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In this paper, we explore whether each of the entrepre-
neurial mindset dimensions (deliberative and implemental 
mindsets) contributes significantly to the internationaliza-
tion of Small and Medium-sized Enterprises (SMEs) in a 
developing country context like Uganda. The participation 
of SMEs in international business has been increasing in 
the last two decades as they strive to diversify their risks 
and to remain competitive in the global economy (Misati 
et al., 2017; Ndiaye et al., 2018; O’Cass, & Weerawardena, 
2009). The available evidence indicates SMEs account for 
about 52% of global output and contribute to over 40% of 
Gross Domestic Product (GDP) for most world economies 
(Ayyagari et al., 2011; Ndiaye et al., 2018). Consequently, 
interest in explaining the participation of these firms that 
were once considered passive actors has also increased. 
One area that has emerged strongly is the cognitive research 
largely focused on establishing the influence of a mindset 
on the internationalization of small and medium-sized en-
terprises (Acedo & Jones, 2007; Felicio et al., 2012; Zahra 

et al., 2005). The review of these studies indicates that the 
individual’s cognitive positioning affects the internation-
alization capabilities of the firm. For instance, Acedo and 
Jones (2007) post that some mental processes are always 
present when making decisions to internationalize. Zahra et 
al. (2005) also observe that cognitive predispositions tend 
to influence entrepreneurs’ responses to their external en-
vironments, risk preferences and recognition of emerging 
foreign market opportunities 

While the influence of an individual’s cognitive po-
sitioning in firm internationalization is documented so far, 
extant studies have not shown how entrepreneurial mindset 
(state of mind that orients human conduct towards entre-
preneurial activities and outcomes) influences the inter-
nationalization of small and medium enterprises (SMEs). 
Specifically, studies have not explicitly investigated the 
contribution of each entrepreneurial mindset dimension 
(deliberative and implemental mindsets) as conceptual-
ized by Mathisen and Arnulf (2013; 2014) in the context of 
SME internationalization. It is not even clear whether both 
deliberative and implemental mindsets contribute equally 
to SME internationalization. This is quite surprising since 
SME internationalization is regarded as an entrepreneurial 
activity where the multidisciplinary role of entrepreneurs 
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and their mindsets is a key determinant in the foreign ex-
pansion process (Felicio et al., 2012). In this study, we ac-
knowledge the existing gap in the literature, and we close it 
using evidence from Uganda--a developing country.  Ugan-
da offers a unique study setting since the international par-
ticipation of its SMEs that contribute about 20% of GDP 
(Hatega, 2007; Ladu, 2019) is very mixed. Some reports 
indicate that their participation in both regional and inter-
national markets has been on the rise since the implemen-
tation of structural adjustment programs initiated by the 
World Bank and the International Monetary Fund (Jaimov-
ich & Kamuganga, 2010). Other reports indicate that some 
SMEs in Uganda continue to be slow and less aggressive in 
exploiting regional and international market opportunities. 
Particularly there are concerns that even with the opening 
up of regional markets such as the East African Commu-
nity (EAC), Common Market for East and Southern Africa 
(COMESA) and other trade preferential treatments such as 
the African Growth Opportunity Act (AGOA), most SMEs 
are still reluctant to fully commercialize their operations in 
international markets (Nakaweesi, 2016). Given the mixed 
behavior of SMEs in as far as exploitation of international 
opportunities is concerned, the study setting seems to be rel-
evant in exploring how the entrepreneur’s state of mind in-
fluences the internationalization of SMEs in Uganda. Such 
evidence is important since it provides SMEs in developing 
countries with information on the state of mind that is rele-
vant to their successful foreign expansion. We achieve our 
aim through a questionnaire survey of 197 exporting SMEs. 
Results indicate that implemental mindset contributes sig-
nificantly to SME internationalization while the delibera-
tive mindset doesn’t. 

