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			Chapter 1
Internationalization: A Bit of Theory


			Over the years, many theories have been formulated about business internationalization. These theories have been used either individually or combined with others, so it often becomes difficult to determine which strategy is the right one and one ends up in a labyrinth of questions from which it becomes difficult to get out. 


			When approaching the issue of internationalization, the first resistances one faces are those concerning the costs of doing business and the resources available. According to Gullen and Parbateeah, the biggest challenge is finding a strategy that guarantees the business’s success and ensures the sustainability of the whole operation for investors. In 1976, John Dunning1 developed the so-called Dunning Eclectic Paradigm, also known as the OLI (Ownership, Location, Internalization) paradigm, which was followed by numerous other publications in the 1980s. 


			According to this paradigm, a company’s success abroad depends on three fundamental factors: who produces abroad (ownership), where it produces (location) and the type of advantage of transactions within the company rather than through the market. This is the case, for example, when a company decides to sell abroad or to outsource the production of goods destined for the host country’s market to non-controlled local producers. In this way, these three factors directly influence a company’s success abroad compared to its competitors. In particular, one of the advantages a company realizes most over its competitors is localization, which provides easier access to material resources for production and allows access to a series of institutional parameters that depend on the nature of the investment area.


			Another very interesting theory is Kruger’s, according to which competitive advantage comes from entering a market first as an investor.


			However, it must be pointed out that being the first to enter a market does not necessarily guarantee success. A few errors of judgement, for example, can jeopardize the success of an already extremely complex and delicate operation. 


			Internationalizing one’s business is never simple, but it is a path of variable geometry involving several levels of expertise. 


			Many mistakes can be made when approaching a foreign market, starting with communication errors within the company and ending with misunderstandings of the target market: these are usually due to a lack of knowledge of the sociocultural context. It is often also a matter of small things that, added together in the context of a strategy, can jeopardize the success of an operation. This is why one must always look at several fronts: opening one’s company to the foreign market is never just a question of economic resources but of many complementary elements that will be addressed in detail in the following chapters.


			The network model and the Dubai context


			The network model in internationalization


			The network model in internationalization focuses on the importance of interactions between companies that form a network of relationships. A network consists of three basic elements: the actors, i.e. the participating companies; the resources the actors have at their disposal; and the operations, representing the actions taken between the actors. In these networks, companies pursue their business objectives by trying to gain control of the network through the advantage of resources and operations.


			The expansion process in the network model is mainly determined by two factors: the degree of internationalization of the company and the strength and quantity of the relationships between the various parties constituting the network. These factors influence a company’s ability to access resources and opportunities within the network and, consequently, its success in the international market.


			Companies can be classified as ‘Early starters’ or ‘Late starters’ according to their stage of internationalization and the type of relationships they have established with international partners. Early starter companies are those that do not yet have relationships with partners abroad and have a limited level of competitiveness. Late starters, on the other hand, turn to the services of brokers during the expansion phase, which can lead to a shortfall in acquiring the necessary skills to compete in the foreign market and establish a solid network of international relations.


			According to K. Fonfara’s model2, companies can adopt four types of behaviour in the internationalization process based on active participation and building a good network of relationships. These behaviours include active, submissive, independent and realist-suspicious behaviour. The combination and incidence of these characteristics determine the effectiveness of a company’s internationalization strategy and significantly influence its performance in the international market.


			The context of Dubai: history, culture and economy


			Dubai, one of the seven emirates of the United Arab Emirates, has developed rapidly since the 1960s thanks to the discovery of oil and the vision of its leader, Sheikh Rashid bin Saeed Al Maktoum3.


			Its strategic geographical location between Europe, Africa and Asia has made it an important trade and transport hub, hosting one of the world’s largest ports, Jebel Ali, and the world’s fourth busiest airport, Dubai International Airport.


			Dubai’s culture is deeply rooted in Islamic and Bedouin traditions. However, thanks to economic openness and the arrival of large numbers of expatriates, who make up more than 80 per cent of the population, the city has become a melting pot of cultures, offering a cosmopolitan and welcoming environment. This cultural diversity has led to the introduction of new ideas and business practices, contributing to Dubai’s economic growth.


			Dubai’s economy is diversified and no longer relies solely on oil, which now accounts for less than 5 per cent of the emirate’s revenue. Real estate, tourism, trade and financial services have become the main growth drivers, attracting investors and companies from around the world. In 2019, Dubai’s GDP reached USD 108 billion, and its per capita income was among the highest in the world.


