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The Impact of Origin on Entrepreneurial Identity, Attitudes
and International Entrepreneurial Behavior in SME
ABSTRACT

Several authors have suggested that entrepreneurial identities may influence opportunity identification and exploitation. However, these relationships have been studied at cursory level only. This is in particular true for the field of International entrepreneurship. 
The purpose of this paper is twofold. First, it will be clarified whether or not country-specific differences can be identified for levels of identity and entrepreneurial identity, respectively. Second, it will be investigated whether or not corresponding and possibly congruent differences exist on two specific personal levels of an SME decision-maker, i.e. attitude towards international partners and international entrepreneurial behavior.

The paper is based on an empirical study following a survey strategy. The sample consisted of SMEs from Austria, Germany, Liechtenstein and Switzerland. As technique the interviewer-administered questionnaire, using the telephone, was applied. The data were collected between October 2006 and March 2007. Eventually, 79 questionnaires were available to be included in the data analysis process.  

Logistic regression shows that there exist for all constructs country-related differences. It has been found that German decision-makers tend to be rather pessimistic, cautious and observant. Furthermore, there is strong evidence that entrepreneurial identity can be categorized based on the countries SME decision-makers are rooted in. Country-specific differences have been identified also for attitudes towards international partners and international entrepreneurial behavior. 

INTRODUCTION
Globalization is beyond doubt one of the most important developments of the last decades. It entails both chances and challenges: on the one hand, by entering new markets companies can achieve growth or even reduce economic risk (Gallo/Pont, 1996). Furthermore, finding new suppliers from abroad can significantly reduce costs for a wide range of input products and services. On the other hand, for companies all over the world, globalization represents one of their most serious challenges (Knight, 2001), implying – among other aspects – higher demands with respect to efficiency, flexibility, innovative strength, or quality of products and processes (cf. OECD, 2002). This is even true for companies not actively involved in cross-border business, as even only domestically-oriented firms face increasing pressure by competitors from abroad. 
Not surprisingly, globalization is a major challenge for Small and Medium-sized Enterprises (SME) in particular (OECD 2002). Furthermore, internationalization of these companies is often affected by their specific characteristics such as lack of resources (e.g. Kaufmann, 1994). An increasing involvement in international operations (Welch/Luostarinen, 1988) also requires specific personal competencies. Very often, SME have only inadequate expertise and skills on both managerial and operational level (Malecki/Veldhoen, 1993). It is therefore everything but surprising that a large number of SME does not pursue cross-border activities. For Germany, a recent study (Commerzbank, 2007) has shown that many SME deliberately abstain from internationalization despite the fact that Germany has been World Champion in exporting for several years. Also, there seems to be a gap between awareness for internationalization and implementation or inconsistencies in implementation once the decision to pursue business activities abroad has been made (Sommer/Haug, 2004). 
This raises the question what influences SME internationalization. As internationalization represents a strategic option (Reuber/Fischer, 1997; Lu/Beamish, 2001), decision makers come to the fore. According to Miesenböck (1988), decision makers are crucial for their companies’ internationalization. This leads to International Entrepreneurship theory, as among SME-oriented research streams, this one explicitly captures also the role of the international entrepreneurial actors (Ruzzier et al., 2006). While a lot of personal factors have been investigated in the internationalization context (cf. Leonidou et al., 1998), some facets have been only scarcely addressed or are at their very beginning, such as cognition. One of the directions where empirically-based knowledge is rather low is identity theory. Despite the fact that it has been strongly suggested that this theory may help explain entrepreneurial decision making and implementation, only a limited amount of research is available (Krueger, 2007). This is even truer for the intersection of entrepreneurship, internationalization and identity, the very few studies available (cf. Sommer et al., 2008) being the exception to the rule. 
This paper aims at shedding light on the relationship between identity and international entrepreneurial behavior of SME decision-makers. More specifically, it tries to clarify empirically, whether or not identity differs across people from the same border-crossing region and whether such possible differences exist also with respect to attitudes towards internationalization as well as international entrepreneurial behavior.
Following this introduction, we present a brief overview of literature, based on which several hypotheses are developed in section 3. Section 4 describes the study’s methodology. While results of statistical analysis are described in section 5, a discussion of findings is left to section 6. The last section sees conclusions and recommendations for future research. 

LITERATURE REVIEW
SMEs and Internationalization
Contrary to many large companies, most SME tend to focus on local markets (Meyer et al., 2000). Nevertheless, a growing share of SMEs has recognized that going international is an attractive strategy and not only limited to large multinational companies (Schulz, 2006). Moreover, internationalization is regarded as critical by many owner-managers of SMEs in order to maximize business opportunities (Knowles, et al. 2006).