The rest of the paper is organized as follows: Section 
2 is the literature review. This is followed by section 3 that 
provides a detailed methodology. Section 4 presents results. 
Section 5 is the discussion. Section 6 presents the conclu-
sions and implications of the study. Lastly, section 7 pres-
ents limitations and provides directions for future research. 

Literature Review

Theoretical Underpinning 

The concept of entrepreneurial mindset is rooted in the 
Mindset Theory of Action Phases (Gollwitzer, 1990).  The 
theory assumes that the pursuit of goals is made up of dif-
ferent phases, and each phase is accompanied by a distinct 
mindset. The first phase is the pre-decisional phase, which 
is characterized by a deliberative mindset that conditions 
individuals to evaluate the feasibility of all competing ideas 
or business opportunities. Accordingly, the deliberative 

mindset should be able to position an individual to select 
an opportunity based on the expected benefits (Gollwitzer, 
2011). The second phase is the post-decisional phase char-
acterized by the implemental mindset where individuals ini-
tiate actions to implement the selected goal (Taylor & Goll-
witzer, 1995). By and large, the deliberative mindset is more 
linked to procedures of weighing the pros and cons of the 
available opportunities whereas the implemental mindset is 
related to actions taken to seize the most feasible opportuni-
ties (Armor & Taylor, 2003; Gollwitzer 1990; McMullen & 
Kier, 2016). By extension, we posit that internationalizing 
SMEs with entrepreneurial-inclined managers and owners 
should be well-positioned to evaluate competing interna-
tional business opportunities and design appropriate actions 
to seize them. In line with this reasoning, it is possible to 
suggest that the decisions taken during the process of the 
international expansion of SMEs will largely depend on the 
mental positioning of their owners or managers at a given 
point in time, and this will influence the speed of market 
entry, the scope of operations in international markets and 
the extent of involvement in the foreign markets. This sup-
position is consistent with the views of Ngoma et al. (2017), 
who allude to the fact that the entrepreneurial positioning of 
individuals has the potential to influence the international 
expansion of SMEs. 

Unlike in the past where internationalization was con-
sidered to be a preserve for large multinational companies, 
evidence indicates that this view is no longer valid as many 
SMEs have successfully set up activities beyond their home 
markets (Ruzzier et al., 2006). The term “internationaliza-
tion” is associated with the international expansion of a 
firm’s economic activities across national borders. Where-
as this is true, several definitions have been advanced in 
international business-related studies to try and explain its 
nature. For instance, Johanson and Mattsson (1993) define 
internationalization as the process of adapting a firm’s op-
erations (strategy, structure, and resources) to international 
activities. Internationalization is also defined by Calof & 
Beamish (1995) as a process in which firms increase com-
mitment to foreign activities in foreign markets. Oviatt and 
McDougall (2005) take an entrepreneurial perspective and 
define internationalization as the discovery, enactment, 
evaluation, and exploitation of opportunities across na-
tional borders to create future goods and services. Welch 
& Luostarinen, (1993) describe internationalization as the 
outward movement of a firm’s international operations. 
Given the context of this study, the definition by Welch and 
Luostarinen, (1993) seems to be more appropriate to depict 
SME internationalization in Uganda.  We adopt this defi-
nition because of two reasons. First, consistent with most 
studies on SME internationalization, this study concentrates 
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on Uganda’s exporting SMEs that largely produce domes-
tically and sell/export their products or services outside the 
national borders thus capturing the outward outlook empha-
sized in the definition. Secondly, most SMEs inherently suf-
fer from resource poverty, and therefore the outward move-
ment where firms simply produce domestically and export 
seems to be the cheapest way to expand and access foreign 
markets when compared to high-cost foreign market entry 
modes such as Joint ventures and wholly-owned subsidiar-
ies (Tesform & Lutz, 2006)

Deliberative Mindset, Implemental Mindset and SME 
Internationalization.

