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Introduction
The internationalization of companies is today a phenomenon to 

which we pay more attention to various fields. Linked to it is one of the 
leading players in the global economy: small and medium enterprise 
(SME).  In fact, much of the literature has traditionally focused on 
large multinational corporations with subsidiaries in many countries, 
lending, except for rare occasions, less attention to small and medium 
enterprises.  This requires a justification for this work which may, in 
addition complements other recent research on French SMEs.

  This is why our main objective is to conduct a study of the 
internationalization of SMEs Languedoc-Roussillon process.  For 
that, following this introduction, everything is structured in the 
following paragraphs.  First, a theoretical synthesis is carried out 
on the phenomenon of internationalization of companies, focused 
on some fundamental aspects that have been following empirical 
contrast objects. Later, we explain the methodology used throughout 
the work. After outlining the main results obtained, we will conclude 
with some conclusions which are highlighted potential contributions 
of this study as well as some recommendations and avenues for future 
research.

The Theoretical Approaches to Internationalization
The pioneering work of the Uppsala Model are those of Wiedersheim 

and Jan-Paul [1] and Johanson and Jan-Erik [2], who consider that 
many companies are trading their international operations early in their 
growth, developing a gradual manner their external operations.  Due 
to lack of knowledge of foreign markets, companies start by exporting 
to neighboring countries that are relatively similar and better known, 
while passing later by what is called the "settlement chain": 1) non-
regular exports, 2) export through independent representatives or 
agents, 3) affiliate sales, and 4) production subsidiary.  In each stage 
two important elements influence: psychic distance (integrated by 
differences in language, culture, political systems, level of education, 
level of industrial development, etc.) and the potential market size 
since the company may prefer to start operations in small markets 

where one requires less initial commitment of resources, where there 
is less competition.

 The debate over the validity of the Uppsala Model has been the 
center of some later works in the northern countries. In one of these 
countries, Bent and Pedersen [3] indicate that the theoretical basis 
of the model (increased commitment as a result of accumulating 
knowledge) has not been called into question are for later research. In 
all cases, the accumulation of knowledge is complemented by views 
of other possible explanations for the progressive increase in the 
commitment i.e., exports growth, the need to accumulate sufficient 
financial resources and a formidable evolution competition.

During this, and the increasing proportion of significant businesses 
and in particular SMEs, very early in their lives, have a rapid international 
development, that is to say without going through a consolidation 
phase of their activities in a local environment, undermines the 
universality of the traditional model of internationalization in stages 
of Uppsala. These companies, called "Born Globals" or "International 
New Ventures" and that their creation dice tend to get a significant 
competitive advantage in the use of resources and the sale of products 
in several countries [4] are also defined as being of technological base 
are small businesses operating in international markets in the first 
days of their creation [5]. These are companies that through a series of 
elements grow in other markets in a dynamic way, where is less waiting 
time for learning and the accumulation of knowledge that can be applied 
to various productive activities and operations of the organization. For 
example, the literature emphasizes the fundamental role of the 
entrepreneur for rapid internationalization of new companies [4,6-
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Abstract
The growing interest of various economies in increasing and promoting the participation of their SMEs in international 

trade requires a revival of research into the internationalization processes of companies, especially those of small 
and medium enterprises. The objective is to provide extensive year and overall theoretical overview of the processes 
of internationalization of SMEs in Languedoc-Roussillon and, by extension, of those of French companies. From an 
empirical standpoint, we will verify the factoring that determines the internationalization process followed by these 
SMEs, according to their organizational structure and intangible considerations, in order to highlight their similarities 
and differences to from the various theoretical approaches. We will also determine whether firms with a low rate of 
international export may improve their performance solely through the development and management of some factoring 
in the Born Globals (internal variables). The export rate associated with international activity makes sense for thesis 
organisms. In fact, it has become a necessary strategic option in order to offset the drop in demand in exporting 
countries. In addition, a major challenge is exporting given the stiff competition in international markets from competitors 
with huge resources and very different export behavior.
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8]. Others mentioned the importance of relational capital of the founder 
or entrepreneur as a catalyst for the internationalization process [9]. 
Likewise, interconnections and personal corporate with public and 
private stakeholders are highlighted as a key element for access to new 
resources, impossible to obtain otherwise.

