association.

The author did not find any academic paper on this relation between internationalization
and BAs. This topic has not been explored and the real impact that one has on the other

is undefined to the author. This was the main drive to research in this field.

1.2. Problem Area and Purpose

In the first place, the main body of literature focuses essentially on the
internationalization concept itself, trying to explain how an internationalization process
works, which factors affect its success and its evolution throughout the years. Many of
the articles (Johanson & Vahlne, 7977; Johanson & Mattsson, 1988; Johanson &
Vahlne, 2009) reviewed focused on establishing the definition of internationalization,
showing the different internationalization processes. There was also literature on BA, its

legal limitations and its business credibility.

The author could not find literature on any kind of relation between internationalization
and BAs. There are many papers on the relation between Internationalization and

Networks and BAs and Networks.

As a result, the problem area that this thesis addresses is the current gap in
relevant academic and practice-oriented research on BAs and their role in the

contemporary world. It also attempts to understand the lack of in-depth research on a



The impact of Business Associations on business internationalization: APPICAPS case

business model analysis on how to successfully internationalize the members of the
BAs. Thus, the purpose of this thesis is to provide an in-depth analysis by investigating
the case of a successful BA and subsequently drawing conclusions and

recommendations from it.

1.3. Contributions to the Business Association World

This dissertation aims to contribute to the academic community, the associations and the
management practice. The academic contribution lies on the research of the relation
between internationalization and BAs, by transferring existing knowledge on the

internationalization process to the BA’s business model.

The author further contributes practically by providing an in-depth analysis of a

successful association.

Finally, the author provides information on how to internationalize empowering the
association role and showing the importance of business models, networks, and
existing internationalization processes. Summing up, this thesis contributes in
several ways the fields of management, strategy as well as international business to

equal extents.

1.4. Thesis Outline

The first chapter of the thesis introduces the topic, provides an overview of the

Shoe industry in Portugal and the rest of the world.

Chapter two investigates the existing theory on Internationalization processes and the
evolution of theories throughout the years and the existing theory on BAs, its history,

delimitations, credibility and relation with markets, members and networks.

Chapter three describes the methodological approach for this study by examining

the APICCAPS case study and its internationalization processes.



The forth chapter shows the information and data gathered by the author through
primary as well as secondary research. It also presents the analyses of these findings,

and answers the posed research questions.

Chapter five concludes the thesis, the role APICCAPS plays in the member’s
internationalization process, by explaining the main limitations of this study and

providing suggestions for future research.

Chapter 1: INTRODUCTION

Chapter 3: METHODOLOGY

Chapter 4: THE APICCAPS CASE

Chapter 5: CONCLUSIONS

Figure 1 Thesis Outline

10
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2. Literature Review

In this chapter the author will present three internationalization models: The Uppsala
Internationalization model of 1975 (Johanson & Vahlne, 1977), the Internationalization
and the network model of 1988 (Johanson & Mattsson, 1988), and the recent version of
the 1975 model made in 2009 (Johanson & Vahlne, 2009). This chapter will be
concluded with a concise description of the evolution of these processes towards new

findings and new requirements.

2.1. Internationalization processes

2.1.1.The Uppsala internationalization process model

The Uppsala Internationalization process model is based on business network research
and has two sides: the first is that markets are networks of relationships in which firms
are linked to each other in various ways and to a considerable extent. The second is the
fact that relationships offer potential for learning, building trust and commitment; both
of which are preconditions for internationalization.

The Uppsala model is a process that has two central issues: how organizations learn and
how their learning affects their investment behaviour. This internationalization process
develops the relation between the knowledge growth on foreign markets and an

increasing resources commitment.

In 1975, Johanson and Vahlne introduced an internationalization process model based
on the empirical observations gathered in studies on internationalization issues, result of
Sune Carlson’s initiative to launch an international business research program at the
University of Uppsala in the early sixties.

The Uppsala model is a theory that explains how firms gradually intensify their
activities and involvement in foreign markets, based on empirical data from the
researchers’ studies. It showed that Swedish firms developed their international

operations in incremental steps instead of making large-scale production investments.

This model was developed under the influence of the behavioural theory of the firm

(Cyert and March, 1963; Aharoni, 1966; Carlson, 1966), on the theory of the growth of
11



the firm (Penrose, 1959) and on the incremental decision-making process (Carlson,

1966).

According to international business literature of that time, firms should choose the ideal
mode for entering a market by analysing their costs and risks based on the market

characteristics, taking into consideration their own resources (Hood & Young, 1979).

However, after analysing Swedish companies, Johanson and Vahlne (1977) noticed that
the process started by exporting, and subsequently there would be a formal entry
through deals with intermediaries, i.e. agents who represented the companies in the

foreign market.

Afterwards, as soon as sales grew, they would replace their agents by their own sales
organization; as sales grew more and more they began manufacturing in the foreign
market to overcome the trade barriers that were still in place in the post-World War 11

era - this internationalization pattern dimension is called establishment chain.

Psychic distance is defined as the factors that make it difficult to understand foreign
environments and it is based on the fact that firms tend to enter new markets with
successively greater psychic distance. In most cases with a greater geographical
distance. “The psychic distance concept relates to the expansion over countries as it
predicts that firms first enter markets that are culturally and geographically proximate
to the home market and gradually expand into countries characterized by successively

greater cultural and geographic distance.”(Johanson & Vahlne, 1977)

The larger the psychic distance the larger the liability of foreignness. However due to
insufficient knowledge and experience, firms tend to go first to markets that they can

most easily understand.

“...the sum of factors preventing the flow of information from and to the market. These
include differences in language, education, business practices, culture, and industrial

development.” (Johanson & Vahine, 1977)

The less a firm understands a market the greater the psychic distance and the perceived
uncertainty; therefore companies enter markets they understand, where they can see

opportunities and observe little uncertainty. The best way to achieve these two factors,

12
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according to the Uppsala model, is through experiential knowledge, a kind of

knowledge which is acquired through personal experience in a specific market.

The second concept mentioned in the model is the establishment chain, which is divided

in four different stages:

Export Sales

through sulsefeey Production
agent

No regular

export

Figure 2 Establishment chain from the Uppsala model (Johanson & Vahine, 1977)

The model describes the establishment chain as a series of steps towards
increased commitment of the firm in a foreign country. “The establishment chain
concept relates to the development within a market as it refers to the assumption that
firms initially employ entry modes with low resource commitments and then step up to
modes requiring greater commitment and risks.” (Johanson & Vahlne, 1977). As
experience with foreign operations grows, uncertainty is reduced which results in more

commitment;

“...First, the firm strives to increase its long term profit. Second, the firm tries to keep
the risk-taking at a low level. Third, the efforts to obtain the first two assumptions are
made at all levels of the firm. Fourth, the state of the internationalization affects
perceived opportunities and risks, which in turn affect commitment decisions and

current activities.” (Johanson & Vahline, 1990)

The establishment chain goes from no regular export or sporadic export, to active
exports through an independent representative or an agent in the country. As sales
experience grows the company finds subsidiaries for sales in the foreign country and the

last step is to place production in the foreign country.

The last step is “The first real investment comes with the third stage, which
involves setting up a dedicated sales subsidiary of the firm in the foreign country

to handle sales directly. Often, this sales subsidiary is a previous agent. The last

13



stage in the establishment chain is the establishment of the production unit, which
Johanson & Vahline, in their study, describe as often being set up to produce for

local or regional markets.” (Jonsson & Choudhury, 2009)

These four concepts are divided into two groups: state aspects and change aspects. The
four concepts are linked and affect each other, as well as dependent on each other’s
existence. “The underlying logic is that the firm starts with a certain level of knowledge
of the foreign market and with a certain amount of resources committed to that market.
This state influences the changes that the firm will make concerning its current
commitment to the market and consequently to its current activities. Then, these
alterations in the change aspects will cause the state aspects to alter.” (Johanson &

Vahlne, 1977)

STATE ASPECTS CHANGE ASPECTS
Market Commitment
knowledge decisions
Market i Current
commitment activities
L A 0 A

Figure 3 State and Change Aspects from the Uppsala Model (Johanson & Vahlne, 1977)

The state aspects refer to certain degrees of market knowledge and market commitment
that the firm has at different levels in the internationalization process. The change
aspects refer to an on-going process of current business activities and current

commitment decisions.

Therefore, “Market knowledge and market commitment are assumed to affect decisions
regarding commitment of resources to foreign markets and the way current activities
are performed. Market knowledge and market commitment are, in turn, affected by
current activities and commitment decision” (Johanson & Valhne, 1990)

14
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The State aspects are market commitment and Market knowledge:

Market commitment is the resources committed to foreign markets and it is composed
of two factors: the amount of resources and the degree of commitment. The amount of
resources is seen as the size of the investment that may include marketing, organization,
personnel and other areas. The degree of commitment depends on how difficult it is to
find uses for the resources in question, the more difficult and the higher the
specialization of the uses, the higher the degree of the commitment. (Johanson &

Valhne, 1977, in Johanson & Associates, 1994)

Market knowledge is described as the knowledge of foreign markets and operations
possessed by the firm at a given time. It consists of general knowledge and market-
specific knowledge, and both are needed when entering, making commitments to a
market. This last type of knowledge can be acquired through experience in the specific
market, whereas general knowledge can be taught and transferred from one market to

another.

“...its business climate, cultural patterns, structure of the market system, and, most
importantly, characteristics of the individual customer firms and their personnel.”

(Johanson & Valhne, 1977)

There are two distinctive forms of how the firms obtain knowledge; it can be acquired
through objective knowledge that can be taught, or through experiential knowledge that

can only be learned through personal experience.

In this model knowledge makes it possible to perceive and formulate opportunities. The
Uppsala model suggests a direct relation between market knowledge and market
commitment. Knowledge here is seen as human resources, and the better knowledge a
firm has the more valuable it becomes and consequently the firm will have a stronger

commitment to a specific market.