Conceptually, entrepreneurial mindset is a multidimen-
sional concept composed of a deliberative mindset and an 
implemental mindset (Mathisen & Anulf, 2013; Naumann, 
2017). Although there has been little research addressing 
how these mindsets directly contribute to firm internation-
alization, several lines of investigation suggest that these 
could have a positive contribution to both predictions and 
outcomes (Armor & Taylor, 2003). In line with this view, 
it is possible to postulate that both deliberative and imple-
mental mindsets could have a significant influence on the 
internationalization of SMEs. First, the deliberative mind-
set which conditions individuals to evaluate the desirabil-
ity and feasibility of the available competing opportunities 
(Taylor & Gollwitzer, 1995) could be critical in the inter-
nationalization process of SMEs. This assertion is based on 
the view that international expansion is characterized by 
many businesses and individuals with such a state of mind 
may be able to take decisions in international markets based 
on informed evaluation of the opportunities at hand. This 
evaluative mindset drives individuals to pursue the best in-
ternational business opportunities since they tend to evalu-
ate all potential opportunities from a set of competing ideas 
(Gregoire et al., 2008; Williams, 2010). Because of this, 
Wood and Williams (2014) suggest that whereas identify-
ing an opportunity is a necessary step, it is insufficient for 
entrepreneurial action. The authors posit that after the iden-
tification of an opportunity, managers and entrepreneurs 
must evaluate the viability of an opportunity before taking 
any action. Indeed, Nadikarni et al. (2006) postulate that 
the mindset is an important human resource in international 
success because firms are likely to use the mindsets of their 
managers and owners to scan international opportunities, 
diagnose constraints imposed by the foreign markets and 
guide alternative internationalization choices. 

Regarding implemental mindset, there are submissions 
that the possession of such state of mind will orient indi-
viduals towards formulating actions necessary to seize the 

perceived opportunities (Mathisen & Arnulf, 2014; McMul-
len & Kier, 2016; Naumann, 2017). Based on this view, it 
is possible to suggest in this study that implemental-minded 
individuals are well-positioned to exploit opportunities in 
international markets. This understanding is consistent with 
the submissions by Gregoire et al. (2010), who indicated 
that organizations operate in complex and dynamic envi-
ronments that are increasingly characterized by rapid and 
significant changes where gains in profit, growth and com-
petitive positioning can only be made by those individuals 
and organizations that can initiate actions aimed at exploit-
ing the opportunities that arise in such changing environ-
ments. Thus, we extend this argument and assert that SMEs 
will be able to generate substantial returns and venture into 
multiple markets by initiating actions required to exploit the 
perceived opportunities in such an environment. In support, 
Lindstrand and Hanell (2017) stress that actions related to 
the exploitation of international business opportunities de-
termine firm growth and international expansion of SMEs. 
From the foregoing discussion, we believe that SME man-
agers with a deliberative mindset will be able to explore 
international markets. We also argue in this study that SME 
managers with implemental mindsets are likely to explore 
international markets. Thus, we hypothesize that:

H1. A deliberative mindset significantly contributes to SME 
internationalization.

H2. An implemental mindset significantly contributes to 
SME internationalization.

Method

Research Design, Population, and Sample Size

This study’s design was cross-sectional and correla-
tional. We adopted a cross-sectional design because data 
was collected at a particular point in time. The study was 
correlational because it aimed at establishing relationships 
between the study variables. This study targeted a popula-
tion of 390 exporting SMEs in the central districts of Ugan-
da (Kampala, Wakiso, and Mukono) where most exporting 
SMEs (Uganda Export Promotions Board Database, 2018) 
are. The Yamane (1973) sample size selection model n = N/ 
1 + N (℮) 2 was utilized to determine the sample size. Based 
on this, a sample size of 197 exporting SMEs was generat-
ed. We used a sample random sampling technique to select 
the particular exporting SMEs using a table of random num-
bers to pick the required sample of 197 firms. Our unit of 
analysis was an SME while our units of inquiry were SME 
owners and managers. Data was therefore aggregated to a 
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level of an SME. Out of the 197 exporting SMEs sampled, 
usable responses were received from 144 exporting SMEs, 
representing a response rate of 73%. The high response rate 
is attributed to the ample time given to the respondents to 
complete the questionnaire. Respondents were given three 
months to complete the questionnaire. However, after ev-
ery two weeks, respondents would be contacted to find out 
whether the questionnaires with them had been completed. 

