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RESUMO/ABSTRACT 

 
Internet Sales as a New Mode of Internationalization 

 
The way that organizations explore the Internet has been the focus of a 
substantial body of scientific studies and non-academic reflection. The main 
goal of this study is to analyze the potential of the internet as a mode of 
internationalization and the factors that influence the results of the adoption of 
this mean to access foreign markets. For this purpose, we examine the 
determinants of the level of international sales made via internet estimating an 
ordered probit model. The results show that the importance of previous 
experience in using the internet and developing international activity, together 
with the level of internet marketing budget , the level of investment on internet 
sophistication, the firm dimension, the business age and the type pf activity are 
variables that determine the results obtain in the international sales trough the 
internet.  
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Abstract 

 
The way that organizations explore the Internet has been the focus of a substantial body of 

scientific studies and non-academic reflection. The main goal of this study is to analyze the 

potential of the internet as a mode of internationalization and the factors that influence the 

results of the adoption of this mean to access foreign markets. For this purpose, we examine 

the determinants of the level of international sales made via internet estimating an ordered 

probit model. The results show that the importance of previous experience in using the 

internet and developing international activity, together with the level of internet marketing 

budget , the level of investment on internet sophistication, the firm dimension, the business 

age and the type pf activity are variables that determine the results obtain in the international 

sales trough the internet.  
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SECTION 1. INTROCUTION 

Evidence that the Internet has affected international trade is everywhere. The assessment of 

international sales has long been an issue of interest in the literature, reflecting both a macro 

policy concern associated with the international activity of firms’ and a micro focus on 

competitiveness in foreign markets. Advances in information technology (IT) have vastly 

expanded the range of products and services that can be traded internationally. Thus, the 

number of firms that tends to adopt and explore these technological functionalities increases 

over the years as well as the number of firms that expand their business internationally. The 

introduction of e-commerce has unveiled new opportunities in terms of international sales 

process. Indeed, one of the primary benefits of the Internet for business is its access to 

potential suppliers and customers both within a particular country and past national 

boundaries. However, the way this question has been approached differs considerably 

between the various studies. The alternative approaches can be classified on the basis of three 

criteria: whether the study considers firms that adopt Internet as a path to develop 

international sales or only firms using Internet in other dimensions different from sales; 

whether the purpose of the study is merely descriptive or exploratory; and whether external 

factors, internal factors, or both are considered. 

Based on the notion that IT, and specially the Internet, influences the process of 

internationalization of the firm, we aim to address this subject focusing on the new 

marketspace provided by the Internet and analyse the factors involved on online international 

sales.  

The paper is organized as follows. Next section includes the literature review. Section 3 

describes the theoretical framework and hypotheses. Section 4 presents the methodology and 

results discussion and conclusions are summarized in section 5. 



 

SECTION 2. LITERATURE REVIEW 

The developments occurred recently in Internet-based information and communication 

technologies (ICTs) together with the growing of a global and commonly accessible 

marketspace (Rayport & Sviokla, 1994) on the Internet have offered firms’ new opportunities 

of doing business and have led a number of authors to challenge existing theories relating to 

the internationalisation process of firms (see, Quelch & Klein, 1996; Hamill, 1997).  

Before reviewing the foundations of international sales implied by a range of theoretical 

perspectives in the entrepreneurship and international marketing literatures, we begin this 

section by highlighting the process of internationalization of a firm. Our literature review 

then focuses on the potential embedded in virtual markets and the motors of international 

sales trough Internet. For each of these perspectives, we describe the main theoretical 

approach and discuss the implications of the activity in Internet. 

The Process of Internationalization 

A reference model that explains how firms internationalize was developed by Johanson and 

Vahlne (1977, 1990). Their model, known as the Uppsala model of internationalization, 

assumed that foreign market knowledge influenced the location and mode of 

internationalization.  

The Uppsala model assumes that the internationalization of a company is a path dependent 

learning process. Internationalization is considered to be the result of the interaction between 

increasing commitments and knowledge about foreign markets. A number of succeeding 

studies supported the Uppsala model, although some limitations have been pointed out (see, 

Jarillo & Martinez, 1991).  

 



Another relevant contribution to the understanding of internationalization processes is the 

Stages Model (see, Cavusgil, 1980; Reid, 1981), which assumes that firms begin their 

internationalization by indirect exports, a less risky entry mode, and subsequently would use 

an export agent or distributor, to later open a commercial office and finally to establish a 

subsidiary abroad. Both these approaches attribute to knowledge and information the 

fundamental aspect conditioning the internationalization process. 

Williamson (1975) finds that transaction process is caused by human and environmental 

factors, which may result in market failure and cause transaction cost (TC) problem, human 

factors include bounded rationality and opportunist behaviour, whereas environmental factors 

include uncertainty and complexity, information asymmetry and cooperation atmosphere. 

The transaction costs derive from incomplete contractual relationships: (1) consultation and 

information costs (Douma & Schreuder, 1992); (2) bargaining and decision making costs 

(Heide, 1994); (3) monitoring costs (Dahlstrom & Nygard, 1999); and (4) mal adoption cost 

(Heide, 1994).  

Buckley and Casson (1976) presented a landmark study on the economic analysis of the 

multinational enterprise (MNE) that is one of the building blocks of the modern transaction-

cost-based theory of the MNE, which results from Williamson (1975) assessment, and has 

been developed by Teece (1977) Rugman (1981), Williamson (1981), and Hennart (1982).  

Buckley and Casson (1976) emphasized general forms of imperfect competition stemming 

from the costs of organizing markets. Developing a special attention to the imperfections in 

the intermediate products markets, knowledge and expertise embodied in patents and human 

capital. Such imperfect international markets leads to the creation of MNEs. 