			Dubai has also invested in ambitious projects to further diversify its economy and promote innovation, such as creating specialised free zones, including Dubai Internet City, Dubai Media City and Dubai International Financial Centre, which offer incentives and tax breaks for companies to locate there. In addition, the city is hosting Expo 2020, a global event that aims to promote trade, innovation and collaboration among participating countries.


			Dubai offers a unique environment for studying internationalisation due to its rapid transformation and strategic location as a global hub. The city has become a successful example in attracting foreign investment, with foreign direct investment (FDI) flowing in at $15 billion in 2020. Dubai has also created a favourable business ecosystem through business and trade facilitation policies and support programmes for start-ups and SMEs.


			This context makes Dubai an interesting case study in internationalisation, allowing us to observe how companies and professionals, including those from Italy and Europe, have been successful in this evolving region. Lessons learnt from the Dubai experience can provide valuable insights and ideas for other companies and governments seeking to promote internationalisation and innovation in their local contexts.


			For example, Dubai’s approach to attracting foreign investment and promoting entrepreneurship can be seen as a model for other emerging economies aiming to diversify their economies and develop new growth sectors. The city has demonstrated the importance of creating a business-friendly environment with low bureaucracy, low or no taxation and easy access to international markets. Furthermore, Dubai’s experience underlines the importance of investing in local skills training and infrastructure development to support economic growth and international competitiveness. The city has invested in training and education projects, such as the Dubai Knowledge Park and the Dubai Design District, which aim to develop specialised skills and foster collaboration between companies, academics and professionals.


			Dubai’s continuous evolution as a global and cosmopolitan hub offers unique opportunities for companies and professionals seeking to expand into new markets and interact with different cultures. Studying the context of Dubai can help to understand how different internationalisation strategies can succeed in a rapidly changing environment and what challenges and opportunities may arise in the process of internationalising businesses.


			The importance of relationships in the Dubai context


			In Dubai, establishing and maintaining a strong network of relationships between companies is crucial for success in the market. It is important to consider local cultural norms, practices, and legal regulations to establish long-term relationships and trust with local and international partners. The networking culture in Dubai is influenced by the Arab tradition of hospitality and mutual respect, making it crucial to devote time and resources to building personal relationships with business partners and attending networking events and conferences to expand one’s network of contacts.


			Companies that internationalise in Dubai can benefit from a dynamic business environment, a strategic geographic location and a fast-growing economy. The city is a major global hub for trade and logistics, thanks to its central location between Europe, Asia and Africa. In addition, Dubai offers numerous tax and financial incentives for businesses, including free zones and facilities for foreign investment. It is important to be aware of the challenges that may arise, such as understanding local cultural norms, adapting to legal regulations and managing a multicultural workforce.


			Another challenge is competition in the local market, as Dubai is a global centre that attracts companies and entrepreneurs worldwide. To differentiate themselves and thrive in such a competitive market, companies need to offer innovative and high-quality products and services and develop effective marketing and branding strategies.


			Finally, managing a multicultural workforce can be challenging, as it requires an in-depth understanding of different cultures and their job expectations. Providing appropriate training, fostering an inclusive and respectful work environment and adopting management practices that consider cultural differences are essential to ensure the company’s success in Dubai.


			Internationalisation strategies in the Dubai context


			Companies seeking to internationalise in Dubai need to adapt their internationalisation strategies to the specifics of the local environment. This may include modifying products or services to meet the local market’s needs, adopting culturally appropriate marketing strategies, and forming joint ventures or partnerships with local companies to access market resources and knowledge. To be successful in internationalising in Dubai, it is crucial to invest in building a strong network of relationships, understand and respect local cultural norms, and adapt one’s business and marketing strategies to the specific context of the emirate.


			Successfully meeting these challenges requires a deep understanding of the local culture and market dynamics and the ability to quickly adapt business strategies to changing conditions. Furthermore, it is important to pay attention to communication and interaction with local partners, as establishing trusting and long-term relationships can significantly contribute to the company’s success. Adapting to local rules and bureaucratic procedures is crucial to avoid delays and obstacles when expanding into the Dubai market.


			The internationalisation process in Dubai requires a holistic approach that considers all aspects of the local context, from cultural norms to market dynamics and legal regulations. Companies can increase their chances of success in the Dubai market through a strong network of relationships, an in-depth understanding of the local culture, and an appropriate adaptation of business and marketing strategies.