Results from the survey indicate that the majority of 
the respondents were males (75.1%), the majority were aged 
between 27 to 37 years (51.3%), the majority had attained a 
bachelor’s degree (44.4%) and the majority were managers 
(76.7%). The results further indicate that the majority of the 
SMEs that participated in this study were active in the man-
ufacturing sector (38.9%). The majority (37.5%) had oper-
ated in international business for 6-10 years. The majority 
(59.7%) employed between 1-49 employees, which fit in 
the category of small-sized firms while the rest (40.3%) em-
ployed between 50- 249 employees, fitting in the category 
of medium-sized enterprises. The Respondents’ and firm 
characteristics are indicated in Table 1. 

This study used a questionnaire with close-ended ques-
tions. The questionnaire was used because it is appropriate 
for collecting data from a large sample (Sekaran, 2003). The 
questionnaire was also used because of its capacity to cap-
ture primary respondents’ opinions. The questionnaire con-
tained close-ended questions. Whereas open-ended ques-
tionnaires are known for enabling respondents to express 
their opinions on the subject matter as much as possible, 
we intended to obtain the mean ratings of the statements 
in the questionnaire, and therefore, open-ended responses 
were inappropriate. 

The reliability and validity of the measurement scales 
were computed using SmartPLS statistical software.  For 
reliability values, we relied on composite reliability esti-
mates and all the values were found to be above 0.7 (Delib-
erative Mindset = 0.88, Implemental Mindset = 0.87, SME 
internationalization= 0.89), as shown in Table 2. Moving 
forward, we tested for convergent validity to assess the de-
gree to which measures of the same construct were correlat-
ed. We followed the criteria by Fornell and Larcker (1981), 
which posits that to ascertain convergent validity, the fac-
tor loadings should be above 0.5 and the Average Variance 
Explained (AVE) should exceed the cut-off point of 0.5. 
The results in Table 2 indicate that these criteria were met 
confirming that the measures of each of the study variables 
were sufficiently correlated. To establish whether the con-
structs were conceptually different from each other, a dis-
criminant validity test was performed. We considered the 
Heterotrait-Monotrait ratio of correlations (HTMT) criteri-
on as recommended by Henseler et al. (2015). The HTMT 

test was preferred since the most celebrated Fornell-Larcker 
test is not accurate enough in detecting discriminant validity 
(Henseler et al., 2015). Accordingly, the value of two re-
flective constructs should be below 0.85 (Kline, 2011). The 
results in Table 3 indicate that all the HTMT values were 
below 0.85, ascertaining that the constructs were distinc-
tively different from each other.

Measurements of Variables 

In measuring the study variables, we based this pro-
cess on the previous studies. The items for the independent 
variables were anchored on a six-point Likert scale ranging 
from 1 “strongly disagree” to 6 “strongly agree” to avoid 
response indecision associated with middle neutral points 
(Ntayi et al., 2012) while those of the dependent variable 
were anchored on a  six-point interval scales to match the 
scale of predictor variables. 

The dependent variable for this study is SME interna-
tionalization, which we operationalized in terms of speed, 
scale, and scope to capture the outward shift of SMEs’ for-
eign operations. This is consistent with previous studies 
(see, for example, Bakunda, 2003; Lu & Beamish, 2001; 
Hsieh et al., 2019; Ngoma & Ntale, 2014; Sullivan, 1994). 
We defined speed as the length of time between the firm’s 
inception and its first foreign activities. We defined scale as 
the extent to which a firm is exposed to international mar-
kets compared to the domestic market. Finally, we defined 
scope as the territorial spread/coverage of the firm. 