 

 



The parallels between internationalization theory and resource-based view (RBV) in strategy 

(Wernerfelt, 1984) derive from the focus on the resources, assets and capabilities that a firm 

controls. According to RBV, resources that are unique, proprietary, and difficult to imitate or 

substitute provide firms with sustainable competitive advantages (Barney, 1991; Amit & 

Schoemaker, 1993). Further, RBV emphasizes intangible assets as central determinants of a 

firm’s sustainable competitive advantage (Hall, 1992) because they are developed trough 

socially complex process, and as such are difficult to trade, imitate, or substitute (Barney, 

1991). Further intangible assets are also more likely to be deployed in international growth 

strategies because they are more flexible and do not depreciate with use. 

Network relationships role in internationalization has acquired significance in the literature in 

recent years (Holm et al. 1996; Johanson & Mattson, 1988; Oviatt & McDougall, 1994). 

Invoking social capital theory in the context of internationalization suggests that social capital 

leads to the creation and acquisition of knowledge and that those firms must have the 

organizational capability to leverage inter-firm relationships effectively (Prashantam, 2005; 

Lorenzoni & Lipparini, 1999). 

The primary tenant of social capital theory is that benefits accrue to actors from their social 

networks (Burt, 1992; Coleman, 1988). In the context of internationalization, social capital 

could emanate from a variety of network relationships, including those with customers, 

suppliers, distributors and strategic partners (Yli-Renko et al., 2002). Arenius (2002) 

proposed that a new venture’s social capital positively influences its speed of 

internationalization growth. Yli-Renko et al. (2002) demonstrated that social capital can 

influence market knowledge and knowledge intensity, which in turn positively influences 

firm’s international growth and international performance. 

 



Network theory has been offered as a framework for explaining the internationalization of 

organizations (Chetty & Holm, 2000; Johanson & Mattsson, 1988; Vahlne & Nordstrom, 

1988). This theory conceptualizes networks as value chains that consist of organizational 

relationship rather than the more formal contracts between organizations implied by TC 

(Robicheaux & Coleman, 1994; Vahlne & Nordstrom, 1988). Such a theory appears to be 

much more consistent with the new business models being created by the emergence of 

technology-enables global supply chains in which procurement and production cross national 

borders and supply and demand lines extend worldwide. 

The Internet and the Process of Internationalization 

The Internet has almost doubled in size every annually in recent years and now spans the 

globe, facilitating the exchange of all matter of products, services and data. Recent 

development has been categorized by an explosion in new commercial activity. Afuah and 

Tucci (2001) stated that from Internet many properties some stand out in the way they change 

business: distribution channel, universality, mediating technology, network externalities, time 

moderator, low cost standard, information asymmetry shrink, and transaction cost reduction 

and creative destroyer.  

As a consequence fresh paradigms might be needed to describe the process of company 

internationalization in the Internet era (Hoffman & Novak, 1996; Hamill, 1997). Above all, 

the conventional knowledge on how businesses internationalize their operations has been 

challenged by the fact that Internet could provide a low-cost gateway to global markets for 

small and medium sized enterprises (Hamill & Gregory, 1997). Numerous researchers on 

internationalization have suggested that firms typically adopt international activities by the 

use of an evolutionary series of sequential paths (see Johanson & Vahlne, 1990; Andersen, 

1993; Calof & Beamish, 1995). However, it is argued that businesses do not necessarily 

internationalize in this manner (Turnbull, 1987; Millington & Bayliss, 1990). 



In the Uppsala Model, internationalization is considered as the result of the interaction 

between knowledge and commitment to foreign markets. Arguably, the rise of the Internet 

decreases the costs of information, providing firms’ with availability and higher quality of 

knowledge (Castells, 1996). Therefore the Internet can influence the traditional way of 

accessing international markets in the way it shifts the access to knowledge and reduces the 

risks and uncertainty connected with the internationalization process.  

With Internet, some of the main aspects pointed out as crucial in the internationalization 

process suffers modifications. Specially, because Internet provides the environment for new 

forms of business, such as electronic matching of sellers and buyers, or enabling a direct 

exchange between sellers and buyers (Buxmann & Gebauer, 1998). In this way Internet 

reduces transaction costs, by facilitating the transaction and the acquisition of knowledge. 

The flexible, open, and standard infrastructure provided by the Internet is capable to provide 

new opportunities of business to firms regardless to their location, size, and industry and even 

past experience. Internet is affecting the internal and external factors considered as 

determinants of internationalization (Zou & Stan, 1998). To Ellsworth and Ellsworth (1995), 

Internet breakdown some of the barriers existent related to firms’ dimension, re-shaping 

resources role in internationalization. Another firm competence relevant to international 

activities is the ability to establish and develop relationships with partners in foreign markets. 

The location of the firm can be determinant in the choosing the foreign markets, because it 

influences the type of relationship that can be establish. According to the research of 

Johanson and Weidersheim-Paul (1975), Kogut and Singh (1988) and Mitra and Golder 

(2002) firms’ prefer to internationalize to markets that are closer by cultural and language 

similarities or physical distance. The Internet constitutes a fundamental basis of networking 

that cuts trough time zone differences, adopts a international language and creates is own 

culture, therefore cutting distances and developing social capital networks. 



SECTION 3. CONCEPTUAL FRAMEWORK AND HYPOTHESIS 

The research question that guides this study is the: What are the factors determining Internet 

International Sales? considering virtual marketspaces as an international market for business 

and the Internet as an alternative mode of entry in international markets. We focus on the 

international sales trough the Internet as a diverse base of doing business in all activities 

rather than de specificities of the internationalization process of business providing Internet 

services.  

The conceptual framework is premise is that internet international sales are based on 

balancing firm’s internet commitment, international experience and firm’s characteristics. 

Therefore we take internationalization process theory and technology-organization-

environment framework (TOE) to develop an integrative model to study the determinants of 

internet international sales.  

The research model developed for this study is modified from the work of Tornatzky and 

Fleischer (1990) and Chau and Tam (1997). This model has been featured in research on 

internet activity (see, Gibbs & Kraemer, 2004; Zhu et al., 2003; Chwelos et al., 2001). The 

Tornatzky and Fleischer (1990) model considers three components impacting the adoption 

and implementation of any technological innovation: (i) factors of technological nature; (ii) 

organizational elements; and (iii) factors from external environments.  