Johanson and Vahlne, 2009 believed that the “... original model is based on the
assumption that developing knowledge is fundamental to a firm's internationalization,
and in particular that knowledge that grows out of experience in current activities

operations is crucial to the learning process.” (Johanson & Vahlne, 2009)

15



The Change Aspects are divided in two concepts, current activities and commitment
decisions:

Current business activities are important four three reasons: first of all it is through
these activities that the firm gets its main source of experience, moreover it is through
experience that the firm can perceive opportunities that may lead to market
commitments. The firm can gain experience through the hiring of personnel with
experience, through advice from outside the firm or through taking over another firm

that has experience.

Although experience is needed, it is not always easy to hire experienced personnel, or to
find the right advice. This means that although this is a very important issue it’s very

hard to get hold of and can therefore slow down the internationalization process.

Second, there is often a gap between activities and the consequences, and often the
desired consequences only happen when the activities are realized continuously over

time. The longer the gap, the more resources are needed, the higher the commitment.

The third reason is if the activities are highly production-oriented or if activities have a
low need for interaction between activities and the market environment, the easier it will

be to start new operations which are not incremental additions to the current activities.

Commitment decisions consist in the decisions to commit resources to a market.
Decisions are made in response to problems and opportunities. However the awareness
of these problems and opportunities are dependent on experience from activities. The
decisions are also dependent on the existing market risk and the existing market

uncertainty.

The existing market risk is composed of existing market commitment and existing
market uncertainty. Again, the more the firm knows about the market the lower the

uncertainty and market risk will be.

16
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2.1.2.Internationalization and the network model of 1988

Johanson and Matsson (1988) developed a model of internationalization (figure 4).

For these two authors, (1988) “the internationalization of the firm begins with the fact
that the internationalizing firm initially is engaged in a network which is primarily
domestic. According to the network view, internationalization means that firms develop

business relationships in networks in other countries.”

This model is seen as a process in which relationships are continuously established,

developed, maintained and dissolved with the plan of achieving the company’s goals.

Johanson and Matsson (1988) have identified four stages of internationalization: the

early starter, the late starter, the lonely international and the international among others.

Degree of internationalization of the netwaork

k4

E
‘o
£
- Low High
] 'g
S
=
= ] The early The later
P £ starter starter
"
]
=
i
E
[
(=]
;; High The lonely The international
o international among others
=i
L

Figure 4 Internationalization and the network model (Johanson and Matsson, 1988)

A firm’s strategy is characterized by the mission to minimize the need for knowledge
development, minimize the need for adjustment and explore established network
positions.

For an early starter it can be problematic to fulfil the above named demands, since the
firm is the first to develop a network. The firm can follow the Uppsala model if both the

degree of internationalization and network is low.

17



For the lonely international, the biggest challenge is to coordinate the international

activities.

The problems that the late starter faces are related to the dependency of the firm on
other players that already exist within the network. Other firms might try to delay the
firms” entrance into the international market.

The international among others, operates within an internationalized network, in which
differences between countries decrease over time. Examples of this stage are mergers,

joint ventures and alliances.

2.1.3.Business network model in Uppsala’s model

This model was develop in 2009 by Jan-Johanson and Jan-Erik Vahlne, and is the result
of the revision of the Uppsala model, taking in count the importance of networks in the
internationalization process. Considering that “...network relationships have an impact
on foreign market selection as well as on the mode of entry in the context of on-going

network processes.” (Johanson & Vahlne 2009)

The 2009 business network model has, with the 1977 Uppsala model, two sets of

variables: state variables and change variables that affect and are dependent on each

other.

STATE ASPECTS CHANGE ASPECTS
Knowledge Relatlgnshlp
opportunities commitment

decisions

e G

osition ' ng
i Trust-building

Figure 5 State and Change Aspects from Business network model (Johanson & Vahine 2009)
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The model structure is the same as the Uppsala. The difference is that the authors added
“recognition of opportunities” to the “knowledge” concept, considering opportunities to

be the most important element of the body of knowledge that drives the process.

“As some types of knowledge are not accessible to everyone, and are instead confined
to network insiders, a strong commitment to partners allows firms to build on their
respective bodies of knowledge, making it possible for them to discover and/or create

opportunities.” (Johanson & Vahlne 2009)

Another variable is “network position”, that was considered in 1977 as “market
commitment”. Now it is assumed that the internationalization process is pursued within
a network.

In the change aspects the authors change “current activities” to “learning, creating, and
trust-building”, to make the outcome of current activities more explicit.

Current activities explained that the daily operations play an important role and lead to
increased knowledge, trust and commitment. By using “learning, creating, and trust-
building”, the high levels of knowledge, trust, and commitment in a relationship results

in a more efficient creative process.

“Relationships are characterized by specific levels of knowledge, trust, and commitment
that may be unevenly distributed among the parties involved, and hence they may differ

in how they promote successful internationalization.” (Johanson & Vahlne 2009)

The last change variable is “relationship commitment decisions”, which has been
adapted from the original model, by adding “relationship”, to clarify that the

commitment is to relationships or to networks of relationships.

“This variable implies that the local firm decides either to increase or decrease the
level of commitment to one or several relationships in its network.” (Johanson &

Vahlne 2009)
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2.1.4. Conclusion

As times change, the demand and the market changes as well. Many criticisms were
made to the original model mainly based on the conviction that the companies

behaviour had changed since 1977.

Some examples are companies that sometimes jump over stages in the establishment
chain (Hedlunf & Kverneland, 1985); firms start to internationalize soon after being
established (Oviatt & McDougall, 1994); and the internationalization process proceeds
more rapidly now (Oviatt & McDOugall, 1994; Zahra, Ireland & Hitt, 2000). Also the
order in which companies enter foreign markets no longer correlates with psychic
distance (Madsen & Servais, 1997). Joint ventures and strategic alliances are models

that are much more commonly used today than previously.

The model described above has been adapted to the new internationalization needs and

to the new tendencies over the years.

Nowadays many companies expand through online services, which means that many
entities were not able to adapt their company to the Uppsala Model (Nordstrém, 1991;
Forsgren, 1989).

Online market entry costs are comparatively much smaller than their offline
counterparts. Setting up a website and developing appropriate functionality can be
costly, but the cost fades compared to setting up an international line of physical retail
locations. Other repercussion is to find local suppliers and all the other necessary steps
needed to complete a traditional internationalization process. Furthermore the internet
has allowed multinationals to simplify the consumer targeting process: instead of using
regional outlets they now have the possibility of assembling the global consumer base
into one virtual location. This new arena of modern business has also entailed a new
pool of competitive advantages. Traditional advantages such as manufacturing assets
and employee expertise has not lost its significance, but it is complemented by new
specific online resources. Consumers can view a commercial and seconds later be in a

virtual location, which allows them to instantly purchase the product or service.
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2.2. Business Associations

In this chapter the author will explain BA’s structure, historical context, the relation
with members, the market and reputation. The author will also name the different types

of BAs, organizational features, institutional strength and the network connection.

2.2.1.Business Associations structure

A trade association, also known as an industry trade group, BA or sector association is
an organization founded and funded by businesses that operate in a specific industry.

An industry trade association participates in public relations activities such
as advertising, education, political donations, lobbying and publishing. But the main
focus is collaboration between companies, or standardization.

“The potential benefits of associations to government are that they offer an enhanced
level of compliance with regulations, lower administrative costs of regulation, and
better designed regulations to take account of technical and market developments by
maximizing the tacit knowledge available through associations” (Bennett, 1997).
Associations may offer other services: producing conferences, networking, charitable
events, offering classes or educational materials. Many associations are non-profit
organizations governed by laws and directed by officers who are also members.

In sum, “Business Associations are organizations that operate in between markets and
politics connecting these to each other through representation, rulemaking and
information. “ (Fries, 2008)

Most of the literature on BAs considers that their operations and activities are either on
the political or market system. However some authors show how relevant it is to be in
between.

In 1986, Hutt, Mokwa and Shapiro tried to define political economy framework in order
to explore what they called a parallel political market place. These three authors suggest
that marketers needed to know more about the nature of powerful external stakeholders,
such as regulatory agencies and trade associations, so they could do favourable
agreements with these. In order to understand markets, researchers needed to understand

the nature of decision making on this parallel marketplace.
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Because of this role, between market and politics mentioned before, Liv Fries (2008)
considers that BAs can be referred as boundary organizations, notion that was initially
described by Guston (1999, 2000). It exists at the frontier of two relatively different
worlds of politics and science, and possesses three general characteristics:

First, they have distinct lines of responsibility to both sides of the boundary, to science
and politics or society. Second, they encourage participation of stakeholders on both
sides of the boundary. Third, they create opportunities and incentives to create

boundary, to pursue their interests both collaboratively and independently.

2.2.2.Neocorporativism and business association

In the eighties, a stream of research called neo corporativism started to appear. Within
this stream, the interest in BAs was growing strongly because there were organizing
societies in a new way. Streeck and Schmitter (1985) believe that it was in the 60s and
70s in the Western societies, which emerged concepts such as systems of interest
arrangements accommodation and policy concentration. With this, along came the
markets, community and hierarchy that lead to a new way of governance.

Private interest signified that markets were governed by associations rather than by state
or pure competition - this concept is very close to self-regulation.

Researchers observed since the early studies that association’s structures tend to be very
sensitive to the actual distribution of power in a policy area in a state, which conducted
to the variation of BA’s organization between countries, regions and political systems.
With the development of the European Union, came a wide range of EU-level BAs; but
it was predicted by EU researchers that national associations would become less
powerful (Wilts & Quittcat, 2003). As a matter of fact, internationalization was
transforming BAs, but each one of them changes according to the structure they belong
to.

For instances, in a European level, by the influence of EU, BA’s shaped each other in a
loop; consequently they become dependent on each other’s and on the nation they are
active in. This means that BAs have politically and structurally more important role in a

more benevolent type of country.
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2.2.3.Relation between Business Association and the associates

And how do BAs represent members? The representing process may shape firms as
well. Jutterstrom (2004), in a study, concludes that interests are created during, and as a
result of the representation process. This means that the actors have to adapt both to
each other and to their political agenda.