 The increase in the number of companies that follow an accelerated 
internationalization process is mainly characterized by the development 
of five economic and social factors that encourage the creation of new 
businesses to international and global vocation from birth These factors 
are: existence of new market conditions, technological developments in 
the field of transport and communication, increased specialization of 
technical and business skills of local human resources, coordination 
actions and participation in international networks and the systematic 
elimination trade barriers.

Obviously, the competitive environment that exists is different 
from that which was in the early 70s (when the Uppsala model was 
developed).  Indeed, today the role of entrepreneurs is recognized in 
the literature as a determining factor in explaining the emergence of 
Born Globals [4,9], which are characterized to have an international 
mindset and having the majority of international experience that they 
acquired while working for multinationals in export departments or 
developing stockists abroad.  Thus, in this group are people with a 
university education, multilingual and with an extensive network of 
international contacts.  All these experiences and their knowledge to 
determine adequately the conditions in international markets in order 
to develop a fast and efficient entry.

Considering the premises of the Born Global approach, it is 
necessary to consider that the internationalization process is not 
influenced by a model based on geographical distance and cultural 
differences, it makes more sense to think of a model linked to networks, 
experience and knowledge of entrepreneurs acquired before the 
creation of the company.

Once described the characteristics and main differences between 
the Uppsala model and Born Global approach, it is necessary to 
identify a number of factors of a different nature that seem to influence 
the intensity of exporting companies, a influence differs depending on 
the type of internationalization adopted by the SMEs.

Factors influencing the process of internationalization

The internationalization processes followed by firms are influenced 
by the interaction of a number of factors, which can be grouped into 
three main groups: technological, structural and other intangible factors. 
Technological and structural factors as the work of Vernon, Dunning 
[9] and Cantwell [10], the elements of great importance in the 
internationalization of businesses. Studies of technological factors 
have generally been associated with the analysis of the actions of the 
companies in their efforts to develop R and D, being the common 
point of research is to generate conclusions about the effect of these 
investments on the competitiveness of companies on foreign markets.

Regarding structural factors, one can distinguish a large number of 
variables that have been studied as crucial to the internationalization of 
companies. Calof [11,12] studied the size of the company as a decisive 
factor; Vaupel [13,14] examined the ownership of capital while Uppsala 
work studied the internationalization of view of firm age.

Compared to other intangible factors, studies on one aspect of 
intellectual capital indicate that the analysis and management of 
intangible nature elements is crucial to improve and optimize the 

competitiveness of enterprises, having a positive effect on the ability 
innovation and presence in certain markets [15].  In this regard, 
the study of the internal factors of the organization, such as human 
capital, which is defined as the set of skills, talents, skills, experience 
accumulated by an individual and which partly determine their ability 
to work or produce for itself or others;  structural capital (intangible 
assets) as we wanted to define the body of knowledge that remains in 
the company at the end of the working day (including organizational 
routines, procedures, systems, cultures, etc.);  and relational capital 
defined as the set of resources associated with external relations of the 
company with these customers, suppliers of goods, services or capital 
are essential to understand the main points of attention for effective 
development of business activities abroad. Complement in this group 
of internal factors of intangible nature, we must add other external to 
the company  (externalities) as external demand, domestic demand, 
the level of competition on the domestic market, geographic location 
and trade agreements that make it easier and cheaper development 
of commercial activities outside, causing less uncertainty in target 
markets because in theory the rules are known and respected by all.

Similarly, other factors beyond the control of the companies are 
"psychic distance" and "geographical" between them and the client 
countries. That during these distances are just a fact being the export 
decision is taken based on information and knowledge available.

The three groups of factors just mentioned are mutually reinforcing 
to influence the process of internationalization of companies and affect 
their competitiveness. So, pay attention to the latter as a whole proves 
fundamental.

Objectives and Methodology of the Research
 The geographical scope of our empirical research is the Languedoc-

Roussillon region. Two stages will be analyzing the internationalization 
of SMEs in the region, a descriptive analysis and econometric analysis.

