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Abstract
This study aims to examine the individual and interactive effects of the founder’s 
prior experience and managers’ foreign market knowledge on international oppor-
tunity identification by early internationalizing firms (EIFs). We draw on a sample 
of 332 small and medium-sized EIFs from a South Asian country, viz. from the 
Bangladeshi apparel industry. This study adopts a survey-based quantitative research 
approach. A hierarchical regression modeling technique is used to test the contin-
gency hypotheses. The results demonstrate that founding entrepreneurs’ prior expe-
rience and managers’ experiential knowledge are strong predictors of international 
opportunity identification. While we hypothesized for the joint negative effects of 
founders’ prior experience and managers’ market knowledge on opportunity identi-
fication, the results were non-significant, thus partially supporting the assumptions 
of agency theory. Our study provides valuable empirical insights into and supports 
the role of founders’ prior experience and managers’ foreign market knowledge in 
investigating international opportunity identification.

Keywords  International entrepreneurship · Early internationalizing firms · 
International new ventures · Opportunity identification · Human capital · Prior 
experience · Foreign market knowledge

Introduction

The notion of opportunity identification has received abundant scholarly atten-
tion in mainstream entrepreneurship literature. Scholarly interest in this topic has 
arisen from the realization of its significance in entrepreneurship. Angelsberger 
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et al. (2017) noted that opportunity identification is perceived as a central element 
of the entrepreneurial process. Opportunity identification beyond national borders 
involves relatively higher risk and complexity compared to the domestic market due 
to differences in culture, values, religions and other formal and informal institutional 
factors. Although international opportunity identification is a precarious endeavor, 
international entrepreneurs have successfully discovered and exploited opportunities 
abroad by leveraging a unique set of skills, knowledge, and competencies (Åkerman, 
2015; Faroque et  al., 2021). Opportunity identification has thus become a promi-
nent research stream in the international entrepreneurship (IE) field, as evidenced by 
the increase in the number of studies conducted in recent years (Angelsberger et al., 
2017). Despite the growth of international opportunity identification research, this 
construct remains underdeveloped and very limited in the IE domain (Angelsberger 
et al., 2017; Terán-Yépez et al., 2021). Understanding how to identify opportunities 
and what factors facilitate the opportunity recognition process (Filser et al., 2020) is 
critical for entrepreneurs to increase the likelihood that profitable opportunities can 
indeed be found (Ferreira et al., 2019).

Past studies have documented several firm- and individual-level predictors of 
opportunity identification. Of these, networking capability has been noted as a key 
driver of opportunity recognition in many entrepreneurship and IE studies. To rec-
ognize and subsequently exploit entrepreneurial opportunities, different types of net-
work ties, such as business and social networks, are needed (Faroque et al., 2021; 
Filser et al., 2020; Kontinen & Ojala, 2011). Mort and Weerawardena (2006) noted 
that because new international ventures, particularly born globals, are relatively 
small, they do not have the necessary human and financial resources to identify 
international opportunities through systematic market searches. They further argued 
that born global firms circumvent this issue by leveraging their network ties, which 
provide them with the necessary experiential knowledge required to identify inter-
national opportunities (Mort & Weerawardena, 2006, cited in Angelsberger et  al., 
2017, pp. 28–29). Faroque et al. (2021) concluded that EIFs (also known as interna-
tional new ventures or born globals) network exploitation and exploration capabili-
ties are linked to increased opportunity recognition abroad.

A few studies have also examined the influence of entrepreneurs’ prior knowledge 
and experience on international opportunity identification. International opportu-
nity identification emanates from entrepreneurs’ knowledge about foreign markets 
(see, for example, Karra et al., 2008; Oyson & Whittaker, 2015). We also know that 
prior experience and experiential knowledge impact firm internationalization (Chen 
et  al., 2015) and that the prerequisite for internationalization is spotting opportu-
nities abroad. However, we do not know how founding entrepreneurs’ knowledge 
and top executives’ experience interact to influence internationalization, especially 
opportunity identification in international businesses (IBs). Although evidence sug-
gests that owners and managers differ in their attitudes, behaviors, and goals (Cohen 
et al., 2007), empirical insight into the joint effects of founding entrepreneurs’ prior 
experience and managers’ market experience remains meagre.

In particular, although the emerging body of IE research highlights the impor-
tance of founding entrepreneurs’ and/or top executives’ knowledge and experience 
in opportunity identification (for example, Åkerman, 2015; Andersson & Evers, 
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2015), little is known regarding how their knowledge and experience individually 
and jointly influence international opportunity identification. Past studies are pre-
dominantly confined to unilateral focus on either of them, leading to an incomplete 
conclusion. Within the field of entrepreneurship, Shane and Venkataraman (2000) 
have criticized the work on small and new businesses for its unilateral focus on the 
performance of either individuals or firms. They argued that a focus on firm per-
formance is unique to strategic management research and thus cannot be unique 
to entrepreneurship. Furthermore, they suggested that performance approaches do 
not adequately test entrepreneurship because “entrepreneurship is about the discov-
ery and exploitation of profitable opportunities” (Shane & Venkataraman, 2000, p. 
217). In the IE field, many researchers have reported that EIFs usually choose high 
resource commitment (Wong & Merrilees, 2012) to internationalize early and rap-
idly based on their founder’s market knowledge gained from prior industry or mana-
gerial experience (see, for example, Ahmed & Brennan, 2019a).

Drawing on human capital (HC) theory, we attempt to address this knowledge 
gap above by examining founders’ prior experience and managers’ experiential 
knowledge (especially foreign institutional knowledge, foreign business knowledge, 
and internationalization knowledge) to investigate how they impact opportunity 
identification in international markets individually and jointly. Based on HC theory, 
we argue that the individual effect of founding entrepreneurs’ prior experience and 
managers’ market knowledge on international opportunity identification is positive. 
Furthermore, our use of agency theory leads us to posit that although entrepreneurs’ 
prior experience and managers’ market knowledge interact, they have a weak, albeit 
positive, influence on opportunity identification.

We tested our research model using a sample of EIFs from Bangladesh, an 
emerging South Asian economy. Since its independence in 1971, Bangladesh has 
maintained an impressive track record of economic growth. From being one of 
the poorest countries at independence with the tenth-lowest per capita GDP in the 
world, Bangladesh had become a lower-middle-income country by 2015 (World 
Bank, 2021). Yusuf (2021) has touted Bangladesh as a rising star among South 
Asian countries: As of 2019, its per capita income was $1856, substantially higher 
than that of Pakistan and very close to that of India. However, to achieve its ambi-
tion of becoming a middle-income country (World Bank, 2021), the country must 
overcome many challenges that hamper entrepreneurial activities at home and 
beyond. For example, evidence suggests that export-oriented firms in Bangladesh 
face many challenges emanating from its flawed regulatory institutions, including 
political instability, corruption, legal procedural complexities, and ineffective and 
inadequate legal assistance (see, for example, Rahman et  al., 2017). Nonetheless, 
among export-oriented firms in various industries in Bangladesh, many apparel 
firms have managed to transcend national borders very early from start-ups (see, for 
example, Ahmed & Brennan, 2019a, 2019b; Faroque et  al., 2021; Mostafiz et  al., 
2021). Given that export-oriented firms in Bangladesh are disadvantaged by flawed 
regulatory institutions, understanding the extent to which entrepreneurs’ and manag-
ers’ knowledge and experience affect international opportunity recognition by EIFs 
from the apparel industry is critical for both theory and practice.
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Our study makes several contributions. First, we contribute to the literature on 
the interface between IE and IB fields of research by evaluating prior experience 
(at the entrepreneurial level) from IE and foreign market knowledge (at the mana-
gerial level) from IB. In doing so, we found that both are prerequisites of interna-
tional opportunity identification when we confined our analyses to the assessment 
of their individual effects. Second, our main focus and findings on the influence 
of the knowledge and experience of key individuals—namely founding entrepre-
neurs and managers—on international opportunity recognition advance theoretical 
understanding as they endorse the logic of HC theory in the context of international 
opportunity identification by new ventures. Third, we add to the body of knowledge 
regarding conflicts between owners and managers through the mechanism of how 
the interaction of such knowledge works, which explains why entrepreneurs’ prior 
knowledge and managers’ market knowledge may be ineffective in a joint endeavor. 
Agency theory and the general management literature identify the potential for con-
flict between owners and managers and the resulting misalignment of their efforts, 
which we show to be especially relevant in opportunity recognition. Therefore, fol-
lowing the logic of agency theory, we reveal the underlying reasons and mechanisms 
behind the disintegration between owner’s and managers’ knowledge and resulting 
outcomes.

The remainder of this paper is structured as follows. The theoretical background 
and the development of the research hypotheses are presented in “Theoretical frame-
work” section. In the following section, we report and assess our results. We con-
clude by discussing our findings and contributions, explaining the implications and 
limitations of our study, and outlining avenues for future research.

Theoretical framework

Personality trait approach, the oldest approach to link entrepreneur with venturing 
(Mitchell et al., 2002), has mostly remained unsuccessful to show a strong relation-
ship with firm performance (Lee & Tsang, 2001). Human capital (HC) theory is 
now used as an alternative approach to defining entrepreneurial capability and skills 
(Cooper et al., 1994; Pennings et al., 1998). HC theory suggests that societies and 
individuals may earn significant economic returns by investing in people (Becker, 
1964; Sweetland, 1996). Human capital is defined as the skills, knowledge, and 
abilities developed by investment in education, on-the-job training, and work-related 
experiences (Becker, 1964; Gimeno et al., 1997) and enables individuals to act in 
new ways (Coleman, 1988). These new ways of doing things originating from HC 
represent an entrepreneurial approach characterized by a proactive, risk-taking, and 
innovative mindset (Lumpkin & Dess, 1996). HC theory has been applied to the 
study of management and entrepreneurship, indicating that the HC of entrepreneurs 
is positively associated with new business opportunities (Bruederl et  al., 1992), 
entrepreneurial exploration and exploitation (Davidsson & Honig, 2003; Shane, 
2003; Shane & Venkataraman, 2000), firm existence (Dimov & Shepherd, 2005), 
operational growth (Watson et al., 2003), employment growth (Rauch et al., 2005), 
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and the ability to establish long-term relationships with clients and strategic allies 
(Markman & Baron, 2003).