The associations have to adapt to two different structures, which they depend on, at the
same time: the political will and the need to represent all members. In other words,
associations have to define their member’s interests and combine them with the political
will. If not, they may end up losing their members interest or being seen as an extension
of the government.

Because of these opposed logic, Bennett, (1997) suggested the replacement of
membership logic to logic of services: interest representation and services of different

kinds.

2.2.4.Business association’s reputation

BAs do not have the best of reputation. They are seen as having a negative effect on the
functioning of markets, because of their group behaviour and as incompetent in wealth
creation (Greenwood, 2002; Jordan, 1998; Olson, 1965).

As a matter of fact, there are problems in keeping agreement, due to problems of low
density of membership and high option out. Other issues are instability over time, a lack
of balance in the form of representation by associations of different types or sizes of
businesses.

Olson (1965) explains the poor macro-economic performance as a group of interest
problem, and sets the UK twentieth century example, which had a good post war
economic performance because of the interest-group infrastructure destruction.
Williamson (1996) believes that BA emerges when transactions are characterized by

uncertainty, frequency, and asset specificity.
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Doner and Schneider (2000) based on these concepts, argue that BA’s contribute to the
economic development and puts pressure on the government; it will tend to an effective

and uncorrupted administration. Even so, BA’s are extremely corruptible.

Streeck and Schmitter (1985), Grant (1987), Lanzalaco (1992) and Sadowski and Jacobi
(1991) demonstrate that BAs, particularly voluntary ones, are subject to a process of

endemic fragmentation under-resourcing and diversity that limits their effectiveness.

As an example, “Greenwood analysed 28 different factors and the strongest associated
to with a high degree of governability of an association were: a highly specialized
mission, the high degree of governability (in relation to members), that the association
was active in a domain with high degree of overcapacity, had a common enemy, a high
degree of regulation, a low threat of exit and/or were active on a European market.”

(Fries, L. 2008)

2.2.5.Business associations, membership and the market

Regarding memberships, BAs are again dependent of their members, but usually these
aren’t dependent on the associations.

As a matter of fact, the choice of membership is voluntary. The individual or business
can join, remain or break anytime they want without any repercussions, allowing to act
independently (self-supply), contracting a third party (outsourcing), and joining a
different association or not acting at all.

One the other hand it is recognized in BAs, an organizational and institutional strength
which attracts members to join.

BA’s have a considerable power over their members, by encouraging them to achieve
certain goals, goals which would be difficult to achieve without the help of them, by
changing their member’s preferences or behaviour.

Such associations are economic and political institutions, which shape incentives,

payoffs and strategies.
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“Our definition of strength thus emphasizes an association’s institutional capacity to
induce members to commit resources and abide by association rules and decisions

designed to further collective goals.” (Doner & Schneider, 2000)

The theoretical literature recognizes two categories of demand for associations (Olson
1971, Streeck and Schmittter 1985, van Waarden, 1991): the logic of services and the
logic of influence.

The logic of services, as the name says, it’s an association service oriented, with
individual and specific demands, where the services response is towards individual
business requests and enquiries. This category allows the association to contribute to the
member’s competitiveness, by filling a market niche and become a business service
company.

The role of a BA’s on the logic of interest category is to act collectively on behalf of all
members” interest.

The logic of interest associations has a collective orientation and a poorly-resourced
body, due to the greater proportion of income that is raised by low fees and lack of
dependency.

Relatively to competitiveness, this type of association contributes by provision of
collective services, such as industry standards, codes of conduct and branding of quality
control, etc. One of the positive aspects is that in a collective service, when one business
receives the service, others cannot be excluded from their benefits.

Streck and Schmitter (1985), Grant (1987), Sadowski and Jacobi (1991), Lanzaloco
(1992), van Schendelen (1993) concluded that associations simply based on the

influence logic, tend to be endemically small and fragmented.

2.2.6.Specific and collective services associations
Both collective and specific associations have an important role on the contribution of

SME (Small and Medium Enterprises) competitiveness. This provides a unique

relationship with their members, a unique access to businesses trust and provides also
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high tacit knowledge skills. Specific services also allow their members to have
information advantages and high quality advice of other services.

Bennett (2006) observed that “...trade associations can offer collective advantages by
reducing individual business risk and ‘orientate the views’ of individual’s "towards a
collective attainment of common goals’. They can foster 'the development of trust-based
inter-firm relations and be a back-up structure which ensures the validity of commonly
acceptable (and accepted) norms for technical properties of products of their quality
standards and arbitration.”

Lane (1997) claimed that trade associations, in general (specific and collective
services), influence buyer-supplier relations in five different ways to benefit
competitiveness: 1) disseminating and enforcing a stock of commons rules and norms;
i1) disseminating technical knowledge within the sector; iii) providing knowledge about
individual firms that allows them to be assessed as potential customers or suppliers; iiii)
representing the concerns of the sector to government.

These factors lead to the stimulation of ethical codes and the development of mutual

trust, which benefits individual and sector competitiveness.

2.2.7.Business Associations and Networks

After understanding the existing types of associations, it is interesting to know how
these interact through networks.

Blackburn (1990) and Curran and Blackburn (1994) suggest that there is a wide range
of networks - from the compulsory (example: contracts within the supply chain) to
voluntary (relations of individual businesses to their associations).

The use of this relation will change, depending on the condition of the business, growth
or decline. These types of networks are often informal and personally based.

There is another view on these networks, pointed by Granovetter’s (1973), that has been
drawn also the attention of Bryson and Daniels (1998). This observation differentiates
networks relations between “weak ties” and “strong ties”. They consider that very broad
networks of weak ties, originating from remote contacts may be more important to an
SME than the strong ties provided by the government policy initiatives Business Links.
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In this context, associations perform an important role for the development of weak ties
within a network of collective "trust’. This means that BA’s are judged on the costs and
benefits of the services that they deliver, specially their effectiveness and the quality of
their services.

“It can be concluded that networks are a crucial factor on an association success,

“«

considering that associations their selves are a network therefore, “Networks may thus
facilitate associations, and associations may facilitate networks. However, it appears
that most associations (local or sectorial) are an element of networks, are no
themselves a free-standing network, and exist primarily to serve very specialized

business needs or services niches.” (Bennett, 1997)

2.2.8.Business associations, the government and the market

Bennet (1997), defines that “BAs are collective bodies that are intermediary between
individual business action and state action. As such they are one of a number of
organizations that may influence the development of individual businesses and the

wider competiveness of a nation.”

For Campbell, Hillingsworth and Lindberg(1991) industries shift between different
governance structures, due to economic and technological changes; this shapes and
influences the members.

Fligstein (2001) defends that market structure is a result of a process, a process that has
a historic past. Thereby, the market structure is a result of the evaluation of how the
problem of creating a market was solved, and how the stability in particular market was
ensured.

Lane and Bachman (1995) claim BAs have beneficial influence on SME
competitiveness. This depends on how associations are organized and how their role is
defined by both, the state and their firms.

Thereby a BA orientation, in which they interface with the state, is what influences the
effectiveness of individual SME’s, their economic development of a company as a

whole.
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Streck (1991) concluded that the level of state organization or regulation affects the
extent of association development and effectiveness.

It is visible why BAs are relevant for the government and the markets. They are
representing actors and because they provide standards, offering market advice,
information and providing a network of cooperation.

Although many associations’ activities are designed to improve the functioning of both
state and markets, these should be evaluated separately.

It is known that associations contribute to economic performance. This contribution can
be divided in two types: market-supporting and market-complementing activities.
Associations can strengthen the market functioning through market-supporting; by
supporting the provision of basic public goods (property rights and effective public
administration), which are provided by the state, so that contributions of associations
come indirectly through pressure on public officials.

Market-complementing is undertaken by many BAs that attempt to overcome various
types of market limitations activities. This involves a direct coordination among firms to

reconcile interdependent production and investment decisions.

2.2.9.0rganizational features and institutional strength

BAs have a significant institutional strength and organizational features.

Although it is mentioned as a feature, it is rare to find BAs with significant institutional
strength. There are a few, especially those engaged in market-complementing activities.
By promoting new technologies, BA’s aren’t pressuring their members to adopt these
technologies, but on the other hand, by providing information and technical assistance,
they influenced the member’s decisions on investing in new technologies.

Richard F. Doner and Ben Ross Schneider (2000) concluded that there are three
organizational and interrelated factors which affect institutional strength: high
membership density, extensive benefits and effective internal interest’s mediation.
“Associations with one of these three attributes may be somewhat stronger than those
with none, but it is the synergy between the three that builds real capacity.” Doner &

Schneider, 2000
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Usually and as mentioned before, one of the biggest problems for BAs is the fact that
the members can leave the organization at any time without any cost. Therefore there
are cases, especially when Associations have crucial benefits to offer to members only,
the membership becomes valuable and exit becomes costly. Although the member
becomes powerless at the same time, the Association guarantees standards and thereby
reputation. Therefore, high density, valuable selective benefits and effective internal
mediational enhance institutional strength.

Doner & Schneider (2000) stated that “associations with a great deal of institutional

capacity and abundant resources usually undertake a larger range of different

’

activities.’
Business . s
o R —— Internationalization
Associations

Knowledge

Figure 6 The impact of BA in the internationalization process

The author can conclude that the role of BAs in the internationalization process is

mainly due to know how, market knowledge, networks and network positioning.
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3. Methodology

This chapter summarizes the methodology used to respond to the main goal of this
study, by describing first the Research Strategy, the Unit of analysis, the Case Study
Selection and the Framework analysis. The chapter is concluded by presenting the

research limitations.

3.1. Research Strategy

The problem area of this study lies in a rather unexplored field of BAs and their impact
in internationalization processes; the author did not find any available literature
considering this phenomena. On the other hand the author had access to literature on
BA’s and in internationalization processes alone.

In order to establish this link between the two main keywords, the author focused on

how and why these two concepts are linked.

For this study it was chosen a qualitative approach. The qualitative approach was used
to answer main questions, such as “how” and “why”” do BAs impact internationalization
processes.