  Initially, a descriptive analysis we analyze SME exporters in the 
region, we based on the data from the survey carried out among these 
companies. The idea is to assess if they have the necessary elements to 
properly compete in other markets.  The second stage  will be  a brief 
analysis  econometric data obtained from sample data  Born Globals 
companies say. The objective is to confirm the participation of certain 
structural factors as catalysts of SME internationalization process 
of Languedoc-Roussillon and compromise a significant amount of 
resources on international markets.

To set the object of study population, the first step was to detect 
the exporting SMEs (firms with less than 250 employees), whose seat 
is in the Languedoc-Roussillon region, companies that have some 
experience international marketing and exports represent a significant 
percentage of their turnover. Our claim was to conduct a structured e 
through a questionnaire survey, for which we needed a complete listing 
of these companies.  However, the absence of such a document has 
forced us to develop indirectly. So, first, we made ​​contact with various 
organizations that we believe could have this kind of data such as: 
Regional Chamber of Commerce and Industry (RCCI) and Directorate 
General of Customs and Indirect Taxes (DGDDI).

After developing a first directory, we have refined accordance 
with the objectives of this work, which gave as a result a population 
permanently configured by SMEs in 2004.  We obtained the 
collaboration of 61 companies for a confidence interval of 95% with a 
maximum margin of error of 5%.
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Results and Discussion 
Before revealing the results of the investigation, it must first be 

noted that compared to the territorial distribution of enterprises, the 
majority belong to the Hérault department with 62.3% of the total, 
followed by 14.8%, confirming them as the most active and dynamic 
areas of the region.

Descriptive analysis of SME exporters

We start the explanatory results of empirical research with analysis 
from a variety of variables that allow us to make an initial descriptive 
approach on the main aspects that characterize the group studied. First, 
from a sectorial perspective, in Table 1 we can verify that almost 64% of 
all companies have a link with two sectors of the Languedoc-Roussillon 
region with higher tradition and international presence in namely 
agribusiness and wholesale trade.  It takes more to highlight that 30 
businesses (49.2% of total) produce and market products, 16 have an 
exclusively commercial character and the other 15 belong to the service 

sector and research and development (Table 1).

As for the size of the company, it was observed that the number 
of staff 61.7% of companies is between 1 and 10 employees for the 
operation of all of their activities.  Also, it may be noted that the 
turnover of 41% of these SMEs is less than 1 million.

As for variables directly related to the international aspects, it stands 
in the first place and as reflected in Table 2, the majority of companies 
intend to export more than 20% of their production, which indicates 
that they have a presence International consolidated enough (Table 2).

Secondly, and from a geographical point of view, more than 86% 
of companies consider the 15 countries of the European Union as an 
area of strategic interest to market their products, followed by North 
America and Asia-Pacific.  No doubt a choice that comes from the 
intention that these SMEs give the purchasing power and the level of 
demand for French products in these countries, but also because of the 
fact that wine products are the most exported by the region Languedoc-
Roussillon, which explains 73.8% of the SMEs surveyed do not consider 
North Africa and the Middle East as target markets, the opposite of 
Asia;  especially taking into account the considerable increase in the 
demand of French wine in China and Japan (Figure 1).

Regarding the main obstacles faced by companies in their 
internationalization process (Figure 2), it was observed that as the first 
impediment complexity of regulations and administrative standards, 
followed by the lack of profitability of operations due to costs and 
the e overstated value of the euro. It should not be forgotten that the 
sector with the largest presence in foreign markets is the food industry, 
which implies the need for a series of certifications for marketing 
their products, such as phytosanitary certificates or other specific each 
country. In return, the remaining obstacles were not considered weight 
for export impediments, indicating the veterance of SMEs abroad 
(Figure 2).

In relation to the factors that influence the decision to undertake 
an international activity, we first need to distinguish the increase in 
turnover with 88.4% of affirmative responses, followed by the level of 
demand in the target countries/markets with 78.7% and finally the risk 
diversification (73.8%). Regarding human resources or organizational 
structure, it was found that 55.7% of companies do not have an 
export department as such (exports are carried out by commercial 
that normally handle domestic sales), possibly because of its cost or 
due to the fact that companies are rather TPE incorporate multiactive 
workforce to develop the various daily tasks.

To support agencies for export, it was observed that 9.8% of 
companies know no external promotion of existing institutions 
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Figure 1: Target markets Languedoc-Roussillon.
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Figure 2: Barriers to access to international markets.