An exploratory research project on the adoption of open systems, carried out by Chau and 

Tam (1997), found that the framework established by these authors was suitable for 

describing the organizational process of adoption of IT. Nevertheless, these authors pointed 

out that a wider framework should be considered, including more context-based approaches. 

In this line of research, it has been proved that this model can be applied to any organization, 

unit of analysis or region (Scupola, 2003; Tornatzky & Fleischer, 1990). 



- Insert figure 1 about here - 

Both innovation and marketing literatures emphasises the role of technological, environment 

and organizational characteristic in the adoption and use of any technological-driven feature, 

as the internet. Thus, when operationalizing the elements, the research items relied in 

previous investigations carried out in the last decade. The technology-organization-

environment model of Tornatzky and Fleischer (1990) has been used to explain intra- and 

inter-organizational factors that influence adoption of any ICT, and therefore is our starting 

point of analysis. 

Technological Context 

According to Kuan and Chau (2001) the technological context includes both internal and 

external technologies of the firm. In terms of internal technological context, there are several 

studies that emphasized how prior IT investments and practices influence the adopting of new 

technological features. Tornatzky and Fleischer (1990) list it as one of the key aspects of a 

firm’s adoption decision in their framework. Other works also found that IT investments can 

also capture organizational differences in terms of Internet adoption process (see, Bresnahan 

& Greenstein, 1996; Forman, 2005), especially IT sophistication, also known as 

technological readiness (Chwelos et al. 2001; Iacovou et al. 1995).  

The works of Kuan and Chau (2001) and Zhu et al. (2003) reinforce these ideas and consider 

that firm’s IT infrastructure, IT expertise and e-business know-how can be a strong enabler 

force in the adoption of different modes of Internet exploration.  

Combining these lines of research with the works of Ainscough and Luckett (1996) and Cox 

and Koelzer (2004), which pointed out the existence of different modes of exploring Internet 

potentials, reflected on the sophistication level of the website, it’s possible to assume that 

sophistication is a reflex of the technological context of the firm. 



In accordance with the research developed by Raymond and Paré (1992) and Colecchia et al. 

(2000), technological sophistication denotes the number, mode and diversity of information 

technologies used by organizations, and is a key component of IT sophistication. Thus, 

technological sophistication is not only the level of investment made, but also the know-how 

and intangible resources associated with the use of ICT.  

Organizational Context 

Xu et al. (2002) in their research refer that one of the main gaps in marketing and IT 

literature is the empirical analysis of the relationship between organizational context and e-

business adoption by firms. In the IT field, research concerning the adoption of IT elements 

identifies several factors of organizational nature as crucial to the success and implementation 

of these elements. Kwon and Zmud (1987) suggested that IT adoption was conditioned by top 

management support, firm size, end user involvement, quality of IS, available resources and 

main products. These findings were also endorsed by more recent literature. Kuo and Chau 

(2001) suggested the definition of organizational context in terms of characteristics of a 

firm’s managerial structure, size and scope, and quality and degree of its human and slack 

resources. 

Prior research on the diffusion of innovations’ literature has consistently shown a positive 

relationship between organization size and adoption of Internet technologies. The works of 

Charles et al. (2002) and Forman et al. (2002) conclude that the adoption of Internet 

associated tools varies with establishment size, indicating smaller adoption rates of more 

complex tools associated with SMEs establishments. However, and according to the works of 

Oviatt and McDougall (1994), Zahra et al. (2000) and Autio et al. (2000), the SMEs are 

taking clearly advantage of Internet as a size inhibitor, and therefore an increasing number of 

firms are born global or becoming international only a few years after being set up in the 

virtual context.  



Nevertheless, this line of approach adds elements to the research, such as the importance of 

concrete internal resources (Knight & Cavusgil, 2004; Madsen & Servais, 1997) and the 

usefulness of networks (Johanson & Vahlne, 2003). In the field of internal resources, some 

researchers have attempted to address the problem of quality of IS, and user involvement and 

available resources, since new information technology often tends to change the organization 

of work within firms. Hubbard (2000) found two internal benefits driven from the adoption of 

ICT, especially Internet: (i) lowering agency costs; and (ii) improving resource-allocation 

decisions. The studies of Hitt and Brynjolfsson (1997) and Bresnahan et al. (2002) reinforce 

the concept that the use of ICT allows better decentralized decision process and improve 

innovative human resource practices and workplace investments.  

External Environment 

Teo et al. (2003) referred that researchers tend to presuppose that the adoption of innovations 

is a rationalistic decision meant to improve technical efficiency. Nonetheless, embracing 

interactive technologies to support business activities, as Internet, may be more influenced by 

the institutional environment in which the firm is embedded.  

According to the model’ presented by Tornatzky and Fleischer (1990) and Chau and Tam 

(1997), the external environment or institutional environment in which firms carry out their 

business is noted as being fundamental, which is related to the firm’s industry and dealings 

with business partners, as well as competitors, government and other stakeholders. 

Hence, this study draws on a conjoint approach based on the TOE model and the institutional 

theory, taking in to account the institutional theory as a model in which the emphasis is put 

on the importance of institutional environments in shaping organizational actions and 

structure (Scott 2001; Scott & Christensen 1995). 



Considering the results of several empirical studies (Adam et al., 2002; Hofstede, 2001; 

Grover et al., 1994; Aiex, 1995; Nath et al., 1998) combined with the institutional theory, 

another of the elements that can be analysed is the country of origin of the firm. According to 

these works the level of adoption and use of new technologies varies among countries. 

However, this is not the only factor country-related that needs to be considered. 

 The works of Kotabe and Helsen (2004), Chan and Swatman (2000), Hofacker (2001), 

Palumbo and Herbig (1998), Samiee (1998) and White (1997), among others, consider that 

national culture can be determinant of diffusion and adoption of Internet.  