Two forms of human capital are evident in the literature: General and specific 
HC factors (Ahmed & Brennan, 2019a; Becker, 1975). In EIF research, two specific 
HC factors—prior entrepreneurial and industry-specific experience—are critical, as 
they provide relevant knowledge and information about international business and 
networks (see, for example, Ahmed & Brennan, 2019a). We therefore postulate that, 
as the important elements of human capital factors, founding entrepreneurs’ prior 
experience and the foreign market knowledge of top executives are precursors of 
international opportunity identification.

Development of the hypotheses

Prior experience and international opportunity identification

Both opportunity discovery and opportunity creation theories highlight market 
knowledge and prior experience as critical to opportunity recognition (Fiet, 1996; 
Sarasvathy et  al., 2008). Entrepreneurs’ prior experience is treated as a great 
resource for a start-up and is believed to lead to success. The entrepreneurship lit-
erature identifies prior managerial or ownership experience in venture creation and 
success. Marvel et al. (2016) identified a number of seminal arguments explaining 
why human capital, or prior experience and knowledge, is particularly important in 
the field of entrepreneurship (i.e., Ardichvili et al., 2003; Shane, 2003). First, HC is 
vital to discovering and creating entrepreneurial opportunities (Alvarez & Barney, 
2007; Marvel, 2013). Second, various business-critical resources originate from HC, 
which in turn facilitate opportunity exploitation and launching new ventures (Bruns 
et al., 2008; Dimov, 2010). Third, it assists new firms in accumulating new knowl-
edge and creating advantages (Bradley et al., 2012; Corbett et al., 2007). In a similar 
vein, IE literature also identifies that one aspect of the value of founders’ prior expe-
rience in early internationalization is that it can offset new ventures’ initial resource 
constraints by providing knowledge, skills, expertise, and social networks (see, for 
example, Ahmed & Brennan, 2019a; Weerawardena et al., 2007). In particular, past 
research has noted that HC factors are important for the survival and growth of new 
ventures (Cooper et al., 1994), the extent of firms’ early internationalization (Ahmed 
& Brennan, 2019a), and firms’ export propensity and intensity (Stucki, 2016).

Prior experience has also been shown to be related to the search for information 
and opportunity identification. Experienced entrepreneurs’ familiarity with gather-
ing information is an advantage to new businesses, as these seasoned professionals 
tend to identify more business opportunities than novices (Shane, 2003; Westhead 
et al., 2009). Entrepreneurs with prior experience have an entrepreneurial mindset 
and problem-solving abilities, which help identify international opportunities (Poli-
tis, 2008). Prior knowledge, especially managerial and industry/technical experi-
ence, has been reported to have an impact on opportunity recognition (Fuentes et al., 
2010; Smith et al., 2009; Tang, 2010; Ucbasaran et al., 2009). In an internationaliza-
tion context, entrepreneurs’ prior knowledge and experience are positively related to 
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opportunity recognition (Faroque et al., 2021; Zaefarian et al., 2016). Prior knowl-
edge influences entrepreneurs’ ability to comprehend, extrapolate, interpret, and 
apply new information in ways that create new opportunities (Evangelista & Mac, 
2016; Roberts, 1991). Thus, we propose the following:

Hypothesis 1  Founders’ prior experience is positively related to international oppor-
tunity identification.

Foreign market knowledge and international opportunity identification

Foreign market knowledge is a key factor in understanding and explaining the rapid 
internationalization of firms (Pattnaik & Elango, 2009; Zhou, 2007). Firms’ market 
entry and long-term operations are a process of accumulating experiential knowl-
edge about business partners and committing human, technical, and administrative 
resources (Blomstermo et  al., 2006). Managers are directly responsible for oper-
ating the business through which they gain experiential knowledge of the market. 
The internationalization process of start-ups is driven by the experiential knowledge 
of entrepreneurs and export managers. In today’s highly globalized and competi-
tive IB environment, export managers are critically important to the development 
and implementation of effective export sales, strategies, and tactics (Katsikea et al., 
2015). Though managers’ experiential knowledge is crucial in detecting risk and 
opportunity (O’Grady & Lane, 1996), there has been little research on this topic, so 
our understanding of how managers’ market knowledge influences opportunity rec-
ognition in IB remains limited.

Information and knowledge are invaluable to successful internationalization 
(Sharma & Blomstermo, 2003; Yli-Renko et al., 2002), regardless of whether the 
internationalization trajectory a firm adopts is rapid or gradual (Mostafiz et  al., 
2021). As stated by Liesch and Knight (1999), an “SME’s readiness for involve-
ment in international markets can be interpreted as being a function of its state 
of informedness on targeted foreign market(s)” (1999, p. 386). This is especially 
true in the context of SMEs from transitioning and developing economies that are 
led by managers who typically have very limited international experience (Pollard 
& Jemicz, 2006). Foreign market knowledge acquisition is particularly impor-
tant for international firms that must overcome the liabilities of foreignness and 
newness, which may hamper internationalization (Faroque et al., 2022). Foreign 
market knowledge also enables firms in emerging economies to better cope with 
the drawbacks of their small size as they seek to access international markets, 
including the limited availability of financial and human resources (Bohata & 
Mladek, 1999). In addition to helping SME managers cope with the challenges of 
doing business internationally, foreign market knowledge enhances these leaders’ 
capabilities (Jin & Jung, 2016; Knight & Liesch, 2002) and helps export-oriented 
new ventures quickly identify business opportunities in foreign markets (Mostafiz 
et al., 2021). It also enables these firms to identify and develop useful business 
relationships, which in turn helps them avoid the costly mistakes often associated 
with initial internationalization initiatives (Faroque et al., 2021). In sum, foreign 
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market knowledge should make it easier for SMEs to identify the opportunities 
available in foreign markets more effectively. However, most research in IB has 
investigated the relationship between market knowledge and internationalization 
performance, avoiding one of the most significant processes of entrepreneurial 
internationalization: Opportunity identification.

Galdino et al. (2019) explained that experiential foreign market knowledge is 
accumulated from prior experience in a given foreign market and helps entre-
preneurs understand new business environments, deal with uncertainties, and 
reduce risks. Foreign market knowledge can be divided into three components: 
Institutional knowledge, business knowledge, and internationalization knowl-
edge (Eriksson et al., 2015; Mostafiz et al., 2021). A lack of foreign institutional 
knowledge is problematic because it leaves managers with an inadequate under-
standing of the technical and commercial laws and norms applied in a foreign 
market. These laws may relate to the import and export of goods and services, 
tariffs, local taxes, general market conditions, and related problems and prospects 
of the market. Knowledge of these institutional factors may constitute an advan-
tage for exporters (Jansson et al., 1995; Murtha & Lenway, 1994; Yoffie, 1988), 
especially in opportunity identification in international markets. The same is true 
of knowledge of language (Dichtl et  al., 1990) and local culture (Hofstede & 
Bond, 1984), as these skills facilitate managers’ familiarity with local needs and 
requirements and help them recognize more opportunities in the markets. Thus, 
foreign institutional knowledge constitutes a resource similar to capital and helps 
in the identification of opportunities in foreign markets (Javernick-Will & Levitt, 
2010).

When firms are involved in an ongoing business with customers in a foreign mar-
ket, they acquire foreign market knowledge about the country through their rela-
tionships with a counterpart (Chetty et al., 2006). Dodgson (1993) mentioned that 
this direct relationship with customers and a peer network is a form of “learning 
by doing.” Experience acquired from a firm’s relationship with its customers can 
help the firm develop foreign business knowledge of that specific country. Informa-
tion on competitors and their competing offerings can also provide broader insights 
into customers’ needs and demands in foreign markets (Williams et al., 2016), which 
ultimately helps in discovering new business opportunities (Lee & Lee, 2017).

Internationalization knowledge refers to the process of a firm going international 
(Eriksson et  al., 1997). Internationalization knowledge is the catalyst of searching 
opportunities in the international expansion process for SMEs (Stoian et al., 2018). 
Chandra et al. (2009) and Johanson and Vahlne (2009) suggested that internation-
alization knowledge helps a firm identify its initial international opportunity. This 
knowledge can be accumulated through several years of experience working in for-
eign markets, which ultimately paves the way to subsequent internationalization 
(Åkerman, 2015). Internationalization gives a firm the opportunity to learn about a 
new country’s business (Barkema & Drogendijk, 2007). Internationalization knowl-
edge combines knowledge developed in multiple contexts and influences firms’ 
ability to realize opportunities in subsequent markets (Åkerman, 2015). Manag-
ers’ internationalization experience influences how a firm recognizes (Fletcher & 
Harris, 2012; Zahra et al., 2005), evaluates (Fletcher & Harris, 2012), and exploits 
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international opportunities through routine work and managerial knowledge (Zahra 
et al., 2005). This leads us to the following hypotheses:

Hypothesis 2a  Managers’ foreign institutional knowledge is positively related to 
international opportunity identification.

Hypothesis 2b  Managers’ foreign business knowledge is positively related to inter-
national opportunity identification.

Hypothesis 2c  Managers’ internationalization knowledge is positively related to 
international opportunity identification.

Joint effects of founder’s prior experience and managers’ foreign market 
knowledge

Despite the importance of HC factors, agency theory suggests that the principal 
(founder) and the agent (manager) have divergent interests and possess asymmetric 
information (Cohen et al., 2007). Cognitive theorists suggest that experienced entre-
preneurs can leverage their prior experience to process information more efficiently, 
and managers from their operational experiences can execute the internationaliza-
tion process (Ucbasaran et  al., 2009). Sources of information and knowledge are 
thus not the same for founders and managers, which engenders further information 
asymmetry. Founders’ and managers’ diverging personal interests, conflicting goals 
(venture growth vs. stable income), and information asymmetry may give rise to a 
fundamental agency problem (Bosse & Phillips, 2016), and their combined effort 
may prove ineffective in identifying opportunities in international markets. Fur-
thermore, entrepreneurs are less risk-averse than managers (Stewart & Roth, 2001), 
which further indicates the differential nature of founders and managers in terms of 
opportunity identification: Managers are more cautious and rational than founders.