The independent variables are the deliberative mind-
set and implemental mindset. We measured deliberative 
mindset based on measures such as ‘we reflect whether we 
have the financial capacity for international operations.’ We 
defined a deliberative mindset as the state of mind that is 
oriented towards evaluating the feasibility of competing 
opportunities. For implemental mindset, we used measures 
such as, “we make sure that enough finances are mobilized 
to pursue our business ideas in foreign markets” to opera-
tionalize it. Such measures were adopted from the works of 
Mathisen & Arnulf (2014) and modified to fit in the con-
text of this study. We defined implemental mindset as the 
state of mind oriented towards initiating actions to seize the 
available business opportunities.

   We controlled for firm size, sector, and export ex-
perience to ensure that our model only represented the 
hypothesized relationships.  The firm size (Ngoma, 2009; 
Yang et al., 2015), export experience (Andersen & Buvik, 
2002; Tolstoy, 2019), sector (Lindstrand & Hanell, 2017) 
have largely been used as control variables in international 
business studies. Firm size was measured by the number of 
permanent full-time employees in the firm, the export ex-



51

G. M. Ahimbisibwe, J. M. Ntayi,  M. Ngoma,  G. Bakunda, J. C. Munene, 
& T. Esemu

Journal of Small Business Strategy / Vol. 31, No. 3 (2021) / 47-58

Table 1
Respondents’ and firm characteristics 

Individual Characteristics Frequency Percent

Gender
Male 142 75.1
Female 47 24.9
Total 189 99.5

Age

18-26 16 8.5
27-37 97 51.3
38-48 43 22.8
49-59 30 15.9
60 & Above 3 1.6
Total 189 100.0

Education Level 

Secondary 12 6.3

Certificate 17 9.0

Diploma 46 24.3

Bachelor’s Degree 84 44.4

Masters &Above 30 15.9
                                                 Total 189 100.0

Position

Owner 19 10.1

Manager 145 76.7

owner-Manager 25 13.2

Total 189 100
Firm  Characteristics Frequency Percent

Sector

Agriculture 36 25.0
Manufacturing 56 38.9
Services 31 21.5
Arts and craft 19 13.2
Minerals & Rare Earth 2 1.4
Total 144 100.0

Export Experience

1-5 Years 31 21.5
6-10 Years 54 37.5
11-15 Years 30 20.8
3.50 1 .7
16-20 Years 16 11.1
21 & above Years 12 8.3
Total 144 100.0
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Table 2
 Factor loadings, composite reliability (CR) and average variance explained (AVE)

Constructs Items Factor
Loadings

CR AVE

Deliberative Mindset 0.828 0.616

We reflect on whether we have the financial capacity needed 
for international operations

0.849

We always consider whether we have the skills necessary to 
undertake the available international opportunities

0.745

We reflect on both negative and positive information when 
making decisions to undertake a given business opportunity

0.757

Implemental Mindset 0.791 0.654
We make sure that enough finances are mobilized to pursue 
our business ideas
in foreign markets

0.788

We obtain the necessary know-how needed for international 
expansion

0.829

SME Internationalization 0.823 0.695

How long did it take this company to make its first entry into 
international markets?

0.788

How long did it take this company to open up its first sales 
foreign branch

0.808

When compared to domestic sales, how much do export sales 
contribute to the overall sales?

0.876

How many countries in the world are you currently exporting 
to?

0.859

Table 3 
Heterotrait-Monotrait Ratio (HTMT)

Item Deliberative Mindset Implemental 
Mindset SME Internationalization

Deliberative Mindset 1   
Implemental Mindset 0.19   
 SME Internationalization 0.41 0.23 1
Note(s): The figures in bold are HTMT values. Threshold of HTMT is < 0.85.
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perience was measured by the number of years previously 
spent in exporting, and the sector was measured by the five 
sectors of Agriculture and agro-processing, manufacturing, 
services, arts, and crafts as well as minerals and rare earth as 
specified by Uganda Export Promotions Board.  