Furthermore, the theory establishes that firms become more similar and tend to adopt and use 

Internet as a business tool by external pressures of country nature, as competitors, trading 

partners, customers and government. The works of Hofstede (2001), Nath et al. (1998), Aiex 

(1995) and Grover et al. (1994) lead us conclude that business models and marketing 

practices over Internet vary with the country of origin, due to customer behaviour and 

competitive national environment. 

In the line with the considerations driven from Tornatzky and Fleischer (1990) study, the 

industry of belonging was one of the elements consider.  

There are several researchers supporting the notion that firms act differently in marketspace 

and marketplaces, according to their industry of affiliation (see, Barwise et al., 2002; 

Srinivasan et al., 2002; Lynch & Ariely, 2000; Alba et al., 1997; Burke, 1996; Hoffman & 

Novak, 1996; Benjamim & Wigand, 1995; Bakos, 1991). The difference seems to be 

enlarging if the dichotomy product versus services is considered. 

 

 

 



 

Based on the conceptual model presented previously we operationalised it trough the use of 

the following variables for each component, namely international and internet previous 

experience, organizational, technological and environment context and the definition of 

Internet international sales indicator. 

We consider the past experience in international business, defined by the level of 

international sales to total sales. Although internationalization can be measured in different 

forms, which can range from the number of foreign countries entered, the use of different 

types of internationalization modes, the percentage of international in total activity, we used 

this definition considering that it can evaluate the level of exposure to international 

environments. In include also the level of internet sales as a previous experience element that 

can explain the success on international sales trough the internet. Therefore we establish the 

first hypothesis which states that:  

h1. Internet international sales are positively related to the level of international sales and 

internet sales 

Second, we specify two technological contextual aspects for the firm, namely the level of 

internet commitment characteristics measured by the Internet budget and the level of 

sophistication in terms of Internet presence.  

The idea is to capture Internet involvement and experience, namely identifying the level of 

effort devoted to the Internet strategy and also the level of experience in developing this 

Internet activity. Based on these ideas we established the second hypothesis: 

h2. Internet international sales are positively related to the Internet Budget and/or Internet 

sophistication.  



As firms’ organizational factors we considered the dimension and experience representing a 

resource-based-view of the firm and also a life-cycle perspective of the firm’s development.  

The dimension was measured by the number of employees and the experience by the number 

of years the firm had in business. Taking these elements as organizational context factors we 

defined the third hypothesis as follows:  

h3. Internet international sales are positively related to the number employees and/or 

number of years in business.  

The sector or industry type is taken as an environmental determinant of adoption of Internet 

international sales, considering that internet potential can vary according to industry type.  

We can argue that having an industrial activity can represent different business operating 

models and customer relationship, rather than a commercial or trading activity or a services 

and financial activity.  

In the same sense having a business to consumer (B2C) activity involves different aspects 

than a business to business (B2B) activity. Based on these arguments we established 

hypothesis 4: 

h4. Internet international sales are influenced by the type of sector /industry. 

The measurement for Internet international sales we used the percentage of Internet 

international sales on total sales. We use this indicator since it accounts for the relative 

importance of Internet international sales in the total activity. 

 

 



SECTION 4. METHODOLOGY AND RESULTS 

This paper is based on an electronic survey that inquires into the use of electronic commerce 

by firms all over the world. An e-mail was sent to senior managers or IT directors of firms, 

providing them with an explanation of the research project and a link to the electronic 

questionnaire. In order to reach the highest number of responses possible and encourage them 

to respond thoroughly to the electronic questionnaire or to send it field out by email. 

The dependent variable used is Internet international sales that are measured on an ordinal 

scale that assumes three levels: (1) non, (2) up to 15% and (3) more than 15%, regarding this 

have on total sales.   

The explanatory variables are international previous experience, measured by the level of 

international sales on total sales; the internet sales, measured by the level of sales done by the 

internet in total sales; the technological context, defined in terms of involvement and 

experience and measured by the percentage of Internet Marketing budget in total marketing 

budget and Internet sophistication defined based on a classification of Internet application 

uses in terms of distribution channel, marketing/promotion and customers relationship 

management and established in a three level scale: (1) low, (2) medium and (3) high; 

organizational aspects, defined as dimension and experience and measured by the number of 

employees and the number of years in business; the environmental aspects considering the 

sector or industry type and measured in three categories: (1) agriculture and primary sector 

activities; (2) industry and (3) services. 

Given the ordinal characteristic of the alternative answers, the selected model – ordered 

probit model, seems appropriate (see Greene, 1998). 

 



Considering that the firm’s propensity in grabbing a specific answer (level) is determined by 

the following equation:  

iii XI εβ += '*                            i=1, 2, ..., N      (1) 

Being *
iI the latent variable (not observed), β  is the vector of the parameters to be estimated, 

iX  is the vector of the explicative variables and iε  shows a stochastic component which 

assumes itself to be independent and identically distributed N (0, 1). 

However, what is observed in the sample is not the variable *
iI  but an I indicator which 

represents the level to which belong the firm. According to the model we may observe:  
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The boundaries µk (k=0,1) constitute a parameters division of standard normal distribution to 

be estimated along with β. The probabilities that the firm will be found in one of the three 

possible alternatives are given by: 
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where Φ indicates the cumulating standard normal distribution function.    

 



Estimation Method 

The model can be estimated through the maximum probabilities method. Given the 

probabilities defined in (3), the maximum probabilities function is presented as follows:   
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where ijZ  is the indicative function of the following type:  
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However, what is usually maximized is the following function: 
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     (5) 

As long as iX  encloses a constant term, the parameters to be estimated are not identified. To 

overcome this problem is usual to define 00 =µ .  

Table 1 includes some sample statistics. We used a total of 105 observations and there were 

51 firms without international internet sales, 33 with less than 15% of total sales done trough 

these mean and 21 with more then 15%. The sample includes 60 firms with more than 50 

employees (57.2%) and 28 with more than 250 employees (26.7%).  

- insert table 1 about here- 

The majority of firms in the sample are services providers, 46 firms (43.8%), followed by 

industrial firms, 45 firms (42.9%) and agriculture and primary sector firms represent the 

smaller number, 14 firms (13.3%). 



