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ABSTRACT
The goal we are pursuing in this work is to make understand and explain the
performances of Cameroonian SMEs in foreign markets though considered by the
literature as outmoded and traditionalist.
To conduct our work, we have used the hypothetico-deductive method. Thus, from the
existing literature, we came out with three (03) hypotheses that relate the performance of
Cameroonian SMEs having overseas markets to three (03) variables that we assume
determine that performance. For the empirical work, we collected data from forty-one (41)
Cameroonian SMEs having overseas markets. These SMEs were chosen in a rational
way from the lists of companies provided by GICAM, the SYNDUSTRICAM and the
National Federation of Associations of Small and Medium Enterprises (FNAP). To test our
hypotheses, we have used the Pearson correlation test (Hypotheses 1 and 3) and the
Fisher-Student test (hypothesis 2). Prior to testing hypotheses, we used principal
components analysis to summarize the items used to measure the same variable.
The results obtained in this study indicate the level of performance of Cameroonian SMEs
performance and their determinants. They also show that SMEs performance
deterioration is a phenomenon deriving from their management practice. Therefore, if
Cameroonian SMEs are maintained in foreign markets it is thanks to the fact that they
have succeeded in adapting themselves to the business environment. The threat for their
international survival has pushed them to undergo the transformation process. Moreover,
these results showed that the performance of Cameroonian SMEs having overseas
markets is influenced by their ownership / management, strategies and the environmental
constraints they face.
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1. INTRODUCTION
Considering the abundant literature on the performances of SMEs, it is obvious that it might
no longer be a cause for concern. If this paper on Cameroonian SMEs performance in the
foreign market is proposed today, it is because according to the available literature, they
have peculiarities. In effect, many scholars such as (AGRO-PME, 1994; AGRO-PME et
CRETES, 1994; Kombou, 1998) find that Cameroonian SMEs are characterised by
inadequate finances, unqualified labour force, a low marketing force, a lack of Research &
Development (R&D) capacity, lack of innovative spirit, low profitability, and the use of aging
or old-fashioned technologies as compared to their competitors. But moreover, even those
known as performing well can only be compared to their home counterparts having the same
behaviour and using the same old-fashioned technologies (Kombou, 1998). Furthermore,
Tchankam (2000) reveals that the majority of Cameroonian SMEs leaders ignore microprocedures that could lead the manager of an economic undertaking to improve on its daily
output and efficiency. Their management practice remains outmoded and fails to understand
market and business economy constraints. But in the current context of globalisation of
markets, “the competition is more organised, stiffer and the business environment is
becoming more complex by the positioning, providing to both customers and clients a
broader range of choices’’ (Ndjambou, 2008 cited by Ndjambou, 2009). It would not
therefore be reasonable to think that Cameroonian SMEs could in a long run resist the
competition in international markets known to be more complex and high.
Paradoxically, a survey carried out by Djuatio (1998) shows that there are independent
Cameroonian SMEs investing in foreign markets and all enterprises selected in his sample
have been investing in international markets for at least ten years. Consequently, one can
inquire whether these Cameroonian SMEs have put in a place a specific strategy, out-ofreach to other enterprises and which enables them to resist the competition at the
international level even though not competitive. If not, what therefore explains their presence
in foreign markets up to now? This paper attempts to provide answers to both questions. To
this end, we will try to appraise the level of performance of Cameroonian SMEs in foreign
markets and thereafter identify its key factors. This will increase knowledge on the
determinants of international performance of SMEs in general and especially SMEs from the
developing countries. To conduct our work, we opted for the hypothetico-deductive method.
Thus, we first present the review of literature, which will allow us to formulate our
hypotheses. In a second step, we present the methodology for collecting and processing
data. We conclude our work by discussing the results and presenting the implication of our
research.

2. THE PERFORMANCE OF SMES
The performance appears to be a multidimensional concept, judging by the variety of
approaches, including the respective qualities and defects are still widely debated (Aaby and
Slater, 1989; Cavusgil and Zou, 1994; Diamantopoulos and Schlegelmilch, 1994; Zou and
al., 1998 cited by Favre-Bonte and Giannelloni, 2007). Since the pioneer work of Tookey
(1964), research on business performance has developed. In a literature review, Katsikeas
and al. (2000), identified fifty different export performance indicators they propose to group
into three categories: economic and accounting indicators (percentage of export sales,
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export profits, market share of export, etc., non-economic or strategic indicators (new
exports, many countries, export market, etc.) and generic or subjective indicators (perception
of the leader of its export success, its export performance, etc.). However, most researchers
consider two dimensions for the measurement of export performance: objective performance
and subjective performance (Dess and Robinson, 1984; Venkatraman and Ramanujam,
1986; Lages and Lages, 2004; Sousa, 2004 cited by Luong et al., 2010). Objective indicators
measure the direct and pre-determined performance using figures from the accounts or the
history of export, that measure "objectively" the profitability of the company, the level of
sales, etc. In contrast, subjective indicators attempt to measure leaders’ opinion (managers
in general) on the performance accomplishment (Luong et al., 2010).
For Aaby and Slater (1989) and Madsen (1987) all cited by Favre-Bonte and Giannelloni,
2007), the export performance is usually defined based on three factors: sales, profitability
and change, reflecting, respectively, the notions of efficiency, effectiveness and continuity in
commitment to the export and operationalize from either objective criteria or subjective
criteria. For years, authors used the objective criteria for measuring business performance.
This traditional approach is based on the neoclassical financial theory, which aims to
develop rules for optimal allocation of capital. In this perspective, Sousa (2004), cited by
Mostafa (2006), assesses the performance of exporter SMEs through the export intensity
ratio (and its trend), export sales ratio (and their trend), quantity of export sales ratio , export
profitability ratio, export commercial margin ratio (and its trend), market diversification, export
market share ratio (and its trend), comparing export intensity ratio within time and space,
comparing the quantity of export sales ratio to that of competitors, new foreign markets
penetration rate compared within time to that of competitors.
However, we note that several micro and macro elements limit the use of purely quantitative
criteria. In fact, this situation raises two major problems. The first is related to the available
information. The variability of methods or accounting "strategies" of the firms leaves doubts
on what is really measured in terms of international activity. For example, financial records of
companies rarely clearly distinguish domestic sales and export sales (Yang et al., 1992).
Two firms with the same value on an indicator can differ in real financial situations. The
second problem is theoretical. It is often assumed that managers control the formulation and
implementation of the strategy and choose, therefore, how and where to locate (e.g. Child,
1972, Hambrick and Mason, 1984). However, it also shows that the export decision makers
are guided by their subjective perceptions of company performance on export markets,
rather than by objective and absolute performance ratios. The recommended solution is
therefore to construct subjective measures, largely contingent on the context in which the
export activity occurs (Madsen, 1989). The subjective criteria are now commonly used to
measure performance in a broad sense, and are deemed to provide a richer assessment of
performance in exports, as the success of a marketing action program depends largely upon
the reaction of managers (Favre-Bonte and Giannelloni, 2007).
According to Cavusgil and Zou (1994), one of the weaknesses of the research on assessing
the performances of exporter firms relies on the fact that targeted firms pursue different
objectives and strategic concerns. Many scholars therefore showed "the relevance of taking
into consideration criteria such as leader’s satisfaction regarding achievements realised
abroad, their perception of success activity and the attainment of the targeted objectives,
etc". (Ramangalahy, 2001:97). This concerns the subjective performance. This same
performance approach is used by the PIMS (Profit Impact of Market Strategies).
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For their part, Zou and Stan (1998) classified performance measures for export into three
categories: financial (objective), non-financial (subjective) and composites. They also
proposed to distinguish between static measurements and those who try to understand the
changes in the time of performance. The current trend for preferring non-financial measures
or composite measures in a more dynamic approach is trying to capture the perception, by
the managers, the evolution in time of performance in his company. This applies to all scales
that include a "change" dimension. Hence, the uprising performance new approach which
favours a long term vision including notably the valuation of the company immaterial capital,
such as trade mark, innovation and research and development activities, customer portfolio,
skills and human capital, or performances of internal and external processes (Hamel et
Prahalad, 1989; Kaplan et Norton, 2000; Hounkou et al., 2010). In this perspective, the
performance can derive from the exploitation of existing potential (which enables to keep a
favourable position with respect to the competitors) or from implementing new forms of
competition benefits through anticipating/setting of rules of the game that will prevail in the
future. Focussing on the strategy quality and built around the environment understanding,
this approach has spontaneously had the tendency to identify the overall performance to the
competitiveness.
The subjective performance of SMEs in export is measured by the satisfaction of the officer
in relation to the achievement of its business export. In this perspective, Cavusgil and Zou
(1994) used a scale measuring satisfaction by then developed by Styles (1998). These
authors identified eight types of objectives pursued by SMEs for export: the growth of export
sales, increase of profitability, development of new skills and new technologies, increase of
the reputation of the company and its products abroad, improvement the competitive position
of the business to reduce operational risk and a better organization of production
deployment in new countries. The authors generally use a Likert scale to measure
satisfaction.
Assuming that SMEs primary objectives are lastingness, independency and growth (Fadil,
2003 cited by Hounkou et al., 2010) and the above, we will adopt a performance approach
which includes company competitiveness and efficiency. This combination gives a
performance broader sight in the SMEs context. Thus, from Cavusgil and Zou (1994), Styles
(1998) and Sousa's works (2004), cited by Mostafa (2006), the performance will be
assessed within the framework of our study by the following indicators: how far the products
supplied match customers needs, good quality of products supplied, practice of competitive
prices, use of distribution channels meeting customers’ requirements, stock shortage
rhythm, increase in export sales and profits. Respondents were therefore asked to position
their company with respect to competitors. This is a subjective performance. We think that
this set of indicators is representative enough and can give a good picture of the targeted
performances. Furthermore, such a performance approach is credited to sustain a study on
SMEs not quoted in stock markets or which do not have an elaborated accounting system.