Past research has adequately identified that there are differences between entre-
preneurs and managers in terms of the Big 5 personality traits: Openness to experi-
ence, conscientiousness, extraversion, agreeableness, and neuroticism (Kerr et  al., 
2018). They also differ in terms of their propensity to take risks, achievement 
motivation, information searching, opportunity evaluation, and strategic decision-
making. For example, Stewart et  al. (1999) reported that entrepreneurs are more 
motivated by achievement, are likelier to take risks, and have a greater preference 
for innovation compared to either corporate managers or small business owners. 
Schlosser (2014) reported that an organization’s key employees are willing to under-
take a moderate amount of risk, which indicates that managers are more rational 
than entrepreneurs in their decision-making approach. In relation to searching for 
information and evaluating opportunities, Kaish and Gilad (1991) reported that 
entrepreneurs devote more time to searching for information and employ different 
sources than executives. In addition, they pay special attention to risk cues about 
new opportunities, while executives focus more on the economics of the opportu-
nity. Gruber et  al. (2015) showed that entrepreneurs, managers, and technologists 
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differ significantly in terms of opportunity evaluations across the dimensions of 
products, competition, “time to first sale, market size and market growth” (2015, 
p. 215). Building on non-rational decision-making models from behavioral decision 
theory, Buseniz and Barney (1997) found that entrepreneurs are more susceptible 
to decision-making biases and heuristics than managers. Entrepreneurs tend to be 
more overconfident and manifest the representativeness heuristic more frequently 
than managers when making decisions. Based on a literature review on the influence 
of heuristics in entrepreneurial decision-making, Cristofaro and Giannetti (2021, p. 
8) conjectured that “the heuristic influence of the risk perception, together with the 
affect, framing, representativeness, availability, and alertness heuristics, substantiate 
the vicarious functioning of entrepreneurial judgement in [entrepreneurial decision-
making].” They concluded that the affect heuristic directly and indirectly influences 
entrepreneurial decisions with respect to opportunity recognition, assessment, and 
exploitation (Cristofaro & Giannetti, 2021). Therefore, entrepreneurs’ and manag-
ers’ thinking processes, risk-taking propensity, opportunity evaluation, and use of 
heuristics and biases in decision-making differ; these different perspectives, when 
combined, may produce weakened or negative results in terms of opportunity identi-
fication effectiveness. Therefore, we propose the following:

Hypothesis 3  The joint effects of founders’ prior experience and managers’ foreign 
market knowledge (foreign institutional knowledge, foreign business knowledge, 
and internationalization knowledge) are negatively related to international opportu-
nity identification.

The conceptual framework of this study is illustrated in Fig. 1.

Methodology

We used a survey-based quantitative approach to test the hypotheses. As noted 
above, the context of this study is the apparel export industry in Bangladesh, which 
consists of readymade garments and textile products. Bangladesh is the world’s sec-
ond-largest apparel exporter, behind only China, and followed by Vietnam, India, 
Turkey, Indonesia, the USA, Cambodia, Pakistan, Sri Lanka, Malaysia, Mexico, 
and the Philippines (Alam et  al., 2019; Yardley, 2012). Islam (2021) and Swazan 
and Das (2022) reported that in 2020, approximately 83% of the country’s total 
apparel exports went to the European Union (a total export value of $17.02 bil-
lion) and the USA (a total export value of $5.06 billion). Bangladesh is projected 
to replace China as the world’s leading producer of apparel due to its large labor 
force, low wages, and modern manufacturing facilities (Islam, 2021; Rahman, 2021; 
Swazan & Das, 2022). The apparel industry is a key engine of Bangladesh’s eco-
nomic transformation (Ahmed & Brennan, 2019c). It contributed 84% of the coun-
try’s total foreign earnings (US $32 billion) in the last financial year (Business & 
Human Rights Resource Centre, 2018). As Bangladesh has maintained its position 
as the world’s second-largest apparel exporter for more than a decade (since 2008), 
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apparel exporters have already gained experience, and managers have achieved 
insights into international operations (Alamgir & Banerjee, 2019; Faroque, 2015). 
Thus, it seems worthwhile to investigate whether founders’ experience or managers’ 
experiential foreign market knowledge—or both—is crucial to finding international 
opportunities. Furthermore, given that developing economies continue to become 
more important to the global marketplace, it is critical to learn more about the firms 
located in these economies (Meyer, 2006), especially the apparel export industry in 
Bangladesh, due to its global relevance and domestic economic significance (Ahmed 
& Brennan, 2019b, 2019c).

Sample and data collection

Data were collected from business founders and export managers directly involved 
in exporting activities who had sufficient knowledge of export business activities. 
The questionnaire was developed from widely used and established measurement 
scales and a pilot survey. As entrepreneurs and managers of export-oriented apparel 
firms in Bangladesh are reluctant to participate in mail, email, and internet surveys, 
data were collected by face-to-face surveys to maximize the response rate and the 
response quality, as recommended by previous studies (see, for example, Ahmed & 
Brennan, 2019a; Faroque & Takahashi, 2015). The surveys were administered in 
2016. The respondents, located in the broader Dhaka region, were approached per-
sonally to collect survey data. The study sample was gathered from two commonly 
used and readily available exporter directories produced by the Bangladesh Garment 
Manufacturers and Exporters Association (BGMEA) and Bangladesh Knitwear 
Manufacturers and Exporters Association (BKMEA). We invited 800 individuals, 
chosen using a random sampling approach, to complete the structured question-
naires, and 382 agreed to participate (48% response rate). Only those responses from 
EIFs that met the criterion of employing fewer than 500 employees (Faroque et al., 
2021) were retained, leaving a final study sample of 332 cases for analysis after 
the responses were checked for missing values and a normality test was conducted. 
Fifty-five percent of the respondents were founders and the remaining forty-five per-
cent were managers. The responses reflected no statistically significant difference 
between founders and managers.

Measures

The measurement scales for this study were adapted from existing scales. Five items 
were used to measure founders’ prior experience: Founding entrepreneurs’ prior 
entrepreneurial experience (prior ownership of a business), prior managerial expe-
rience, prior industry experience, prior expertise in a technical or functional area, 
and prior international business experience. These items were adapted from Lee 
and Tsang (2001) and have been used by other authors, such as Colombo and Grilli 
(2005), McDougall et al. (2003), and Ucbasaran et al. (2003).

The measurement of managers’ foreign market knowledge involved several 
multidimensional constructs: Foreign institutional knowledge (six items), foreign 



1285Exploring the individual and joint effects of founders’ and…

business knowledge (four items), and internationalization knowledge (four items). 
In particular, to measure foreign market knowledge, we used 14 items (reported in 
Table 1) adapted from Eriksson et al. (1997), Autio et al. (2000), and Hadley and 
Wilson (2003).

The international opportunity identification scale was adapted from Faroque et al. 
(2021). Respondents were asked to specify their level of agreement or disagreement 
on a seven-point Likert scale. The items used to measure this construct are reported 
in Table 1; however, it should be noted that some items were dropped in the scale 
purification process. These items are indicated by an asterisk.

Three firm-level controls (firm size, firm age, and export market coverage) were 
used because of their significance to firms’ early internationalization (e.g., Ahmed & 
Brennan, 2019b) and international opportunity identification (Faroque et al., 2021). 
Firm size was measured by the number of employees, and firm age was measured by 
the number of years since establishment (Jin & Jung, 2016). Export market scope 
was measured by the number of countries firms were exporting to at the time of the 
survey (Ahmed & Brennan, 2019b).

Reliability and validity

Construct reliability evaluates the consistency among the items used to measure the 
variables. This was estimated using Cronbach’s α, composite reliability (CR), and 
average variance extracted (AVE). Typically, reliability coefficients of 0.70 or higher 
are considered adequate (Nunnally, 1978). As shown in Table 1, all Cronbach’s α 
values and CR coefficients were well above 0.70, and all AVE coefficients exceeded 
the minimum threshold of 0.50. Therefore, our diagnostic results imply that the the-
oretical constructs used in this study exhibit good statistical properties.

Construct validity is the extent to which items on a scale measure the theoretical 
construct. Convergent validity was determined by the standardized factor loadings 
of each item on the corresponding construct. As reported in Table 1, the factor load-
ings of all the items were above 0.50, thereby suggesting the statistical significance 
of the relationships between the items and the constructs (Bagozzi et al., 1991). Dis-
criminant validity was confirmed by the procedure proposed by Fornell and Larcker 
(1981). Table 2 (the correlation matrix) shows that the diagonal elements (i.e., the 
square root of AVE) were greater than the off-diagonal elements in their correspond-
ing rows and columns.

Results

Hierarchical regression modeling was used to test the contingency hypotheses (see 
Table 3). All the measures involved in multiplicative interactions were mean-cen-
tered to avoid any potential for multicollinearity (Aiken et  al., 1991). Model 1 is 
the base model and includes only the control variables. Model 2 includes one inde-
pendent variable: Founders’ prior experience. At this stage, H1, which postulates 
a direct positive relationship between founder’s prior experience and international 



1286	 A. R. Faroque et al.

Ta
bl

e 
1  

D
es

cr
ip

tiv
e 

st
at

ist
ic

s, 
de

ta
ils

 o
f m

ea
su

re
s, 

st
an

da
rd

iz
ed

 fa
ct

or
 lo

ad
in

gs
 a

nd
 re

lia
bi

lit
y 

te
sts

C
on

str
uc

ts
/it

em
s

St
an

da
rd

iz
ed

 fa
ct

or
 lo

ad
in

gs
M

ea
n/

SD

Fo
un

de
r’s

 p
rio

r e
xp

er
ie

nc
e 

(α
 =

 .7
60

; C
om

po
si

te
 re

lia
bi

lit
y:

 .8
39

)
4.

39
/1

.0
2

1.
 F

ou
nd

er
’s

 p
rio

r e
nt

re
pr

en
eu

ria
l e

xp
er

ie
nc

e 
(p

re
vi

ou
sly

 o
w

ne
d 

a 
bu

si
ne

ss
)

.7
27

2.
 F

ou
nd

er
’s

 p
rio

r m
an

ag
er

ia
l e

xp
er

ie
nc

e
.7

83
3.

 F
ou

nd
er

’s
 p

rio
r i

nd
us

try
 e

xp
er

ie
nc

e
.7

67
4.

 F
ou

nd
er

’s
 p

rio
r e

xp
er

tis
e 

in
 a

 te
ch

ni
ca

l o
r f

un
ct

io
na

l a
re

a
.6

44
5.

 F
ou

nd
er

’s
 p

rio
r i

nt
er

na
tio

na
l b

us
in

es
s e

xp
er

ie
nc

e 
be

fo
re

 st
ar

tin
g 

th
is

 b
us

in
es

s
.6

45
Fo

re
ig

n 
in

sti
tu

tio
na

l k
no

w
le

dg
e 

(α
 =

 .8
31

; C
om

po
si

te
 re

lia
bi

lit
y:

 .8
89

)
4.