In terms of international sales experience, 51 firms (48.6%) had more than 30% of total sales 

coming from international markets, 44 firms (41.9%) up to 30%, and 10 firms (9.5%) had no 

international sales. In terms of internet sophistication, 54 firms (51.4%) were classified has 

highly sophisticated, 30 firms (28.6%) has medium, and 21 (20.0%) has low. The average 

percentage of internet sales was 15.7%, the average percentage of internet marketing budget 

on total marketing budget was 8.9%, and the average business age was 39 years.  

The estimation results permit us to reject the null hypothesis that exogenous variables have 

no explanatory power since the Chi-Square test is above critical values and the Pseudo R-

Square from Cox and Snell is 0.58, at a level of 1%. 

- insert table 2 about here- 

The estimation results reveal that, internet sales level, internet budget, site sophistication, 

business age and, the number of employees are positively associated with higher international 

internet sales (going from level 0 to level 2), at a level of significance of 5%. The sector or 

industry and the international sales level are also significant, but at a significance level of 

10%.  

These results permit us to consider that the overall model is significant and that the variables 

considered as determinants of the propensity for a higher level of Internet international sales 

have explanatory power.  

Furthermore, we can verify that the level of Internet international sales varies positively with 

existence of previous experience of developing international sales and that the experience of 

the use of the Internet based activities has also significant relation to the development of 

Internet based international sales, confirming hypothesis one. 

 



Regarding the influence of the technological elements considered, the results show that the 

percentage that the Internet marketing budget represented in the total marketing budget as 

proved to be significantly related to higher internet international sales. The same occurs 

regarding the other variable of the technological environment considered of Internet adoption 

sophistication, thus confirming hypothesis two. 

The model estimation confirmed that the organizational environment variables were 

significant and positively associated with higher internet international sales. More 

specifically we found that dimension and age have a positive effect to increment the 

probability of a firm belonging to the level 2 (more than 15% internet international sales), 

than being in level 0 (no internet international sales). These results confirm hypothesis three. 

The sector or industry proved to be also a significant variable, namely that industry and 

services had a higher internet international sales than firms on the agricultural or primary 

sector. The industrial and services sectors do not reveal significant effect on the probability 

increase from a lower to a higher internet international sales level.  

Nevertheless, if these sectors were divided in to a more detailed classification the results 

might prove different and show more contrasts.  

Still these results confirm hypothesis four, that proposed that environment elements can 

affect the internet international sales level 



SECTION 5. DISCUSSION AND CONCLUSIONS 

The primary objective of this study is to present and test a conceptual framework concerning 

the factors influencing Internet international sales.  

This study contributes to the literature with the confirmation of two theoretical arguments 

that explain the level of internet international sales obtained by the firms: first, the 

importance of previous experience and second, the importance of environmental aspects.  

The previous experience is relevant at two levels, (1) in terms of international activity and (2) 

internet use. This first result shows that internet international sales has an internationalization 

mode aren’t disconnected from the classical theoretical arguments that stress the importance 

of knowledge to enter foreign markets.  

Although the internet provides knowledge and may accelerate the process of experimenting 

international contacts still we found that having more international experience is also 

fundamental to develop a higher performance in terms of sales obtained trough the internet.  

The second result reveals that having experience in using the internet is relevant for internet 

international sales and reinforces the idea that using this mean implies specific knowledge 

and skills. 

The argument, that environmental elements are determinant in the capacity of a firm being 

successful using this mean confirms the idea that the internet can not be seen as a universally 

available tool that fits all in every situation. In fact internet marketing is fundamental in 

sustaining a strategy of segmentation that can direct the marketing efforts in universe where 

the level of offers and background noise is very high and the sophistication in the use o the 

internet shows that using this means requires skilled workers and investment. 



 The dimension proves that resource-based-view theories are relevant in internet exploration 

and although the fact that this mean can permit the access of small and medium size 

companies to foreign markets, resources are determinant to implement this strategy.  

The business age shows that in overall there are benefits from a maturation process in the 

firm and that business using the internet as a means to internationalize should not be confused 

with the internationalization process of internet technology firms. 

The sector or industry of affiliation is also a fundamental environmental element that as to be 

taken in consideration and different competitive environments and dynamics associated with 

operational characteristics that can differ significantly is going to have impact on the use of 

internet as an internationalization mode. 

As practical implications for managers we underline the importance of experience, a 

commitment of available resources and a mature organization to take full advantage of the 

internet has an internationalization mode. The industry dynamics and characteristics have to 

be taken carefully in order to do not import solutions that are out of context.  

More than any thing we reinforce the importance of international experience in obtaining 

results when adoption this mean. Indeed, not only international experience, but also internet 

experience. Therefore, managers should be aware of these facts in order to not expect what 

internet can not provide without the presence of necessary conditions. 

The results of this study need to be interpreted with caution for several reasons. Firstly, this 

research uses firms in known activity in Internet as respondents to implement an online 

survey. Thus, the sample may not match the profile of the population and bias may occur 

because the sample selection.  

 



Secondly, the level of analysis is also a limiting factor, because several others influencing 

variables could be added to the model. There can possibly be more predictors such as 

perceived risk, global marketing strategy, management commitment, among others, that may 

have an influence on internet-base sales adoption.  

Hence, future research may investigate the influence of these additional variables to better 

understand the usage of Internet as an internationalization path.  

A broad outcome that can be predicted is that there will be increasing interdisciplinary 

research, especially due to the fact that domains of international business are becoming more 

complex as globalization increases.  

As consequence of this richer explanations of the phenomenon will be needed, consecutively 

involving new insights from innovative theories and models.  



 

References: 

Adam, S., Mulye, R., Deans, K. and Palihawadana, D. (2002). E-marketing in perspective: a three 
country comparison of business use of the Internet, Marketing Intelligence & Planning, 20 (4), 243-
251. 

Afuah, A. and Tucci, C. (2001). Internet business models and strategies, McGraw-Hill/Irwin: 
New York. 