For a long time, research on large multinational companies was dominating; thus, internationalization basically is a well-examined field. As SME internationalization is somewhat different as compared to large companies, specific research perspectives are necessary. In recent years, several specific SME-oriented theories have been developed – please see the literature review by Ruzzier and colleagues (2006) for an overview. 
As already mentioned, the nature of decision making represents one specific SME characteristic, as these firms often have a deviating form of management compared to large businesses. SMEs are mainly shaped by a "traditional entrepreneurial self-conception" (Henke 2003, p. 23) which bundles important functions in one person - managing director or owner-manager - who often acts intuitively. Thus, in order to better understand SME internationalization, International Entrepreneurship (IE) theory is of particular relevance, as this stream does explicitly consider the role of the entrepreneur (Ruzzier et al., 2006), who is according to Reid (1981) the crucial factor in SME internationalization. With respect to the context of our study, we refer to Zahra (1993) who suggested that International Entrepreneurship should deal not only with new but also with established ventures. More specifically, in this paper we follow Oviatt and McDougall (2005) who defined International Entrepreneurship as “[…] the discovery, enactment, evaluation, and exploitation of opportunities – across national borders – to create future goods and services” (p. 540). Oviatt and McDougall identify two branches of International Entrepreneurship research: one that focuses on the cross-national behavior of entrepreneurial actors – people pursuing the activities mentioned above – and another one dealing with the comparison of entrepreneurs as well as their specific circumstances and behavior across borders. The paper at hand follows the second path. 
With respect to the personal factors, that may influence SME internationalization, several categories have attracted researchers’ attention so far. If decision maker’s characteristics are conceived in a broader sense, it comprises demographic characteristics (cf. Cavusgil/Naor, 1987; Nakos et al., 1998), international business skills (Cavusgil, 1980; Reid, 1981) personality traits (cf. Halikias/Panayotopoulou, 2003; Acedo/Jones, 2007), cognition (cf. Pauwels et al., 2003; Harveston et al., 2000), and others. While some of these fields have been widely examined such as demographics, others remain rather underinvestigated. One of the fields which have been addressed rather at cursory level so far refers to the relationship between decision-makers’ identity and their companies’ internationalization activities. Do identities which are shaped for example by decision-makers socio-cultural framework exert influence on how they perceive and exploit opportunities abroad? Answering this question helps clarify which impact these frameworks’ – for example regions – typical or anticipated patterns of actions have on SME managers’ behavior (Kaufmann et al., 1996). This would also contribute to clarify why – as already mentioned – there is often a gap between decision makers’ intentions to do business internationally on the one hand and concrete implementation of internationalization processes on the other hand. To answer this question, we link SMEs’ internationalization processes to the role-identity theory. So far, little is known on the role SME managers’ identities play. 
Identity 

In academic literature two theories can be found that deal with the concept of identity. These are identity theory and social identity theory. Generally, it is argued that identity is formed through the process of self-categorization (social identity theory) or identification (identity theory). Thus, the theory bases of both approaches are generally different: role in identity theory and categories/groups in social identity theory. Not surprisingly, there are several differences between them. Nevertheless, Stets and Burke (2000) have shown that on the other hand, both theories have much in common. They argue that the different bases (role vs. group) represent central aspects of an individual's identity. They make the case that a complete theory of the self requires both aspects in order to be complete. 

Identity theory states – based on the concept that “self is an emergent from society and organizes social behavior” – that self is “a structure of identities organized in a hierarchy of salience” (Stryker, 1987, p. 90). Becoming a part of society means that individuals develop their identity mainly from the social categories to which they belong (Stets and Burke 2000). This refers in a narrower sense to the direct socio-cultural framework such as the family. Beyond doubt, this framework can be conceived much broader. It is straightforward to argue that the nation/region in which the individual has grown up represents one category of a set making up the individual’s self concept. Some scholars investigated the relevance of regional origins with respect to entrepreneurial behavior and found evidence for regional influences playing an important role. Bergmann (2002) for example, examining start-up attempts in several German regions, stated that certain variables which influence the decision to start a new business are somewhat shaped by the region a person lives in. Many scholars stated that identities motivate behavior (cf. Foote 1951; Burke 1991). Some researchers – for example McCall and Simmons 1978 – have gone one step further and claimed that identities are the main driver of motivation for human behavior.
As the name suggests, role identity posits that an identity is based on a set of roles. Mead (1934) described roles as a sort of understanding between individuals. “Based on subjective perceptions and preferences, individuals attempt to coordinate their behaviours and come to jointly define what constitutes a role” (Ashforth, 2001, p. 4). Role identity as used in this paper is „defined as individuals‘ imaginative view of themselves as they like to think of themselves being and acting as the performers of particular roles“ (McGall, 1987, p. 134). Burke and Tully (1977), who were the first to introduce a framework for the measurement of role identity, emphasized that the relationship between role and identity is a very important pillar for organizing societies and organizations. What makes role identity theory particularly useful in the context of entrepreneurship is that psychological research showed that a person does not have a single identity. Instead, it can be assumed that a person’s self comprises several different identities, where some of them may have sort of lead function in certain situations. These various different identities of the individual form the so-called self-concept (Stryker 1987). As identity represents an internalization of socially-held behavioral expectations into one’s self-concept (Gecas 1982), it could be argued that there is a sort of entrepreneurial identity which is based on expectations relating to entrepreneurs typical behavior (Murnieks and Mosakowski, 2007). To put it bluntly: the self of an entrepreneur or a manager consists of several different identities, one of which being the entrepreneurial identity. Vesalainen and Pihkala (1999) define the latter as “a person’s inclination to adopt a certain type of occupational entrepreneurship” (p. 8). 