The qualitative research literature has two main streams: “definite” and “sensitizing”
approaches (Blumer, 1954; Coffey, 1996). A sensitizing approach implies that
researchers start with a broad outline of their topic, narrow down research
questions throughout the empirical data collection and analysis.

Holmes and Solvang (1997) also argue that a qualitative study enables researchers
to gain deep knowledge and understanding of the study subject, rather than to
analyse many subjects superficially.

Therefore, "Qualitative research is a situated activity that locates the observer in the
world. It consists of a set of interpretive, material practices that make the world visible.
These practices transform the world. They turn the world into a series of
representations, including field notes, interviews, conversations, photographs,
recordings, and memos to the self. At this level, qualitative research involves an

interpretive, naturalistic approach to the world. This means that qualitative researchers
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study things in their natural settings, attempting to make sense of, or to interpret,
phenomena in terms of the meanings people bring to them." Denzin & Lincoln (2000)

Throughout the duration of the study, the author made use of this iterative
sensitizing approach. Hence, the initial research questions have constantly been

revisited and refined when new findings occurred.

The qualitative analysis was made through interviews to the APICCAPS spokesperson,
and quantitative through surveys and data analysis given by APICCAPS demonstrating
the results rates.

Mixed methods research (the combined wuse of quantitative and qualitative
methods in the same study) is becoming an increasingly popular approach in some
discipline fields. The overall purpose and central premise of mixed methods is that the
use of quantitative and qualitative approaches in combination may provide a better
understanding of research problems and complex phenomena than either approach alone
(Creswell and Plano Clark, 2007).

Greene, Caracelli and Graham (1989) defined mixed methods research designs as those
that include at least one quantitative method (designed to collect numbers) and one

qualitative method (designed to collect words).

3.2. Unit of Analysis: Case Study

To be able to respond to the author’s study main goal, a case study was choose as
research strategy. In order to support the study, a sample was needed to be chosen out of
all the BAs the author had contact with over the years. It should be also taken into
consideration that the author does not belong to any kind of associations. Therefore, it
had to resort to other people, to provide information and still, this dissertation consists

in a contemporary phenomenon in a real-life context.

A case study is an empirical inquiry, where the main focus is on a contemporary
phenomenon within its real-life context, which contains many variables of interest;
multiple sources of evidence; theoretical propositions to guide the collection and

analysis of data. Yin (2003)
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The author chose a case study strategy because "Case study research is a heterogeneous
activity covering a range of research methods and techniques, a range of coverage
(from single case study through carefully matched pairs up to multiple cases), varied
levels of analysis (individuals, groups, organizations, organizational fields or social

policies), and differing lengths and levels of involvement in organizational functioning."

Hartley (2004)

There are different categories of case study. Yin (2003) defines three categories of case
study: Exploratory, Descriptive and Explanatory. However, Stake (1995) added three
more categories: Intrinsic, Instrumental and Collective:

1) Exploratory happens when there is no or very little knowledge on the research
direction, ii) Descriptive is when there is a need to describe a phenomenon, iii)
Explanatory answers often to questions of how and why by investigating their
interrelationships in depth, iv) Intrinsic is used when the researcher has the interest in
the case, v) Instrumental tries to understand more what is obvious to the observer and

vi) Collective is when more than one case study needs to be analysed.

Robert Stake (1998) points out that crucial to case study research are not the methods of
investigation, but that the object of study is a case: “As a form of research, case study is
defined by interest in individual cases, not by the methods of inquiry used”. Other
researchers, such as Robert Yin (1994), place more emphasis on the method and the
techniques that constitute a case study.

Yin (2003) describes the case study methodology in the following steps:
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Yin (2003, figure 1) describes three main steps: 1) define and design, ii)

prepare/collect/analyse and iii) conclusion.

Yin (2003) also proposes three conditions for the design of the case study: i) The type
of research question posed, ii) the extent of control an investigator has over actual
behavioural events, and iii) the degree of focus on contemporary events.

Importance of having protocol is especially noted in the multiple case study research,
which is not the case in this dissertation. The author chose to have only one case study,

because it considers that this case represents a critical test to existing theory.

On the second step, Prepare, Collect and Analyse, Yin (2003) defines three different
stages: Preparation for Data Collection, Distribution of the Questionnaire, and
Conducting Interviews.

This step consists mostly in collecting and executing, once the design of the case study
has been done. Yin (2003) identified six sources of evidence for the case study
research: documentation, archival records, interviews, direct observation, participant

observation, and physical artefacts.

The author in this study used and has access to documentation, direct observation and

interviews.

3.3. Case Study Selection

For this study the author chose as case study APICCAPS BA - Portuguese Footwear,
Components, Leather Goods Manufacturers’ Association. It is a Portuguese BA which
represents the following business sectors: Footwear industry, Footwear components
industry, Leather goods industry (bags, wallets, gloves, belts, etc.) and equipment for
the sectors mentioned above.

This case was chosen for the purpose of this thesis and its transformation during the last
decade. The case provides in-depth material for an appropriate analysis of how the

entire industry has changed during the last decade.
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There are many reasons why APICCAPS was chosen as case study: 1) APICCAPS
work in the last years, 2) campaigns, 3) communication, 4) interaction with other

markets, 5) documentation/access to interview resources.

First, APICCAPS is regarded as one of the most dynamic, creative and reputation to the
general population.

Compared to other BAs, the shoe industry is the biggest and with the most revenue
within the fashion industry and their representatives (BAs).

Second, in a time of crisis as we are going through, APICCAPS has helped to put
Portugal in the international shoe market, seen as a reference in the world.

Therefore it helps the economy and provides more employment mostly within the north

region of Portugal.

3.4. Analysis Framework

In the analytical part, the author followed a combination of inductive and deductive

methods.

First, all empirical data was collected and guided by two frameworks: one introduced by
Johansson & Vale (1977), The Uppsala Model and another introduced by Jan-Johansson
and Jan-Erik Vale (2009) Business network model in Uppsala’s model by as introduced

before.

Export Sales

through o Production
agent

No regular

export

Figure 8 Establishment chain from the Uppsala model (Johanson & Vahlne, 1977)
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Figure 9 The core concepts from the Uppsala model (Johanson & Vahlne, 1977)

As mentioned before, Uppsala business model had suffered a variety of changes trough
out the years. Both frameworks presented above belong to the same model (figure 8-9).
It was develop and remained the same since 1975. Figure 9 is the most recent version of

the model made in 2009.

APPICAPS SHOE COMPANIES

INTERNATIONALIZATION

Figure 10 Case study analysis framework

The framework (Figure 10) will be used to analyse the role of APICCAPS in the shoe
companies internationalization process, by: 1) analysing APICCAPS relation with their
members (shoe companies), ii) studying their internationalization strategies, iii)
analysing each internationalization step and iii) studying the implementation success

and their results in a real life context.
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Implementation

Figure 11 Detailed case study framework analysis

3.5. Data Collection

Since the main focus of this study is to understand how do BAs contribute in the
internationalization of their members businesses. The author decided to interview the
APICCAPS head of the marketing department, the head of CITEVE and the head of
international relations to understand the underlying processes of the internationalization
process. In line with the nature of the research purpose, it was important to
collect data of opinion leaders and, additionally, other actors within the industry.
The author chose to use in-depth interviews as the main method of data
collection for this thesis. This view is supported by Gillham (2005), who points out
that interviews are more flexible and allow a deeper understanding of the topic than
questionnaires. The author also resorted to questionnaires to APICCAPS members to
understand the strategic position towards this association, in order to find out the level

of importance that this association has in the internationalization process.
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Secondary Data

For this study it was used as secondary data, the studies made by APICCAPS on the

shoe sector, social networks, internet information, blogs and non-academic articles.
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4. The APICCAPS case

In this part of the thesis the author will first give an introduction to the case of
APICCAPS. Afterwards it will present the empirical findings gathered throughout the
study. As outlined before, the case analysis follows the Johanson & Vahlne (1977 and
2009) framework, from the Uppsala Model. This chapter summarizes the author’s
findings.

4.1. Case Background

In spite of the serious 2009 economic crisis and the modest European and Portuguese
growth, the import of goods grew over 10%. The footwear exportation alone grew 5%,
fully recovering the previous year’s fall, which allowed the industry to strengthen
employment levels.

The APICCAPS — Portuguese Footwear, Components and Leather Goods
Manufacturers” Association study shows that 2010 was the most favourable year of this

century when it comes to footwear, as can be seen in the following figures.

Business conditions indicators (2000-2010)
Indicadores de conjuntura (2000-2010)
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Figure 12 Business conditions indicators (2000-2010) (APICCAPS, 2011)

39



Portuguese Footwear Industry Trend
Evolugio da Indistria de Calcado Portuguess
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Figure 13 Portuguese Footwear Industry Trend (APICCAPS, 2011)

The footwear industry is the largest contributor to the Portuguese external account.
The Portuguese footwear industry has a strong export vocation, and after the 2009

economic crisis, the trade recovered the export value to 95% of the national production.

During the 90s exports grew faster than imports. The first half of the present decade was
marked by a restructuring of the industry, with the closure of the majority of the big
foreign-capital manufacturing facilities and the greater Asian competition in the main
markets. Therefore Portuguese exports were severely affected, and from 2001 to 2005,
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they fell nearly 30%. During this period, the trade surplus fell by more than a third to

about 850 million euros, roughly the figure seen early in the 90s.

External trade of the Portuguese footwear industry (1991-2010)
Comércio externo da industria portuguesa de calcado (1991-2010)
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Figure 14 External trade of the Portuguese footwear industry (1991-2010) (APICCAPS, 2011)

The shoe industry has been strengthening its already strong orientation towards the
external markets. In 2005 exports corresponded to 88% of the annual production, the
highest ratio ever, when 72 million pairs of shoes were exported, with revenue of 1.250
million of euros.

Portugal exports mainly to Europe, representing 95% of the overall exports.
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Evolucao das exportacdes portuguesas de calgado

Figure 15 Portuguese shoe exportation evolution(APICCAPS, 2007)
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Figure 16 Revealed comparative advantage (2009) —Footwear (APICCAPS, 2011)
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Portuguese main trading partners are highly concentrated in geographic terms in 2010.
96% was directed to the European continent; the exports to outside Europe are

distributed evenly among the other countries.