Aiex, N. (1995). Communication within organisational cultures, available at 
http://www.indiana.edu/eric_rec/ieo/digests/d30.html. 

Ainscough, T. and Luckett, M. (1996). The Internet for the rest of us: marketing on the World 
Wide Web, Journal of Consumer Marketing, 13 (2), 36-47. 

Alba, J., Lynch, J., Weitz, B., Janiszewski, C., Lutz, R., Sawyer, A. and Wood, S. (1997). 
Interactive home shopping: consumer, retailer, and manufacturer incentives to participate in electronic 
marketplaces, Journal of Marketing, 61, 38-53. 

Amit R, and Schoemaker P. (1993). Strategic assets and organizational rent, Strategic 
Management Journal, 14(1), 33-46. 

Andersen, O. (1993). On the internationalization process of firms: a critical analysis, Journal of 
International Business Studies, 24, 209-231. 

Arenius, P. (2002). Creation of Firm-Level Social Capital, its Exploitation, and the Process of 
Early Internationalization, Unpublished doctoral dissertation, Helsinki: Helsinki University of 
Technology. 

Autio, E., Sapienza, H. and Almeida, J. (2000). Effects of Age at Entry, Knowledge Intensity, and 
Imitability on International Growth, Academy of Management Journal, 43 (5), 909-924. 

Bakos, J. (1991). A strategic analysis of electronic marketplaces, MIS Quarterly, 15, 295-310. 
Bakos, Y. (1998). The emerging role of electronic marketplaces on the Internet, Communications 

of ACM, 41 (8), (Aug.), 35-42. 
Bakos, Y. and Brynjolfsson, E. (1993). Information technology, incentives, and the optimal 

number of suppliers, Journal of Management Information Systems, 10, 37-53. 
Barney, J. (1991). Firm resources and sustained competitive advantage, Journal of Management, 

17, 99-120. 
Barwise, P., Elberse, A., and Hammond, K. (2002). Marketing and the Internet: a Research 

Review, In B. Weitz & R. Wensley (Eds.), Handbook of Marketing, Thousand Oaks, CA: Sage. 
Benjamin, R. and Wigand, R. (1995). Electronic markets and virtual value chains on the 

information superhighway, Sloan Management Review, 36 (winter), 62-72. 
Buckley, P. and Casson, M. (1976). The Future of the Multinational Enterprise, London: 

Macmillan. 
Burke, R. (1996). Virtual shopping: breakthrough in marketing research, Harvard Business 

Review, (March-April), 120-131.  
Burt, R. (1992). Structural Holes, Cambridge: Harvard University Press. 
Calof, J. and Beamish, P. (1995). Adapting to Foreign Markets: Explaining Internationalization, 

International Business Review, 4 (2), 115-131. 
Castells, M. (1996). The rise of the network society, The information age: economy, society and 

culture, Blackwell, Massachusetts, 1, 29-65.  
Cavusgil, S. (1980). On the internationalization process of the firm, European Research, 6, 273-

281. 
Chan, C. and Swatman, P. (2000). From EDI to Internet commerce: the BHP Steel experience, 

Internet Research: Electronic Networking Applications and Policy, 10 (1), 72-82. 
Charles, S., Ivis, M. and Leduc, A. (2002). Embracing E-Business: Does Size Matter?, Research  

Report, Statistics Canada. 
Chau, P. and Tam, K. (1997). Factors affecting the adoption of open systems: An exploratory 

study, MIS Quarterly, 21(1), March, 1-24. 



Chetty, S. and Holm, D. (2000). Internationalisation of Small to Medium-Sized Manufacturing 
Firms: A Network Approach, International Business Review, 9, 77–93. 

Chircu, A. and Kauffman, R. (1999). Strategies for Internet Middlemen in the 
Intermediation/Disintermediation/Reintermediation Cycle, Electronic Markets, 9 (1/2), 109 - 117.   

Chwelos, P., Benbasat, I. and Dexter, A. (2001). Research report: empirical test of an EDI 
adoption model, Information Systems Research, 12 (3), 304-321. 

Clemons, E., Reddi, S. and Row, M. (1993). The impact of information technology on the 
organization of economic activity:  he ‘move to the middle’ hypothesis, Journal of Management 
Information Systems, 10 (2), pp 9–36. 

Colecchia, A., Pattinson, B. and Atrostic, B. (2000). Definig and measuring electronic commerce, 
Discussion paper, OECD, Feb., Paris. 

Coleman, J. (1988). Social Capital in the Creation of Human Capital, American Journal of 
Sociology, 94, S95-S120. 

Cox, B. and Koelzer, W. (2004). Internet Marketing, London: Pearson Education Ltd. 
Dahlstrom, R. and Nygaard, A. (1999). Ownership decisions in plural contractual systems Twelve 

networks from the quick service restaurant industry, European Journal of Marketing, 33(1/2), 59-87. 
Douma, S and Schreuder, H. (1992). Economic Approach to Organizations, Prentice-Hall, 77 -

119. 
Ellsworth, J. and Ellsworth, M. (1995). Marketing on the internet: Multimedia Strategies for the 

World Wide Web, New York, NY: John Wiley and Sons. 
Forman, C. (2005). The Corporate Digital Divide: Determinants of Internet Adoption, 

Management Science, 51(4), 641-654. 
Forman, C., Goldfarb, A. and Greenstein, S. (2002). Digital Dispersion: An Industrial and 

Geographic Census of Commercial Internet Use, NBER Working Paper #9287. 
Gibbs, J. and Kraemer, K. (2004). A Cross-Country Investigation of the Determinants of Scope of 

E-commerce Use: An Institutional Approach, Electronic Markets, 14(2), 124-137. 
Greene, W. (2000). Econometric analysis, New Jersey: Prentice-Hall, Inc.. 
Grover, V., Segars, A. and Durand, D. (1994). Organisational practise, information resource 

deployment and systems success: a cross-cultural survey, Journal of Strategic Information Systems, 3 
(2), 85-105. 