			Here are some examples of internationalisation strategies suitable for doing business in an international context such as Dubai:


			

					
Market research and analysis. To be successful in an international environment such as Dubai, companies need to conduct in-depth market research to understand market dynamics, consumer preferences, competitors and growth opportunities. This can help companies identify specific market segments and develop effective marketing and sales strategies.



					
Geographical diversification. A company can expand its presence in different regions and countries to reduce dependence on a single market and take advantage of growth opportunities in different international contexts. For example, an e-commerce company might establish distribution centres in different parts of the world to better serve customers in different regions.



					
Cultural adaptation. Companies operating in international contexts such as Dubai must adapt to different local cultures and business practices. This may include adapting products, services and marketing strategies to comply with local cultural, linguistic and religious norms.



					
Collaborations and strategic alliances. Companies can form strategic alliances and partnerships with other companies in international contexts to share resources, expertise and market knowledge. For example, a technology company might collaborate with a local telecommunications company to offer innovative technology solutions in a specific market.



					
Risk management. Companies operating in international environments must develop risk management mechanisms to deal with the uncertainties and challenges of expanding into new markets. This may include assessing political, economic, legal and foreign exchange risks, and developing contingency plans to deal with potential problems.



					
Developing global competencies. Companies operating in international contexts need to develop global competencies, such as intercultural communication, understanding international business regulations and managing diverse teams. This can help companies successfully navigate the challenges and opportunities associated with expanding into new markets.



					
Flexible and scalable approach. Companies seeking to expand in an international environment such as Dubai must be able to adapt quickly to new market opportunities and challenges. Adopting a flexible and scalable approach can help companies respond effectively to changing market needs and maximise growth opportunities.



			


			Examples of successful Gulf and Italian companies


			In the previous section, we discussed the network model and the importance of relationships within the internationalisation process. To give more substance to these concepts, we will look at examples of companies and entrepreneurs in Dubai that have succeeded in internationalisation, putting the mentioned theories into practice.


			

					
Emirates Airlines. Founded in 1985, Emirates Airlines is an example of a successful company that has exploited the network model. Thanks to its internationalisation strategy, Emirates has established partnerships with numerous international airlines and expanded its presence to over one hundred and fifty destinations worldwide. The company has built a network of relationships with other airlines, airports and suppliers, laying the foundation for its growth and prosperity in the aviation industry.



					
Jumeirah Group. The Jumeirah Group is a Dubai-based luxury hospitality company founded in 1997. The company has adopted an internationalisation approach based on relationships and building a strong network. Jumeirah Group has expanded its presence worldwide through strategic partnerships and joint ventures, operating luxury hotels and resorts in several international destinations. Its internationalisation strategy has led to sustainable expansion and the creation of a successful global brand.



					
Majid Al Futtaim Group. Founded in 1992, Majid Al Futtaim Group is a conglomerate operating in several sectors, including real estate, retail and entertainment. The company has applied the network model in its internationalisation strategy, establishing relationships with international and local partners. Through these relationships, Majid Al Futtaim Group has successfully expanded into more than fifteen countries in the Middle East, Africa and Asia.



					
Eni. Eni is one of Italy and Europe’s leading oil and gas companies. The company has strategic partnerships with local companies in the UAE to explore and develop oil and gas resources. Thanks to its network of relationships and industry expertise, Eni has obtained concessions and contracts to participate in several projects in the Emirates.



					
Salini Impregilo. Salini Impregilo is an Italian construction and engineering company that has implemented numerous infrastructure projects in Dubai and the United Arab Emirates. These include the construction of the Dubai Metro Red Line and several urban development projects. Thanks to its expertise and strong relationships with local partners, Salini Impregilo has been able to expand its presence in the region.



					
Luxottica. Luxottica, a leading Italian manufacturer and distributor of sunglasses and eyewear, has found a growing market in the United Arab Emirates. Through collaborations with local partners, Luxottica has opened several shops in Dubai and other cities in the Emirates, offering high-quality, luxury products to the growing luxury market in the region.



					
Barilla. Barilla, one of Italy’s largest producers of pasta and food products, took advantage of the growing interest in Italian cuisine in the United Arab Emirates. The company has made agreements with local partners to distribute its products in supermarkets and grocery shops, thus increasing its presence in the UAE market.