Africa | Africa

America | América

Asia | Asia

Oceania and Others | Oceania e Outros

Figure 17 Destination of Portuguese footwear exports (value), 2012 (APICCAPS,2012)

Quantity: Thousands pairs Quantidade: Milhares de Pares 2005 % 2009 % 2010 % A10|09  A10|05
France | Franca 15792 24,54% 17 080 26,96% 18714 27,47% 9,57% 18,50%
Spain | Espanha 7788 12,10% 7957 12,56% 12 042 17,67% 51,35% 54,82%
Germa.ny | Alemanha 12 418 19,30% 11 735 18,53% 9 B39 14,47%  -15,99% -20,60%
Netherlands | Holanda 6 200 9,684% 7 308 11,53% 8 485 12,45% 18,15% 36,86%
United Ki.ngdam | Reino Unido 9761 15,17% 5918 9,34% B 315 9,27% 6,71% -35,30%
lta]y | ltalia 563 0,87% 2 480 3,88% 2424 3,56% -1,47%  330.89%
Denmark | Dinamarca 2410 3,75% 1764 2,78% 1601 2,33% -9,23% -33,57%
Belgjum | Bé]gica 1321 2,05% 1 336 2,11% 1482 2,18% 10,94% 12,19%
Switzerland | Suica 509 0,79% 698 1,10% 690 1,01% -1,20% 35,52%
Angola | Angola 370 0,57% B34 1,40% 666 0,98% -24,66% 80,10%
Sweden | Suécia BB 1,34% B61 1,04% 616 0,90% -B83% -28,77%
Russia | Rassia 401 0,62% 445 0,70% 5360 0,82% 25,96% 39,50%
Ireland | Idanda 853 1.33% 5682 0,89% 431 0,63% -23,29% -49,40%
Greece | Grécia 614 0,95% BO7 0,96% 412 0,61% -32,01% -32,80%
United States | Estados Unidos 1 482 2,30% 295 0.47% 402 0,59% 36,18% -72,84%
Norwa}l | Nmuega 250 0,86% 341 0,54% 349 0,51% 2,47% -36,51%
Japan | Japao B0 0,12% 253 0,40% 299 0,44% 18,03% 273,91%
Canada | Canada 482 0,75% 209 0,33% 286 0,42% 37,19% -40,71%
Finland | Finlandia 123 0,19% 258 0,41% 258 0,38% -0,18% 108,89%
Austria | Austria 230 0,36% 196 0,31% 233 0,34% 18,77% 1.07%
Hungary |Hu.ngria B5 0,13% 75 0,12% 197 0,29% 1682,63% 131,03%
Israel | Isreal 7 0,12% 157 0,25% 197 0,20% 25,15% 155.21%
Total | Total 64 344 100.00% 63 346 100,00% 68 133 100,00% 7.56% 5.89%

Figure 18 Portuguese Footwear Exports, Main Buyers (APICCAPS, 2011)



Value: Thousands Euros | Valor: Milhares de Euros 2005 % 2009 % 2010 % A10|09 A10|05

France | Franca 294662  2589% 358775  29,12% 371953 28, 71% 367%  26,23%
Germany | Alemanha 219585  19,32% 229703  28,64% 230884  17,82% 0,51% 5.01%
Netherlands | Holanda 120596  10,60% 166480  13,51% 180296  13,92% 831%  49,50%
United Kingdom | Reino Unido 171666  1508% 111550 9,05% 130293  10,08%  16,80% -24,10%
$pain | Espanha 84 841 7.45% 114455 9,20% 125768 9,71% 988  48,24%
Denmark | Dinamarca 53 236 4,68% 45 258 3,67% 42075 3,25%  -7,03%  -20,96%
Belgium | Bélgica 24 068 2,11% 32 405 2,63% 33 550 2,59% 3,53%  39,40%
Italy | alia 11284 0,99% 26 956 2,19% 32 887 2,54%  22,00% 191,.46%
Sweden | Suécia 18475 1,62% 18173 1,48% 17 562 2,36%  336%  -4,94%
Switzerland | Suica 9049 0,80% 15 483 1,26% 15 84D 1,219 1,029  72,83%
United States | Estados Unidos 31783 2,79% 8009 0,65% 12 010 0,93%  49.95% -62.21%
Russia | Rissia 11 957 1,05% 8345 0,68% 11107 0,88%  33,10%  -7,10%
Angola | Angola 4908 0,43% 13 044 1,06% 10 490 0,81%  -19,58%  113,75%
Irland | Idanda 16 836 1,48% 11 691 0,95% 10 447 0,81% -10,64% -37.95%
Norway | Noruega 11 561 1,02% 8891 0,72% 9 807 0,76%  10,31% -15,17%
Canada | Canada 9582 0,84% 5464 0,44% 8 083 0,629  47,94%  -1584%
Greece | Grécia 10 446 0,92% 11 003 0,90% 1872 0,599  -30,47%  -26,56%
Japan | Japio 3165 0,28% 6558 0,53% 1583 0,59%  15629% 139,61%
Finland | Finlandia 2109 0,19% 1902 0,40% 5183 0,40% 531%  144,78%
Austria | Austria 3803 0,33% 1327 0,35% 4409 0,34% 1,88%  1592%
Australia | Australia 1338 0,12% 1448 0,12% 2 586 0,20%  7856%  93,35%
Israel | Isreal 11986 0,11% 2143 0,17% 2517 0,199  17,47% 110.54%
Total | Total 1138195 100,00% 1232027 100,00% 1295531  100,00% 515%  13,82%

Figure 19 Portuguese Footwear Export Trends, Main Buyers (APICCAPS,2011)
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Figure 20 Consumption of Footwear Consumption by Continent (quantity) 2011 (APICCAPS, 2012)
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Country Pairs (millions) World Share
1 China A 12887 60.5%
2 India T 2209 10.4%
3 Brazil Il 819 3.8%
4 Vietnam Il 804 3.8%
5 Indonesia || 700 3.3%
6 Pakistan | 298 1.4%
7 Bangladesh | 276 1.3%
8 Mexico | 253 1.2%
9 Thailand | 244 1.2%
10 ltaly | 207 1.0%

Table 1 - Top 10 Footwear Producers (quantity) 2011

Figure 21 Top 10 Footwear Producers (quantity) 2011 (APICCAPS, 2012)

APICCAPS estimates that the worldwide production of footwear has reached 21 billion
pairs in 2011. Asia continues to be the powerhouse of the footwear industry, with an
overall share close to 90%. The other continents’ shares have only marginally changed
from the previous year, with Africa showing a slight increase and others minimally

decreasing.

Seven Asian countries are counted among the world’s top 10 producers, a list in which
China’s is the undisputable leader. Brazil is the only non-Asian country among the top 5
producers. In the bottom half of this list, Mexico has exchanged places with Thailand
although they show very similar figures. Italy, the top European producer, just makes it
into the world top 10, with a number of other countries such as Turkey and Iran very

close.

45



Consumption

_— u-_j;{r/,;r///[’

/ B’
,,/// o

South America

North America

Share of Workd Consumption (%)

Chart 2 - Distribution of Footwear Consumption by Continent (quantity) 2011

Figure 22 Distribution of Footwear Consumption by Continent (quantity) 2011 (APICCAPS, 2012)
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Country Pairs (millions) World Share
1 China L 2761 15.9%
2 USA L 2248 129%
3 India T 200 127%
4 Brazil il 740 4.3%
5 Japan Il 697 4.0%
6 Indonesia ll 526 3.0%
7 Germany lll 429 2.5%
8 France l 424 2.4%
9 United Kingdom || 372 2.1%
10 ltaly I 336 1.9%

Table 2 - Top 10 Footwear Consumers (quantity) 2011

Figure 23 Top 10 Footwear Consumers (quantity) 2011 (APICCAPS, 2012)
At the continental level, the consumption is more dynamic with no major changes from
year-to-year. In 2011, Europe and North America yielded some market share to Asia

and Africa, with South America and Oceania holding their positions.

China is the world’s largest market for footwear, in terms of quantity, closely followed
by the USA and India. Compared to the previous year, the USA share showed some
decrease, whereas those of the other two countries increased. In the second half of the
top 10 table there have been some changes in the ranking of European countries, with

Germany and France coming above the United Kingdom and Spain.
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Exportation

Asia is officially the main player in footwear exports with 84% of the world total.

Europe is in a distant second place with 11%.

The remaining players maintain their positions in the export rate.

-
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Chart 3 - Distribution of Footwear Exports by Continent of Origin (quantity) 2011

Figure 24 Distribution of Footwear Exports by Continent of Origin (quantity) 2011 (APICCAPS, 2012)

China alone sells almost three out of every four pairs of shoes exported worldwide and
is followed on the list of the main exporters by its special administrative area of Hong
Kong. However, Hong Kong’s exports maintained the downward trend they have shown
throughout the last decade and are now less than half of what they were ten years ago.
Vietnam, Indonesia, and Thailand complete the group of 5 Asian countries in the top 10
table. The other five top exporters are European, led by Italy, which has a narrow

margin over Belgium and Germany, followed by the Netherlands and Spain.
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Country Pairs (millions) World Share
t china (NI 0170 73a%
2 HongKong || 362 2.6%
3 Vietnam I 316 2.3%
4 Italy [ 229 1.7%
5 Belgium [ 207 15%
6 Indonesia | 206 15%
7 Germany [ 194 1.4%
8 Netherlands | 143 1.0%
9 Thailand | 141 1.0%
10 Spain | 130 0.9%

Table 3 - Top 10 Footwear Exporters (quantity) 2011

Figure 25 Top 10 Footwear Exporters (quantity) 2011 (APICCAPS, 2012)

China represents 38% of the value of all footwear exported worldwide, with another 5%
from Hong Kong. Vietnam, Indonesia and India are the other Asian countries among the
top 15 exporters. Together these five countries represent more than half of the world
total. They are joined by nine European countries led by Italy, which together amount to
31% of world exports and in fifteenth place is Brazil. Italy charges the highest average
export price (45 USD), followed by Portugal (32 USD) and France (30 USD). At the

other end of this scale is China, exporting at an average price of just below 4 USD.

