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A bstract: Internationalization, as a term, is used in the process of involving and intensifying international
operations. It describes the continuum that begins with the first import activity or extra regional expansion (*domestic
internationalization™) until complete globalization. It includes activities such as export, licensing, franchising, man-
agement contracts, turnkey contracts, production contracts / international pre-contracts, industrial cooperation
agreement, integration, takeover, strategic alliances, etc. The purpose of this research is to obtain information on the
condition of SMEs from the agro-complex, compared to a research conducted in 2007. For that purpose, a survey
questionnaire was prepared, a survey was conducted, the data were processed and analyzed, which helped us to show
that situation. The results of the research indicate a certain shift of the SME stage of the agro-complex to a higher
level of their internationalization.
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HOCEBHOCTH HA HHTEPHALITMOHAJIM3AIIMJATA HA MAJIUTE U CPEJIHA
AT'POINPETIIPUJATHUIA

A mcrtpaxk 1 UHTepHaOHATN3aU]aTa, KAKO TEPMHH, C€ TPHMEHYBa BO IMPOLECOT HA MHBOJBUPAME H
HWHTEH3WBUPakhe Ha HHTEPHANUOHANHH onepanni. Co TOj TEPMHUH Ce OIMUIIYBa KOHTHHYHUTETOT KOJIITO 3all0YHyBa CO
npBara yBO3HA aKTHBHOCT WMJIM BOHPETHOHAJIHA €KCIaH3mja (,,loMalllHa HHTEPHAIMOHAIN3aIMja‘), ma ¢ JI0 [eI0CHA
rinobanu3anuja. Taa BKIydyBa akKTHBHOCTH KaKO IITO CE U3BO3, JHICHIMPabe, (PAHIIN3UHT, MCHAIEPCKH JOTOBOPH,
JIOTOBOPH KIIy4 Ha paka, JJOTOBOPH 3a MPOU3BOICTBO/HHTEPHAIIMOHAIHY MPEAI0TOBOPH, COTJIACHOCT 33 HHIYCTPUCKA
KOoOIlepalfja, HHTerpaiuja, npe3eMame, CTPAaTeIIKH alujancu U cil. Llenta Ha oBa UCTpaxkyBame ¢ aa ce J100ujaT
uHpopmalmu 3a cocrojoaTa Ha Manu U cpeanu npernpujarija (MCII) of arpoKOMILIEKCOT, CIIOPEAEHH CO €IHO
HCTpaxKyBame crposereHo Bo 2007 roauHa. 3a Taa Ien Oellle M3TOTBEH aHKETEH MpalllalHUK, Oelle CIpPOBEACHO
aHKETHO HMCTPaXyBame, MOJaToIuTe Oea 00pabOTeHN U aHAM3UPAHH, IITO MOMOTHA Jla C€ MPUKaXKE Taa COCTOjoa.
Pesysratute 0 MCTPaKyBameTO yKa)KyBaaT Ha W3BECHO TMOMecTyBame Ha craguymoT Ha MCII o arpoKOMILIecoT
KOH TIOBHCOKO HMBO Ha HHTEPHAIIMOHAIM3AIIH]a.

Knyunn 36oposu: MCII ox arpokoMIIeKcoT; HHTepHAIMOHANN3AIINja; TII00aIN3aIija;, KOHKYPEHTCKA CIIOCOOHOCT;
MPOMOBHUpamke Ha HHTEPHAI[MOHAII3AIIH]a

INTRODUCTION

While we must admit that most authors be-
lieve that internationalization is related to large
enterprises, this is only partially true. Small,
especially medium-sized enterprises, tend to grow
[3]. Internationalization appears as the only

solution to that aspiration. The reason for this is
simple: small-sized and medium-sized enterprises
do not have a wide range of products, or are
focused on one — usually narrow — product range.
To achieve economies of scale, businesses must
look for new markets. Indeed, this is especially
true for niches, which are usually small. Larger
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companies are usually better internationalized,
because they have more financial and managerial
resources, have larger production facilities, larger
economies of scale and are exposed to less risk in
export operations [2].