3. FACTORS EXPLAINING THE PERFORMANCE OF SMES INVESTING IN
FOREIGN MARKETS
During the last thirties years, work on the determinants of SME international performance
has become more numerous. The enumeration of all the determinants used by researchers
is impressive since 30 years (Aaby and Slater, 1989; Chetty and Hamilton, 1993; Madsen,
1987; Zou and Stan, 1998), shows the diversity of studies on the export performance of
SMEs (Zou and Stan, 1998). According to Zou et al. (2003), these determinants fall into
three (03) major theoretical approaches: the theory of industrial organization, the resource
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theory and the contingency theory. Each theory explains the export performance of SMEs. In
the theory of industrial organization, the external environment and the strategy developed by
the company are the main determinants of export performance (Zou and Stan, 1998: 344).
The resource theory identifies performance factors of international marketing from the
internal resources of SMEs, while the contingency theory explains the performance by the
adjustment between the structure of the company and its context (Luong et al., 2010).
In the specific case of SMEs, most studies support the view that the export performance
controlls, at least part, partially by of the company and its leaders. This means that not only a
better export performance can be attributed to a good job of leaders, but also that their
poorer performance may be attributed to them (Luong et al., 2010).
In the course of our work, we will focus particularly on three determinants of performance:
the structure of ownership/management, strategies and environmental constraints.
Interest in the structure of ownership / management is justified by the fact that African SMEs
in general and Cameroon in particular need to meet several demands from their owners’
families. These demands cannot be neutral on performance and thus, not on the same scale
as the company is managed by an owner or a non-proprietary.
In terms of strategy, it is of recent in African SMEs in general and Cameroon in particular.
As for the environmental constraints, the choice is justified by the fact that Cameroonian
companies have long been operating under a protectionist regime. Exposure to the harsh
reality of competition justifies a study on the impact of environmental constraints on their
performance.
Overall, three (03) presumed determinants of the performance of SMEs with foreign markets
we have choose seem very relevant and have not yet been studied in our context.

3.1 Strategies of SMEs Investing in Foreign Markets and Their Performances
The strategy is a major factor in business performance in general and SMEs in particular. The
industrial organization (IO) theory argues that external factors determine the firm’s strategy,
which in turn determines economic performance (Scherer and Ross, 1990 cited by Zou and
Stan, 1998). The logic is that the external environment imposes pressures to which a firm
must adapt in order to survive and prosper (Collis, 1991 cited by Zou and Stan, 1998).
Following the IO theory, the external factors and the firm’s export strategy are the primary
determinants of export performance. Amoako-Gyampah and Acquaah (2008) in their study
found significant relationship between manufacturing strategy and performance. For Hill and
Jones (1995) cited by Su and Tam Vo (2010), the key for superior performance is the firm’s
strategy formulation and decisions implementation, for Gueguen (2001), SME strategies
condition their performance.
Scholars such as D’Amboise (1989) proved that the performance of SMEs depends on their
ability in developing strategies and innovative plans that boost their growth. To Julien (2000),
factors that explain success of SMEs include quality of service to customers, satisfaction to
customers' needs, continuous product upgrading, quality control and product continuous
development. Then, successful companies permanently adjust their behaviour with
environmental changes to see that they match their products to customers’ demands and
benefit from supposed opportunities. For this end, they should not only rely on one variable
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but also on variables such as the product, the price, the distribution and the communication
channel (Sprimont, 2003; Thibodeau et al., 1995; Carney and Geldajlovic, 1991; Denis,
1990; Urban, 1979). The price policies plays a major role in international SMEs performance
for quantities sold to a large extend depend upon. The price impact on sales may be more
important when the firm opts for a cost leadership or during the first phases of the product
life cycle. Also quantities to offer can decline if the distribution network and the
communication policy does not satisfy customer demands and meet the business
environment requirements.
In sum, a company success in foreign markets requires adjustments at different levels
including its products or related services, its product pricing policy, its distribution and
communication circuit to meet business environment demands. All these policies derive from
strategies implemented by companies and enable them to block actions from competitors.
This should also be the case for the Cameroonian SMEs, and the following hypothesis can
be made:
H.1- Strategies of SMEs investing in foreign markets do influence their performances
in these markets.
Strategies of Cameroonian SMEs investing in markets were assessed through their strategic
orientation (Specialisation, Vertical integration, Diversification, Partnership), their investment
mode (Direct export, Indirect export, Production and foreign marketing through branch
offices or subsidiary establishments, Production and foreign marketing through jointventures, abroad subcontracting Production and Marketing) and their sources of competitive
advantages (Cost improvement, matching of products to customers needs, sale price
improvement for better competitiveness end, matching distribution channels to business
environment requirements, matching the communication policy to business environment
requirements, using the appropriate technology according to environment changes,
developing closed relations with partners, developing an environment of trust with partners,
really exchanging information with partners). For the operationalization of the strategies of
SMES having foreign markets, we were inspired by the works of Cavusgil and Knight (1997),
Paturel (1997) and Bourcieu (2004, 2005). All the items were measured with a five point
Likert scale. Therefore respondents were asked to choose among "Never", "seldom", "
sometimes', "Often", "Always" depending on the use of the action described by their
company. For strategic orientations and foreign investment mode, each respondent also had
to precise the one which is most practiced by their company.