74
/1

.2
2

1.
 O

ur
 m

an
ag

er
s’

 k
no

w
le

dg
e 

of
 fo

re
ig

n 
la

ng
ua

ge
s

.8
85

2.
 O

ur
 m

an
ag

er
s’

 k
no

w
le

dg
e 

of
 fo

re
ig

n 
bu

si
ne

ss
 la

w
s a

nd
 re

gu
la

tio
ns

.6
15

3.
 O

ur
 m

an
ag

er
s’

 k
no

w
le

dg
e 

of
 fo

re
ig

n 
bu

si
ne

ss
 n

or
m

s a
nd

 st
an

da
rd

s
.9

12
4.

 O
ur

 m
an

ag
er

s’
 k

no
w

le
dg

e 
of

 th
e 

ec
on

om
ic

 si
tu

at
io

n 
in

 e
xp

or
t m

ar
ke

ts
a

5.
 O

ur
 m

an
ag

er
s’

 a
bi

lit
y 

to
 p

re
pa

re
 a

nd
 h

an
dl

e 
ne

ce
ss

ar
y 

ex
po

rt 
do

cu
m

en
ta

tio
n

.8
37

6.
 O

ur
 m

an
ag

er
s’

 k
no

w
le

dg
e 

of
 h

os
t g

ov
er

nm
en

t a
ge

nc
ie

sa

Fo
re

ig
n 

bu
si

ne
ss

 k
no

w
le

dg
e 

(α
 =

 .7
50

; C
om

po
si

te
 re

lia
bi

lit
y:

 .8
88

)
5.

13
/1

.1
7

7.
 O

ur
 m

an
ag

er
s’

 k
no

w
le

dg
e 

of
 fo

re
ig

n 
co

m
pe

tit
or

sa

8.
 O

ur
 m

an
ag

er
s’

 k
no

w
le

dg
e 

of
 th

e 
cu

rr
en

t a
nd

 c
ha

ng
in

g 
ne

ed
s o

f f
or

ei
gn

 c
lie

nt
s/

cu
sto

m
er

s
.8

94
9.

 O
ur

 m
an

ag
er

s’
 k

no
w

le
dg

e 
of

 fo
re

ig
n 

di
str

ib
ut

io
n 

ch
an

ne
ls

a

10
. O

ur
 m

an
ag

er
s’

 k
no

w
le

dg
e 

of
 e

ffe
ct

iv
e 

m
ar

ke
tin

g 
in

 fo
re

ig
n 

m
ar

ke
ts

.8
94

In
te

rn
at

io
na

liz
at

io
n 

kn
ow

le
dg

e 
(α

 =
 .8

09
; C

om
po

si
te

 re
lia

bi
lit

y:
 .9

12
)

5.
1/

1.
21

11
. O

ur
 m

an
ag

er
s’

 in
te

rn
at

io
na

l b
us

in
es

s e
xp

er
ie

nc
e 

an
d 

pe
rs

on
al

 n
et

w
or

k 
ab

ro
ad

.9
16

12
. O

ur
 m

an
ag

er
s’

 a
bi

lit
y 

to
 d

et
er

m
in

e 
fo

re
ig

n 
bu

si
ne

ss
 o

pp
or

tu
ni

tie
sa

13
. O

ur
 m

an
ag

er
s’

 e
xp

er
ie

nc
e 

in
 d

ea
lin

g 
w

ith
 fo

re
ig

n 
bu

si
ne

ss
 c

on
ta

ct
s

.9
16

14
. O

ur
 m

an
ag

er
s’

 a
bi

lit
y 

to
 m

an
ag

e 
an

 e
xp

or
t b

us
in

es
s o

r o
th

er
 in

te
rn

at
io

na
l o

pe
ra

tio
ns

a

In
te

rn
at

io
na

l o
pp

or
tu

ni
ty

 re
co

gn
iti

on
 (α

 =
 .8

44
; C

om
po

si
te

 re
lia

bi
lit

y:
 .8

95
)

4.
43

/1
.1

9
1.

 H
ow

 m
an

y 
in

te
rn

at
io

na
l b

us
in

es
s i

de
as

 d
id

 y
ou

 id
en

tif
y 

in
 th

e 
pa

st 
th

re
e 

ye
ar

s?
.7

57



1287Exploring the individual and joint effects of founders’ and…

Ta
bl

e 
1  

(c
on

tin
ue

d)

C
on

str
uc

ts
/it

em
s

St
an

da
rd

iz
ed

 fa
ct

or
 lo

ad
in

gs
M

ea
n/

SD

2.
 H

ow
 m

uc
h 

di
d 

yo
u 

m
od

ify
/d

ev
el

op
 th

e 
in

te
rn

at
io

na
l o

pp
or

tu
ni

ty
 fr

om
 id

ea
 g

en
er

at
io

n 
to

 o
pp

or
tu

ni
ty

 re
co

gn
iti

on
?

.8
66

3.
 H

ow
 m

an
y 

of
 y

ou
r n

ov
el

 o
r i

nn
ov

at
iv

e 
id

ea
s w

er
e 

co
ns

id
er

ed
 fe

as
ib

le
 a

nd
 d

es
ira

bl
e?

.8
63

4.
 H

ow
 m

uc
h 

ar
e 

yo
u 

ab
le

 to
 sh

ift
 o

rg
an

iz
at

io
na

l r
es

ou
rc

es
 to

 c
ap

ita
liz

e 
on

 e
m

er
gi

ng
 o

pp
or

tu
ni

tie
s i

n 
in

te
rn

at
io

na
l m

ar
-

ke
ts

?
.8

14

A
ll 

st
an

da
rd

iz
ed

 c
oe

ffi
ci

en
t l

oa
di

ng
s a

re
 si

gn
ifi

ca
nt

 a
t p

 <
 0.

01
a  In

di
ca

te
s i

te
m

 th
at

 w
as

 d
ro

pp
ed

 in
 th

e 
sc

al
e 

pu
rifi

ca
tio

n 
pr

oc
es

s



1288	 A. R. Faroque et al.

opportunity identification, was supported (β = 0.244, p < 0.001). Model 3 includes 
mangers’ experiential foreign institutional knowledge, which was found to be posi-
tively associated with international opportunity identification (β = 0.295, p < 0.001), 
supporting H2a. Model 4 incorporates managers’ foreign business knowledge, which 
also showed a strong and positive relationship with international opportunity iden-
tification (β = 0.131, p < 0.01), thus supporting H2b. Model 5 includes managers’ 
internationalization knowledge, which was not supported (β = 0.103, p > 0.05), thus 
H2c was rejected. Finally, Models 6 (β =  − 0.028, p > 0.05), 7 (β = 0.019, p > 0.05), 
and 8 (β =  − 0.074, p > 0.05) tested the interaction hypotheses. None of the inter-
action coefficients of entrepreneurs’ prior experience and managers’ foreign market 
knowledge (institutional knowledge, business knowledge, and internationalization 
knowledge) were significant, so H3 was not supported. However, this is partially 
supported in that while prior experience and dimensions of foreign market knowl-
edge (except internationalization knowledge) impact opportunity recognition indi-
vidually, their combined effect fails to impact such opportunity recognition activities 
in international markets.

Among the control variables, firm age and size were found to be significantly 
related to international opportunity recognition.

Discussion

We found that founders’ prior experience (H1) was directly associated with interna-
tional opportunity identification. The beneficial role of founding entrepreneurs’ prior 
experience, as evident in our analysis, supports those scholars who have highlighted 
the importance of entrepreneurs’ HC (Andersson & Evers, 2015), particularly prior 
knowledge of or experience in opportunity recognition (see, for example, Faroque 
et al., 2021; Zaefarian et al., 2016). Similarly, as expected, manager’s foreign institu-
tional knowledge (H2a) was found to affect opportunity recognition. These findings 
are in line with past research, such as Åkerman’s (2015) finding that foreign institu-
tional knowledge is positively related to international opportunity identification in 

Table 2   Correlation matrix

Diagonal is the square root of the average variance extracted
**, * Correlation is significant at the 0.01 and 0.05 levels, respectively (2-tailed)

1 2 3 4 5 6 7

1. Prior experience .844
2. Foreign institutional knowledge .263** .901
3. Foreign business knowledge .141* -.003 .945
4. Internationalization knowledge .258** .521** .014 .957
5. International opportunity recognition .339** .415** .161** .298** .908
6. Firm age .268** .291** .028 .042 .272** –
7. Firm size (log) .309** .407** .043 .193** .326** .477** –
8. Export market coverage .281** .348** .141** .246** .243** .425** .491**
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the internationalization process of Swedish exporting firms. We also documented 
that managers’ foreign business knowledge (H2b) is positively related to interna-
tional opportunity identification, but in the context of EIFs originating from an 
emerging country. A similar result was reported by Åkerman (2015), who specified 
that managers’ knowledge of foreign business is positively related to opportunity 
identification. Zhou (2007) also found that managers’ prior foreign business knowl-
edge had a positive effect on EIFs. However, we found no relationship between man-
agers’ internationalization knowledge and international opportunity identification. 
This is unsurprising, as Cohen and Levinthal (1990) mentioned that achieving for-
eign internationalization knowledge is an endless process and is thus an “absorptive 
capability” for start-ups that ensures they can acquire foreign market knowledge in 
the future.

However, contrary to our expectations in H2c, our results did not support the 
relationship between managers’ internationalization knowledge and international 
opportunity identification. A lack of internationalization knowledge may be com-
pensated for by firms’ or entrepreneurs’ business and/or social networks. Zaefarian 
et al. (2016) argued that, in the absence of necessary knowledge, entrepreneurs capi-
talize on their business or social ties to compensate and are thus still able to iden-
tify international opportunities. Our findings on the impact of internationalization 
knowledge both support and deviate from a number of studies. For example, Kon-
tinen and Ojala (2011) used a sample of family firms to show that prior knowledge, 
including internationalization knowledge, does not affect the recognition of inter-
national opportunities. However, the positive association between internationaliza-
tion knowledge and international opportunity recognition has been established in the 
literature (see, for example, Zaefarian et al., 2016).

The interaction between founders’ prior experiential knowledge and managers’ 
foreign market knowledge is not (negatively) significant (H3), but the hypothesis 
is partly supported in that their joint effects do not produce any significant results. 
This implies that “entrepreneurs and managers recognize and exploit international 
opportunities in different ways—ways that range from planned strategy formation to 
opportunistic behavior as a response to serendipitous encounters” (Crick & Spence, 
2005; Spence & Crick, 2006, cited in Mainela et al., 2014, p. 117).