Identities are very likely to exert influence on entrepreneurial actions. Krueger (2007) argues that such actions are influenced by corresponding intentions which in turn are affected by entrepreneurial attitudes. Furthermore, behind these attitudes are deep cognitive structures which are based on deep beliefs. The latter can be defined as “deeply held strong assumptions that underpin our sensemaking and decision making“ (p. 124). According to Krueger, role identity represents one of the most important deeps beliefs – thus, entrepreneurial identity is very likely to be an important part of an SME manager’s self, in particular in case of business founders or owner-managers. Interestingly, there seem to exist different types of entrepreneurial identities: Vesalainen and Pihkala (1999) presented a categorization based on certain entrepreneurship characteristics. 
Identities do not exist on personal level only; rather, sort of entrepreneurial identity seems to exist also on organizational level (Ackerman, 1984). Organizations consist of human and thus social processes, which see a lot of change. This in turn leads to the organization getting a specific shape and having a consistent timeless identity (Van de Ven/Poole, 2005). Upper Echelons theory (Hambrick/Mason, 1984) argues that management characteristics exert a relevant influence on strategic choices a company makes which in turn means that the organization is a reflection of its mangers’ characteristics. It is straightforward to argue that in case entrepreneurial identity indeed influences decision making, an SME’s internal identity is at least partially shaped by the identity of its managers, very often owner-managers. Hoang and Gimeno (in Press) propose that there is a linkage between identity of business founders and longer-term outcomes such as successfully established new businesses. 
Role identity and related identity topics have been only scarcely addressed in entrepreneurship research (Krueger, 2007). This is particularly true for the entrepreneurial role identity, as there is no deeper discussion of this concept in literature (Murnieks/Mosakowski, 2007). While there exist some studies dealing with the role of entrepreneurial identities in the pre-start phase of a new venture (e.g. McKenzie, 2003), there are hardly relevant studies investigating this issue for established ventures in the context of internationalization. Not surprisingly, in the fields of International Entrepreneurship and internationalization in general, there exist only a very few studies dealing with role identity. In their conceptual paper, Sommer et al. (2007) presented a framework describing an international owner-manager identity defined by four elements: attributes, content, regard, and centrality. Based on empirical data from the Lake Constance region in Central Europe, Sommer et al. (2008) identified clusters of entrepreneurial identity – among others, several variables relating to international business served as a base for this categorization. Interestingly, some clusters contained only German managers. Based on the same data set Kaufmann et al. (2008) tried to link several identity concepts to the observed gap between SME’s international awareness and international activities. They conclude that identity theory represents a promising avenue for further investigating the dichotomy of international awareness and concrete steps to implement such strategies.
Summarizing these considerations, there are only a very few studies investigating the entrepreneurial identity-entrepreneurial behavior linkage or the entrepreneurial identity-internationalization relationship. Hence, current knowledge on these topics is rather low. This makes them an interesting field for scholars; however, corresponding research is very much explorative in nature. This is particularly true with respect to the intersection of International Entrepreneurship and identity. Many questions still wait for answers: what kind of entrepreneurial identities do exist? Which criteria can be used to distinguish them? Do they differ across countries? This latter question is a particular relevant one: internationalization generally implies to cooperate at any level with people – e.g. managers – from foreign countries and foreign companies. Knowing by which kind of identity the business partners are characterized may not only help to understand their activities but also to render possible business connections more stable. Furthermore, if there are different entrepreneurial identities, what does this mean in terms of internationalization activities? Are varying identities accompanies by differing internationalization related behavior? We will address these aspects in the remainder of this paper. 
RESEARCH MODEL AND HYPOTHESES DEVELOPMENT
Research Model

In order to investigate the main research question presented in the introduction and the sub-questions discussed in the previous section, a four-step research agenda will be followed (see figure 1) which has been adopted from the framework presented by Krueger (2007). Here, the main approach is to identify on four different levels, i.e. levels of identity, entrepreneurial identity, and attitudes toward internationalization, and international entrepreneurial behavior, possible differences across countries. Furthermore, we compare these to in order to get an impression on whether or not there may exist relationships between the discrepancies of the different levels and subsequently the constructs they refer to.
· Insert Figure 1 here -
As the papers main goal is to get a deeper understanding of the relationship between identity and internationally-oriented entrepreneurial behavior and how it may be affected by country-specific differences, the first step examines whether SME decision-makers of different countries can be characterized by different levels of identity which in turn could lead to differences in instrumental or expressive behavior, respectively. The second step focuses on the entrepreneurial role identity – here, it will be clarified whether it differs across countries and how possible differences are related to the results of step 1. Step 3 sees the examination of attitudes: do country-related differences with respect to attitudes towards internationalization exist and how are these related to the findings of the previous steps? Taking into account the papers explorative character, it has been decided not to include all possible attitudes but to analyze only those relating to one out of the several facets of internationalization. More specifically, attitudes towards international partner have been integrated into the research framework, as partners and networks are not only an important tool for entrepreneurs in general (Dubini/Aldrich, 1991), but they also represent an extremely relevant element in internationalization. Oviatt and McDougall (2005) argue that they are crucial for identifying international opportunities. Hence, they are actually sort of a precondition for starting internationalization, what makes them for this study particular relevant as one of its goals is to better understand differences in company internationalization across countries and companies. The data set contains further attitudes, which will be dealt with in upcoming papers. Last not least, internationally-oriented entrepreneurial behavior is analyzed in step 4 for possible nation-related discrepancies.  
By pursuing the research agenda, this study aims at extending an earlier paper published by Sommer and colleagues (2008). As already mentioned, these researchers have identified clusters of SME decision-makers based on a set of variables describing different levels of identity. What makes their findings particular interesting is the fact that some clusters only comprised Germans. Based on the mean values of variables used to define the clusters, each group can be assigned a specific character. The paper at hand will investigate these findings in more depth. This will be done by reducing the country-comparison to a dichotomous level, classifying the SME decision-makers either as German or Non-German. The study by Sommer and colleagues (2008) will be considerably extended in two ways. First, the differences will be statistically tested; second it will be examined whether such differences exist also on attitudinal and behavioral level and how they match discrepancies on identity level.
Hypotheses Development
According to Stets and Burke (2000) a category/group can be viewed as a set of individuals who are connected by a common social identification or who regard themselves as members of a common social group. Based on this, a further distinction between in-group and out-group can be made, i.e. individuals that are similar belong to the in-group and individuals that are not to the out-group (Hogg 2001). Social identity theory proposes three levels to organize different identities: a superordinate level, e.g. „human being“, an intermediate level, e.g. „European“ and finally a subordinate level, e.g. „Austrian“ (Stets and Burke 2000). The different levels can be regarded as dynamic and depend on the salience of the distinct classifications (Turner et al. 1987, in Stets and Burke, 2000) i.e. different identities can to be active as the situation alters. Thus in terms of the study’s aim it can be assumed that the SME managers of a country may see themselves as a member of a specific country/region in contrast to managers from other countries/regions. Furthermore, this particular identity is likely to be active and a relevant stimulus when the question of international opportunities arises and thus, a certain procedure might be activated. 

Sommer et al. (2008) showed for a four-country sample that for the levels of identity construct several clusters can be identified. While some of these contained managers of all nationalities, a subset contained only German SME managers. Hence, there is strong evidence that levels of identity indeed differ across countries. Therefore, hypothesis 1 is as follows:
H1: 
German and Non-German SME decision-makers can be distinguished on the base of levels of identity.