Main activity Frequency Percentage Percentage
accumulated

Activities-games. Sports and 
Cultural

4 6.6 6.6

Wholesale 16 26.2 32.8
Automobile Trade 1 1.6 34.4

Manufacturing machines 4 6.6 41.0
Agribusiness 23 37.7 78.7

Chemical Industry 2 3.3 82.0
Research and Development 11 18.0 100.00

Total 61 100.0

Source: Own elaboration

Table 1: Sectoral distribution companies.

Total percentage of 
exports

Frequency Percentage Percentage
accumulated

0-10% 15 24.6 24.6
10-20% 10 16.4 41.0
20-30% 7 11.5 52.5
30-40% 5 8.2 60.7
40-50% 2 3.3 63.9
50-60% 3 4.9 68.9
60-70% 4 6.6 75.4

70% 15 24.6 100.0
Total 61 100.0

Source: Own elaboration

Table 2: Distribution of firms according to their export propensity.
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Thirdly, therefore, we can say that their internationalization process is 
totally opposed Theoretical Model in Uppsala, selection of European 
countries is because they are considered an extension of the local or 
national market. Regarding socio-cultural differences, they seem not 
to influence the decision to export of these SMEs, which leads us to 
deduce once again that it is these behaviors that characterize the 
companies referred Born Globals.

It may seem contradictory us that the Bron Globals companies 
represent 75.4% of the sample firms, while only 44.3% of the total 
have export service in their organizational structure, the explanation 
comments provided by the companies is that they realize all of their 
activity abroad, that should not be interpreted as a lack of specialized 
human capital, but just the opposite, the knowledge and the experiences 
are part of the intangible capital of SMEs, which integrate their 
structure and consolidate as a know-how and expertise necessary for 
the operation of the company's business (Table 3).

In conclusion, it is clear that exporting SMEs in the Languedoc-
Roussillon region is mainly characterized to have an average 
technological level, have a high level of relational capital and having a 
predominantly specialized in international trade workforce; Add to this 
that they attach no importance to the geographical distance and socio-
cultural differences when deciding their entry into foreign markets, 
their decisions are often motivated by rational reasoning which aims 
to increase turnover of the company and to diversify risk, and will be 
guided by the level of external demand in target countries and their 
purchasing power.

Econometric Study
In this part we will try to verify the role of certain structural factors 

in the process of SME internationalization Born Globals Languedoc-
roussillonnaises.

in Languedoc-Roussillon, while 26.2% had never attended any of 
the various programs offered.  The most known organisms remain 
Ubifrance and Sud de France Export, not only for their excellent 
reputation for the quality of their services, but also to their presence in 
the majority of countries that may be of interest to the French company 
in general.

Support programs for the internationalization most requested 
by companies of the region are those relating to the participation in 
international fairs and exhibitions (73.8%), followed by programs that 
promote inter-contractors meetings, then in a last FASEP we find the 
system of guarantees and FORMATEX specialized training programs.

The results of the survey, only 24.6% of companies prefer to start 
their export activities gradually, while the remaining 75.4% perform 
a rather entrepreneurial management internationalization without 
giving any priority to geographical proximity, because according to the 
survey client countries exporting companies of Languedoc-Roussillon 
are those of the European Union, North America and Asian countries 

75.40%

24.60%
SMEs with foreign 
sales> 10% of 
turnover (Born 
Globals)

Figure 3: Percentage of SMEs "born globals".
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Figure 4: Intensity according exporterrelational capital (n=61 companies).
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Figure 5: Intensity according exporterhuman capital (n=61 companies).

Factors
With Export 
Department

Without Export 
Service Total

n % n % n %
Export Service Internal: 27 44.3 34 55.7 61 100

Source: Own elaboration
Table 3: Distribution of SMEs with internal trade services.

Factors Export intensity
Low Forte Total

Influence of Psychic Distance: n % n % n %
Considerable influence 2 13.3 6 13.0 8 13.1

Uninfluential 13 86.7 40 87.0 53 86.9
Total 15 100.0 46 100.0 61 100.0

p=0.977 Not Significant

Source: Own elaboration
Table 4: Socio-cultural differences according intensity export.