3.2 The Ownership/Management Structure of SMEs Investing in Foreign
Markets and Their Performances
In the SME organizational chart, the manager is the key staff. He takes strategic decisions
and organises the work. Given the importance of the role of leader in the operation of such
companies, most of the work highlights the crucial impact of the Contractor in the
performance of its business (Aydi, 2003). In this perspective, the ownership/management
structure may have a major impact on the company performances (Zahra, 1996). That
impact was examined in some previous studies. But most of the above works have
considered only two types of company ownership: The spread-out shareholding and the
concentrate shareholding structures. Within the spread-out shareholding structure, the
manager is prompted to pursue his own interests to the detriment of those of other
shareholders, whereas, within the concentrate shareholding structure, controlling
shareholders easily and directly control managers.
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But it is worth noticing that owner-managers do not always behave like non-owners. The
ownership control confronts company and owner interests and prompts owner-managers to
invest in risky activities. In the contrary, non-owners managers will prefer a broader utility
function and may be given a longer run horizon, falling in line with the performance vision
advocated by Hamel and Prahalad (1989) and Kaplan and Norton (2000). The agency
theory provides an explanation for the influence of the ownership/management structure on
the manager's behaviour and consequently on the company's performance. This theory
relies on the distinction between ownership and management. According to Jensen and
Meckling (1976), this distinction generates agency costs due to the fact that parties involved
have divergent interests and unilaterally try to maximise their respective utilities. Owners
may above all be interested in maximising the short term profit. Managers in their part may
be more preoccupied by the company security (Sorensen, 1974). They therefore pursue
strategies ensuring a long term performance. Barnhart and Rosenstein (1998), argue that
stock ownership by management can improve business performance. This result is
consistent with the statements arising from the proposals of Jensen and Meckling (1976).
Morck et al. (1988) instead proposed a relationship between the fraction of equity held by
managers and the value of the company depending on the proportion of shares held by
executives. It seems that as this proportion increases, the leaders align their objectives with
those of outside shareholders that maximize the value of the company. For Begley and Boyd
(1986), companies run by their founder had growth rates higher than those run by
professional managers. In the same vein, St-Pierre (1999) showed that newly listed
companies on the stock market and led by their founder perform better than those run by
professional managers. The author justifies this state of affairs by non-diversified heritage of
the founders (that is to say that a large part of the human and financial capital is invested in
the same company) that requires them to optimize all their decisions, otherwise losses will
be much more significant and substantial than those suffered by a non-founder.
In the labour market, a manager is faced to other applicants who may apply for the same
post. If he is granted the company's management, he is the winner of competion that
confronted him to competitors. A professional-manager can possess skills that may have an
impact on his management and the company's performances. Furthermore, in the African
context, a company run by a non-owner is safe from parental pressures and some company
transfers to owner's relatives (donations to parents, recruitment of relatives or friends without
any expertise with the job occupied). Hence, a company managed by a proprietor can be
less performant than the company managed by a non-proprietor manager. In that light, the
SMEs ownership/management structure cannot be without having an influence on its
performance, thus the following hypothesis can be made:
H2: The SME ownership/management structure has an influence on its performance in
foreign markets.
Within the framework of this study, our focus will only be on the impact on the SME
performance considering that the SME is managed or not by an owner. For this end, each
respondent had to state whether their company is managed by an owner or a non-owner.
This measurement scale of the property-management structure of the company is inspired
by the works of Begley and Boyd (1986) and St-Pierre (1999) which distinguish between
business run by the owners and those run by professional managers. This option is justified
by the fact that in the Cameroonian context SMEs is either created in sole proprietorship or
is owned by a limited number of proprietors.

66

British Journal of Economics, Management & Trade, 2(2): 60-82, 2012

3.3 The Business Environment and the Performance of SMEs in Foreign
Markets
The business environment builds up a major dimension in SMEs performance analysis.
Depending on their characteristics, opportunities or threats will appear, enabling the
company to maintain or to improve on its competitive positions, success key points. In that
perspective, the determinist approach states that a company could be performing only if a
matching of its products to business environment requirements is made. In fact, this type of
firms appears to be highly influenced by its environment without taking advantage of its
benefits (Chappoz, 1991). Maybe that is the reason why authors like Ghoshal and Kim
(1986) and Porter (1986) link the necessity of mastering environment changes to company
competitiveness. For Ndjambou (2008), the business environment is a determinant of
performance of tangible and intangible international SMEs. Then, even though some other
authors think that the firm can modify its environment and try to develop lasting competitive
benefits without being focussed on its environment demands, it is clear that in a determinist
perspective, the environment is imposed to companies. This is witnessed in Cameroonian
context as SMEs are characterised by the lack of resources and frail skills. Thus, the
following hypothesis can be formulated:
H3- Environmental constraints do influence performances of SMEs investing in
foreign markets.
To assess environmental constraints, we used "The language problem /or illiteracy of some
customers", "Administrative operations beyond hosting country borders", "Social constraints
in the hosting country", "Political constraints in the hosting country", "The cultural distance",
"Access to credits", "The existence of companies to promote the internationalisation of other
companies" (Piggy back agreement), "Having benefiting from SMEs promotion measures".
These items are inspired from Tsapi’s study (1997). For the first six (06) items, respondents
were asked to indicate whether for their company each was considered as a " Very great
obstacle", a "Great obstacle", an "Average obstacle", "not an obstacle", "not an obstacle at
all". For the seventh item, they had to choose among “Not easy at all", "Not easy", "Neutral",
"Easy", "Very easy". And for the last two (02) items, respondents had to choose among "
Never", "Seldom"," Sometimes", "Often", "Always".
We eventually consider that strategies implemented, the ownership/management structure
and business environment constraints are factors that SMEs in general and the
Cameroonian SMEs in particular should seriously integrate in order to achieve a good level
of performance. In the course of the present work, presumed relations in our hypotheses will
be tested to ensure their effectivity within the Cameroonian context.