Control for Common Methods Bias

To minimize bias from the respondents, we controlled 
for common methods bias common in survey-based stud-
ies (Gorrell et al., 2011). Accordingly,  method biases are a 
problem because they are one of the main sources of mea-
surement error that normally threaten the validity of the 
conclusions made about the relationships. We controlled 
the bias by following the procedural recommendations ad-
vanced by  Podsakoff et al. (2003). Thus, we targeted at 
least three respondents from each firm to eliminate social 
desirability bias. We also ensured that the dependent vari-
able and independent variables were not similar in content. 
Also, we assured the respondents that there were no right 
or correct answers to prevent them from editing the initial 
responses to be more socially desirable. More so, we avoid-
ed double-barreled questions.  Lastly, we tried to keep the 
questions as simple, specific, and precise as possible. 

Results
Descriptive Statistics

The descriptive statistics in Table 4 indicate the level 
of perceptions on both the dependent and the independent 
variables. Statistics on SME internationalization (depen-
dent variable) indicate a mean of 3.83 out of a maximum 
of 6, suggesting that managers and owners in Uganda per-
ceive internationalization among their exporting SMEs to 
be above average (> 50%). For the independent variables 
(Deliberative mindset and Implemental mindset), the re-
sults indicate mean scores of 4.78 and 4.47 on a scale of 
1-6, suggesting that more than 75% of managers/owners of 
exporting SMEs in Uganda recognize high levels of both 
deliberative and implemental mindsets among their firms. 
The mean scores for the main study variables fall between 
3.93 and 4.78 on an anchor of a six-point scale. In compar-
ison to the mean, the standard deviations range from 0.61 
to 0.70. Given that the standard deviations as compared to 
the mean values are small, the results imply that the study 
sample is an accurate reflection of the population and the 
participants in this study have a closer understanding of the 
study variables.

Table 4
Descriptive statistics for independent variables and the dependent variable

Item N Min Max Mean SD Median

Deliberative Mindset 144 3.00 5.88 4.78 0.61 4.75
Implemental Mindset 144 2.68 5.47 4.47 0.70 4.68
SME Internationalization 144 2.30 5.32 3.93 0.69 3.82

Source: Primary data

Correlation Analysis

We ran the Pearson correlation coefficients as shown 
in Table 5. We found that deliberative mindset is not signifi-
cantly associated with SME internationalization (r = 0.044, 
p > 0.01). This means that positive changes in deliberative 
mindset may not necessarily improve SME international-
ization. We found that implemental mindset is significant-
ly associated with SME internationalization (r = 0.367, p 
< 0.01). This means that a positive change in implemental 
mindset may cause positive changes in SME international-
ization.

Hierarchical Analysis 

Having obtained the correlation analysis results which 
provide preliminary evidence on the association among the 
study variables, we ran the hierarchical regression analysis 
to establish the contribution of each independent variable 
to the dependent variable. Hierarchical regression analysis 
was preferred since it can analyze the effect of predictor 
variables on the dependent variable while controlling for 
confounding factors (Field, 2009). Besides, hierarchical 
regression can establish the incremental contribution of 
each predictor variable to the dependent variable (Sekaran, 
2003).  Moving forward, we entered the control variables 
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into model I. Model 1 is the baseline model. We found that 
the control variables and deliberative mindset are not signif-
icant. The control variables included the sector of belong-
ingness, size of the exporting firm, and experience of the 
exporting firm. The control variables only contributed 1.8% 
of the variances in SME internationalization. The finding 
that control variables are not significant is an indicator that 
our model is not affected by the confounding factors.  In 
Model 2, we entered the deliberative mindset. We find that 
deliberative mindset is not significant and thus contributes 

an additional 0.6% of the variance in SME internationaliza-
tion. Model 3 is our final model. In Model 3, we entered an 
implemental mindset, and we found that it was significant. 
Implemental mindset contributes to 11.8% together with 
the deliberate mindset and the control variables to variances 
in SME internationalization. This means that implemental 
mindset comes with an additional 9.4%. The regression 
analysis shows that H1 is not supported, but H2 is support-
ed. The hierarchical analysis results are presented in Table 
6.