Factors Export intensity
Low Forte Total

Influence of Geographic Distance: n % n % n %
Considerable influence 2 13.3 15 32.6 17 27.9

Uninfluential 13 86.7 31 67.4 44 72.1
Total 15 100.0 46 100.0 61 100.0

p=0.148 Not Significant

Source: Own elaboration
Table 5: Geographic distance according export intensity.
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Zahra et al. [16], and Knight [5] Born Globals defined as all 
companies which achieved net sales outside higher to 25% in the 
first 6 years after their creation.  Also, Bals et al. [17] established an 
exporting company can be classified as Born Global when it’s sales 
in international markets, reach or exceed the 10% threshold of total 
turnover case during the first three years after its creation. We decided 
to use the second criterion.

Using data obtained from surveys and applying the criteria 
mentioned previously, it was observed that 61 SMEs surveyed, 54.3% 
can be classified as Born Globals, indicating the strong international 
orientation of firms the region (Figure 3).

To perform this analysis we will use the database we created, it will 
allow us to know the factors that have a direct influence on the export 
intensity of the companies identified as Born Globals i.e, saturation or 
degree of rivalry in the region, the level of external demand in target 
markets, socio-cultural and geographical distance between the company 
and foreign markets, relational capital of the company measured 
by participation in various events for the international promotion, 
human capital using structural data which is that of the existence of a 
specialized export department within the company, the technological 
level, geographic location, the business sector and the company size. It 
is using these ten variables to make an econometric model to determine 
those that have a significant influence on the exporting intensity and 

behavior of the exporting Languedoc-Roussillon SMEs.

Definition of variables

Dependent variable:

Export intensity: We will adopt the most used definition in the 
literature that relates to the dependence of the company from sales 
abroad.  According to the work of Bals et al. [17] based on those of 
Lianxi et al. [18] and Moen and Servais [19] This variable is defined as 
the percentage of international sales compared to the turnover.

It took split this variable into two categories, defined as a dummy 
(silent dummy) having the values ​​0 and 1:

•	 SMEs with total sales outside less than or equal to 10% of 
turnover, taking the value 0

•	 SMEs with total sales outside the upper 10% of the turnover, 
taking the value 1

Independent variables:

Degree of rivalry or saturation of the domestic market: This 
variable is rooted in earlier studies, conducted by Hackett [20] and by 
Aydin et al. [21] and has determined that the saturation of the domestic 
market is a factor affects the internationalization of companies. Also, 
Ben et al. [22] conducted research based investigating the case of 
franchises;  they were able to conclude that the decrease in growth of 
domestic markets or saturation, is a factor that leads companies to seek 
other markets beyond their borders.

H1: The saturation or degree of rivalry in the national/local market, 
has a positive influence on the intensity of exporting companies.

Level of external demand in target countries-markets: The level of 
external demand appears as a key factor in the growth of exports, while 
considering the close relationship between the real income of target 
markets and relative prices of goods to be exported. Empirically and 
a longitudinally, it was demonstrated that the level of global demand 
is an important determinant of exports, reference is made ​​to the 
research work that treated the determinants of export performance of 
engineering products of India [23] as the work of Zesahn et al. [24] 
who studied the role of demand in international trade of Pakistan 
and those of Alexis and Thomas [25] who treated external demand 
as a determining variable export growth, creating opportunities and 
technical progress of developing countries.

H2: The external demand level of the target country markets has a 
positive effect on the exporting intensity.

Sociocultural distance: This variable represents mainly the cultural, 
linguistic and educational differences between the region and target 
country markets, using the concepts developed by the Uppsala Model 
[1,2] and it is a variable that was theoretically considered by companies 
as e a risk factor for International Operations and uncertainty related 
to forms to interact with potential customers.

H3: The existence of socio-cultural distances (psychic) ​​between 
SMEs and foreign countries markets, has no effect on the exporting 
intensity.

Geographic distances: With characteristics similar to the previous 
one, this variable refers to the geographical gap between business and 
client countries. This is a variable that has been defined in the Theory 
Uppsala, described as an important factor in international trade 
activities, mainly for new businesses [1,2].