4. METHODOLOGY OF DATA COLLECTION AND DATA PROCESSING
To analyze the performances of the Cameroonian SMEs having overseas markets and
identify the factors that explain those performances, we opted for a quantitative analysis. We
therefore conducted a questionnaire survey. For the purpose of this investigation, we
consider as a Cameroonian SME with foreign markets, any company with 10 to 250
employees, formally constituted (that is registered in the Commercial Register) and
financially independent, whatever its activity may be and whoever carries out, either directly
or indirectly, production and/or marketing operations beyond the national borders. For the
selection of companies in our sample, we have adopted the empirical method. Thus, the
questionnaires were distributed to 83 Cameroonian SMEs having foreign markets.
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For the data collection, we addressed the principal leaders of the companies (the general
managers or equivalent). Hence, we combined indirect administration and direct
administration of our questionnaires. Initially, we deposited the questionnaires in the
companies involved and we arranged appointments to have back the aforementioned
questionnaires duly filled out. At the time of the appointments, some leaders would not have
filled out their questionnaires yet. Among those leaders, some would ask that we filled them
together. Therefore, we made an indirect administration of the questionnaires to the leaders
who chose this method. We carried it out to take note of comments from leaders who could
complete their answers.
Out of eighty-three (83) questionnaires that we distributed, we recovered forty-seven (47). In
these forty-seven (47), six were not exploitable because they were partially filled. Thus, at
the end of the operation of collecting information, we found ourselves with forty-one (41)
exploitable questionnaires, that is a 49.40% rate of answers.
For the data processing, we used the sorting flat, the factor analysis of variables of the
study, the Pearson-correlation coefficient and the Student-Fisher test.
Sorting flat serves to present the results of the survey, in absolute values or percentages for
each question. Factor analysis aims at reducing the number of items measuring a variable in
order to retain only the most significant. The factors identified summarize all items used for
factoring. The Pearson -correlation coefficient permits to identify the relation between two
quantitative variables. It is used to test the given hypotheses H1 and H2. The Student-Fisher
test is used to measure the relation between one quantitative variable and another
qualitative. It is used to test hypothesis H3.

5. ANALYSIS OF THE RESULTS OF THE INVESTIGATION TO THE LEADERS
OF CAMEROONIAN SMES HAVING OVERSEAS MARKETS
In this analysis, we will alternately examine performances of Cameroonian SMEs investing in
foreign markets, and their supporting factors.

5.1 Performance Analysis of Cameroonian SMEs Investing In Foreign Markets
The following tables give the results obtained from our survey on the ten items used to
assess the level of performance of Cameroonian SMEs investing in foreign markets.
It appears from table 1 above that in general, the performance of Cameroonian SMEs
investing in foreign markets is of a good standard. Because more than 50% of SMEs offer
products and services of good quality at equal prices than those practiced by their
competitors. The same goes with the quality/price ratio, the level of products satisfaction to
customers demands, the distribution level and the communication policy.
Table 2 shows that the progression of SMEs sales in our sample is diversified. In effect, we
observe that 20% of companies have witnessed during the five last years a turn-over
increase between 0 and 10%, 54% have their growth between 11% and 20%, 10% have
their growth between 21 and 30%, and 17% raise it above 30%. According to managers of
firms, this is mainly a result of the good quality of their products and the mediatisation and
advertisation efforts so far carried out.
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Table 1. Comparison of performances of Cameroonian SMEs investing in foreign
market
Category

Cameroonian SMEs position with respect to competitors
Lower
Average
Higher
Frequency %
Frequency %
Frequency %

Company product quality with
6
respect to that of competitors
Qualities of services offered by
the company to customers with
17
respect to those offered by
competitors
Quality/Price ratio of company
products with respect to
8
competitors.
How far products of the
company match customers
9
demands with respect to
competitors.
Company distribution network
quality with respect to
8
competitors.
Company products price level
6
with respect to competitors
Cameroonian SME (investing in
foreign markets) product
6
awareness level with respect to
competitors.
Cameroonian SMEs (investing
in foreign markets) stock outage 19
rhythm

14.6

28

68.3

7

17.1

41.5

21

51.2

3

07.3

19.5

27

65.9

6

14.6

21.9

28

68.3

4

09.8

19.5

13

31.7

20

48.8

14.6

29

70.7

6

14.6

14.6

16

39.0

19

46.3

46.3

22

53.7

0

0.0

Table 2. Cumulative offshore sales rate of Cameroonian SMEs investing in foreign
markets during the last five years
Sectors

Regression
0 – 10%
11 – 20%
21 – 30%
more than
30%
Total

Company field of activity
Agriculture/livestock Industries
production/Handicraft
Frequency %
Frequency
0
0.0
0
1
25.0
7
2
50.0
17
1
25.0
2
0
0.0
7

%
0.0
21.2
51.5
06.1
21.2

4

100.0 4

100.0

33

Total
Trade and
Services
Frequency %
0
0.0
0
0.0
3
75.0
1
25.0
0
0.0

Frequency
0
8
22
4
7

100.0 41

%
0.0
19.5
53.7
09.8
17.1
100.0
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Table 3 shows that during the last five years, in general, firms of our sample have witnessed
a profit growth in between 0 and 20%. In effect, 78% of firms of our sample find their profit
growth during the last five years within that range.
Table 3. Profit Cumulative growth rate of Cameroonian SMEs investing in foreign
markets during the last five years
Sectors

Company field of activity
Agriculture/livestock
Industries
production/Handicraft
Frequency %
Frequency
Loss
0
0.0
0
0 – 10% 2
50.0
11
11 – 20% 2
50.0
15
21 – 30% 0
0.0
5
more than 0
0.0
2
30%
Total
4
100.0
33

Total

%
0.0
33.3
45.5
15.2
06.1

Trade and
Services
Frequency
0
0
2
2
0

100.0 4

%
0.0
0.0
50.0
50.0
0.0

Frequency
0
13
19
7
2

100.0 41

%
0.0
31.7
46.3
17.1
04.9
100.0

Table 4. Factorisation of the performance level of Cameroonian SMEs in foreign
markets
Items
Company products quality with respect to competitors.
Quality of services offered by the firm to its customers with
respect to competitors
Firm products quality/price ratio with respect to
competitors.
How far products of the firm match customers demands
with respect to competitors.
Firm distribution network quality with respect to
competitors.
Firm products price level with respect to competitors.
Offshore Profit cumulative growth rate during the last five
years
Offshore sales cumulative growth rate during the last five
years.
Proper value
% of explained variance
Cumulative % of explained variance
Cronbach Alpha

Loadings
0.970

Communalities
0.877

0.866

0.761

0.966

0.933

0.938

0.880

0.936

0.941

0.872

0.934

0.765

0.585

0.755

0.570

6.482
72.022
72.022
0.965

-

All in all, it is understood that Cameroonian SMEs performance in foreign markets with
respect to competitors remains satisfactory. This is in contradiction with the existing literature
on the matter, as it is known that the competition in foreign markets is generally very stiff.
After the flat tab, we measured the sampling precision (KMO measurement) and realised the
Bartlett test. The KMO sampling precision measurement gave a value of 0.813 and the
Bartlett test gave an approximate Chi-squared of 527.383 at 36 degrees of freedom (dof)
and a 0.000 signification threshold. We can therefore use the factorial analysis on the
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selected items to assess Cameroonian SMEs investing in foreign markets. This analysis
provides the results in table 4.
Only one factor was selected at the end of the factorial analysis. Its contribution is up to
72.022% for the global inertia. Its Cronbach Alpha is equal to 0.965. This is a proof of a good
internal cohesiveness. Two items were cancelled due to their low communalities, namely the
"stockout rhythm" and the "level of firm product awareness by the public".