					
The Niu Studio. Giorgio Palermo, an Italian architect, showed great foresight in 2001 by moving to Dubai and closing his architecture studio in Milan. With his partner, Elena Gregorutti, an architect, he founded The Niu Studio, which has become one of the longest established and most successful Made in Italy architecture and design studios in Dubai. Thanks to their approach and understanding of Dubai’s different cultures and mentalities, The Niu Studio has specialised in high quality projects and gained the trust and respect of a wide range of clients, including Emirati high society families, sheikhs, emirs and prominent businessmen. Their success is based on the quality of their work, attention to detail and the enhancement of Italian Style, which enjoys great prestige in Dubai and the UAE. 



					
Ivan Conte. The successful Apulian Health Chef in Dubai opened Bistrot90, a restaurant that stands out for its use of raw materials from Apulia and its focus on the health and well-being of its customers. Ivan has been awarded the title of Health Chef, becoming one of the Italian ambassadors promoting a balanced lifestyle through cooking. His philosophy is based on the importance of healthy eating habits, Mediterranean cuisine and the enhancement of distinctive Made in Italy values. Ivan Conte believes in cultural contamination and finding the balance between taste and proper nutrition, demonstrating that taking care of oneself through food is possible.



			


			 


			These examples show how Italian and European companies have been successful in the UAE by building strong relationships with local partners and adapting their internationalisation strategies to the specificities of the local market.


			Conclusion


			This section examined the network model in the context of internationalisation, analysing how this approach applies to the unique context of Dubai. Dubai’s history, culture and economy were discussed to provide an in-depth understanding of the challenges and opportunities that companies may encounter in the process of internationalisation in this region. In addition, the importance of relationships and networking culture in Dubai was highlighted, as well as the adaptation strategies that companies need to undertake to succeed in the local market.


			Further aspects of business internationalisation in Dubai will be explored in the remainder of the book, such as challenges and opportunities in the regulatory environment, human resource management and corporate social responsibility. Furthermore, case studies of companies that have been successful in internationalising to Dubai and the lessons that can be learnt from their experiences will be presented.


			Through the analysis of the Dubai context and the application of the network model in internationalisation, this book aims to offer entrepreneurs, managers and scholars a comprehensive and in-depth guide to understanding and addressing the challenges and opportunities that arise in the process of internationalising businesses in an increasingly interconnected and dynamic global context.


			


			

				

					1 John Harry Dunning OBE was a British economist and is widely recognised as the father of the field of international business. He studied the economics of international direct investment and multinational enterprise from the 1950s until his death. His first book, American Investment in British Manufacturing Industry (1958) is the first seminal work in the field of international business.


				


				

					2 Krzysztof Fonfara is President of the Wielkopolska Business School.


				


				

					3 I recommend reading the book My Vision: Challenges in the Race for Excellence, written by Sheikh Rashid’s son, Sheikh Mohammed bin Rashid Al Maktoum, current Vice President and Prime Minister of the UAE and Ruler of Dubai. The book offers a detailed analysis of his father’s vision and the strategies that have led Dubai to become a global centre of innovation and economic development. In addition, the book also discusses the challenges Dubai has faced and continues to face on its path to excellence and global competitiveness. Through this reading, you will have the opportunity to better understand the historical, political and cultural context that has shaped Dubai’s development and its position in today’s world.


				


			


		


	

		

			Chapter 2
The choice of the market


			Companies’ choices


			Companies that decide to embark on an international development path must make choices that are commonly categorised in the following order:


			

					The choice of the market in which to operate. In particular, this step answers the following questions: how many and which markets to choose?


					Choosing the business to be internationalised. This step involves an analysis of whether, in fact, the company has the necessary resources and skills.


					The way to operate abroad.


					The definition of the marketing mix abroad, i.e. the set of choices to define product, price, communication and distribution.


			


			 


			A clarification is necessary at this point: these steps, as described, do not follow a temporal order but, on the contrary, represent a set of operations that must take place simultaneously and synergistically. The hierarchical order given to the process simply serves the function of simplification and schematisation, but does not represent an order to be followed in succession. 


			The first important choice for a company to internationalise concerns the market. In this sense, market choice means both the qualitative and quantitative choice of the markets in which one will decide to operate. In this phase, therefore, some fundamental elements are established and analysed to determine how many markets can be taken into consideration in the development strategy.


			Specifically considered are:


			

					The costs of entry and control.


					Product adaptation costs: it is unthinkable to think that the same product, with the same characteristics, is suitable for customers in different markets.
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