Hall, R. (1992). The strategic Analysis of Intangible Resources, Strategic Management Journal, 
13, 135-44.  

Hamill, J. (1997). The internet and international marketing, International Marketing Review, 14 
(5), 300-23. 

Hamill, J. and Gregory, K. (1997). Internet marketing in the internationalisation of UK SMEs, 
Journal of Marketing Management, 13 (1/3), 9-28.  

Heide, J. (1994). Inter-organization governance in marketing channels, Journal of Marketing, 58 
(1), 71-86. 

Hennart, J.-F. (1982). The theory of multinational enterprise, Ann Harbor, MI: University of 
Michigan Press. 

Hess, K. and Kemerer, C. (1994). Computerized Loan Origination Systems: An Industry Case 
Study of the Electronics Markets Hypothesis, MIS Quarterly, 18 (3), September, 251-275. 

Hitt, L. and Brynjolfsson, E. (1997). Information Technology and Internal Firm Organization:  An 
Exploratory Analysis, Journal of Management Information Systems, 14 (2), 81-101. 

Hofacker, C. (2001), Internet Marketing, 3rd ed, New York: John Wiley. 
Hoffman, D. and Novak, T. (1996). Marketing in hypermedia computer-mediated environments: 

conceptual foundations, Journal of Marketing, 60, 50-68 
Hofstede, G. (2001). Culture's consequences: comparing values, behaviours, institutions and 

organizations across nations, 2nd edition, London: Sage Publications. 
Holm, D., Eriksson, K. and Johanson, J. (1996). Business Networks and Cooperation in 

International Business Relationships, Journal of International Business Studies, 27 (5), 1033-1053. 
Hubbard, T. (2000). The Demand for Monitoring Technologies: The Case of Trucking, Quarterly 

Journal of Economics, 116, 533-560. 
Iacovou, C., Benbasat, I. and Dexter, A. (1995). Electronic Data Interchange and Small 

Organizations: Adoption and Impact of Technology, MIS Quarterly, 19 (4), 465-485. 



Jarillo, J. and Martínez, J. (1990). Different roles for subsidiaries: the case of multinational 
corporations in Spain, Strategic Management Journal, 11, 501-512. 

Johanson, J. and Mattson, L. (1988). Internationalization in industrial systems : A network 
approach, In N. Hood & JE. Vahlne (Eds.), Strategies in global competition (287-314). London: 
Croom Helm. 

Johanson, J. and Vahlne, J. (1977). The  Internationalization Process of the Firm: A Model of 
Knowledge Development on Increasing  Foreign Commitments, Journal of International Business 
Studies, 8(1), 23-32. 

Johanson, J. and Vahlne, J. (1990). The Mechanism of Internationalisation, International 
Marketing Review, 7 (4), 11–25. 

Johanson, J. and Vahlne, J.-E. (2003). Business Relationship Learning and Commitment in the 
Internationalization Process, Journal of International Entrepreneurship, 1 (1), 83-102. 

Johanson, J. and Wiedersheim-Paul, F. (1975). The Internationalization of the Firm-Four Swedish 
Cases, Journal of Management Studies, 12, 305-322. 

Knight, G. and Cavusgil, S. (2004). Innovation, organizational capabilities, and the bornglobal 
firm, Journal of International Business Studies, 35, 124-141. 

Kogut, B. and Singh, H. (1988). The effect of national culture on the choice of the entry mode, 
Journal of International Business Studies, 19, 411-432. 

Kotabe, M. and Helsen, K. (2004). Global Marketing Management, 3rd Edition, Wiley Higher 
Education. 

Kuan, K. and Chau, P. (2001). A Perception-based Model for EDI Adoption in Small Business 
Using a Technology-organization-environment Framework, Information and Management, 38(8), 
507–12. 

Kwon, T. and Zmud, R. (1987). Unifying the Fragmented Models of Information Systems 
Implementation, In J. R. Boland, and R. Hirshheim (eds.), Critical Issues in Information Systems 
Research, New York: John Wiley. 

Lorenzoni, G. and Lipparini, A. (1999). The leveraging of interfirm relationships as a distinctive 
organizational capability: a longitudinal study, Strategic Management Journal, 20(4), 317-338. 

Lynch, J. and Ariely, D. (2000). Wine online: search costs affect competition on price, quality, 
and distribution, Marketing Science, 19 (Winter)(1), 83-103. 

Madsen, T. and Servais, P. (1997). The Internationalization of Born Globals: An Evolutionary 
Process?, International Business Review, 6, 561-583. 

Malone, T., Yates, J. and Benjamin, R. (1987). Electronic markets and electronic hierarchies, 
Communications of the ACM, 30 (6), 484 - 497. 

Millington, A. and Bayliss, B. (1990). The Process of Internationalization: UK Companies in the 
EC, Management International Review, 30(l), 151-161. 

Mitra, D. and Peter N. (2002). Whose Culture Matters? Near-Market Knowledge and Its Impact 
on Foreign Market Entry Timing, Journal of Marketing Research, 39 (August), 350-365. 

Nath, R., Akmanligil, M., Hjelm, K., Sakaguchi, T. and Schultz, M. (1998). Electronic commerce 
and the Internet: issues, problems and perspectives, International Journal of Information 
Management, 18 (2), 91-101. 

Oviatt, B. and McDougall, P. (1994). Toward a theory of international new ventures, Journal of 
International Business Studies, 25, 45-64. 

Palumbo, F. and Herbig, P. (1998). International marketing tool: the Internet, Industrial 
Management and Data Systems, 98 (6), 253-261. 

Prashantam, S. (2005). Toward a Knowledge-Based Conceptualization of Internationalization, 
Journal of International Entrepreneurship, 3, 37–52,   

Quelch, J. and Klein, L. (1996). The Internet and international marketing, Sloan Management 
Review, 38 (Spring), 60-75. 

Raymond L. and Pare, G. (1992). Measurement of IT sophistication in small manufacturing 
businesses, Information Resources Management Journal, 5(2), 4-16 

Rayport, J. and Sviokla, J. (1994). Managing in the marketspace, Harvard Business Review, 72, 
November-December, 141-50. 