5.2 Analysis of Factors Explaining the Performances of Cameroonian SMEs
Investing In Foreign Markets
Within the framework of this study, we have identified three (03) factors which are
influencing performances of Cameroonian SMEs investing in foreign markets. These factors
will successively be analysed as follows.
5.2.1 Strategy analysis of Cameroonian SMEs investing in foreign markets
In the course of this analysis, we will successively proceed by factorising their strategic
orientation, their foreign investment mode, and their sources of competitive advantages.
Prior to the factorisation, for each of this strategy development level, we have assessed the
precision of the KMO sampling and carried out the Bartlett sphericity test.
The precision value of the KMO sampling and the Bartlett sphericity test are respectively
0.747, and an approximate Chi-squared of 99.414 for 10 degrees of freedom and a Bartlett
signification threshold of 0.000 for items measuring the strategic orientation, 0.776, an
approximate Chi-squared of 88.317 for 10 degrees of freedom and a Bartlett signification
threshold of 0.000 for items measuring the foreign investments modes, and lastly 0.887, an
approximate Chi-squared of 438.375 for 21 degrees of freedom and a Bartlett signification
threshold of 0.000 for items measuring sources of competitive advantages. These results are
proof that our items could be factorised. The factorisation results are as follows:
Table 5. Factorial analysis of Cameroonian SMEs (investing in foreign markets)
strategic orientations
Items
Spécialisation
Vertical integration
Partnership
Industry strategy
Proper value
% of explained variance
Cumulative % of explained variance
Cronbach Alpha

Loadings
0.927
0.865
0.866
0.763
3.029
60.584
60.584
0.878

Communalities
0.859
0.748
0.749
0.582
-

Only one factor was selected at the end of the factorial analysis to help continue our work.
One item has been cancelled through the factorial analysis, namely the "Diversification". The
unique selected factor justifies over 60% of inertia. And this is far above the minimum of 50%
required in theory. It also shows a good internal cohesiveness from its Cronbach Alpha.
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Table 6. Factorial analysis of international investment modes of Cameroonian SMEs
investing in foreign markets
Items
Direct export only
Indirect export only
Direct or indirect export as per country
Offshore production and distribution through
integrated structures.
Proper value
% of explained variance
Cumulative % of explained variance
Cronbach Alpha

Loadings
0.801
0.785
0.788

Communalities
0.642
0.617
0.621

0.896

0.803

3.096
61.923
61.923
0.841

Similarly to the strategic orientation analysis, only one representative factor of Cameroonian
SMEs international investment modes was selected at the end of the factorial analysis. One
item has been cancelled at the end the factorial analysis, namely the "offshore
subcontracting production". The unique selected factor justifies close to 62% of total inertia.
It also shows a good internal cohesiveness from its Cronbach Alpha.
Table 7. Factorisation of competitive advantages of Cameroonian SMEs investing in
foreign markets
Items
Rate of communication policy efforts to match the
environment demands
Rate of the distribution channel efforts to match the
environment demands.
Information exchange efforts with partners.
Rate of efforts on products to match customers’
needs.
te of efforts to match technological changes.
Rate of price improvement efforts toward
competitiveness.
Rate of firm efforts to improve on costs
Proper value
% of explained variance
Cumulative % of explained variance
Cronbach Alpha

Loadings

Communalities

0.973

0.947

0.961

0.923

0.927

0.859

0.958

0.917

0.940

0.883

0.932

0.869

0.896
6.201
88.580
88.580
0.978

0.803
-

At the end of the factorial analysis we have selected only one factor which justifies 88.580%
of total inertia. This factor has a good internal cohesiveness from its Cronbach Alpha.
5.2.2 Analysis of the ownership/management structure of Cameroonian SMEs
investing in foreign markets.
To evaluate the ownership/management structure of Cameroonian SMEs investing in foreign
markets, managers were asked only one question which consisted in precising whether they
were owner-managers or not. The results obtained were as follows:
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Table 8. Ownership/management structure of Cameroonian SMEs owning foreign
market shares
Categories Company field of activity
Agriculture/livestock Industries
production/Handicraft
Frequency %
Frequency %
SMEs
2
50,0
18
54.6
managed
by owners
SMEs
2
50.0
15
45.5
managed
by nonowners
Total
4
100.0
33
100.0

Total
Trade and
Services
Frequency % Frequency %
4
100.0 24
58.5
0

0.0

17

4

100.0 41

41.5

100.0

This table 8 shows that close to 59% of managers are owners. This owner-managers
predominance is justified by firm-owners distrust toward other managers regarding business
management. Nevertheless, this result should not lead to hasty interpretation for there are
close to 42% of non-owner managers.
5.2.3 Environment constraint analysis of Cameroonian SMEs investing in international
markets
The analysis of main components has been chosen to help carry out this analysis. The KMO
sampling precision measurement of items selected for assessing environment constraints is
0.843 and the Bartlett related test gives an approximate Chi-squared value of 209.623 for 15
degrees of freedom (dof) and a significance of 0.000. The factorial analysis can therefore be
made on these items. This has led to the following results.
Table 9. Environment constraints factorial analysis of SME investing in foreign
markets
Items
Cultural distance
Administrative operations beyond hosting country borders.
Language problem or illiteracy of some customers.
Hosting country political constraints.
Hosting country custom operations
Hosting country social constraints
Proper value
% of explained variance
Cumulative % of explained variance
Cronbach Alpha

Loadings
0.918
0.914
0.906
0.896
0.815
0.767
4.554
75.897
75.897
0.933

Communalities
0.843
0.835
0.821
0.802
0.664
0.588

The factorisation of items measuring environment constraints of Cameroonian SME in
foreign markets has led to stress on only one factor bearing all items used in the analysis.
The proper value of that factor is 4.554 and justifies 75.89% of the total inertia. It shows a
good internal cohesiveness from its Cronbach Alpha.
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6. HYPOTHESES TESTING
We will successively test the three (03) hypotheses which were proposed in this study
namely H1, H2, and H3.

6.1 Testing H1, the Hypothesis Concerning the Link between Strategies of
SMEs Investing in Foreign Markets and Their Performances (H1
Hypothesis)
H1 testing gives the following results:
Table 10. Relationship between Cameroonian SMEs performances in foreign markets
and their strategies (Pearson correlation)
Cameroonian SMEs
performances in foreign markets
Strategic orientation of Cameroonian SMEs
investing in foreign markets
International investment modes of Cameroonian
SMEs in foreign markets
Sources of competitive advantages of Cameroonian
SMEs in foreign markets

-0,117
0,049
0,330(*)

* the correlation is significant to 0.05 level( bilateral)

The results of the above table show that only sources of competitive advantages have a
significant relationship with Cameroonian performances in foreign markets. This therefore
invalidates our H1 hypothesis.