Theoretical contributions

Our findings have several theoretical and practical implications. First, we contrib-
ute to the literature by exploring the drivers of international opportunity identifica-
tion by newly established small and medium-sized EIFs. In doing so, we integrate 
insights from IE and IB, with prior experience (at the entrepreneurs’ level) from 
IE and foreign market knowledge (at the managerial level) from IB. The influ-
ence of experiential knowledge (including foreign business knowledge and institu-
tional knowledge) on foreign market commitment was established in Johanson and 
Vahlne’s (1977) Uppsala model. Eriksson et al. (1997) argued that the mechanism 
underpinning this relationship is firms’ increased ability to detect opportunities and 
decreased uncertainties about going abroad. Similarly, Nordman and Melén (2008) 
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used a sample of born global firms to establish the critical role of founders’ and 
managers’ foreign market knowledge and that of technological expertise in recog-
nizing international opportunities. The significant effect of founders’ prior experi-
ence on international opportunity identification is also documented in mainstream 
entrepreneurship literature. For example, from the human capital perspective, expe-
rienced entrepreneurs are competent and capable of finding opportunity (Westhead 
et al., 2009). Ucbasaran et al. (2009) found that experienced entrepreneurs identified 
more opportunities and exploited more innovative opportunities that had the poten-
tial to create wealth. Our findings extend this stream of literature by providing valu-
able empirical insights into and supporting the role of founding entrepreneurs’ prior 
experience and managers’ foreign market knowledge in investigating international 
opportunity identification (Casillas et al., 2015; Tang, 2010) by early international-
izing SMEs.

Second, our main focus and findings on the influence of the knowledge and 
experience of key individuals, namely founding entrepreneurs and managers, on 
entrepreneurial activities (i.e., international opportunity identification) advance 
theoretical understanding, as they endorse the logic of HC theory in international 
opportunity identification by EIFs. IE research demonstrates that the HC factors of 
key individuals—founding entrepreneurs’ and top executives’ prior experience—
are associated with firms’ early internationalization (Ahmed & Brennan, 2019a; 
Faroque et  al., 2021) and new ventures’ international performance (Andersson & 
Evers, 2015). SMEs that cannot accumulate and leverage entrepreneurial and man-
agerial capabilities may be unable to identify opportunities in either domestic or 
international markets (Westhead, 2008). Our findings also contribute to the literature 
by demonstrating that EIFs proactively seek international opportunities facilitated 
by the unique resources they accumulate from their entrepreneurs’ and managers’ 
HC factors, thereby extending the logic of the resource-based view in EIF research. 
In particular, we add to these streams of literature by establishing that EIFs capital-
ize on the HC factors of founding entrepreneurs and managers in their endeavors to 
spot opportunities abroad.

Finally, we add to the body of knowledge regarding conflicts between owners 
and managers through the mechanism of how the interaction of knowledge works, 
explaining why entrepreneurs’ prior knowledge and managers’ market knowledge 
may be ineffective in joint endeavors. As noted above, we used agency theory and 
general management literature to identify the potential conflict between owners and 
managers and the resulting miscalibration of their efforts, and showed how this is 
especially relevant to identifying opportunities in the context of EIFs. Performance 
may be a natural outcome of owner-manager integration, as no organization can sur-
vive without consistent performance; such survival can be ascertained through the 
exploitation of existing market focus and capabilities. However, integrating own-
ers’ and managers’ knowledge to recognize opportunities might not be beneficial 
because growth activities are related to the exploration of new markets and capa-
bilities, which requires a reconfiguration of a firm’s organizational structure and 
resource base, thus causing managers to develop mental barriers to such changes.

Managerial resistance to structural change is a problem in organizations world-
wide (Head, 2005), but this topic has been generally neglected in IB and IE research. 
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Our findings provide insight into the agency role of entrepreneurs and manag-
ers from different perspectives (Mantere, 2008), thus confirming agency theory in 
founder-manager relationships in the context of opportunity identification. The non-
significant joint effects of founders’ prior experience and managers’ foreign market 
knowledge relate specifically to agency theory.

Managerial implications

Our findings demonstrate that founding entrepreneurs’ prior experience encom-
passing experiences and expertise in a broad range of areas (prior entrepreneurial, 
managerial, industry-specific, and international business experiences as well as prior 
expertise in a technical or functional area) and managers’ experiential knowledge 
are the precursors of international opportunity identification. As market knowledge 
was found to affect the international performance of the sample firms, they had to 
find ways to develop and cultivate market knowledge from diverse perspectives 
(Jin & Jung, 2016). However, when their joint effects were tested, the results were 
non-significant, suggesting that founders and managers should work independently 
in recognizing international opportunities because their efforts were ineffectual 
when they worked together. Founders’ prior experience might lead to more ideas 
and opportunities, but owners also need to give leeway to managers so that they can 
work independently to develop new international opportunities (Busenitz & Barney, 
1997). Awareness of such joint negative effects (albeit not significant) on interna-
tional opportunity identification might cause founding entrepreneurs to engage in 
recruiting employees based on traits that can compensate for the skills and expertise 
that they lack, and/or skillsets that founding entrepreneurs currently possess required 
to leverage in their absence.

Limitations and future research avenues

This study is not without limitations. First, the significance of network ties in oppor-
tunity identification and exploitation has been demonstrated in many studies. For 
example, Johanson and Vahlne argued that “opportunity identification is a side-
effect of an ongoing business relationship” (2009, p. 1419). According to Singh 
et al. (1999), the number of new opportunities spotted by entrepreneurs depends on 
their network relationships. Research has also shown that founders’ prior experience 
facilitates the development of network ties with various actors, which subsequently 
affects the performance of EIFs (Ahmed & Brennan, 2019a). This implies that a 
network can act as a mediator in the relationship between prior experience and the 
identification and exploitation of opportunities. The current study examined only 
the direct effects of founders’ prior experience and managers’ foreign market knowl-
edge. Consequently, future research could use a network perspective to examine how 
founders’ and/or managers’ social and business ties developed through prior experi-
ence influence international opportunity identification and exploitation.
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Second, as strategic orientations, such as market and entrepreneurial orienta-
tions, are thought to be influenced by entrepreneurs’ HC (Zhang & Bruning, 2011), 
they in turn can affect international opportunity identification. Future research could 
theorize and empirically investigate how entrepreneurs’ prior knowledge, HC, and 
capabilities can facilitate the development of the strategic orientations required to 
spot opportunities abroad. Third, in this study, we investigated the individual and 
joint effects of founders’ prior experience and managers’ foreign market knowledge 
on an EIF sample. Exporting firms that do not follow the early internationalization 
trajectory may also benefit from such experience and foreign market knowledge, 
so future research could investigate and compare the findings for early and tradi-
tional exporting firms to validate our findings. Future research could also investigate 
how other entrepreneurial and managerial variables, such as cognition, interact and 
whether such interactions are effective. Fourth, this study collected data from a sin-
gle country and industry, which limits the generalizability of the findings. Future 
research could replicate this study in other countries and in multiple industry set-
tings. Finally, as opportunity identification itself is a process (Corbett, 2005), the 
cross-sectional research design adopted in this study can only provide a snapshot of 
the phenomenon examined; a longitudinal research design could effectively address 
this issue.

Conclusion

In this study, we investigated the individual and joint effects of founding entrepre-
neurs’ domain-specific knowledge and managers’ foreign market knowledge on 
international opportunity identification by early internationalizing SMEs using data 
from the Bangladeshi apparel industry. Our study demonstrates that founding entre-
preneurs’ prior experience and managers’ experiential knowledge are strong pre-
dictors of international opportunity identification. While we hypothesized the joint 
negative effects of founders’ prior experience and managers’ market knowledge on 
opportunity identification, the results were non-significant, thus partially supporting 
and indicating the assumptions of agency theory. Our study provides valuable empir-
ical insights into and supports the role of founders’ prior experience and managers’ 
foreign market knowledge in investigating international opportunity identification.

References

Ahmed, F. U., & Brennan, L. (2019a). The impact of founder’s human capital on firms’ extent of early 
internationalisation: Evidence from a least-developed country. Asia Pacific Journal of Manage-
ment, 36(3), 615–659.

Ahmed, F. U., & Brennan, L. (2019b). An institution-based view of firms’ early internationalization: 
Effectiveness of national export promotion policies. International Marketing Review, 36(6), 
911–954.

Ahmed, F. U., & Brennan, L. (2019c). Performance determinants of early internationalizing firms: The 
role of international entrepreneurial orientation. Journal of International Entrepreneurship, 17(3), 
389–424.



1294	 A. R. Faroque et al.

Aiken, L. S., West, S. G., & Reno, R. R. (1991). Multiple regression: Testing and interpreting interac-
tions. Sage.

Åkerman, N. (2015). International opportunity realization in firm internationalization: Non-linear effects 
of market-specific knowledge and internationalization knowledge. Journal of International Entre-
preneurship, 13(3), 242–259.

Alam, M. S., Selvanathan, E. A., Selvanathan, S., & Hossain, M. (2019). The apparel industry in the 
post-Multifiber Arrangement environment: A review. Review of Development Economics, 23(1), 
454–474.

Alamgir, F., & Banerjee, S. B. (2019). Contested compliance regimes in global production networks: 
Insights from the Bangladesh garment industry. Human Relations, 72(2), 272–297.

Alvarez, S. A., & Barney, J. B. (2007). Discovery and creation: Alternative theories of entrepreneurial 
action. Strategic Entrepreneurship Journal, 1(1–2), 11–26.

Andersson, S., & Evers, N. (2015). International opportunity recognition in international new ventures—
A dynamic managerial capabilities perspective. Journal of International Entrepreneurship, 13(3), 
260–276.

Angelsberger, M., Kraus, S., Mas-Tur, A., & Roig-Tierno, N. (2017). International opportunity recogni-
tion: An overview. Journal of Small Business Strategy, 27(1), 19–36.

Ardichvili, A., Cardozo, R., & Ray, S. (2003). A theory of entrepreneurial opportunity identification and 
development. Journal of Business Venturing, 18(1), 105–123.

Autio, E., Sapienza, H. J., & Almeida, J. G. (2000). Effects of age at entry, knowledge intensity, and imi-
tability on international growth. Academy of Management Journal, 43(5), 909–924.

Bagozzi, R. P., Yi, Y., & Phillips, L. W. (1991). Assessing construct validity in organizational research. 
Administrative Science Quarterly, 36(3), 421–458.