Factors Export intensity
Low Forte Total

Influence of Relational Capital: n % n % n %
Considerable influence 5 33.3 38 82.6 43 70.5

Uninfluential 10 66.7 8 17.4 18 29.5
Total 15 100.0 46 100.0 61 100.0

p <0.01 Significant

Source: Own elaboration
Table 6: Relational capital intensity according export.

Factors β p GOLD 95%
Specialized Human Capital:
With Human Capital 1.674 0.010 5.34 1.50 19.01
Without Human Capital 1.00
Relational Capital:
With Relational Capital 1.813 0.018 6.13 1.36 27.68
Without Relational Capital 1.00
Technological level of the 
Company/Product:

         

Advanced 1.760 0064 5.81 0.90 37.51
Average 1.476 0099 4.38 0.76 25.24
Constant: 3191 0.003      

Source: Own elaboration
Table 7: Factors associated with export intensity.

Factors Export intensity
With Human 

Capital
Without Human 

Capital
Relational Capital: n % n %

With Relational Capital 22 81.5 21 61.8
Without Relational Capital 5 18.5 13 38.2

Total 27 100.0 34 100.0
Significant p=0.094 10%

Source: Own elaboration
Table 8: Contingency table Specialized human capital/capital relationship.
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H4: The geographical distance between SMEs and target-country 
markets, has no influence on the exporting intensity.

Relational capital: The influence of relational capital especially 
between creating new businesses, is determined by any relationship 
with the environment that adds value to the organization.  The role 
of the entrepreneur is significant extremely when establishing and 
developing external relationships of the company, often using their 
personal networks [26] having social networks of special importance, 
social since capital is an importance source of legitimacy and 
knowledge required for success internationally [27] whether for Born 
Globals [4,16] or to companies that adopt a gradual process towards 
internationalization.  Several research studies have claimed that 
companies that are share of a social network reliable pour augmenter 
their competitive advantage, and that the strategic groups generally 
improve corporate performance, particularly for the establishment of 
new SMEs [28].

H5: The relationship capital exporting SMEs, has a positive effect 
on the intensity Exporting.

Human capital: From a theoretical point of view of, there are 
many studies-have that examined the impact of specialized staff 
(human capital) having experience in international trade, the 
internationalization of a business process [29-31] being white the 
most significant research those made by authors decision [7,32,33] 
to confirm the positive role of staff specialized in the international 
expansion of companies.

H6: The human capital has a positive influence on the export 
intensity of the companies

The technological level: The technological factor is regarded 
significant element for business year we competitiveness international 
markets [34,35]. Benjamin et al. [7] demonstrated that differences in 
competitive advantages entre wide and small businesses in foreign 
markets fell, and hold a competitive advantage internationally depends 
increasingly specific business assets [36,37]. So we can deduce the 
competitive international calls for more efficiency and effectiveness in 
the management of innovation processes, research and development 
that so companies can guarantee a successful presence in foreign 
markets [38].

H7: The technological level of the company has a positive influence 
export intensity.

The geographical rental of the company: This is a concept that 
is rooted in economic geography (spatial economy or economy of the 
territories), in fact the position of the company in terms of territoriality 
affects export intensity. At the theoretical level, a recent research work 
conducted by Stephanie et al. [39] have-been examined and determined 
empirically the role of geography in the international development of 
businesses Born Globals. The general feeling from the study emerges 
that is that from an ecological point of view of local natural resources 
are indeed a significant factor in companies' internationalization 
process, confirming the results of numerous studies that-have tried to 
study the impact of the geographical location of the company is able 
to create and sustain competitive advantage in an era of economic 
globalization [39-44].

Also, industrial groupings (clusters)-have a catalytic role in the 
internationalization process, local and regional business through 
networks that allow players to develop interactions [44], and find an 
importance source of information, skills, knowledge of markets and 
opportunities to the international business [45].

H8: The location of the exporting company influences export 
intensity.

The company's business sector: The areas of greatest international 
success are characterized for companies with an innovative and 
proactive organizational culture [46].  In this context of globalization 
and interdependence, the innovation is the Ability of enterprises 
and economic Sectors in general to create new ideas, Introduce new 
products and services meet the requirements of target markets and 
their ability to find creative solutions to the challenges [47,48]. 