6.2 Testing the Relationship between the SMEs Ownership/Management
Structure and Their Performances (H2 Hypothesis)
This H2 hypothesis test gives the following results presented in table 11. From this table we
can establish a significant relationship between the ownership/management structure of
Cameroonian SMEs in foreign markets and types of Cameroonian SMEs in foreign markets
according to their performances. In effect, the difference between means of both groups is
significant in the light of the confidence interval of 95 %. This therefore validates our H2
hypothesis. It is worth noticing that the Student-Fisher test shows that the average of
Cameroonian owners-managers performance is greater than that of non owners-managers
one.
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Table 11. The relationship between SMEs in foreign markets and their ownership/management structure
Group statistics

Cameroonian SMEs
performances in foreign
markets

The state of being
company's owner or
not
No

N

Average

Standard
deviation

Average
standard error

17

-0.3698681

0.96171592

0.23325037

Yes

24

0.2619899

0.96072144

0.19610644

Independent sample testing

Equal
variances
hypothesis
Unequal
variances
hypothesis

Levene testing T-testing on equal means
on equal
variances
F
Sig.
t
dof
Sig.
(bilateral)

Average
difference

0.040

0.842

-2.074

39

0.045

-0.63185795

Standard
deviation
difference
0.30467988

Confidence interval 95 % of
the difference
Lower
Higher
-1.24813118
-0.01558472

-2.073

34.591

0.046

-0.63185795

0.30473509 -1.25076471

-0.01295118
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6.3 Testing of the H3 Hypothesis: Relationship between SMEs Environment
Constraints and Their Performances (H3 Hypothesis)
H3 was tested through Pearson Correlation test and the following result was obtained:
Table 12. Pearson Correlation
SMEs environment constraints.
Cameroonian SMEs performances in foreign
markets

-0.350(*)

* the correlation is significant at 0.05 level( bilateral)

This table shows that the relationship between "Cameroonian SMEs performances in foreign
markets" and "Environment constraints of Cameroonian SMEs investing in foreign markets"
is significant at 0.05 threshold limit. Therefore, "environment constraints of Cameroonian
SMEs in foreign markets" negatively influence their performances in foreign markets. This
shows that our H3 hypothesis is validated.

7. INTERPRETATION OF THE RESULTS EMPIRICAL
CONCLUSION

ANALYSIS AND

Empirical results obtained from this study have shown that Cameroonian SMEs involved
foreign markets have changed their behaviour. Formerly considered as out moded and old
fashioned firms, Cameroonian SMEs today are offering to their customer’s products of same
value as their competitors and succeed in sustaining the competition in foreign markets
(within which the competition is known to be very stiff). These SMEs resist in foreign markets
not because these markets are exclusively reserved to them but because they could tailor to
international competition. In this perspective, it has been noticed that Cameroonian SMEs
which record good success stories in foreign markets are those offering products meeting
their customer’s requirements, at competitive prices and through distribution networks
satisfying environment demands. They equally practice a management of proximity.
The position of Cameroonian SMEs having overseas markets contrasts with existing
literature which considers Cameroonian SMEs taken together as archaic and traditional
businesses. Therefore, it is understandable that even though SMEs have not yet integrated
"globalization", there is no traditionalist business at such. Cameroonian SMEs are
distinguished rather by their ability to adapt. We can therefore assume that when a Company
operates in an environment where competition is weak and its performance is good, it may
be less active and give the impression of being managed in a traditional way, paying little
attention to what happens in its environment. It is transformed very quickly when it realize
that its survival is threatened. Our results confirm and recognize the flexible nature of SMEs.
They also show that the threat of survival is a denaturant for the specificity of the
management of SMEs.
The results of hypothesis testing that we have done show that on foreign markets, the level
of performance of SMEs in our sample depends:
- Strategies developed by the SMEs in foreign markets ;
- Environmental constraints of the business ;
- The property-management structure of Company.
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These results support the theory of population ecology that SMEs are constrained in their
environment. In this perspective, when the environment deteriorates, the company develops
actions that can enable it to adapt itself and thus ensure its survival. Given that the context
of our study is characterized by numerous transfers (financial and otherwise) of small-size
enterprises in the relatives of the owner (Warnier, 1995), it was expected that SMEs run by
their owners have the least performance. But our result shows us otherwise. This result may
reflect the opportunistic behaviour of managers who prefer their interests over those of the
owners. This also explains very well the distrust of the owners of Cameroonian SMEs vis-àvis people outside the circle of relatives and justifies the frequent use of family members and
persons recommended by friends.
It is also noted that internationalization led SMEs in our sample to get transformed in order to
survive. In this sense, the strategy appears to be a way to adapt to the environment and
improve performance. Therefore, the threat of survival appears here as a phenomenon
denaturing SME management because it turned the Cameroonian SMEs as to make them
competitive in foreign markets considered very competitive. We understand that as so long
as the survival of SMEs is not threatened, it will introduce some changes in its management,
and might seem a traditionalist. But when the leader perceives a damaging decline in
performance of his company, he develops strategies enabling it to maintain its market. We
can therefore assume that there is no passive company in the absolute, that is to say a
company that just experiences events without acting or reacting. If a company seems
traditionalist, it means that the environment in which it operates is in favour of its practices.
Finally we understand that the current position of Cameroonian SMEs having overseas
markets can be interpreted as the result of radical changes in their environment: increased
competition and decreased performance under the weight of environmental constraints. This
situation, which can be understood at first sight as a threat, pushed SMEs to develop
reflexes to survive. This allowed them to put themselves in the height of the competitive
battle and thus ensure their success abroad.
Beyond the results of hypothesis testing, this study provides an overview of the contributions
of the research. Thus, in theory, the contribution of this work is to have a basic knowledge of
the determinants of the performance of Cameroonian SMEs in foreign markets. It also puts
into perspective the specificity of the management of SMEs in highlighting the distorting
character of severe competition (threat to the survival of the company) and the weakness of
the traditional bases of competitiveness (strong clientele comprising relatives or friends,
protection of the authorities, ...) in the context of SMEs in developing countries. For SMEs in
our sample were transformed as a result of internationalization. This work contributes to the
construction of the theory of denaturation of the management of SMEs (Torres, 2004).
However, the results are fragile due to sample size. In addition, we have not included a
subset of customers to identify product value and the level of business performance
perceived by the customer. It would be interesting to collect and analyze the views of
customers and partners of companies in our sample for a larger view. Another interesting
line of research is to assess the degree of decision freedom available for the managers of
Cameroonian SME who have foreign markets, which would better explain the formation of
the performance of these companies. This is especially true since our empirical analysis has
shown that the property-management structure of the Company has an influence on the
performance of Cameroonian SMEs having overseas markets. In addition, our empirical
research is cross-sectional. It is possible that the results we obtained on the variables
measured be different if the research was a longitudinal, that is to say by considering them
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over time. Finally, for each of the companies in our sample, the results have been obtained
from a single person: the main leader. These results therefore depend on his perception.
This may not reflect the reality of the company. In other words, it is possible that some
interlocutors have slightly overestimated or underestimated the level of certain variables.
Taking into account the views of many people within the same company, at least on certain
variables, would cross-check information obtained.
All these limits and the main lines of research identified show the importance of continuing
this work. However, we believe that our aim is largely achieved.

COMPETING INTERESTS
Authors have declared that no competing interests exist.