Barkema, H. G., & Drogendijk, R. (2007). Internationalising in small, incremental or larger steps? Jour-
nal of International Business Studies, 38(7), 1132–1148.

Becker, G. S. (1964). Human capital: A theoretical and empirical analysis, with special reference to edu-
cation. University of Chicago.

Becker, G. S. (1975). Preface. In Human capital: A theoretical and empirical analysis, with special refer-
ence to education (2nd ed., p. 22). Columbia University Press.

Blomstermo, A., Deo Sharma, D., & Sallis, J. (2006). Choice of foreign market entry mode in service 
firms. International Marketing Review, 23(2), 211–229.

Bohata, M., & Mladek, J. (1999). The development of the Czech SME sector. Journal of Business Ven-
turing, 14(5–6), 461–473.

Bosse, D. A., & Phillips, R. A. (2016). Agency theory and bounded self-interest. Academy of Manage-
ment Review, 41(2), 276–297.

Bradley, S. W., McMullen, J. S., Artz, K., & Simiyu, E. M. (2012). Capital is not enough: Innovation in 
developing economies. Journal of Management Studies, 49(4), 684–717.

Brüderl, J., Preisendörfer, P., & Ziegler, R. (1992). Survival chances of newly founded business organiza-
tions. American Sociological Review, 57(2), 227–242.

Bruns, V., Holland, D. V., Shepherd, D. A., & Wiklund, J. (2008). The role of human capital in loan offic-
ers’ decision policies. Entrepreneurship Theory and Practice, 32(3), 485–506.

Busenitz, L. W., & Barney, J. B. (1997). Differences between entrepreneurs and managers in large organi-
zations: Biases and heuristics in strategic decision-making. Journal of Business Venturing, 12(1), 
9–30.

Business and Human Rights Resource Centre. (2018). Bangladesh Garment Manufacturers and Exporters 
Association. https://​www.​busin​ess-​human​rights.​org/​en/​bangl​adesh-​garme​nt-​manuf​actur​ers-​and-​
expor​ters-​assoc​iation-​bgmea

Casillas, J. C., Barbero, J. L., & Sapienza, H. J. (2015). Knowledge acquisition, learning, and the initial 
pace of internationalization. International Business Review, 24(19), 102–114.

Chandra, Y., Styles, C., & Wilkinson, I. (2009). The recognition of first time international entrepreneur-
ial opportunities: Evidence from firms in knowledge-based industries. International Marketing 
Review, 26(1), 30–61.

Chen, V. Z., Li, J., & Shapiro, D. M. (2015). Subnational institutions and outward FDI by Chinese firms: 
The mediating role of firm-specific advantages. Multinational Business Review, 23(4), 254–276.

Chetty, S., Eriksson, K., & Lindbergh, J. (2006). The effect of specificity of experience on a firm’s per-
ceived importance of institutional knowledge in an ongoing business. Journal of International 
Business Studies, 37(5), 699–712.

https://www.business-humanrights.org/en/bangladesh-garment-manufacturers-and-exporters-association-bgmea
https://www.business-humanrights.org/en/bangladesh-garment-manufacturers-and-exporters-association-bgmea


1295Exploring the individual and joint effects of founders’ and…

Cohen, J. R., Holder-Webb, L., Sharp, D. J., & Pant, L. W. (2007). The effects of perceived fairness on 
opportunistic behavior. Contemporary Accounting Research, 24(4), 1119–1138.

Cohen, W. M., & Levinthal, D. A. (1990). Absorptive capacity: A new perspective on learning and inno-
vation. Administrative Science Quarterly, 35(1), 128–152.

Coleman, J. S. (1988). Social capital in the creation of human capital. American Journal of Sociology, 
94(Supplement), S95–S120.

Colombo, M. G., & Grilli, L. (2005). Founders’ human capital and the growth of new technology-based 
firms: A competence-based view. Research Policy, 34(6), 795–816.

Cooper, A. C., Gimeno-Gascon, F. J., & Woo, C. Y. (1994). Initial human and financial capital as predic-
tors of new venture performance. Journal of Business Venturing, 9(5), 371–395.

Corbett, A. C. (2005). Experiential learning within the process of opportunity identification and exploita-
tion. Entrepreneurship Theory and Practice, 29(4), 473–491.

Corbett, A. C., Neck, H. M., & DeTienne, D. R. (2007). How corporate entrepreneurs learn from fledg-
ling innovation initiatives: Cognition and the development of a termination script. Entrepreneur-
ship Theory and Practice, 31(6), 829–852.

Crick, D., & Spence, M. (2005). The internationalization of “high performing” UK high-tech SMEs: A 
study of planned and unplanned strategies. International Business Review, 14(2), 167–185.

Cristofaro, M., & Giannetti, F. (2021). Heuristics in entrepreneurial decisions: A review, an ecological 
rationality model, and a research agenda. Scandinavian Journal of Management, 37(3), 101170.

Davidsson, P., & Honig, B. (2003). The role of social and human capital among nascent entrepreneurs. 
Journal of Business Venturing, 18(3), 301–331.

Dichtl, E., Koeglmayr, H. G., & Mueller, S. (1990). International orientation as a precondition for export 
success. Journal of International Business Studies, 21(1), 23–40.

Dimov, D. (2010). Nascent entrepreneurs and venture emergence: Opportunity confidence, human capi-
tal, and early planning. Journal of Management Studies, 47(6), 1123–1153.

Dimov, D. P., & Shepherd, D. A. (2005). Human capital theory and venture capital firms: Exploring 
“home runs” and “strike outs.” Journal of Business Venturing, 20(1), 1–21.

Dodgson, M. (1993). Organizational learning: A review of some literatures. Organization Studies, 14(3), 
375–394.

Eriksson, K., Johanson, J., & Majkgard, A. (1997). Experiential knowledge and cost in the internationali-
zation process. Journal of International Business Studies, 28(2), 337–360.

Eriksson, K., Johanson, J., Majkgård, A., & Sharma, D. D. (2015). Experiential knowledge and cost in 
the internationalization process. Knowledge, networks and power (pp. 41–63). Palgrave Macmillan.

Evangelista, F., & Mac, L. (2016). The influence of experience and deliberate learning on SME export 
performance. International Journal of Entrepreneurial Behavior & Research, 22(6), 860–879.

Faroque, A. R. (2015). Strategic orientations and international opportunity recognition and development 
in emerging country born globals: The moderating role of environmental dynamism. International 
Journal of Entrepreneurship and Small Business, 24(2), 163–186.

Faroque, A. R., Morrish, S. C., Kuivalainen, O., Sundqvist, S., & Torkkeli, L. (2021). Microfoundations 
of network exploration and exploitation capabilities in international opportunity recognition. Inter-
national Business Review. https://​doi.​org/​10.​1016/j.​ibusr​ev.​2020.​101767

Faroque, A. R., & Takahashi, Y. (2015). Export marketing assistance and early internationalizing firm 
performance: Does export commitment matter? Asia Pacific Journal of Marketing and Logistics, 
27(3), 421–443.

Faroque, A. R., Torkkeli, L., Sultana, H., & Rahman, M. (2022). Network exploration and exploitation 
capabilities and foreign market knowledge: The enabling and disenabling boundary conditions for 
international performance. Industrial Marketing Management, 101, 258–271.

Ferreira, J. J., Fernandes, C. I., & Kraus, S. (2019). Entrepreneurship research: Mapping intellectual 
structures and research trends. Review of Managerial Science, 13(1), 181–205.

Fiet, J. O. (1996). The informational basis of entrepreneurial discovery. Small Business Economics, 8(6), 
419–430.

Filser, M., Tiberius, V., Kraus, S., Zeitlhofer, T., Kailer, N., & Müller, A. (2020). Opportunity recogni-
tion: Conversational foundations and pathways ahead. Entrepreneurship Research Journal. https://​
doi.​org/​10.​1515/​erj-​2020-​0124

Fletcher, M., & Harris, S. (2012). Knowledge acquisition for the internationalization of the smaller firm: 
Content and sources. International Business Review, 21(4), 631–647.

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables 
and measurement error. Journal of Marketing Research, 18(1), 39–50.

https://doi.org/10.1016/j.ibusrev.2020.101767
https://doi.org/10.1515/erj-2020-0124
https://doi.org/10.1515/erj-2020-0124


1296	 A. R. Faroque et al.

Fuentes, M. D. M. F., Arroyo, M. R., Bojica, A. M., & Pérez, V. F. (2010). Prior knowledge and social 
networks in the exploitation of entrepreneurial opportunities. International Entrepreneurship and 
Management Journal, 6(4), 481–501.

Galdino, K., Rezende, S., & Lamont, B. (2019). Market and internationalization knowledge in entre-
preneurial internationalization processes. International Journal of Entrepreneurial Behavior & 
Research, 25(7), 1580–1600.

Gimeno, J., Folta, T. B., Cooper, A. C., & Woo, C. Y. (1997). Survival of the fittest? Entrepreneurial 
human capital and the persistence of underperforming firms. Administrative Science Quarterly, 
42(4), 750–783.

Gruber, M., Kim, S. M., & Brinckmann, J. (2015). What is an attractive business opportunity? An empir-
ical study of opportunity evaluation decisions by technologists, managers, and entrepreneurs. Stra-
tegic Entrepreneurship Journal, 9(3), 205–225.

Hadley, R. D., & Wilson, H. I. (2003). The network model of internationalization and experiential knowl-
edge. International Business Review, 12(6), 697–717.

Head, T. C. (2005). Structural changes in turbulent environments: A study of small and mid-size Chinese 
organizations. Journal of Leadership & Organizational Studies, 12(2), 82–93.

Hofstede, G., & Bond, M. H. (1984). Hofstede’s culture dimensions: An independent validation using 
Rokeach’s value survey. Journal of Cross-Cultural Psychology, 15(4), 417–433.

Islam, M. S. (2021). Ready-made garments exports earning and its contribution to economic growth in 
Bangladesh. GeoJournal, 86(3), 1301–1309. https://​doi.​org/​10.​1007/​s10708-​019-​10131-0

Jansson, H., Saqib, M., & Sharma, D. D. (1995). The state and transnational corporations. Edward Elgar.
Javernick-Will, A., & Levitt, R. E. (2010). Mobilizing institutional knowledge for international projects. 

Journal of Construction Engineering and Management, 136(4), 430–441.
Jin, B., & Jung, S. (2016). Toward a deeper understanding of the roles of personal and business networks 

and market knowledge in SMEs’ international performance. Journal of Small Business and Enter-
prise Development, 23(3), 812–830.