From the very beginning of the entrepreneurship research, scholars were continuously trying to identify specific groups of entrepreneurs. Such investigations of course also referred to whether or not such distinctions can be made on the basis of the country an entrepreneur is enrooted in. Several researchers found evidence for entrepreneurs from different cultures indeed being different, e.g. with respect to attitudes (cf. Steensma et al., 2000a; Marino et al., 2002). Although the number of studies on the intersection of entrepreneurship and identity still is rather low, some scholars examined whether or not entrepreneurs – both potential and actual business founders – differ in terms of their entrepreneurial identity. Vesalainen and Pihkala (1999) identified four different identities based on 19 so-called entrepreneurial roles. The types obtained include farmer, classical, intrapreneur and custopreneurial identities. Concluding their study, the researchers argue that there may be differences between identity structures of various regional areas. This is in line with propositions made by other scholars, who make the case that for the development of role identities and role perceptions, local values and beliefs are critical (cf. Davidsson/Wiklund, 1997; Dana, 1995). Role identities such as entrepreneurial identity are shaped to a considerable extent early in life (Vesalainen/Pihkala, 1999). There are many influences on their development such as one’s socio-economic and socio-political frameworks (Smallbone et al., 2007). It is thus straightforward to argue that significant differences between these frameworks may lead to differences in one’s role identities. This may be true even for SME decision-makers from economically integrated, cross-border regions sharing a common cultural heritage. In order to clarify this aspect, hypothesis 2 is defined which is as follows:

H2:
German SME decision-makers differ from Non-German managers in terms of entrepreneurial identity. 
Several scholars suggested that attitudes toward internationalization are an important antecedent to deciding about and implementing business activities in foreign markets (e.g. Calof/Beamish, 1995; Reid, 1981; Chetty/Campbell-Hunt, 2003). This is in particular true for SME, as here there is very often only one decision-maker with respect to strategic options such as internationalization (Westerberg et al., 1997). Beyond doubt, internationalization has many facets such as networking.
Networks and partners represent an important element of International Entrepreneurship. Even if a company decides to choose a low-intensive form of internationalization such as indirect export, this generally requires companies and their decision-makers to establish relationships with foreign actors and institutions. When a decision-maker discovers an opportunity, he uses border-crossing networks and partners abroad to explore and possibly exploit it (Oviatt/McDougall, 2005). Katz and colleagues (2003) make the case that essential elements for successful International Entrepreneurship in SME include knowledge, mastery of processes and trust in people abroad. 
Beyond doubt, a crucial element in developing such relationships is how a decision-maker thinks about actual and potential partners. According to Ajzen (1991), behavior is to certain extent influenced by intention, which in turn is – depending on the behavior – partially explained by attitudes. Krueger (2007) extended this relationship and proposed that attitudes are based on cognitive structures and that behind the latter there are deep beliefs such as role identities. It has been shown, that entrepreneurial types can be identified based on different attitudes (Fröhlich/Pichler, 1998). Steensma and his colleagues (2000a) have found that entrepreneurs of different countries can be distinguished on their attitudes toward cooperative strategies. Thus, it is straightforward to argue that the same can be shown on the base of attitudes toward international partners. This aspect will be illuminated by investigating hypothesis 3:
H3:
Attitudes German SME decision-makers have towards international partners and institutions are clearly distinct from those of Non-German managers.
As already mentioned, some scholars found evidence for entrepreneurs from different countries clearly differing in terms of specific criteria. As an example, Ardichvili and Gasparishvili (2003) showed that for entrepreneurs from Russia and Georgia, significant differences can be observed in terms of entrepreneurial and work-related values. Furthermore, it has been shown that entrepreneurial behavior differs across different geographic areas. Bergmann (2002) investigated start-up attempts in a set of German regions. He found that these activities indeed vary over regions. Another study by Steensma et al. (2000b) deserves to be mentioned. They examined the influence of national culture on alliance formation. Participating in strategic alliance represents one of a company’s strategic option (Pansiri, 2005) – as does internationalization (Lu/Beamish, 2001). Based on a five-country sample the come to the conclusion that national factors – more specifically: national cultural traits – directly influence the formation of technology alliances. 
It has been argued that different entrepreneurial types show different behavior patterns (cf. Das/Teng, 1997). Several scholars make the case that this is true also for the field of internationalization. Andersson (2000; 2002) proposes based on a qualitatively-oriented case study approach a set of different entrepreneurial types which are said to show specific patterns in terms of pursuing cross-border activities. 
Based on these findings it is straightforward to argue that not only entrepreneurial activities in general, but also specific behaviors may vary across different geographical areas. Hence, this may be the case also for internationalization-related activities. This aspect is dealt with by defining hypothesis 4 which is as follows:
H4: 
International entrepreneurial activities of German SME decision-makers are distinct to those of Non-German managers. 

METHODOLOGY

In order to examine these hypotheses, a survey tool was used. The authors decided to investigate SME and their decision-makers from Lake Constance Area in Central Europe, as this region comprises counties and districts belonging to four different countries, i.e. Austria, Switzerland, Liechtenstein, and Germany. Interestingly, the region is economically integrated and somewhat homogenous in terms of culture. In a survey conducted in the Austrian part of the region, it turned out that about one third of the respondents have stronger feelings of relatedness towards other people of the same region beyond the own borders than for their fellow countrymen living far from Lake Constance (Niederstätter, 2005). Due to the cross-country/one region design, we make sure that differences in Hofstede's (1980) individualism dimension do not affect the results, as the four countries show comparable values (Hofstede 2009). 
The companies in the sample were randomly selected from database systems provided e.g. by German associations. In order to be selected, companies had to meet the following criteria:

a)
Fulfilling the recommendation of the European Commission regarding the SME definition

b)
Pursuing cross-border activities

c)
The decision-maker is actively involved in the international business of the company

d)
The decision-maker is willing to be interviewed.
This procedure led to 100 SME being selected. Here, the sample included 50 German enterprises (from Bavaria and Baden-Wurttemberg), 20 firms from Austria and Switzerland each and 10 companies from Liechtenstein.