Among the factoring than the literature suggests as potentially 
significant s for the international development of companies, there are 
sectorial factor in terms of competitiveness and the ability to provide 
high value-added products, being white the technological level of a 
specific sector a key element [48,49], since companies belong to that 
year economic sector with high technological level, are competitiveness 
to-have a strong export intensity, and internationalization as a who 
perceive necessary strategic option [50]. 

H9: The activity sector of the company influences export intensity.

The size of the company: The question that often arises about a 
possible relationship between the export behavior of companies and 
their organizational size, says with certainty That large companies 
should be factoring of competitive advantage, related to their size 
that would allow their activities export international expansion or to-
have more success [51-54]. This positive sign of supposed relationship 
entre firm size and export activities is due to the principle that large 
companies-have the advantage of achieving wider and more intense 
equity trading thus, it is regarded that export companies are expected 
pour augmenter gradually as their size.  In addition, as the company 
size increases, the dirty that it makes abroad increase should more than 
proportionately [55,56].

H10: The size of the organizational structure of the company, it has 
year impact export intensity.

Econometric analysis

For the econometric analysis of the Languedoc-Roussillon, 
we will logistic regression analysis was driving to identify various 
significant factoring that determines the strong export intensity 
of SMEs in the area. Of the ten variables that can affect the process 
of internationalization and export intensity of SMEs Languedoc-
Roussillon, we approbation three significant factoring that are essential 
for their export performance:

The saturation of the domestic market appears without any 
association with the export intensity (p>0.05), due to what categories of 
the variable are equitably distributed both entre low intensity as those 
companies with high export intensity. Thus, the category "no impact" 
represents 40.0% of the total, a 5.2% increase among low-intensive 
companies.

They reviews the other hand, there was no significant relationship 
entre export intensity of the area and the impact of the level of external 
demand (p>0.05). However, there is a tendency than the low intensity 
is associated with low level of impact of the variable "external demand" 
and vice versa (Table 4).

Compared to the socio-cultural distance, no combination is 
found entre this variable and the export intensity (p>0.05) due to the 
distribution of the variable.  The frequency of responses that claim 
to-have no impact on their internationalization process was almost 
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equal among low export-intensive companies (86.7%) than intensive 
(87.0%) (Table 5).

The four variables that were previously analyzed won't be regarded 
logistic regression model for the, since none of them: has a significant 
association with the response variable (Table 6).

Regarding relational capital, there is a significant association with 
the export intensity (p<0.01), as 82.6% of companies intensive-have 
in even entre those with low intensity we can see that difference is as 
significant as crucial to the internationalization of enterprises (49.3%) 
(Figure 4).

They review the other hand companies-have that specialized human 
capital is more common among the high export-intensive businesses 
(50%) against the 26.7% among those with low intensity (Figure 5).

In terms of technological product level, Chi-square test p=0.048 
Indicated which confirms the combination of this factor with the 
exporting intensity.  Between enterprises was observed with high 
export intensity 42.2% have an advanced level of technology while in 
the low-intensity group this percentage is 33.3%. It reviews the other 
hand, 22.2% of companies with artisan production system-have strong 
export intensity.

The variable "industry" Indicated a weak relationship entre export 
intensity and industry (p=0.607), being white sectors that most 
associate associated with strong export intensity and agribusiness 
chemical industry, wholesale trade and recreation, with a difference of 
10.2% for the food industry and the chemical industry ( 43.5%=high 
intensity, low intensity=33.3%) and 11.6% for industry research and 
development and manufacture of machinery (21.7%=high intensity, 
low intensity=33.3%), profit they remain Insufficient differences to be 
reliable to include this variable in the logistic model.

Furthermore, there is no relationship entre firm size and export 
intensity of SMEs in the area. This fully justified the level of significance 
p=0.290 Observed chi-square test  the companies were grouped 
according to the number of their workforce.  (≤ 10 employed small 
businesses and medium enterprises employed ≥ 10).

According to the value observed significance in the Chi-square 
test, the most significant explanatory variables to predict the intensity 
of export Languedoc-Roussillon SMEs are: relational capital, the 
technological level of the company/product and human capital (Table 
7).