Johanson, J., & Vahlne, J. E. (1977). The internationalization process of the firm: A model of knowledge 
development and increasing foreign market commitments. Journal of International Business Stud-
ies, 8(1), 23–32.

Johanson, J., & Vahlne, J. E. (2009). The Uppsala internationalization process model revisited: From 
liability of foreignness to liability of outsidership. Journal of International Business Studies, 40(9), 
1411–1431.

Kaish, S., & Gilad, B. (1991). Characteristics of opportunities search of entrepreneurs versus executives: 
Sources, interests, general alertness. Journal of Business Venturing, 6(1), 45–61.

Karra, N., Phillips, N., & Tracey, P. (2008). Building the born global firm: Developing entrepreneurial 
capabilities for international new venture success. Long-Range Planning, 41(4), 440–458.

Katsikea, E., Theodosiou, M., & Morgan, R. E. (2015). Why people quit: Explaining employee turnover 
intentions among export sales managers. International Business Review, 24(3), 367–379.

Kerr, S. P., Kerr, W. R., & Xu, T. (2018). Personality traits of entrepreneurs: A review of recent literature. 
Foundations and Trends in Entrepreneurship, 14(3), 279–356.

Knight, G. A., & Liesch, P. W. (2002). Information internalisation in internationalising the firm. Journal 
of Business Research, 55(12), 981–995.

Kontinen, T., & Ojala, A. (2011). Network ties in the international opportunity recognition of family 
SMEs. International Business Review, 20(4), 440–453.

Lee, D. Y., & Tsang, E. W. (2001). The effects of entrepreneurial personality, background and network 
activities on venture growth. Journal of Management Studies, 38(4), 583–602.

Lee, M., & Lee, S. (2017). Identifying new business opportunities from competitor intelligence: An inte-
grated use of patent and trademark databases. Technological Forecasting and Social Change, 119, 
170–183.

Liesch, P. W., & Knight, G. A. (1999). Information internalization and hurdle rates in small and medium 
enterprise internationalization. Journal of International Business Studies, 30(2), 383–394.

Lumpkin, G. T., & Dess, G. G. (1996). Clarifying the entrepreneurial orientation construct and linking it 
to performance. Academy of Management Review, 21(1), 135–172.

Mainela, T., Puhakka, V., & Servais, P. (2014). The concept of international opportunity in international 
entrepreneurship: A review and a research agenda. International Journal of Management Reviews, 
16(1), 105–129.

Mantere, S. (2008). Role expectations and middle manager strategic agency. Journal of Management 
Studies, 45(2), 294–316.

https://doi.org/10.1007/s10708-019-10131-0


1297Exploring the individual and joint effects of founders’ and…

Markman, G. D., & Baron, R. A. (2003). Person-entrepreneurship fit: Why some people are more suc-
cessful as entrepreneurs than others? Human Resource Management Review, 13(2), 281–301.

Marvel, M. R. (2013). Human capital and search-based discovery: A study of high-tech entrepreneurship. 
Entrepreneurship Theory and Practice, 37(2), 403–419.

Marvel, M. R., Davis, J. L., & Sproul, C. R. (2016). Human capital and entrepreneurship research: A 
critical review and future directions. Entrepreneurship Theory and Practice, 40(3), 599–626.

McDougall, P. P., Oviatt, B. M., & Shrader, R. C. (2003). A comparison of international and domestic 
new ventures. Journal of International Entrepreneurship, 1(1), 59–82.

Meyer, K. E. (2006). Asian management research needs more self-confidence. Asia Pacific Journal of 
Management, 23(2), 119–137.

Mitchell, R. K., Busenitz, L., Lant, T., McDougall, P. P., Morse, E. A., & Smith, J. B. (2002). Toward 
a theory of entrepreneurial cognition: Rethinking the people side of entrepreneurship research. 
Entrepreneurship Theory and Practice, 27(2), 93–104.

Mort, G. S., & Weerawardena, J. (2006). Networking capability and international entrepreneurship: 
How networks function in Australian born global firms. International Marketing Review, 23(5), 
549–572.

Mostafiz, M. I., Sambasivan, M., Goh, S. K., & Ahmad, P. (2021). Configuring foreign market knowledge 
and opportunity recognition capabilities to predict the performance of export-manufacturing firms. 
Knowledge Management Research & Practice. https://​doi.​org/​10.​1080/​14778​238.​2021.​19195​73

Murtha, T. P., & Lenway, S. A. (1994). Country capabilities and the strategic state: How national political 
institutions affect multinational corporations’ strategies. Strategic Management Journal, 15(S2), 
113–129.

Nordman, E. R., & Melén, S. (2008). The impact of different kinds of knowledge for the internationaliza-
tion process of born globals in the biotech business. Journal of World Business, 43(2), 171–185.

Nunnally, J. C. (1978). Psychometric methods. McGraw Hill.
O’Grady, S., & Lane, H. W. (1996). The psychic distance paradox. Journal of International Business 

Studies, 27(2), 309–333.
Oyson, M. J., & Whittaker, H. (2015). Entrepreneurial cognition and behavior in the discovery and crea-

tion of international opportunities. Journal of International Entrepreneurship, 13(3), 303–336.
Pattnaik, C., & Elango, B. (2009). The impact of firm resources on the internationalization and perfor-

mance relationship: A study of Indian manufacturing firms. Multinational Business Review, 17(2), 
69–88.

Pennings, J. M., Lee, K., & Witteloostuijn, A. V. (1998). Human capital, social capital, and firm dissolu-
tion. Academy of Management Journal, 41(4), 425–440.

Politis, D. (2008). Does prior start-up experience matter for entrepreneurs’ learning? A comparison 
between novice and habitual entrepreneurs. Journal of Small Business and Enterprise Develop-
ment, 15(3), 472–489.

Pollard, D., & Jemicz, M. (2006). The internationalisation of Czech SMEs: Some issues relating to mar-
keting knowledge deficiencies. International Journal of Entrepreneurship and Small Business, 
3(3–4), 400–416.

Rahman, M., Uddin, M., & Lodorfos, G. (2017). Barriers to enter into foreign markets: Evidence from 
SMEs in emerging market. International Marketing Review, 34(1), 68–86.

Rahman, S. (2021). The Bangladesh garment industry and the global supply chain: Choices and con-
straints of management. Routledge.

Rauch, A., Frese, M., & Utsch, A. (2005). Effects of human capital and long-term human resources 
development and utilization on employment growth of small-scale businesses: A causal analysis. 
Entrepreneurship Theory and Practice, 29(6), 681–698.

Roberts, E. B. (1991). Entrepreneurs in high technology: Lessons from MIT and beyond. Oxford Univer-
sity Press.

Sarasvathy, S. D., Dew, N., Read, S., & Wiltbank, R. (2008). Designing organizations that design envi-
ronments: Lessons from entrepreneurial expertise. Organization Studies, 29(3), 331–350.

Schlosser, F. (2014). Differences in key employees by firm age and entrepreneurial orientation. In R. 
Blackburn, F. Delmar, A. Fayolle, & F. Welter (Eds.), Entrepreneurship, people and organisations: 
Frontiers in european entrepreneurship research (pp. 74–93). Edward Elgar.

Shane, S. A. (2003). A general theory of entrepreneurship: The individual-opportunity nexus. Edward 
Elgar.

Shane, S., & Venkataraman, S. (2000). The promise of entrepreneurship as a field of research. Academy 
of Management Review, 25(1), 217–226.

https://doi.org/10.1080/14778238.2021.1919573


1298	 A. R. Faroque et al.

Sharma, D. D., & Blomstermo, A. (2003). The internationalization process of born globals: A network 
view. International Business Review, 12(6), 739–753.

Singh, R., Hills, G. E., Hybels, R. C., & Lumpkin, G. (1999). Opportunity recognition through social 
network characteristics of entrepreneurs. In P. D. Reynolds (Ed.), Frontiers of entrepreneurship 
research (pp. 228–241). Babson College.

Smith, J. B., Mitchell, J. R., & Mitchell, R. K. (2009). Entrepreneurial scripts and the new transaction 
commitment mindset: Extending the expert information processing theory approach to entrepre-
neurial cognition research. Entrepreneurship Theory and Practice, 33(4), 815–844.

Spence, M., & Crick, D. (2006). A comparative investigation into the internationalisation of Canadian 
and UK high-tech SMEs. International Marketing Review, 23(5), 524–548.

Stewart, W. H., Jr., & Roth, P. L. (2001). Risk propensity differences between entrepreneurs and manag-
ers: A meta-analytic review. Journal of Applied Psychology, 86(1), 145–153.

Stewart, W. H., Watson, W. E., Carland, J. C., & Carland, J. W. (1999). A proclivity for entrepreneurship: 
A comparison of entrepreneurs, small business owners, and corporate managers. Journal of Busi-
ness Venturing, 14(2), 189–214.

Stoian, M. C., Dimitratos, P., & Plakoyiannaki, E. (2018). SME internationalization beyond exporting: 
A knowledge-based perspective across managers and advisers. Journal of World Business, 53(5), 
768–779.

Stucki, T. (2016). How the founders’ general and specific human capital drives export activities of start-
ups. Research Policy, 45(5), 1014–1030.

Swazan, I. S., & Das, D. (2022). Bangladesh’s emergence as a ready-made garment export leader: An 
examination of the competitive advantages of the garment industry. International Journal of 
Global Business and Competitiveness. https://​doi.​org/​10.​1007/​s42943-​022-​00049-9

Sweetland, S. R. (1996). Human capital theory: Foundations of a field of inquiry. Review of Educational 
Research, 66(3), 341–359.

Tang, J. (2010). How entrepreneurs discover opportunities in China: An institutional view. Asia Pacific 
Journal of Management, 27(3), 461–479.

Terán-Yépez, E., Jiménez-Castillo, D., & Sánchez-Pérez, M. (2021). International opportunity recogni-
tion: A comprehensive bibliometric review. Journal of International Entrepreneurship, 19, 18–52.

Ucbasaran, D., Westhead, P., & Wright, M. (2009). The extent and nature of opportunity identification by 
experienced entrepreneurs. Journal of Business Venturing, 24(2), 99–115.

Ucbasaran, D., Westhead, P., Wright, M., & Binks, M. (2003). Does entrepreneurial experience influence 
opportunity identification? The Journal of Private Equity, 7(1), 7–14.