The internationalization of small and medium
enterprises is influenced by factors that hinder it
and factors that encourage internationalization.
Some of the factors that encourage or hinder the
internationalization of small and medium enter-
prises are:

— Attention, dedicated to meeting the needs of
consumers. Here, SMEs often have difficulties, be-
cause they repeatedly lack the resources to pro-
perly meet market needs [1].

— The quality of products on the foreign mar-
ket is often higher than on the domestic market,
which, of course, hinders internationalization.

— Characteristics of management and cover-
age of management needs. SME managers com-
pared to large companies often have lower relevant
education and are less successful in operating in
foreign markets.

— International experience, obtaining infor-
mation on foreign markets, as well as general sup-
port of the environment (country) in internation-
alization. Trade barriers between countries (both
official and non-official, for example, the relation-
ship to the origin of goods) hinder the internatio-
nalization of all enterprises. International experi-
ence and facilitated access to information on the
state of foreign markets encourage internationali-
zation.

These are just some of the factors that affect
the internationalization of SMEs. Small and me-
dium-sized enterprises often have greater export
difficulties than larger enterprises. Reasons for the
difficulties are: bureaucratic obstacles, non-cus-
toms obstacles, late payment, the choice of dis-
tributor as well as communication difficulties with
foreign customers. Therefore, they need to help
each other, so that in new markets they will appear
in some new forms, for example, networked with
foreign smaller companies or in an export consor-
tium.

According to an OECD study, in developed
countries small and medium-sized enterprises dif-
fer from large enterprises in the following charac-
terristics [3]:

— They lack strategic planning, so, most often,
they deal with internationalization in a less effi-
cient way.

— Strategy based on evolution — lack of strate-
gy planning is often a consequence of lack of
opportunities, so that SMEs often only take ad-
vantage of the opportunities offered to them. Such
an approach is very opportunistic, i.e. there is no
proactive approach.

— Companies that pay more attention to plan-
ning, often choose a combination of different
strategic opportunities.

— The inclination towards internationalization
increases with the maturity of the enterprise. The
maturity of the enterprise here is measured by
meeting the goals of the domestic market.

— The propensity for independent internation-
alization is often a consequence of family owner-
ship, which tends to remain independent in the
process of internationalization, although it is not
the best solution.

— Some business functions are better interna-
tionalized than others.

— There is no single strategy for success — this
means that if companies do not have their own
clear vision of development, they cannot accurate-
ly determine the tools with which to meet the
goals. Every company that intends to be present in
the international markets should create its own
strategy.

If we connect the internationalization of
SMEs with their level of entrepreneurial develop-
ment, we can classify enterprises according to the
following model. There are four modalities of an
internationalized enterprise:

— Enterprises that are not internationalized,
and are less entrepreneurial,

— Enterprises that are not internationalized,
but are entrepreneurial,

— Enterprises that are internationalized, and
less entrepreneurial, and

— Enterprises that are internationalized and
entrepreneurial.

MATERIAL AND METHODS OF WORK

The purpose of this research is based on
literature, documents and especially on the analysis
of the Questionnaire on a random sample of agro-
entrepreneurs from RNM. The research uses se-
veral methods used in social and economic analy-
sis such as: generalization and specialization, in-
duction and deduction, statistical and comparative
method.
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ANALYSIS AND DISCUSSION

Kostadinov and Pendev [5] in their research
in 2007, on the claims made in the survey ques-
tionnaire related to determining the degree of inter-
nationalization of the company, the respondents
stated as follows:

— The company procures from abroad.
32.0% of the respondents do not agree at all, 4.0%
partially disagree, 2% answered neither yes nor no,
6.0% partially agree, and 56.0 completely agree %
of respondents.

— The company exports abroad. In general,
50.0% of the respondents do not agree, 6.0% parti-
ally disagree, 10.0% partially agree, and 34.0%
completely agree.

— The company directly invests abroad.
88.0% do not agree at all, neither yes nor no ans-
wer 6.0%, 2% partially agree, and 4.0% comp-
letely agree.

— The company works abroad through
foreign business partners. From the respondents,
34.0% do not agree at all, 2.0% answered neither
yes nor no, 26.0% partially agree, and 38.0%
completely agree.