In total, the empirical part of the study consisted of three stages: initiation, interview part and written questionnaire. In step 1, managers of the firms selected were approached requesting their participation and, if positive, an appointment was made for the interview. In the second step the interview was conducted with the corresponding SME decision-maker. This was done by telephone or face-to-face depending on the participants’ wish. In the last step, respondents were requested to fill in a paper-based questionnaire. The survey was carried out between October 2006 and March 2007. Eventually 79 firms of the total sample of 100 enterprises were included in the analysis; the remaining cases had to be discarded due to missing values or inconsistencies. Of the 79 firms 45 enterprises were from Germany and 34 from Austria, Liechtenstein and Switzerland. 

As already mentioned, in total four different constructs are examined for differences between German and Non-German SME decision-makers. The first two refer to identity. These item sets are partially based on earlier studies of other authors (e.g. De Vos and Romanucci-Ros, 1975; Vesalainen and Pihkala, 1999; Hoang and Gimeno, 2005), but were refined and extended. The first question asked each respondent for his opinion on different aspects related to the economic and societal situation in his country. It consisted of 19 items, each of which had to be evaluated on a 5-points Likert scale (1 = very bad; 5 = excellent). This set of items was intended to be used as criteria to identify different identity levels for entrepreneurs from different countries. The theoretical base of this question supplied the work of De Vos and Romanucci-Ross (1975). The model developed by the authors has been applied to measuring Japanese identity and East-German identity. The second set of items asked respondents to describe themselves in terms of certain entrepreneurial orientations. For each orientation, the respondents had to rank themselves on a three points Likert scale, where the highest and lowest values, respectively, were represented by the extreme values the attribute in question can have. Thus, the values 1 and 3 imply that the decision-maker shows an extreme orientation with respect to certain attribute whilst the value in between more or less represents a blended situation. Looking for example at the decision-makers’ risk orientation, 1 represents a high willingness to take risks whereas 3 stands for a safety oriented person and value 2 implies that the respondent’s attitude consists of a mixture of both values. Measurement of attitudes towards foreign partners and institutions was done by defining seven items on 5-points Likert scales where 1 means that the respondent fully agrees on the statements presented to him. International entrepreneurial activities were measured by a set of ten items. Again, 5-points Likert scales were used; a value of 1 refers to a full agreement on the statements. Three items had to be excluded from further analysis due to inconsistencies. Please see Table 1 for an overview of the constructs and measures for internal consistency. As Cronbach’s Alpha equals at least .708 and therefore is larger than .70, the item sets meet the threshold value defined by Nunnally (1978). Thus, usability of items is confirmed (Zinnbauer/Eberl, 2004). 
For all respondents, their nationality was recorded. For the purposes of this study, this variable has been recoded and distinguishes now German from Non-German decision-makers. Furthermore, some statistical information such as company size has been gathered.
· Insert Table 1 here -

The average sales volume of the SMEs ranged from 2 - 10 m. €, of which the share generated abroad represents less than 30% on average. However, it has to be taken into account that a high standard deviation was given. The share of employees employed abroad represents some 10%. Again, the standard deviation was high. The main emphasis of foreign activities of the enterprises survey represents the European Alpine space, followed by Eastern Europe and Asia by far. The participants’ age ranges from 45 to 50 years on average. They are male and predominantly academically educated. However, many participants have completed a vocational training, too. Please see figure 2 for the distribution of nationalities.
For all hypotheses, nationality as described above is the dependent and represents a dichotomous variable. Hypotheses were investigated by using binomial logistic regression. Because binomial logistic regression predicts the higher value of the dependent variable using the lower as reference and taking into consideration that we are particularly interested in German decision-makers, “German” was given the higher value, i.e. 2, while Non-Germans were coded 1.
· Insert Figure 2 here -
RESULTS
In this section, the statistical results obtained for H1 to H4 will be described. In order to identify significant differences between Germans and Non-Germans, we carried out Binomial Logistic Regression for each of the four sets of items. Basically, we were interested in two main aspects: first, are there any significant discrepancies at all, second, which items seem to distinguish Germans and Non-Germans. To identify these variables, we have applied a selection algorithm. Logistic regression basically does not have a widely accepted measure of effect size similar to the R² computed in linear regression. However, several scholars suggested measures to get an impression of the strength of the association between independents and dependents. We chose Nagelkerke’s R² (Nagelkerke, 1991) as it ranges from 0 to 1 and is part of the PASW output. Goodness of fit was tested by the Hosmer-Lemeshow (H-L) test, where a non-significant value indicates good model fit. Subset selection has been done by the LR Forward Selection procedure, as it is likely to outperform the alternatives such as Wald Forward Selection. The LR option uses the likelihood ratio test. Please note that in order to describe the impact an independent has on the dependent variable, we used the odds ratios Exp(b), where b represents the parameter estimate of the independent. Exp(b) > 1 implies, that an increase in the independent has a positive effect on the dependent while a value < 1 leads to the opposite. Positive effect means that in case of Exp(b) > 1 the independent increases the odds that the dependent equals 2 (= German). All analyses were done by using PASW Statistics 17.
In order to investigate H1, binomial logistic regression was applied to the set of 19 items describing levels of identity. The selection algorithm yielded a model containing three variables: B1_1, representing the evaluation of the current business situation, B1_5, which stands for the respondent’s assessment of whether he perceives economic future as uncertain and rather problematic, and B1_14, capturing the interviewees’ evaluation of the countries’ entrepreneurs’ international orientation. For B1_1 and B1_14, Exp(b)<1 while B1_5 has a positive b-value, leading to Exp(b) > 1. Obviously, the three variables account for a considerable share of effects on the dependent as Nagelkerke’s R² equals .842. H-L yielded a value of .885 clearly indicating a good model fit. Hit ratio is at 96.4% implying an increase by 19.6 points as compared to the base model containing only the constant. Please note that B1_14 actually is slightly insignificant, thus it has to be carefully interpreted. However, Pearson correlation coefficient equals –,565 and is highly significant at .01 level (two-tailed). Thus, including the variable in the analysis seems to be acceptable. Summarizing the parameters it can be stated that the model shows both a high effect size and a good fit with data. Please see Table 2 for details
· Insert Table 2 here -