Reid, S. (1981). Canadian-U.S. Trade Relations in the 1980s, Journal of Contemporary 
Business, 10(4), 29. 



Robicheaux, R. and Coleman, J. (1994). The structure of marketing channel 
relationships, Academy of Marketing Science. Journal, 22(1), 38. 

Rugman, A. (1981). A Test of Internalization Theory, Managerial and Decision 
Economics, 2(4), 211.  

Samiee, S. (1998). The Internet and international marketing: Is there a fit?, Journal of Interactive 
Marketing, 12(4), 5-21. 

Scott, W. (2001). Institutions and Organizations, 2nd , Thousand Oaks, CA: Sage Publications. 
Scott, W. and Christensen, S. (1995). The institutional construction of organizations: 

international and longitudinal studies, Thousand Oaks, Mass.: Sage. 
Scupola, A. (2003). Organization, strategy and business value of electronic commerce: the 

importance of complementarities, In Managing E-Commerce and Mobile Computing Technologies, J. 
Mariga, Ed. IGI Publishing, Hershey, PA, 147-162.  

Sen, R. and King, R. (2003). Revisit Debate on Intermediation, Disintermediation, 
Reintermediation due to Electronic Commerce, Electronic Markets, 13 (2), 153-162.  

Srinivasan, S., Anderson, R. and Ponnavolu, K. (2002). Customer loyalty in E-Commerce, 
Journal of Retailing, 78, 41-50. 

 Teece, D. (1977). Technology transfer by multinational firms: the resource cost of transferring 
technology know how, Economic Journal, 80, 242-261. 

Teo, T. and Pian, Y. (2003). A contingency perspective of Internet adoption and competitive 
advantage, European Journal of Information Systems, 12 (2) (June), 78-92. 

Tornatzky, L. and Fleischer, M. (1990). The Processes of Technological Innovation, Lexington, 
MA: Lexington Books. 

Turnbull, P. (1987). A challenge to the stages theory of the internationalization process. In PJ. 
Rosson & S.D. Reid (Eds.), Managing export entry and expansion (21-40). New York: Praeger. 

Vahlne, J. and Nordstrom, K. (1988). Choice of markets channel in a strategic perspective in 
Hood , N. and Vahlne, J. (Eds), Strategies in Global Competition: Selected papers from the Prince 
Bertil Symposion at the Institute of International Business, Stockholm School of Economics, Croom 
Helm, London, 256-81. 

Wernerfelt, B. (1984). A resource-based view of the firm, Strategic Management Journal, 5(2), 
171-180. 

White, G. (1997). International on line marketing of foods to US consumers, International 
Marketing Review, 14 (5), 367-384. 

Williamson, O. (1975). Markets and Hierarchies: Analysis and Antitrust Implications, New York, 
N.Y: The Green Press. 

Williamson, O. (1981). The economics of organisation: The transaction cost approach, American 
Journal of Sociology, 87, 548-577. 

Xu, Y., Yen, D., Lin, B. and Chou, D. (2002). Adopting customer relationship management 
technology, Industrial Management & Data Systems, 102 (8/9), 442-52.  

Yli-Renko, H., Autio, E. and Tontti, V. (2002). Social Capital, Knowledge and the International 
Growth of Technology-Based New Firms, International Business Review, 11, 279-304. 

Zahra, S., Ireland, R. and Hitt, M. (2000). International Expansion by New Venture Firms: 
International Diversity, Mode of Market Entry, Technological Learning, and Performance, Academy 
of Management Journal, 43 (5), 925-950. 

Zhu, K., Kraemer, K. and Xu, S. (2003).Assessing drivers of e-business values: results from a 
cross-country study, European Journal of Information Systems. 

Zou, S. and Stan, S. (1998). The determinants of export performance: A review of the empirical 
literature between 1987-1990, International Marketing Review, 15 (5), 333-56. 

 
 
 

 



-TABLES AND FIGURES TO INSERT IN THE TEXT- 
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Table 1 – Variables Frequency Distribution 

Variables Scales N Percentage

Internet international Sales Non 51 48,6
0-15% 33 31,4
> 15% 21 20,0

International sales Non 10 9,5
0-30% 44 41,9
> 30% 51 48,6

Site Sophistication Low 21 20,0
Medium 30 28,6

High 54 51,4
Employees 0-9 16 15,2

10-49 29 27,6
50-250 32 30,5
+ 250 28 26,7

Sector/Industry Agriculture 14 13,3
Industry 45 42,9
Service 46 43,8

Total 105

 
Table 2 – Ordered Probit Model Estimation Results 

Variables Scales Estimate Std. Error Wald df Sig.

Internet International Sales Non 3,47 1,02 11,67 1,00 0,00 **
0-15% 4,73 1,14 17,19 1,00 0,00 **

Internet sales % total sales 2,75 1,28 4,64 1,00 0,03 **
Internet Budget % total budget 3,37 1,44 5,51 1,00 0,02 **
Business Age yerras existence 0,02 0,01 6,16 1,00 0,01 **

Number Employees 0-9 2,18 0,95 5,28 1,00 0,02 **
10-49 0,93 0,87 1,14 1,00 0,29
50-250 0,59 0,71 0,70 1,00 0,40

> 250 (Ref.) 0,00 . . 0,00 .
Sector\Industry Agriculture -2,69 1,59 2,86 1,00 0,09 *

Industry -0,47 0,51 0,82 1,00 0,37
Service (Ref.) 0,00 . . 0,00 .

Site Sophistication Low -2,40 1,50 2,55 1,00 0,03 **
Medium 1,33 0,62 4,64 1,00 0,11

High (Ref.) 0,00 . . 0,00
International Sales Non -2,96 1,69 3,07 1,00 0,08 *

0-30% -0,61 0,57 1,14 1,00 0,28
> 30% (Ref.) 0,00 . . 0,00 .

*** 99% Significance; ** 95% Significance; * 90% significance  
 