REFERENCES
Aaby, N.E., Slater, S. (1989). Management influences on export performance: A review of
the empirical literature 1978-1988. International Marketing Review, 6(4), 7-26.
AGRO-PME et CRETES. (1994). Etude du secteur des PME au Cameroun: enquêtediagnostic, Yaoundé, Mars, 1994, 91 pages.
AGRO-PME. (1994). Etude sur les PME au Cameroun: proposition d’une stratégie de
promotion, Yaoundé, mars 1994, 50 pages.
Amir, E., Lev, B. (1996). Value-relevance of nonfinancial information: The wireless
communications Industry. Journal of Accounting and Economics, 22, 3-30.
Amoako-Gyampah, K., Acquaah, M. (2008). Manufacturing strategy, competitive strategy
and firm performance: An empirical study in a developing economy environment,
International Journal of Production Economics, 111, 575–592.
Aydi, G. (2003). Capital social entrepreneurial, performance de l’entreprise et accès aux
resources externs, Communication à la XIIème Conférence de l'Association
Internationale de Management Stratégique, Les Côtes de Carthage, 3, 4, 5 et 6 juin, 22
pages.
Barnhart, S., Rosenstein, S. (1998). Board composition, managerial ownership, and firm
performance: An empirical analysis. Financial Review, 33(4), 1-16.
Begley, T.M., Boyd, D.P. (1986). Executive and corporate correlates of financial
performance in smaller firms. Journal of Small Business Management, 26, 8-15.
Bourcieu, S. (2005). Les stratégies de développement international des PME face à la
dynamique de l’environnement institutionnel. XIVième Conférence Internationale de
Management Stratégique, Pays de la Loire, Angers 2005-http://.stratégie-aims.com/.
Bourcieu, S. (2004). Le développement international des PME par l'action sur
l'environnement institutionnel: "La stratégie d'ascendance institutionnelle". Application
aux pays en transition, Thèse de Doctorat en Sciences de Gestion, Institut
d'Administration des Entreprises (I.A.E.). Université Jean Moulin Lyon 3, 599 pages.
Bourcieu, S. (2001). PMI exportatrices et transformations de la stratégie dans les pays en
transition. Revue International PME, 4(1), 69-91.
Cavusgil, T.S., Knight, G.A. (1997). Explaining an Emerging Phenomenon for International
Marketing: Global Orientation and the Born-global Firm, Center for International
Business Education and Research, Working Paper, Michigan State University.
Cavusgil, T.S., Zou, S. (1994). Marketing strategy-performance relationship: an investigation
of the empirical link in export market ventures. Journal of Marketing, 58(1), 1-21.

78

British Journal of Economics, Management & Trade, 2(2): 60-82, 2012

Chappoz, Y. (1991). La gestion de l'interactivité entreprise / environnement, Revue
Internationale PME, 4(3), 53-75.
Chetty, S.K., Hamilton, R.T. (1993). Firm-level Determinants of Export Performance: A Metaanalysis. International Marketing Review, 10(3), 26-34.
Child, J. (1972). Organizational Structure, Environment and Performance: The Role of
Strategic Choice. Sociology, 6, 1-22.
Collis, D.J. (1991). A resource-based analysis of global competition: the case of the bearings
industry. Strategic Management Journal, 12, 49-68.
Cumby, J., Conrod, J. (2001). Non-financial performance measures in the Canadian
biotechnology industry. Journal of Intellectuel Capital, 2(3), 261-272.
Denis, J.E. (1990). Une synthèse de la recherche sur le comportement des firmes à
l’exportation, Université d’Ottawa, Document de travail 90-15.
Deroo, M., Dussaix, A.M. (1980). Pratique et analyse des enquêtes par sondage: études de
marché, tests de produits. Paris: Presses universitaires de France, 302 pages.
Dess, G.G., Robinson, R.B. (1984). Measuring Organizational Performance in the Absence
of Objective Measures: The Case of the Privately Held Firm and Conglomerate
Business Unit, Strategic Management Journal, N°5, PP. 265-273.
Diamantopoulos, A., Schlegelmilch, B.B. (1994). Linking export manpower to export
performance: a canonical regression analysis of European and US data. In: Cavusgil,
S.T. and Axinn, C. (Eds), Advances in International Marketing, JAI Press, Greenwich,
CT, Vol. 6, PP. 161-81.
Djuatio, E. (1998). Les déterminants de l’internationalisation de la PME : une étude
comparative portant sur deux pays d’inégal développement, Actes du 4ième Congrès
International Francophone en entrepreneuriat et PME, 17 pages.
Eccles, R.G. (1999). Le manifeste de l’évaluation des performances. In: Les systèmes de
mesure de la performance, Harvard Business Review, Éditions de l’Organisation, 2559
pages.
Evrard, Y., Pras, B., Roux, E. (2003). Market, Etudes et recherches en marketing, 3ième
Edition, Dunod, Paris, 699 pages.
Ghoshal, S., Kim, S.K. (1986). Building effective intelligence systems for competitive
advantage. Sloan Management Review, 49-58.
Gomes, C.F., Yasin, M.M., Lisboa, J.V. (2004). An examination of manufacturing
organizations’ performance evaluation. International Journal of Operations &
Production Management, 24(5), 488-513.
Gueguen, G. (2001). Environnement et management stratégique des PME: le cas du
secteur internet, Thèse pour le doctorat en Sciences de gestion, Université Montpellier
I, 591 pages.
Hambrick, D.C., Mason, P.A. (1984). Upper echelons: the organization as a reflection of its
top managers. Academy of Management Review, 9(2), 193-206.
Hounkou, E., Agadame, J., Ahlan, A.I. (2010). Pratiques de gestion et performances des
PME béninoises: analyses et perspectives, Imprimerie Tropicale, Cotonou, 76 pages.
Ittner, C.D., Larcker, D.F. (1998). Are nonfinancial measures leading indicators of financial
performance? An analysis of customer satisfaction. Journal of Accounting Research,
36, 1-35.
Ittner, C.D., Larcker, D.F., Randall, T. (2003). Performance implications of strategic
performance measurement in financial services firms. Accounting, Organizations and
Society, 28, 715-741.
Julien, P.A. (2000). Les PME à forte croissance: les facteurs explicatifs », 9ème conférence
de
l’AIMS,
Montpellier,
24-26
Mai,
20
pages,
htpp:www.strategieaims.com/events/conferences/14-ixeme-conference-de…ions/2522-les-pme-a-fortecroissance-les-facteurs-explicatifs/download.
79