The picture we obtained when investigating H2 was slightly different. Applying the LR forward selection algorithm to the set of 19 items describing entrepreneurial identity yielded a model containing two variables: B7_19 standing for the long- vs. short-term orientation (where the highest value represents short-term orientation), and B7_12, capturing whether the respondent perceives himself as being cosmopolitan or rather enrooted in the own cultural area (here, the highest value implies being cosmopolitan). This model has a considerable effect size, as Nagelkerke’s R² is .660. Hit ratio equals 83.6%, an increase of 23.3 points as compared to the beginning block model. Unfortunately, we got a value of .018 for H-L, which means that the model seems not to fit the data. Please note that the alternative Omnibus test of model coefficients yielded a significant value for the model, implying that there is an adequate fit of the data to the model. Furthermore, looking at the model obtained in step 1,   H-L yields a value of .958 which indicates an excellent model fit. The variable selected in this step is B7_19. While B7_12 has a b-value of .394, meaning that Exp(b) < 1, B7_19 has a relatively high value which means that Exp(b) is clearly larger than 1. Please see table 3 for details.
· Insert Table 3 here -
Logistic regression analysis for H3 was done for seven items capturing attitudes towards international partners. The algorithm selected two variables, A4B_4 representing mistrust towards foreign public authorities and A4B_5 which stands for the fear of being ripped off by other people. Both variables have negative b-values implying that Exp(b) < 1 in both cases. Nagelkerke’s R² equals .447, H-L yields a value of .087 which allows to conclude that the model adequately fits the data. Hit ratio is 73.1%, which means an improvement of 16.7 points as compared to the original model containing only the constant. In total, the model shows an adequate fit and a considerable effect size. Table 4 summarizes the relevant data for the model.
· Insert Table 4 here -

For the last hypothesis dealing with international entrepreneurial behavior, the LR forward selection procedure again yielded two variables: B12, capturing the importance of preparing international business activities on strategic level, and B13, representing whether such preparative measures are implemented consequently. While Exp(b) < 1 for B12, this value is larger than 1 for B13. While the final model’s effect size is about .310, we obtain a value of .621 for H-L indicating a good model fit. Hit ratio rose by 7.6 points to 71.2%. As the model fits the data well, the selected variables clearly deserve an inclusion in further analysis. Table 5 summarizes the model’s main parameters.
· Insert Table 5 here -

DISCUSSION
Based on the statistical results presented in the previous section, we will now discuss the findings for each hypothesis.
H1: 
German and Non-German SME decision-makers can be distinguished on the base of levels of identity.

Findings: The LR forward selection algorithm returned three variables. While B1_14 is slightly insignificant, a look on the Pearson correlation coefficient shows that there is indeed a negative, medium-range correlation between B1_14 and nationality which is highly significant. For B1_1 and B1_14, Exp(b) < 1 which implies that decreasing the independent – which is equivalent to negative evaluations of the items in question – increases the odds that the dependent represents a German decision-maker. On the other hand, B1_5 having an Exp(b) value which is clearly larger than 1 indicates that Germans are rather optimistic with respect to the future. Please note that an exclusion of B1_5 from the model – which then would consist of B1_1 and B1_14 only – would nevertheless yield a well-fitting model with a considerable effect size and significant variables (H-L: .124; Nagelkerke’s R² = .604; hit ratio: 83.1%). Thus, despite the fact that b-value of B1_5 means that the Germans are with respect to that item probably more optimistic than the Non-Germans, we obtained an overall picture saying that the Germans have the tendency to negatively evaluate their countries situation. A finding of particular relevance for this paper is the negative b-value for B1_14. This means that the German decision-makers clearly think that the international orientation of Germany’s entrepreneurs and owner-managers is everything but adequate. 
Results: The fact that the logistic regression analysis yielded a model which is characterized by both a considerable effect size and very good fit to data implies that German decision makers clearly differ from their counterparts of other countries in terms of levels of identity. Hence, H1 is supported. More specifically, German decision-makers generally tend to be more pessimistic than the Non-Germans. This clearly confirms a finding by Sommer et al. (2008) whose cluster analysis yielded one group containing only German SME managers. Interestingly, it was exactly this cluster which could be assigned a clear pessimistic character, while the other clusters showed rather above-average evaluations. Furthermore, the findings clearly support the idea that there exist different levels of identity (Stets/Burke, 2000). Here, it is particularly relevant to take into account that all respondents are living and working in the Lake Constance area. This border-crossing region can be characterized by a common cultural legacy and highly integrated economies. Smallbone et al. (2007) have argued that in such regions sort of regional identity evolves. Our findings that even for people from highly integrated regions country-related differences in identities can be observed puts their suggestions into perspective.
H2:
German SME decision-makers differ from Non-German managers in terms of entrepreneurial identity. 

Findings: Logistic regression analysis for H2 yielded at least for one variable a highly significant model with a considerable effect size. If Omnibus test is accepted as goodness-of-fit measure, a second independent becomes relevant and deserves closer examination. The first variable, B7_19 has an Exp(b)-value which is considerably larger than 1. This implies, that the more a decision-maker describes herself as short-term oriented, the more likely she is German. A look on the corresponding Pearson correlation coefficient supports this finding, as its value equals .616, being highly significant at .01 level (two-tailed). Thus, at least this variable exerts a significant influence on the odds of being German or Non-German. As already mentioned, also B7_12 seems to have a relevant impact on the odds of nationality. Interestingly, its b-value is negative which indicates the more a SME decision-maker perceives herself as being cosmopolitan the higher the probability of her being Non-German. Basically, this would be in line with the finding that international orientation of German entrepreneurs and owner-managers is rather low.