Watson, W., Stewart, W. H., & BarNir, A. (2003). The effects of human capital, organizational demogra-
phy, and interpersonal processes on venture partner perceptions of firm profit and growth. Journal 
of Business Venturing, 18(2), 145–164.

Weerawardena, J., Mort, G. S., Liesch, P. W., & Knight, G. (2007). Conceptualizing accelerated interna-
tionalization in the born global firm: A dynamic capabilities perspective. Journal of World Busi-
ness, 42(3), 294–306.

Westhead, P. (2008). International opportunity exploitation behaviour reported by “types” of firms 
relating to exporting experience. Journal of Small Business and Enterprise Development, 15(3), 
431–456.

Westhead, P., Ucbasaran, D., & Wright, M. (2009). Information search and opportunity identification: 
The importance of prior business ownership experience. International Small Business Journal, 
27(6), 659–680.

Williams, C., Colovic, A., & Zhu, J. (2016). Foreign market knowledge, country sales breadth and inno-
vative performance of emerging economy firms. International Journal of Innovation Management, 
20(6), 1–25.

Wong, H. Y., & Merrilees, B. (2012). Born globals: How are they different? In K. S. Swan & S. Zou 
(Eds.), Interdisciplinary approaches to product design, innovation, and branding in international 
marketing (pp. 305–329). Emerald Group.

World Bank. (2021). The World Bank in Bangladesh. https://​www.​world​bank.​org/​en/​count​ry/​bangl​adesh/​
overv​iew#1

Yardley, J. (2012, August 24). Export powerhouse feels pangs of labor strife. The New York Times. https://​
www.​nytim​es.​com/​2012/​08/​24/​world/​asia/​as-​bangl​adesh-​becom​es-​export-​power​house-​labor-​strife-​
erupts.​html

Yli-Renko, H., Autio, E., & Tontti, V. (2002). Social capital, knowledge, and the international growth of 
technology-based new firms. International Business Review, 11(3), 279–304.

https://doi.org/10.1007/s42943-022-00049-9
https://www.worldbank.org/en/country/bangladesh/overview#1
https://www.worldbank.org/en/country/bangladesh/overview#1
https://www.nytimes.com/2012/08/24/world/asia/as-bangladesh-becomes-export-powerhouse-labor-strife-erupts.html
https://www.nytimes.com/2012/08/24/world/asia/as-bangladesh-becomes-export-powerhouse-labor-strife-erupts.html
https://www.nytimes.com/2012/08/24/world/asia/as-bangladesh-becomes-export-powerhouse-labor-strife-erupts.html


1299Exploring the individual and joint effects of founders’ and…

Yoffie, D. B. (1988). How an industry builds political advantage. Harvard Business Review, 66(3), 82–89.
Yusuf, S. (2021). Bangladesh: Growth miracle or mirage? https://​www.​cgdev.​org/​blog/​bangl​adesh-​

growth-​mirac​le-​or-​mirage
Zaefarian, R., Eng, T. Y., & Tasavori, M. (2016). An exploratory study of international opportunity iden-

tification among family firms. International Business Review, 25(1), 333–345.
Zahra, S. A., Korri, J. S., & Yu, J. (2005). Cognition and international entrepreneurship: Implications for 

research on international opportunity recognition and exploitation. International Business Review, 
14(2), 129–146.

Zhang, D. D., & Bruning, E. (2011). Personal characteristics and strategic orientation: Entrepreneurs 
in Canadian manufacturing companies. International Journal of Entrepreneurial Behavior and 
Research., 17(1), 82–103.

Zhou, L. (2007). The effects of entrepreneurial proclivity and foreign market knowledge on early interna-
tionalization. Journal of World Business, 42(3), 281–293.

Publisher’s Note  Springer Nature remains neutral with regard to jurisdictional claims in published maps 
and institutional affiliations.

Anisur R. Faroque  DSc., PhD., is an Associate Professor of International Business in the School of Mar-
keting and Communication at the University of Vaasa, Finland. His research interests are in the market-
ing, international business, and entrepreneurship domains, and include opportunity recognition, strategic 
orientations, and cognitive heuristics and biases in internationalization decision making. His research 
has been published in journals such as Industrial Marketing Management, Journal of Business Research, 
International Business Review, International Marketing Review, Journal of Marketing Theory and Prac-
tice, Journal of Business & Industrial Marketing, Asia Pacific Journal of Marketing & Logistics, Inter-
national Journal of Entrepreneurship and Small Business, Society and Business Review, International 
Review of Entrepreneurship, Anatolia, and International Journal of Emerging Markets, among others. 
He has authored many book chapters published by renowned publishers such as Springer, Emerald, and 
Edward-Elgar. He won the best paper awards at the EIBA annual conference in 2017 (SME and interna-
tionalization track) and Vaasa Conference on International Business in 2019.

Farhad Uddin Ahmed  MBA., PhD., is a Lecturer of Strategy and International Business at Brunel Busi-
ness School, Brunel University London. His research interests lie at the intersection of Strategy, Entre-
preneurship and International Business. Particularly, his research focuses on the interplay between insti-
tutional and entrepreneurial factors, and firms’ early internationalization from emerging markets. Prior to 
his current affiliation, Farhad worked as a Lecturer in Management at Monash University, and completed 
Postdoctoral Research Fellowship from Dublin City University, and Swansea University respectively. He 
was invited to present papers at several internationally recognized Conferences and Colloquiums in the 
US, Canada, UK, Germany, Italy, Sweden and other locations. One of his research papers was nominated 
for the Best Paper Award in the Academy of Management Conference 2021 within Gender and Entre-
preneurship track, and another paper won the Best Paper Award in International Business Track at the 
British Academy of Management Conference 2022. In addition to conference proceedings, Farhad has 
published widely in several prestigious journals across disciplinary areas such as Asia Pacific Journal 
of Management, International Marketing Review, International Journal of Entrepreneurial Behaviour & 
Research, Critical Perspectives on International Business, Journal of International Entrepreneurship, and 
Asia-Pacific Journal of Business Administration. He is the recipient of Emerald Literati Awards 2020 for 
his research published in Asia-Pacific Journal of Business Administration. Moreover, he was invited to 
deliver guest lectures at the University of Dundee, LUT University Finland, and Amity International Uni-
versity, and has a track-record of reviewing papers for the International Small Business Journal, Journal 
of Business Research, Thunderbird International Business Review and Management Decision journals. 
Farhad is the Fellow of Commercial Education Society of Australia.

Dr. Mahabubur Rahman  is an associate professor of Marketing at the Rennes School of Business in 
France. His current research focus is on the nexus between marketing strategy and firm performance. He 
has published in leading journals, such as the British Journal of Management, the Journal of Business 
Research, Industrial Marketing Management, Journal of Advertising Research, International Marketing 

https://www.cgdev.org/blog/bangladesh-growth-miracle-or-mirage
https://www.cgdev.org/blog/bangladesh-growth-miracle-or-mirage


1300	 A. R. Faroque et al.

Review, and Journal of Brand Management, among others. One of his papers won the best paper award 
from the Journal of Advertising Research in 2017. He has academic and industry experience in France, 
Sweden, Ireland, Vietnam, and Bangladesh. He also taught as a visiting professor in Sri Lanka, Singa-
pore, and Morocco.

Mohammad Osman Gani  is a doctoral student at the Graduate School of Humanities and Social Sci-
ences, Hiroshima University, Japan. He has completed his MSc in Development Science from the Gradu-
ate School for International Development and Cooperation, Hiroshima University. He has completed his 
MBA and BBA degrees from the University of Dhaka. Moreover, he has been working as an Assistant 
Professor at the Bangladesh University of Professionals (BUP) in Dhaka, Bangladesh. His research inter-
ests are entrepreneurship, strategy, international business, consumer behavior, IoT, tourism, sustainability, 
supply chain management, etc. He has published a couple of journal articles, specifically in the Journal 
of Business and Industrial Marketing, Journal of Human Resources in Hospitality & Tourism, Journal of 
Foodservice Business Research, Journal for International Business and Entrepreneurship Development 
(JIBED), Asian Journal of Economics and Banking, International Journal of Business Information Sys-
tems, International Journal of Business and Society (IJBS), The Bottom Line, Benchmarking: An Inter-
national Journal, Journal of Global Operations and Strategic Sourcing, International Journal of Spa and 
Wellness (RSPA) etc. Apart from all these, he has published some book chapters in different outlets like- 
Edward Elgar, IGI, and Emerald.

Dr. Sina Mortazavi  is a post-doctoral researcher at LUT University, School of Business and Management 
in Lappeenranta, Finland. His research area evolves around sustainability, social innovation, inclusive 
innovation and emerging markets. He received his doctoral degree from LUT University in Lappeenranta, 
Finland on 2021. His doctoral dissertation was conducted on the topic of inclusive innovation in the con-
text of developing countries. He has several years of research experience in both Sweden (Linnaeus Uni-
versity) and Finland (LUT University). He has published articles in outlets such as Journal of Business 
Research, Springer, Palgrave and various international conferences.

Authors and Affiliations

Anisur R. Faroque1 · Farhad Uddin Ahmed2   · Mahabubur Rahman3 · 
Mohammad Osman Gani4,5 · Sina Mortazavi1

	 Anisur R. Faroque 
	 Anisur.Faroque@lut.fi

	 Mahabubur Rahman 
	 mahabubur.rahman@rennes-sb.com

	 Mohammad Osman Gani 
	 osman@bup.bd

	 Sina Mortazavi 
	 sina.mortazavi@lut.fi

1	 LUT University, School of Business and Management (LBM), Yliopistonkatu 34, 
53850 Lappeenranta, Finland

2	 Brunel Business School, Brunel University London, Kingston Lane, Middlesex UB8 3PH, UK
3	 Department of Marketing, Rennes School of Business, Rennes, France
4	 Department of Marketing, Faculty of Business Studies, Bangladesh University of Professionals, 

Dhaka, Bangladesh
5	 Graduate School of Humanities and Social Sciences, Hiroshima University, Hiroshima, Japan

http://orcid.org/0000-0002-0993-3718

	Exploring the individual and joint effects of founders’ and managers’ experiential knowledge on international opportunity identification
	Abstract
	Introduction
	Theoretical framework
	Development of the hypotheses
	Prior experience and international opportunity identification
	Foreign market knowledge and international opportunity identification
	Joint effects of founder’s prior experience and managers’ foreign market knowledge

	Methodology
	Sample and data collection
	Measures
	Reliability and validity

	Results
	Discussion
	Theoretical contributions
	Managerial implications
	Limitations and future research avenues

	Conclusion
	References