British Journal of Economics, Management & Trade, 2(2): 60-82, 2012

Julien, P.-A., Ramangalahy, C. (2003). Competitive strategy and performance of exporting
SMEs: An empirical investigation of the impact of their export information search and
competencies. Entrepreneurship, Theory and Practice, 27(3), 227-245.
Katsikeas, C.S., Leonidou, L.C., Morgan, N.A. (2000). Firm-Level Export Performance
Assessment: Review, Evaluation, and Development. Journal of the Academy of
Marketing Science, 28(4), 493-511.
Kaplan, R.S., Norton, D.P. (2000). Having trouble with your strategy? Then map it. Harvard
Business Review, 78(5), 167-176.
Kennerley, M., Neely, A. (2003). Measuring performance in a changing business
environment. International Journal of Operations and Production Management, 23(2),
213-229.
Kombou, L. (1998). L’impact de la mondialisation des marchés sur le positionnement
stratégique des entreprises Camerounaises. La mondialisation et l’économie
camerounaise, Editions Saagraph, Yaoundé, PP 238-262.
Lages, L.F., Lages, C.R. (2004). The STEP Scale: A Measure of Short-Term Export
Performance Improvement. Journal of International Marketing, 12(1), 36-56.
Le Roy, F., Torres, O. (2000). La place de l’innovation dans les stratégies concurrentielles
des
PME
international.
Revue
Innovation,
15
pages,
http://www.oliviertorres.net/travaux/pdf/ot4innov.PDF.
Lin, S. (2009). Les caractéristiques et les contraintes principales des PME chinoises dans le
processus d’internationalisation: cas de la province du Zhejiang, Communication au
5ème colloque de l’IFBAE, Grenoble, 18 et 19 Mai, 16 pages.
Luong, M.H., Léo, P.-Y. et Philippe, J. (2010). Les antécédents de la performance à
l’exportation des PME: un modèle hiérarchisant les déterminants, application au
Vietnam. Actes du 10ième Congrès International Francophone en entrepreneuriat et
PME,
21
pages,
http://web.hec.ca/airepme/images/File/2010/LUONGCIFEPME2010.pdf.
Madsen, T.K. (1989). Successful export marketing management: Some empirical evidence.
International Marketing Review, 6(4), 41-57.
Madsen, T.K. (1987). Empirical Export Performance Studies: A Review of
Conceptualizations and Findings. In: Cavusgil, S.T. & Axinn, C. (Eds), Advances in
International Marketing, JAI Press, Greenwich, Vol. 2, PP. 177-198.
Majocchi, A., Zucchella, A. (2003). Internationalization and performance: Findings from a set
of Italian SMEs. International Small Business Journal, 21(3), 249-268.
Medori, D., Steeple, D. (2000). A framework for auditing and enhancing performance
measurement systems. International Journal of Operations and Production
Management, 20(5), 520-533.
Moen, O. (1999). The relationship between firm size, competitive advantages and export
performance revisited. International Small Business Journal, 18(1), 53-72.
Morck, R., Shleifer, A., Vishny R. (1988). Management Ownership and Market Valuation: An
Empirical Analysis. Journal of Financial Economics, 20(1,2), 293-315.
Mostafa, A. (2006). Performances à l’international de la PME marocaine, Communication au
8ième Congrès International Francophone en Entrepreneuriat et PME, 25, 26, 27
octobre 2006, Fribourg, Suisse, 22 pages.
Ndjambou, R. (2009). Pprofil du dirigeant et performance tangible des PME gabonaises :
une relecture en termes de compétences et de vision. Communication présentée au
6ième Congrès de l'Académie de l'Entrepreneuriat, Sophia Antipolis, 19-20 et 21
novembre, 26 pages.

80

British Journal of Economics, Management & Trade, 2(2): 60-82, 2012

Ndjambou, R. (2008). Stratégies entrepreneuriales et performance à l’international des PME
gabonaises: une analyse empirique utilisant la méthode des équations structurelles,
Communication à la Journée de recherche “Entrepreneuriat et Stratégie”, Bordeaux,
1er Juillet, 19 pages.
Paturel, R. (1997). Les manœuvres stratégiques génériques des enterprises. Economies et
Sociétés, Sciences de Gestion, n°7-8/1997, PP. 93-118.
Porter, M.E. (1986). L’avantage concurrentiel: comment devancer ses concurrents et
maintenir son avance, Paris, Inter Editions.
Ramangalahy, C.F.E. (2001). Capacité d’absorption de l’information, compétitivité et
performance des PME exportatrices : une étude empirique, Thèse en vue de l’obtention
du Doctorat PhD, 244 Pages.
Rossi, M., Baldegger, R. (2006). Les entreprises «Born Global. Revue Economique et
Sociale, 2, 59-66.
Said, A.A., Hassabelnaby, H.R., Wier, B. (2003). An empirical investigation of the
performance consequences of non-financial measures. Journal of Management
Accounting Research, 15, 193-223.
Scherer, F.M., Ross, D. (1990). Industrial Market Structure and Economic Performance,
Houghton and Mifflin Company, Third Edition, Boston, 713 pages.
Sousa, C.M.P. (2004). Export performance measurement: An evaluation of the empirical
research in the literature. Academy of Marketing Science Review, 9, 1-23.
Sprimont, P.-A. (2003). Stratégies compétitives, contrôle des vendeurs et performance de la
force de vente. Finance-contrôle-stratégie, 6(3), 137-159.
St-Pierre, J. (1999). La gestion financière des PME: théories et pratiques, Presses de
l’Université du Québec, Québec, 322 pages.
St-Pierre, J., Lavigne, B., Bergeron, H. (2005). Les indicateurs de performance financière et
non financière : complémentarité ou substitution? Etude exploratoire sur des PME
manufacturières, Manuscrit auteur, publié dans Comptabilité et Connaissances, 17
pages.
Styles, C. (1998). Export performance measures in Australia and the United Kingdom.
Journal of International Marketing, 6(3), 12-36.
Su, G.-H, Tam Vo, H. (2010). The Relationship Between Corporate Strategy, Capital
Structure and Firm Performance: An Empirical Study of the Listed Companies in
Vietnam. International Research Journal of Finance and Economics, 50, 62-71.
Tchankam, J.-P. (2000). L’entreprise familiale au Cameroun, Cahier de recherche du CREF,
N° 2000-05, 28 pages.
Thibodeau, J., D’Amboise, G., Gasse, Y. (1995). Facteurs stratégiques de succès à
l’exportation chez les PME: une étude de cas multiples, Actes de la 4e Conférence
Internationale de Management Stratégique, Paris, 2-4 Mai, PP. 380-398.
Tookey, D.A. (1964). Factors Associated with Success in Exporting. The Journal of
Management Studies, 48-66.
Torres, O. (2004). Essai de théorisation de la gestion des PME: de la mondialisation a la
proxemie, Habilitation à diriger des recherches en Sciences de gestion, 83 pages,
http://www.oliviertorres.net/travaux/pdf/hdrtorres.pdf.
Tsapi, V. (1997). Les dysfonctionnements de la filière des biens d’équipement industriel
dans les pays en voie de développement : une analyse à travers la performance des
relais commerciaux locaux, Thèse pour le doctorat en Sciences de gestion, Université
Montesquieu, Bordeaux IV.
Venkatraman, N., Ramanujam, V. (1986). Measurement of Business Performance in
Strategy Research: A Comparison of Approaches. Academy of Management Review,
11(4), 801-814.

81

British Journal of Economics, Management & Trade, 2(2): 60-82, 2012

Warnier, J.P. (1995). Trois générations d’entrepreneurs bamiléké (Cameroun) », Entreprises
et entrepreneurs africains, Editions Kathala/ORSTOM, Paris, PP. 63-79.
Yang, Y.S., Leone, R.P., Alden, D.L. (1992). A market expansion ability approach to identify
potential exporters. Journal of Marketing, 56(1), 84-96.
Zahra, S. (1996). Governance, ownership and corporate entrepreneurship: the moderating
impact of industry technological opportunities. Academy of Management Journal, 39(6),
1713-1735.
Zou, S., Fang, E., Zhao, S. (2003). The effect of export marketing capabilities on export
performance: An Investigation of Chinese exporters. Journal of International Marketing,
11(4), 32-55.
Zou, S., Stan, S. (1998). The determinants of export performance: a review of the empirical
literature between 1987 and 1997. International Marketing Review, 15(5), 333-356.
_________________________________________________________________________
© 2012 Pascal & Alain; This is an Open Access article distributed under the terms of the Creative Commons
Attribution License (http://creativecommons.org/licenses/by/3.0), which permits unrestricted use, distribution, and
reproduction in any medium, provided the original work is properly cited.

82