Results: As already mentioned, at least one variable is highly significant and yields both a considerable effect size and an excellent fit to data. Hence, H2 is clearly supported. Furthermore, this study strongly supports Sommer et al. (2008) in that the entrepreneurial identity of Germans tends to be distinct, even compared to decision-makers form the same border-crossing region. More generally speaking, there are country-related influences on entrepreneurial identity which are to a certain extent stronger than similar influences from regional frameworks. This in turn relativized once again the impact of “regional identities” as proposed by Smallbone et al. (2007). The findings also support an early suggestion by Evans et al. (1992) who makes the case that national heterogeneity must not be underestimated, as even in countries sharing traditions in terms of language, history, and legal systems, considerable differences may have evolved. There is also clear evidence that not only ethnic identity (De Vos and Romanucci-Ross, 2006) distinguishes the self-concept’s of SME managers in terms of origin but also the other identities forming the self-concept are affected by their roots and societal background, respectively. Furthermore, our research confirms other studies (e.g. Vesalainen and Pihkala, 1999) suggesting that there is nothing like a single entrepreneurial identity but different types of it. These differences apparently also exist with respect to the decision-makers nationality. In the discussion of H1 it has been shown that there are country-related influences on a decision-maker’s levels of identity. As there are obviously also country-related differences in entrepreneurial identity, one may make the case that may exist a direct or indirect relationship between these discrepancies. 

H3:
Attitudes German SME decision-makers have towards international partners and institutions are clearly distinct from those of Non-German managers.

Findings: For H3, we obtained a model containing two variables, both of them have negative b-values implying that Exp(b) < 1. Therefore, a diminishing value of the independent, which is equivalent to agreeing to the corresponding statements, increases the odds of the dependent predicting German nationality. A4B_4 states that one should rather mistrust foreign public authorities while A4B_5 posits that one is afraid of being ripped off by other people. Interestingly, there are two variables which clearly distinguish Germans and Non-Germans, and once more, it is the Germans who are characterized by rather negative evaluations. Please note that the Pearson correlation coefficients calculated for nationality and both variables yielded medium-range values having a negative sign and being significant at .01 level (two-tailed). 
Results: For H3, we obtained a model with an adequate data fit and a considerable effect size. Hence, it can be argued that German and Non-German SME decision-makers indeed differ in terms of attitudes towards foreign partners. This confirms earlier research on entrepreneurial and managerial attitudes varying across countries, for example the study by Steensma et al. (2000a) dealing with cooperative arrangements. Please recall the findings for H1 and H2. Here, there clearly exist discrepancies between German and Non-German decision-makers. As the same is true for attitudes it can be argued that there may exist any relationship explaining these differences directly or indirectly. Furthermore, as attitudes are said to be an important antecedent to internationalization (Reid, 1981; Calof/Beamish, 1995) it can be assumed that different attitudes may lead to differing cross-border activities.  
H4: 
International entrepreneurial activities of German SME decision-makers are distinct to those of Non-German managers. 

Findings: Two significant variables have been identified for H4. B12 captures how important preparative measures on strategic level are in international business in the respondent’s opinion. As Exp(b) < 1 it can be concluded that people who think such preparations are of crucial importance are likely to be Germans. Interestingly, the opposite is true for B13 which measures to what extent such preparative activities are implemented. Here, Exp(b) > 1 implying that a rising value of the variable – which is equivalent to a rather inconsistent implementation – also increases the odds for predicting German decision makers. Hence, there is evidence that Germans clearly recognize the necessity of certain steps in international business, but are either reluctant or simply not able to perform such behavior consequently. 
Results: As for H3, two variables could be identified which significantly predict nationality of SME decision-makers. This means that German SME decision-makers show to a certain extent different internationally-oriented behavior as compared to their counterparts from other countries. And that difference seems to be of crucial importance as it shows a gap between the awareness for properly preparing internationalization and consistently implementing such measures. Please recall a result from the investigation of H2: the most significant variable was B7_19, capturing long vs. short-term orientation. The Germans seemed to be somewhat short-term oriented which is in line with the findings for H4: not pursuing strategic preparation consistently to a certain extent implies a short-sleeve management style with respect to internationalization. These findings underline the thesis by Malecki and Veldhoen (1993) which puts that SME often lack appropriate managerial competencies. What makes this result particular interesting is that this phenomenon seems to be more prevalent in certain countries than in others. Furthermore, this result extends studies which indicate a gap between SME’s awareness for cross-border business on the one hand and deficiencies in consequently pursuing international business activities on the other (e.g. Sommer/Haug, 2004) as it shows that similar discrepancies exist on management level. Last, not least, Kaufmann et al. (2008) found evidence for an influence of certain identity elements on this gap. Although the paper at hand gives further insight into which factors might play role here, these linkages clearly require further research.  

CONCLUSION
The purpose of this paper was to clarify whether or not there exist country-specific differences with respect to four different personal factors of SME decision-makers, i.e. level of identity, entrepreneurial identity, attitudes toward partners and institutions abroad, and international entrepreneurial behavior. In order to clarify these aspects logistic regression is applied to a data set gathered from SME decision-makers from the Lake Constance region in Central Europe. This region comprises counties and districts of four different countries and is economically integrated. Furthermore, it is characterized by a common cultural legacy. 

The paper at hand clearly represents a pilot study as the number of cases considered is 79 and thus rather low. As there hardly exist studies dealing with identity and international entrepreneurship, explorative research is still necessary. Hence, for this purposes our research design seems to be appropriate.  
Let us first summarize the main findings:
· There are country-specific differences in levels of identity and entrepreneurial identity. Identity is said to be linked to emergence processes such as socialization (cf. Burke/Tully, 1977). Furthermore, local values and beliefs have been shown to influence development of role identities (cf. Davidsson/Wiklund, 1997; Dana, 1995). The significant variables in our model indicate that Germans are somewhat pessimistic, cautious and passive. This confirms that there exists not only one specific entrepreneurial identity; rather there are several types which differ – among other factors – across countries. Moreover, this finding holds in particular for people from highly integrated, border-crossing regions which are likely to develop sort of own regional identity. Certain country-related effects are likely to outperform regional impact.