Companies with a specialized human capital were 5 times more 
likely to-have a strong export intensity (or=5.34) compared to 
companies without this factor,  it is significant to notes than the total 
of SMEs that factor, 81.5% also HAD Some relationship capital, while 
Specialized Among Those without human capital, less than half (38.2%) 
were not factoring relational, a very significant difference (p=0.094 
Chi-square with the test).  However, two factoring are interrelations 
with a 90% confidence interval (Table 8).

Candidate variables for the logistic regression model, we get the 
following equation:

Log (p/(1-p))=-3,191+1,674 (CapH)+1.813 (GARP) 1.760 
(TecnAv)+1.476 (TecnIt)

Gold:

CapH: Takes 1 when the value of the company has the specialized 
human capital, and 0 in the opposite case.

GARP: Takes the value of 1 when the company has the relational 
capital, and 0 in the opposite case.

TecnAv and TecnIt: Take the value of 1 and 0 when the level of 
technology is advanced, 0 and 1 for intermediate levels 0 and 0 if the 
level is basic technological craft gold.

Conclusions 
The present work tried to achieve achievement and Increase our 

understanding of the internationalization process followed us s by 
SMEs, taking into account different factoring that influences their 
involvement in international trade activities.  Although currently the 
Uppsala model and approach of Born Globals provide us the explanation 
of described the processes, and it seems that having operate some kind 
of factoring is what really olefins corporate commitment abroad.

  From the descriptive analysis the carried out it was observed 
that a significant number of low-intensity export SMEs-have neither 
the human capital necessary relational gold for an adequate level 
of competitive in international markets.  From reviews another 
perspective, the econometric study was able to determine that some 
structural elements EMS Born Globals are essential to-have intense year 
presence in foreign markets and the therefore in Greater commitment 
on their export activities.  However, we can confirm that companies 
have an international position strong are those with a set of structural 
factoring, human and relational.

The main difference entre les low export intensity SMEs are the 
Born Globals is the importance to the grant they socio-cultural and 
geographical distance in terms of perception of risk, it has-been 
demonstrated that thesis are factoring that negatively international 
business can influence.

Proposals and Recommendations 
One of the main needs of exporting SMEs in the area a concerns 

their need to strengthen their strategic positioning. The introduction 
of some improvements in their organizational aspects Will enable the 
conversion of some or even productive-technological capabilities to 
accomplish achieve better results in foreign markets, and promote the 
adoption of a greater level of compromised through innovation and 
improving their technological base.  It is the therefore appropriate to 
continue to invest in the establishment and development of assets in 
the forefront of innovation to supporting the internationalization of 
the company.

Internally, it seems appropriate to promote the specialization of 
tasks related to export grouped in departments or divisions with some 
autonomy.  The presence of such organizational units implies has 
international engagement Greater.  SMEs should be provided with a 
potential of more specialized and trained especially in foreign trade, with 
functions that go beyond the simple contact with foreign customers or 
to fulfill specific paperwork, customs formalities (etc.), goal also should 
be more Involved in the development of the international strategy of 
the company and the realization of market research.

Externally, and the therefore closely linked to the mechanisms of 
production and international distribution should be striving for greater 
control and less vulnerable position of the company internationally it 
markets through the establishment of exclusive distribution networks, 
as well as greater use of innovative forms of inter-firm cooperation 
as franchises, joined ventures (joint ventures) and business and 
technological agreements. Some of these organizational formulas allow 
deepening the relationship with foreign distributors, which seems 
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especially suitable and necessary for SMEs, qui usually do not-have the 
resources requested by international the activity.

However, it remains significant logistical and supporting 
infrastructure of various institutions and public agencies (Ministries, 
Urbifrance, Sud de France Export, the Chambers of Commerce, 
industry associations, etc.) that can act at several levels: by training, 
promoting the learning of other languages, prepaid specialists in 
international trade and promoting access to economic aid.  For 
information diversifying and again more services free by the 
specialized agencies and sales offices outside network, facilitating 
access to databases, conducting seminars is external marketing and new 
opportunities investment by geographical area, as well as promotional 
work by developing formulas that facilitate the integration of businesses 
into international trade networks (trading companies, export 
associations, sectoral associations of exporters, etc.) not to mention 
the financial and fiscal aspects with the removal of international dual 
taxation, improving the tax treatment received by direct investment, 
subsidy insurance cover s that the business risk; and in general a more 
active participation of banks in the SME internationalization process.
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