Italy Portugal | France | Romania y Spain 3 4 B Vietnam UK Indonesia [Hong Kong| India Brazil China

T e T T T I T T T I I T

BinEEREs_

Chart 14 - Average Export Price among Top 15 Exporters
Figure 26 Average Export Price among Top 15 Exporters (APICCAPS, 2011)




Rank Country USD (millions) World Share Average Price

1 China 39 374 38.3% $3.87
2 ltaly 10 376 10.1% $45.32
3 Hong Kong 5317 5.2% $14.70
4 Vietnam 5123 5.0% $16.20
5 Germany 4 392 4.3% $22.66
6 Belgium 4172 4.1% $20.16
7 Indonesia 3227 3.1% $15.65
8 Netherlands 2933 2.9% $20.55
9 Spain 2870 2.8% $22.04
10 France 2 409 2.3% $30.18
11 Portugal 2091 2.0% $32.00
12 India 1421 1.4% $12.61
13 United Kingdom 1400 1.4% $15.90
14 Romania 1391 1.4% $24.35
15 Brazil 1296 1.3% $11.47

Table 6 - World Top 15 Exporters in 2011 (Value)
Figure 27 World Top 15 Exporters in 2011 (Value) (APICCAPS, 2012)

4.2. Case Study

APICCAPS — Portuguese Footwear, Components, Leather and Goods Manufacturers’
Association - is a nation-wide BA based in Porto. It was founded in 1975 and represents
the following business sectors: Footwear industry, Footwear components industry,
Leather goods industry (bags, wallets, gloves, belts, etc.) and Equipment for the above
mentioned sectors.

APICCAPS also relies on the participation and the contribution of members and
companies whose area of activity is related to the sectors that it represents.

The organization aims to promote the development of the sectors that represent their

700 members.
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APICCAPS core business is internationalization, studies and communication of an
image of excellence in the shoe sector. It also provides an institutional representation of

the market, information, visibility and prestige, legal support and innovation.

On the other hand, there is CTCP — Centro Tecndlogico do Calgado de Portugal which
complements APICCAPS mission.

Footwear Technology Centre of Portugal, CTCP is a non-profit private organization
founded in 1986 with the incorporation of a footwear quality control laboratory created
in 1981. CTCP was created by Component and Leather Goods Manufacturers
Association (APICCAPS) and two Governmental Institutes of the Portuguese Ministry
of Economy (IAPMEI and INETI).

CTCP main goal isto support technique and technologically the companies of the
footwear sector, by promoting technique and technological training of the human
resources of the companies, the industrial improvement of the product quality and
processes, to prepare and spread technical information to the industry and to carry out

and stimulate investigation works.

The CTCP have their head office, with 3000m?, in Sdo Jodo da Madeira, 30 Km south
of Oporto, and a delegation with 1000m?, located in Felgueiras, 50 Km north of Oporto.
CTCP executes the objectives through the following activities: Physical and Chemical
laboratory tests of raw materials and final products; products certification; CE Marking;
research into new materials, equipment and processes; fitting and comfort analysis;
leather utilization; test methods and standards; environmental and safety consulting;
production and manufacturing consulting; quality certification schemes (ISO 9000,
14000, 18000); training services, professional expertise and teaching resources;
sectorial studies; software development; Information and Communication services;
Protection of Industrial Property; Internet and Professional Database; HSW - Health and

safety at work; .Environment; Design.

APICCAPS also contains two other projects: Portuguese Shoes Design by the Future
and Portuguese Soul.

The Portuguese Shoes Design by the Future project is an institutional programme
created by APICCAPS in 2008. It consists in a campaign which is responsible for

promoting the sectorial and the country’s image internationally. This campaign acts on
51



90 countries, and is presented in fashion fairs, and promotes Portuguese results in the
international press. It also uses as distribution channels 800 international fashion
magazines. APICCAPS also created a complementary brand called Portuguese Soul,
which is a magazine, distributed to thousands of fashion retailers in over 30 countries,
with the mission of promoting the Portuguese work, associating itself with the
excellence of the Portuguese footwear, fashion and cultural offer.
On a semester basis, the Portuguese Soul magazine integrates itself in an image
campaign that is underway in the footwear industry, with support from the Compete
Programme that intends to re-position the Portuguese offer in the international

competitive stage.

The Portuguese Soul magazine seeks to explore the most characteristic aspects that
encompass the Portuguese footwear industry, highlighting the sector’s latest innovations
and events and its protagonists - in the same way that it invites importers from all over
the world to meet the Portuguese reality. Themes based on the Portuguese culture are
used as references on the magazine.

Portuguese Soul further reveals the latest fashion propositions from some of the most
important footwear brands, associating itself to the various collections of notable
Portuguese designers, in the same way it highlights the work of the Centro de Formagao
Profissional da Industria de Calgado’s (The Footwear Industry’s Centre of Professional
Training) modelling and design course graduates. The distribution is made through

APICCAPS clients’ data base, fairs and it’s available in many shops in Portugal.

4.3. Data Analysis

4.3.1.APICCAPS Membership

To become an APICCAPS member there is a small admission process. First of all there
is no joining fee, there is a monthly fee which differs according to the number of
employers that company has. After applying to the membership, the admission
department presents the company to the APICCAPS board for approval. When

succeeded the new member has free access to legislative information, institutional
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representation, newsletters, information on fairs and legal representation. The fairs fee is

considered as an additional service and it is covered by the member.

4.3.2.APICCAPS Services

APICCAPS provides many services which complemented with CTCP services cover

most of the member’s needs.

APICCAPS main areas of action are: Internationalization (fairs, data base, etc.);
Studies; Projects and Consulting; Technical Support; Information; Information and
Communication Technologies — ICTs; Professional Training; National Labour
Agreement; Company reception Areas; Technology, Quality and the Environment;

Innovation.

APICCAPS promotes and encourages permanent innovation, a decisive instrument for
the strengthening of the competitive ability of their companies, by developing projects
in partnership with: CTCP; shoe companies; raw-materials and high technology

producers; science and technology entities; universities.

This Association prepares sectorial studies in the areas of: research; strategy; statistics;
market analysis. APICCAPS develops studies, at the CTCP (The Portuguese Centre for
Footwear Technology), on: diagnostics and auditing of general management as well as
in the areas of technology and the environment; financial and economic viability of
planned investments; technical and technological applied research; environmental

impact, adaptation and efficiency.

APICCAPS offers their members services in a number of different areas, which include:
complimentary legal assistance in labour disputes; information on labour, commercial
and tax law; licensing for industry; incentives related to investment, employment, tax,
etc.; the environment; health, hygiene and safety at work; access to national and
international databases; information on bidding for state contracts; information on

commercial disputes; subcontracting and commercial opportunities.
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APICCAPS produces the following publications: the APICCAPS newspaper (monthly);
quarterly market bulletins; circulars; statistical reports; electronic newsletters.

A APICCAPS promotes a variety of training courses developed by CFPIC (Centro de
Formagdo Profissional da Indéstria do Calcado), which runs professional training
programmes for young people, which aim to graduate, adults and workers in the area of
manufacture of footwear and components. The CFPIC also develops modular training
programmes that can be taken after work, as well as made-to-measure training
programmes for companies. CTCP also promotes and runs courses in training and
professional qualification, both within and between companies in the following areas:
time and motion; organization and industrial management; new production technologies
and new materials; quality management and control; environment and social
responsibility; languages; leadership, teamwork, time management, dealing with the
public (personal development); employment legislation; sales and marketing.

APICCAPS ensures that all areas of the footwear industry are represented during
negotiations with the trades unions for collective agreements relating to employment
contracts, and seeks to create conditions that will allow companies to develop in a
competitive manner, as well as the improvement of the employee’s socioeconomic

conditions.

Social Responsibility has become increasingly important in the world of footwear
manufacture. APICCAPS, which was the first BA to become certified in accordance
with norm SA 8000, aims to promote sustainable development along these lines. The
aims of sustainable development are meant to ally competitively to social responsibility
and to life quality, enhancing progress of the Portuguese footwear industry into the 21st
century.

APICCAPS 1s highly active in supporting and promoting the growing
internationalization of Portuguese companies. Working in close cooperation with the

AICEP, as well as being supported by public entities, APICCAPS promotes a

' SA8000 is promoted as a voluntary, universal standard for companies interested in auditing and
certifying labour practices in their facilities and those of their suppliers and vendors. It is designed
for independent third party certification. SA8000 is based on the principles of international human
rights norms as described in International Labour Organisation conventions, the United Nations
Convention on the Rights of the Child and the Universal Declaration of Human Rights.
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Portuguese presence in approximately 80 foreign trade fairs per year. Considering that
95% of the national production is exported, APICCAPS sets most of their attention on
fairs and on buying and providing data bases from many countries.

APICCAPS regularly organizes trade seeking business missions; APICCAPS organizes

promotional campaigns for Portuguese footwear in foreign markets.

AICEP Portugal Global - Trade & Investment Agency is a government business entity
focused in encouraging the best foreign companies to invest in Portugal and contribute
to the success of Portuguese companies abroad in their internationalization processes or
export activities.

Resulting from the merger between API and Icep, former investment and economic
promotion agencies, AICEP Portugal Global ultimate goal is to promote a competitive

business environment that stimulates the international expansion of our economy.

4.3.3.APICCAPS Framework

Implementation

Figure 28 Detailed case study framework analysis



APICCAPS builds his relation with their members mainly through internationalization.

The internationalization process is made through four initiatives: Fairs all over the
world; a monthly publication called Portuguese Soul Magazine, which represents the
sector in general and Portugal in specific; databases holders; campaign called
Portuguese Shoes Design by the Future which an exquisite image of Portugal all over

the world.