· For each level, i.e. levels of identity, entrepreneurial identity, attitudes towards internationalization, and international entrepreneurial behavior, differences between German and Non-German SME decision-makers have been identified. These discrepancies are significant and consistent. This in turn implies that there seems to exist direct or indirect relationships between entrepreneurial identity, attitudes and international entrepreneurial behavior. In other words: International Entrepreneurship in companies is supposed to be influenced by the entrepreneurial identities of its decision makers.

· Entrepreneurial identity has been addressed so far only to very small extent (Murnieks/Mosakowski 2007; Krueger 2007). Existing work very often is characterized by having a proposition-oriented character. Our quantitatively oriented empirical work confirms several suggestions made so far and shows that this research stream deserves researchers’ further attention. Another important aspect which deserves to be mentioned is the extension of the entrepreneurial identity-concept in that is has been successfully applied to field of International Entrepreneurship. The main findings of this study are summarized in Figure 3.

· Insert Figure 3 here -
While the results in the form country-specific differences for each construct investigated analyses are interesting, they clearly require further research. We were able to make some interesting observations, but how these can be explained requires future research. Furthermore, there is evidence that direct or indirect relationships exist between the constructs, but it is still unclear how they work and thus need further investigation. Here, considerable work has to be done to clarify how entrepreneurial identity leads to specific attitudes and how attitudes lead to specific international entrepreneurial behavior. An element of particular relevance seems to be intention (Krueger, 2007; Ajzen, 1991). 
From these findings, several implications can be drawn:
· A large share of SME deliberately focuses its activities on the domestic market (e.g. Commerzbank, 2007). Beyond doubt, for a considerable amount of companies domestic market size is more than sufficient. However, there are on the other hand many firms which would like to internationalize their operations but face serious obstacles in doing so. While it is straightforward to argue that this may be due to resource-related factors, the aspect of personal influences must not be underestimated. This study found strong evidence for international entrepreneurial behavior being influenced by attitudinal and identity-related variables. Thus, export or internationalization support programs of governments and third-party institutions should be complemented by services explicitly addressing such personal aspects. As an example, it has been shown that attitude related information influences formation and stability of these evaluations (e.g. Erber et al., 1995).

· Identities are shaped early in life, some late-developing ones representing the exception to the rule (Erikson, 1959). It is recommended to influence them as early as possible (Vesalainen/Pihkala, 1999). This of course refers to entrepreneurial education, which could contribute to shape role identity (Krueger, 2007). Thus educational measures could improve entrepreneurial identity in that an entrepreneur, owner-manager or SME manager perceives doing business abroad as an integral part of his occupation and thus is more open to international business activities. Specific methodologies such as Problem based learning represent promising paths (Souitaris, 2005). Furthermore, it has been shown that social representation of entrepreneurship in media influences identity (Achtenhagen/Welter, 2006). This opens further paths for positively influencing identity with respect to internationalization. 
· It has been shown that partners and networks represent an essential part of international entrepreneurial activities. This is not only true in terms of identifying and evaluating opportunities but also – and in particular – with respect to exploiting them. Especially for SME which very often lack financial and personal resources, internationalization by cooperation (Zentes/Swoboda, 1999) is an interesting option to exploit opportunities. In order to establish a successful cooperation, stability is an essential precondition. Without any doubt, the latter can be achieved by similar goals of the participating companies, appropriate legal frameworks and primarily trust (Uzzi, 1997). From the latter mentioned aspect it follows that personal relationships are an integral part of cooperative arrangements. Thus, personal factors are very likely to influence this relationship. Consequently, teaming up with owner-managers who have similar identities, similar perceptions, and others, may add to an increased stability of cooperation and is thus highly recommended

Without any doubt, this study has some limitations. First, the sample size is rather small. On the other hand, empirical works dealing with entrepreneurial identity are rare; thus, for the explorative purpose of this paper, the number of cases seems to be acceptable. This is especially true as it meets the recommendation by Peduzzi et al. (1996). These authors suggested that for each parameter in the model, the smaller category of the dependent should contain at the minimum ten cases. However, future research in the field will benefit from testing our findings against larger samples. Second, our study integrated four constructs, i.e. levels of identity, entrepreneurial identity, attitudes towards internationalization, and international entrepreneurial behavior. In order to clarify how exactly these elements are related to each other, further elements should be integrated in the model, in particular intentions (cf. Krueger, 2000; 2007), as they link attitudes and several other constructs to behavior. Furthermore, attitudes used in this study refer to only one – though very important – aspect of internationalization. This element clearly should be extended. Third, we focused on SME managers from Southern Germany, Austria, Switzerland, and Liechtenstein. This was our intention, as we on the one hand wanted to eliminate effects from strongly diverse cultures and on the other examine whether or not even within highly-integrated, border-crossing regions differences exist. But there is no doubt that including more countries in the study may lead to a broader understanding of how entrepreneurial identities differ across countries, are shaped by their socio-cultural frameworks and influence attitudes, intentions, and behavior. 
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Figure 1 – Research agenda: examining differences on each level and possible relationships between them
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Figure 2 – Nationality of decision-makers
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Figure 3 – Main findings of study

TABLES
	Category
	Number of items
	Cronbach’s Alpha

	Levels of identity
	19
	.864

	Entrepreneurial identity
	19
	.889

	Attitudes toward international partners
	7
	.708

	International entrepreneurial behavior
	7
	.733

	Nationality
	1
	-


Table 1 – Overview of items integrated into the research framework
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Table 2 – Logistic regression model for levels of identity
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Table 3 – Logistic regression model for entrepreneurial identity
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Table 4 – Logistic regression model for attitudes towards international partners and
                 institutions
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Table 5 – Logistic regression model for international entrepreneurial activities











































44
October 16-17, 2009

Cambridge University, UK