Table 5 
Correlation analysis results

Variables Deliberative 
Mindsets

Implemental 
Mindsets SME Internationalization

Deliberative Mindsets 1   
Implemental mindsets 0.078 1  
SME Internationalization 0.044 .367** 1
**. Correlation is significant at the 0.01 level (2-tailed).

Table 6
Hierarchical regression analysis results

Item Model 1
Beta Coefficients

Model 2
Beta Coefficients

Model 3
Beta Coefficients

Constant 3.706 2.296 2.128

Independent Variables
Deliberative .009 .020
Implemental .385**

Control Variables 
Sector .021 .020 .026
Firm Size .001 .008 .147
Export Experience .031 .034 .083

Model Summary
F .146 .175 4.833**
R2 .003 .005 .149
Adjusted R2 .018 .024 .118
F Change .146 .264                                    23.356**
R2 change .003 .002 .144
Durbin-Watson 1.654
Note(s): **P = 0.01
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Discussion

The study sought to establish the contribution of en-
trepreneurial mindset dimensions (deliberative mindset and 
implemental mindset) to SME internationalization in Ugan-
da. It is evident that the deliberative mindset does not con-
tribute significantly to SME internationalization (r = 0.044, 
p > 0.01). These results suggest that as SME managers/
owners increasingly orient their minds towards deliberating 
on the feasibility of every available opportunity in interna-
tional markets, their level of internationalization does not 
change significantly. Our findings seem to be at variance 
with the previous studies (Gregoire et al., 2008; Nadikarni et 
al., 2006) who had earlier observed that seizing internation-
al opportunities requires an evaluative mindset to be able to 
pursue the best alternative out of the several potential op-
portunities available in international markets. However, our 
results are consistent with the view of Mathisen and Arnulf 
(2013), who indicated in their findings that deliberations on 
the feasibility of competing opportunities may encourage 
more thinking and doubt subsequently increasing the gap 
between intention and action. In line with this reasoning, 
it’s possible to imagine that the key players in Uganda’s 
exporting SMEs tend to evaluate the available competing 
opportunities but perhaps fail to take steps to exploit the 
most viable one. 

The findings also reveal that that implemental mindset 
is positively and significantly related to SME international-
ization in Uganda (r = 0.367, p < 0.01). This means that a 
positive change in implemental mindset is associated with a 
positive change in SME Internationalization. In the context 
of this study, these results imply that SME managers and 
owners who mobilize the necessary financial resources and 
recruit the employees with skills and know-how within their 
exporting firms will realize the high speed of foreign market 
entry, will expand into several markets, and will be able to 
generate substantial revenues from foreign markets. Consis-
tent with these findings, our study lends support to earlier 
studies by Lindstrand & Hanell (2017), who observed that 
actions oriented to the exploitation of foreign opportunities 
determine the international expansion of SMEs. 

Conclusion and Implications

The contribution made by deliberative mindset and 
implemental mindset to SME internationalization is now 
known. Among the dimensions of an entrepreneurial mind-
set (deliberative mindset and implemental mindset), it’s 
the implemental mindset that has a significant positive re-
lationship with SME internationalization in Uganda. This 
suggests that higher levels of SME internationalization 

are dependent upon those managers/owners who are ori-
ented towards initiating actions needed to pursue foreign 
expansion. Thus actions, such as mobilization of financial 
resources and obtaining the necessary know-how, are very 
critical in enhancing the level of internationalization among 
SMEs in Uganda. These actions not only leverage firms to 
enter into international markets faster but also to generate 
substantial revenues from sales as well as to venture into 
multiple markets. 