4.3.4.Interviews and Inquiries

To complement the case study analysis the author made three interviews: Carlos Silva
from the Studies and Projects Department, Jodo Maia Director of the Studies and
Projects Department, and Paulo Gongalves, Director of the Communication

Department.

This interview provided a deeper insight on APICCAPS services implementation,
strategy and internationalization process. It was asked 12 questions (APPENDIX 1)
which had the aim to understand the entire process, since the first contact with potential
members to the innovative strategies and the dynamic processes built throughout the

years.

There was also an inquiry made to 17 APICCAPS members which consisted in 7
questions. This inquiry helped the author to understand APICCAPS impact and their

members’ point of view on the internationalization process and strategy success.

How important is APICCAPS in your business internationalization process?

Unimportant

Important

Very
Important

Figure 29 Question 1 — Survey made to APICCAPS members
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In the inquiry made to APICCAPS members, it was asked how important APPICAPS

was, in the internationalization process. 47% of the answers were that it was important,

How does APICCAPS help in your business internationalization?

Sales

Distribution
Channels

Training
Financing

International
Notoriety

Contacts
0% 20% 40% 60% 80% 100%

Figure 30 Question 2 - Survey made to APICCAPS members

The inquiry shows that 64% believe that APPICAPS provides essentially international

notoriety, followed by contacts and financing.

Which are APICCAPS main advantages?

Dynamic

International
Notoriety

Data Bases
Holder

Organized

Know How

(=]
=R

20% 40% €0% 80% 100%

Figure 31 Question 3 - Survey made to APICCAPS members



Which are, in your opinion, APPICAPS major limitations in the internationalization
process.

Financing

Lack of
monitoring
of the process

Few services
available

Lack of
know how

Few
distribution
channels

0%

Figure 32 Question 4 - Survey made to APICCAPS members

20% 40% 60% 80% 100%

The main APICCAPS advantages for their members, is dynamism, with 74%, followed

by international notoriety and organization.

46% answered that APICCAPS main limitation is the ability to provide financing, and

23% the lack of monitoring of the internationalization process.

Which internationalization mechanisms where used in your business before
becoming an APICCAPS assocatie?

Periodical
Publications

Export through
external agents

Sales at
stores abroad

Attendance at
trade shows

Export through
internal agents

(=]

% 20% 40% 60% 80% 100%

Figure 33 Question 5 - Survey made to APICCAPS members
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Most of the companies before becoming APICCAPS associates, were exporting

essentially through external agents and fairs.

After the internationalization process is structured and fixed according to the
established goals (sales, visibility, notoriety, distribution channels, network position,...),
does APICCAPS maintain the same level of benefit towards their members?

Yes

0% 20% 40% 60% 80% 100%

Figure 34 Question 6 - Survey made to APICCAPS members

APICCAPS is considered a benefit for their associates. 81% of the answers believe that

the Association’s job is never over, because of their continuous services which are

beneficial for the members.

Do you consider that APICCAPS should have other
internationalization mechanisms? Which?

Creation of a
business models
focused on the
internationalization
of each Associate

More campaigns /
actions abroad

Increased monitoring
of the process
(project management)

Increased workload
on social networks

Provide shops
to sale abroad

0% 20% 40% 60% 80% 100%

Figure 35 Question 7 - Survey made to APICCAPS members



The inquiry shows that some other internationalization mechanisms should be added to
the process, such as the creation of business models focused on each member’s needs,

more international campaigns and shops abroad.
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5. Findings

The author was able to analyse one interview made to three people from APICCAPS,

five studies on the shoe industry and one inquiry made to APICCAPS members.

From the interviews and observations made from the collected data some principles can

be found on the impact APICCAPS on the internationalization process.

5.1. APICCAPS internationalization process

After analysing both interviews and inquiry, the author was able to conclude that
APICCAPS internationalization process is complete but has few steps. It’s a simple

process which is adapted to the sector’s needs.

As soon as a member is accepted into the association, it has access to all the available
services. The internationalization strategy is mainly focused on the international fairs
and data base, and as secondary strategies the association uses the publications, studies
and campaigns which promote the sector in general, no member in specific. As a matter
of fact these publications promote members and non-members depending on the

country’s latest news.

The members choose the fairs they want to be present on and the needed data base

accordingly to their exportation strategy.

It is concluded as well that most of the APICCAPS members used the same
internationalization mechanisms before becoming members as the ones they use today
as members, being fairs and external agents mostly. What they lacked before becoming
APICCAPS associates and now it’s a major benefit is international notoriety and

network position.

Therefore, it is determined that the members modus operandi before and after becoming
APICCAPS members is quite similar, what differentiates and what is important for the
associates is the visibility they provide, their dynamic and successful work. APICCAPS

work has no end, which is a benefit for their associate reputation and sales,
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It can also be observed that APPICAPS as few limitations in the members point of view
- they lack the ability to provide finance to their members to go to fairs. At the same
time, more than 40 % of the answers agreed that APPICAPS helped by financing their
internationalization strategies. Therefore, the author can determine that APPICAPS
finance certain internationalization strategies, as fairs, but their members believe they

should enforce financing.

Other limitations observed were the lack of monitoring over the processes and few

services available, both with a very low percentage of answers.

5.2. APPICAPS business association structure

During the data observation the author aimed to understand what kind of association

APICCAPS is, based on the theoretical studies on this matter (Chapter 2.2.).

What the author can determine is that APICCAPS is an association that follows both
logic of services and interest (Olson 1971, Streeck and Schmittter 1985, van Waarden,
1991). It is an association service oriented, but it is not oriented to individual business
requests, and acting collectively based on all members’ interest, it does not focus on any
member individually. At the same time does not adapt to any member specifically.

It was determined that APICCAPS followed both logics but it is important to observe
that even though APICCAPS follows a collectively interest for all their members
equally, it also provides a unique relationship based on trust and provides also high tacit
knowledge skills through CTCP.

APICCAPS provides general services to all members, for instances fairs and databases.
Each member will request the help to attendance a fair chosen based on his business

strategies, and will look for APICCAPS to provide the most suitable database.
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5.3. APICCAPS model vs. Uppsala internationalization model

No regular Sales Production

export subsidiary

Figure 36 Establishment chain from the Uppsala model (Johanson & Vahine, 1977)

STATE ASPECTS CHANGE ASPECTS
Knowledge RE|EItICjF‘IShIp
opportunities > comn:n"tment
decisions
Network ; I&?Z;?:Eg
osition o)
i Trust-building

Figure 37 The core concepts from the Uppsala model (Johanson & Vahine, 1977)

Export with
Export alone ;
through fairs :PlciAf:,s
and abroad shops, ; r::ug d ;lrs
sales subsidiary a; a]eas ;:;éi;i:r!;'s,
d t :
R and agents

Figure 38 Establishment Chain adapted by the author to APICCAPS internationalization process

The author understood after collecting, analysing and comparing the data, that the
internationalization process is different from the Uppsala model, because of the
different needs inherent to the shoe sector. As it is shown in the figure above (Figure
38) the evolution and commitment is the same from during the whole
internationalization process, what differentiates is the intensity of the mechanisms

during the process.

Therefore the author considers in the figure above four stages which do not change
strategy but get more intense.
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The author adapted the Uppsala establishment chain, according to the analysed data to
what would be the establishment chain when exporting with APICCAPS help. Usually
the company already exports through fairs, agents, sales subsidiary and abroad shops
before becoming an APICCAPS member. Therefore the companies look for APICCAPS

for a boost on their exportations and notoriety.

After becoming a member, they keep exporting through the same distribution channels,
but in this phase with more contacts, more knowledge and information, and above all a

solid institutional support, which is APICCAPS.

According to the state and change aspects as mentioned before in chapter 2.1.1.the state
aspects refer to certain degrees of market knowledge and market commitment that the
firm has at different levels in the internationalization process. The change aspects refer

to an on-going process of current business activities and current commitment decisions.

The author related these concepts to APICCAPS structure and was able to see that

APICCAPS has an active role towards these four concepts, thereby for their members.

APICCAPS provides their members with knowledge and opportunities, a position
within a vast network, even though the member has no contract, therefore no legal link
with APICCAPS, who is committed to provide the best of services. The association

builds a relationship of trust with their associates because of the lack of legal linkage.

Summing up, the internationalization process does not change when becoming an
APICCAPS member but becomes more intense, by providing knowledge, notoriety, a
higher network positioning and a strong institutional support from a renowned and

efficient association.
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6. Conclusions

6.1. Final conclusions

The main goal of this study was to analyse how and to what extent does BA have

impact on their member’s internationalization.

APPICAPS role on its members internationalization

Access to Fairs

Access to foreign policies
and legal information

Access to Data Bases

Worldwide notoriety

Financing

Sales

Training

Exportation through agents

Business Model

Sale Point Abroad

Internationalization without APPICAPS

Easy access but lack of
institutional support

Low degree information

Difficult Access

Lower Notoriety

Difficult to get financing

Depends on the company’s
performance

Depends on the company’s
will

Depends on the company’s
will

Depends on the company to
work on its business model

Depends on the company
and it happens few times

Table 1 Internationalization with and without APICCAPS

Internationalization with APPICAPS

Higher access and higher
institutional support

High degree of information

Easy Access

Higher Notoriety

Difficult to get financing

Depends on the company’s
performance, APPICAPS
provides contacts and visibility

Depends on the company’s
will. APPICAPS doesn’t provide training,
CTCP does

Depends on the company’s
will, APPICAPS provides the contacts

Depends on the company to
work on its business model, APPICAPS
doesn’t provide that service, CTCP does

Depends on the company
and it happens few times
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As shown in the table above, APICCAPS role in this process is important and brings
value to their members. The main conclusion taken is that APICCAPS provides the
means for their member internationalization but it doesn’'t have any active part in the
process, i.e. APICCAPS provides contacts, know how, data bases, a network position,
notoriety, access to valuable information, but it’s up to each member to take hold of this
advantages expand their businesses, close deals and decide on their own business

strategies.