— The company was international from the
very beginning. 84.0% of the respondents do not
agree with this statement at all, 2.0% partially
disagree, neither yes nor did not answer 4.0%, and
10.0% of the respondents completely agree.

— The company works exclusively on the
domestic market. 30.0% of the respondents do not
agree at all, 8.0% partially disagree, 10.0%
partially agree, and 52.0% completely agree.

— The company aims to enter new foreign
markets. 18.0% do not agree with this statement at
all, 6.0% partially disagree, neither yes nor no
answered 14.0%, partially agree 6.0%, and 56.0%
completely agree.

In our research in 2019, the respondents stat-
ed in the survey questionnaire that refers to
determining the degree of internationalization of
the company, the respondents said:

— The company procures from abroad.
17.0% of the respondents do not agree at all, 2.0%
partially disagree, 2% answered yes or no, 3.0%
partially agree, and 76% completely agree re-
spondents.

— The company exports abroad. 30.0% of
the respondents do not agree at all, 3.0% partially
disagree, 10.0% partially agree, and 57.0% com-
pletely agree.
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— The company directly invests abroad.
68.0% do not agree at all, neither yes nor 5.0% did
not answer, 2% partially agree, and 25.0% com-
pletely agree.

— The company works abroad through for-
eign business partners. From the respondents,
25.0% do not agree at all, 2.0% answered neither
yes nor no, 20.0% partially agree, and 53.0% com-
pletely agree.

— The company was international from the
very beginning. 80.0% of the respondents do not
agree with this statement at all, 2.0% partially disa-
gree, neither yes nor no answered 4.0%, and 14.0%
of the respondents completely agree.

— The company works exclusively on the
domestic market. 50.0% of the respondents do not
agree at all, 8.0% partially disagree, 10.0% partial-
ly agree and 32.0% completely agree.

— The company aims to enter new foreign
markets. 10.0% do not agree at all with this state-
ment, 6.0% partially disagree, neither yes nor no
answered 10.0%, 6.0% partially agree, and 68.0%
completely agree.

CONCLUSION AND RECOMMENDATIONS

As a basic conclusion of this research is that
the results of the research indicate a certain shift of
the SME stage from the agro-complex to a higher
level of their internationalization in the period
2007-2020.

Recommendations for assistance to the inter-
nationalization of SMEs according to the SME
classification are given in the Table 1.

SMEs that are internationalized but less en-
trepreneurial are those that are already in inter-
national markets but lack the motivation to develop
in those markets. Such companies may have
accidentally started exporting, receiving a random
foreign order, or externally reacting to incentives.
The focus of the policy here should be on ensuring
that such SMEs receive a positive response from
their international market presence. Measures sho-
uld include providing appropriate assistance, infor-
mation, training, counseling, operational problem
relief, hiring agents or assistance in hiring more
managers with appropriate qualifications, encoura-
ging private sector organizations to get involved in
their networks, giving opportunity for exchange of
experience and training, etc.

Finally, the policy focus on internationalized
and entrepreneurial SMEs should be on retaining
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their key components and rebuilding their interna-
tional and entrepreneurial vision. Such enterprises
need to have a continuous response to the com-
parative challenges of the changing globalized

market with appropriate adjustments and innova-
tions in products, processes, organization, markets
and technology.

Table 1

Recommendations for assistance in internationalization of SMEs according to SME classifications
Entrepreneurial Less entrepreneurial
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E support. Mentoring scheme offer. Offe.r the beSt foreign markets. Offer to enter the network.

g fm)égv?/gﬁ?sce& research and development, innovation, Establishment of brokers for international markets.

Additional attention should be paid to the atti-
tude towards key market activities (regular market
visits, etc.), and in particular to give empirical sup-
port for the potential benefits of the activities.
SMEs in this category, relatively speaking, require
less help from the government and its agencies.
Government assistance should be most present in
minimizing operational or access problems in for-
eign markets. This is a standard government ser-
vice for businesses to help increase their internatio-
nal competitiveness. Such initiatives are significant
because they lead to reduced research and develop-
ment costs, access to new technologies, improved
product quality, increased product reputation in the
country, the creation of new markets, and incre-
ased SME networking. Internationally and global-

ly.
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