This paper, therefore, offers several implications. The-
oretically, the study documents that only implemental mind-
set significantly contributes to SME Internationalization. 
Our results imply that SMEs can internationalize better with 
managers/ owners who possess an implemental mindset.

From the practical perspective, our results reveal that 
successful SME internationalization in developing countries 
and particularly in Uganda can be achieved by entrepre-
neurs who are more inclined towards taking actions needed 
to exploit the identified international business opportunities. 
Therefore, SMEs should pursue actions that are related to 
the mobilization of adequate finances. This can be done by 
creating working relationships with banks to provide export 
credit as well as short-term loans. More so, lobbying the 
government to provide cheaper sources of capital can be 
pursued by the managers and owners of SMEs. Through 
financial access, SMEs will be well-positioned to produce 
products that meet the expected standards in international 
markets, will facilitate improvement in production process-
es, will ensure constant supply as well as lessen product 
rejection due to poor quality. Additionally, SMEs need to 
seek the right skills to be able to expand their operations 
beyond their national borders. The skills could be in line 
with production, marketing, market information gathering, 
and analysis as well as product quality management. These 
skills are critical in ensuring constant production, produc-
tion of high-quality products as well as keeping pace with 
the changes in international markets. With such actions, 
SMEs will be able to expand to multiple markets, generate 
substantial returns from export sales, and above all expand 
faster into foreign markets. 

For policymakers in Uganda, it is evident from our 
findings that successful internationalization is contingent 
on implementing actions oriented towards exploiting inter-
national opportunities. Therefore, there is a need for policy-
makers to augment the efforts of entrepreneurial SMEs to 
extend their operations in foreign markets. Particularly the 
government should acknowledge the role of information in 
the process of opportunity evaluation and make it easier for 
entrepreneurs to effortlessly access it. This is particularly 
so since opportunity exploitation requires information for 
initial evaluation. Thus, deliberate efforts aimed at provid-
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ing relevant export-related information within the relevant 
government institutions like Uganda Export Promotions 
Board (UEPB) should be pursued. This information could 
be related to market opportunities, competition in the target 
markets, regulations, as well as the foreign customer values, 
tastes, and preferences.  Access to such information by the 
exporting SMEs will go a long way in forming a strong ba-
sis on which firms can evaluate their abilities on whether to 
pursue certain foreign opportunities or not. Additionally, it 
should be noted that exploitation of opportunities in inter-
national markets requires the installation of the improved 
production process, conducting foreign market research, 
and meeting standards which all require a substantial fi-
nancial investment. The government of Uganda can do this 
by exempting taxes on imported machinery as well as by 
providing relatively cheap export credit to smoothen inter-
national expansion. This is very critical since in most cases 
opportunity exploitation among SMEs is dependent upon 
the finances at hand and the possibility of accessing the ad-
ditional resources when needed.   

Limitations and Future Research

This study has some limitations that should be ad-
dressed in future research.  First, we only considered SMEs 
that use exporting as their form of internationalization. 
Whereas exporting is the most preferred form of interna-
tional expansion among SMEs, it’s important to note that 
these firms utilize other forms of foreign market entry such 
as franchising, licensing, Joint ventures, and wholly-owned 
subsidiaries to access international markets. Thus, the ex-
tent to which the findings of this study can be generalized 
to other SMEs that use other modes of foreign expansion 
is not known. Second, the independent variables (Deliber-
ative mindset and Implemental mindset) predicted 11.8 % 
of SME internationalization in Uganda. This suggests that 
about 88% of SME internationalization in Uganda can be 
explained by other factors that were not part of this study. 
Future studies may consider other factors that are not part 
of this study to explain the internationalization of SMEs 
in Uganda. Lastly, a cross-sectional survey was conduct-
ed in this study. This constrains our ability to make causal 
references between the variables used in this study since 
the views held by individuals may change over the years. 
Thus, future studies might benefit from the use of longitu-
dinal studies to establish if there are causal links between 
deliberative mindset, implemental mindset, and SME inter-
nationalization.
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