The author was able to determine and create he’s own chart to explain the membership
process with APICCAPS. The advantages and disadvantages of becoming an

Association’s member are shown in figure 39.

Access to Database

Company’s
Exportation

Company’s
Exportation

Channels Channels
without with
Ni k
p::h?:n APPICAPS Abroad sales APPICAPS Abroad sales
shop shop
Financing
Worldwide
Notoriety

Low

Medium

@

Figure 39 Internationalization with and without APICCAPS

The author concludes that the membership happens essentially when a shoe business

finds the need to export or to improve exportation or international notoriety.
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Why do shoe businesses seek APICCAPS and no other institution or internal resources?
Because APICCAPS has built throughout the years a worldwide renown work that has
helped and has taken the Portuguese shoe sector to a higher level of recognition and
validity. Through campaigns, international publications, studies and a big presence in

the most important international shoe fairs.

It is witnessed some week aspects that are not aimed to be fulfilled by APICCAPS, i.e.
there were detected limitations and aspects that do not belong to the association goals.
The aspect seen as limitations is financing. Other aspects considered limitations by the
author and are not considered by the association as goals were abroad shops and lack of

close monitoring of the internationalization process.

The strongest aspects determined in the figure above are access to fairs, network
position, international notoriety, database access, access to foreign policies and legal

information.

There are also two aspects that do not depend on APICCAPS. They depend entirely of
the member’s needs, strategy and goals which are sales through agents and sales
subsidiary. Even though these aspects do not depend or belong to APICCAPS work
they are indirectly influenced, meaning that if the other aspects are successfully

accomplished these will be too.

The author was able to conclude, when comparing APICCAPS to Uppsala model that
even though the model was rebuilt in 2009, in order to reach to more businesses and
structures, it is determined that BA’s aren’t considered in this model. This type of
“actor” is not to be found in Uppsala’s theory, an actor that belongs to a network and he

itself is a network.

6.2. Limitations

Studying the role of BA in the internationalization processes, the author intended to
understand how and to what extent associations contribute to their members businesses
internationalization. Due to time and resource constraints, the author delimited the

scope of this study to the shoe industry.
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The author was limited by the lack of literature on the BAs relating to

internationalization, making it difficult to back up the interest and theory of this thesis.
The methodological limitations were related to data collection and the case study.

To understand the chosen topic, one in-depth case was chosen rather than many broad
cases: APICCAPS. By analysing this case, the author intended to identify the pros and
cons which could be transferred to other businesses associations from other markets,

keeping in mind that different markets have different demands.

The main methodological limitation on this thesis was on not being able to find a strong
amount of APICCAPS members to answer the inquiry. The fact that there is only one

case study may also interfere with the theoretical conclusion.

6.3. Suggestions for future research

Studying the role of BAs in the internationalization process, the author wanted to

understand how, when and why do companies reach for BAs.

However, there are several areas of interest that could be investigated further. The

author name four suggestions:

First suggestion is to study BAs business model and their viability, to understand how

BAs and their business model work.

The second suggestion is to study BA’s impact in networks, being a BA itself a

network.

Third, the role of BAs on the Uppsala model, taking into consideration that in this study
the author determines that the Uppsala Model doesn’t consider BAs.

Forth, the impact of non-profitable BAs in the internationalization process, considering

that this study studies profitable associations.

The author also suggests that it would be interesting to explore the same subject with a
different association from a different sector, comparing different associations in

different industries.

68



The impact of Business Associations on business internationalization: APPICAPS case

7. References

APICCAPS, 2012. Foot Grafia: Dinamica do sector do calcado. Margo 2012.
APICCAPS, 2012. Foot Grafia: Dinamica do sector do cal¢gado. Fevereiro 2012.

APPICAPS, 2010. Contrato Colectivo do Trabalho: calcado, componentes e artigos de
pele. 16 de Abril de 2010.

APICCAPS, 2011. 2010: Statistical Study of Footwear, components and leather goods.
APICCAPS, 2012. World footwear: 2012 yearbook.

APICCAPS, 2010. Statistical study: Footwear, componentes and leather goods.
Dezembro 2010.

APICCAPS, 2007. Industria do Cal¢ado: Plano estratégico 2007-2013.Aes, Z.,
Morck, R., Shaver, J. & Yeung, B. 1997. The Internationalization of Small and
Medium-Sized Enterprises: A Policy Perspective. Small Business Economics, 9:7-20.

Bailey, I. & Rupp, S. 2004. Business Associations and Uk negotiated environment
agreements. Business Strategy and the Environment.

Bennet, R. J. 1997. The relation between government and business associations in
Britain: An evaluation of recent developments. Policy Studies, 18(1): 5-33.

Bennett, R. J. 1998. Business associations and their potential contribution to the
competitiveness of SMEs, Entrepreneurship & Regional Development: An International
Journal, 10(3): 243-250.

Brito, C. 1993. Estratégias de Internacionalizagdo e Cooperacao Empresarial.
Faculdade de Economia do Porto

Cassell, C & Symon, G. (Eds.).2004. Qualitative methods in organizational research,
a practical guide. London: Sage

Creswell, J. and Plano Clark, V. 2007. Designing and Conducting Mixed Methods
Research. Thousand Oaks: Sage.

Denzin, N. K., & Lincoln, Y. S. 2000. Introduction: The discipline and practice of
qualitative research. In Norman K. Denzin & Yvonna S. Lincoln (Eds.), Handbook
of qualitative research (2nd ed., pp.1-28). Thousand Oaks: Sage.

De Propris, L. & Wei, P. 2009. Creativity and Space: the opportunity of na urban
Creative jewellery cluster. Creative Industries Journal, 2(1):37-56.

69



Doner, R. & Schneider, B. R. 2000. Business Associations and Economic
Development: Why some associations contribute more than others. Business and
Politics, 2(3): 261-288

Fries, L. 2008. Boundaries that shape market actors. Presented at the 24" IMP
Conference, 2008.

Gillham, B. 2005. Research interviewing: The range of techniques. New York:
Open University Press.

Greene, J., Caracelli, V. & Graham, W. 1989. Toward a Conceptual Framework for
Mixed-Method Evaluation Designs. Educational Evaluation and Policy Analysis, 11:
255-274.

Guercini, S. & Runfola, A. 2009. Business networks and retail internationalization:
A case analysis in the fashion industry, /ndustrial Marketing Management. 39-6:908-
916. Hansson, G., Sundell, H. & OMan, M. 2004. The new modified Uppsala model —
based on an anomalistic case study at Malmberg Water AB. Kristianstad University.

Hartley, J. 2004. Case study research. In Catherine Cassell & Gillian Symon (Eds.),
Essential guide to qualitative methods in organizational research (pp.323-333).
London: Sage.

Hines, T. & Bruce, M. 2007. Fashion Marketing: Contemporary Issues. (2nd ed.).
Oxford: Elsevier.

Johanson, M & Kao, P. 2010. Networks in internationalisation, in José Pla-Barber,
Joaquin Alegre (ed.) Reshaping the Boundaries of the Firm in an Era of Global
Interdependence (Progress In International Business Research, 5: 119-142.

Johanson, J. & Vahlne, J. 2009. The Uppsala internationalization process model
revisited: From liability of foreignness to liability of outsidership. Journal of
International Business Studies, 40:1411-1432.

Jonsson, M. & Choudhury, S. 2009. The Road to China : The alternative establishment
chain of H&M, Fagerhult and Nordic Light. Uppsala University.

Kafouros, M., Buckley, P., Sharp, J. & Wang, C. 2008. The role of internationalization
in explaining innovation performance. Technovation, 15(3): 233-251.

Laine, A & Kock, S. 2000. A process model of internationalization — new times
demands new patterns. Paper published at the 16" IMP- Conference, 2000.

Lo Bianco, A.2009. Da globalizacao inevitavel a internacionalizacao desejavel.
Revista Latinoamericana de Psicopatologia Fundamental, 12(3): 445-453.

Pauwels, P., Lommelen, T. & Matthyssens, P. 2004. The internationalization process of
the firm: Progression through institutionalization, exploitative and exploratory learning.
70



The impact of Business Associations on business internationalization: APPICAPS case

Paper submitted to 2004 AIB Conference Stockholm.Stake, R. (Eds.). 1998. Case
Studies in: Norman Denzin & Yvonna Lincoln: Strategies of Qualitative Inquiry.
London: Sage

Vissak, T. 2004. The importance and limitations of the network approach to
internationalization. Paper published at the 20" IMP Conference, 2004.

71



72

AN N N N N

71. Websites

www.apiccaps.pt
http://www.ctcp.pt/
http://www.portugueseshoes.pt/
http://www.portuguesesoul.com/
http://www.impgroup.org/
http://www.obitea.com/upp.html

http://ip-science.thomsonreuters.com/mjl/


http://www.apiccaps.pt/
http://www.ctcp.pt/
http://www.portugueseshoes.pt/
http://www.portuguesesoul.com/
http://www.impgroup.org/
http://www.obitea.com/upp.html
http://ip-science.thomsonreuters.com/mjl/

The impact of Business Associations on business internationalization: APPICAPS case

8. APPENDIX A
Interview 1

1. Which is APICCAPS core business?

2. Explain the entire accession process. Entry fee, other fees, Financing, Strategy
and Retention Time.

3. In which way, does APICCAPS helps their members internationalization (sales,
distribution channels, training, financing, international notoriety,...)

4. Name the main advantages of APICCAPS in the internationalization process.

5. Which are APICCAPS main limitations in the internationalization process of the
members?

6. After the entire internationalization process is structured and fixated (according
to the member’s goals) does APICCAPS maintain the same level of interest for
the member? What happens when the goals are achieved?

7. Which other mechanisms do you consider APICCAPS should use?

8. Do you find that there is a connection between APICCAPS internationalization
model and the Uppsala model?

9. Would it be correct to say that APICCAPS members follow the Uppsala
internationalization steps?

10. Does APICCAPS have strategic alliances and business cooperation with other
entities? Which ones?

11. Does APPICAPS have governmental or political dependency?

12. APICCAPS follows a logic of interest or a logic of services?
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