
   
 

 

 

Abstract 

Today, all organizations must shift their business orientation to be able to understand and meet customers' 
needs faster than their rivals and pioneering them, in a highly competitive environment. In this area, the 
entrepreneurial orientation, internationalization and competitive strategies by understanding customer demands 
and focusing on business benefits, can Guarantee the performance improvement and the survival of these 
organizations. Therefore, the present study seeks to assess the impact of international entrepreneurship 
orientation on the international performance of small and medium enterprises, considering the mediator role of 
competitive strategy and international marketing orientation. In this research, descriptive-survey method has 
been used. A questionnaire consisting of 65 items was used to collect data. The statistical population of this 
study was all managers and employees of small and medium enterprises in Bushehr Province. Sampling 
method is simple random sampling method. To analyze the data, structural equation modeling with partial 
squares approach was used with the help of Smart PLS3 software. The results of this research show that the 
international entrepreneurship orientation has a positive and significant effect on the international performance 
of small and medium enterprises. The results also confirm the mediator role of the competitive strategy and the 
international market orientation in the relationship between the international entrepreneurial orientation and the 
international performance of small and medium enterprises. 

Keywords: small and medium enterprises, entrepreneurial orientation, internationalization, competitive 
strategy, international market orientation.  

 
1. Introduction 

In recent years, the role of small and medium-sized enterprises in developed countries, as well as developing 
countries have become very important. Therefore, these companies are considered as one of the important 
factors of economic growth in all countries. In the last two decades, with the advent of new technologies in 
production and communications, there have been changes in industrial capabilities, production methods, 
distribution and organizational structure of enterprises, as well as the quality of higher education in the field of 
human capital, which has generally increased the importance of small and medium businesses. Hence, the main 
suppliers of new employment are the cradle of transformational and proactive in the invention of new 
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technologies. In the same direction, providing the best performance has become the main concern of company 
managers today. so that, many Firms, in order to maintain and even improve levels of competitiveness, seek to 
expand their activities beyond regional borders (Sapienza & et al, 2006). thereby significantly reduces their 
dependence on local and national market (Ciravegna & et al, 2014). The movement of small and medium-sized 
enterprises to international markets is one of the necessities and also one of the factors of economic growth and 
development of developing countries (Ghahremani, Mahmoudi & Sepehri, 2014). Internationalization is the 
result of the preparation of grounds for the change. In fact, the growth of companies will provide grounds for 
them to move towards Internationalization, to the extent that growth and internationalization have become two 
intertwined words (Hernandez & et al, 2016). International processes facilitate the passage of trade barriers and 
along with developments in the global value chains, develops a large number of jobs at the international level 
(Covin & Miller, 2014). Internationalization is an activity that takes place at the company level and during which 
the company increases its participation in foreign markets. These activities are usually influenced by phenomena 
such as increasing market potential, ease of access to global markets, the intensity of competition, and shortening 
the interval between the internationalization of markets. Given these conditions and issues such as the global 
acceptance of the open economy approach, shrinking the body of government, privatization, and more 
specialized work, companies need to offer newer products and sell them in pristine markets to survive and grow. 
Increasing competitive pressure, declining direct aid, and government support are particularly prevalent in 
developing countries, which doubles the need for internationalization of small and medium-sized enterprises 
(Laufs, 2015). In this regard, creating a sustainable competitive advantage and superior performance has forced 
companies to adopt strategies to face this competition. the research shows that the main concern of international 
companies is to improve international performance, including effective factors on international performance, 
international entrepreneurial orientation, market orientation, and international marketing strategies (Wu. C. W, 
2011). Companies can use it as a way to succeed and improve performance by emphasizing market orientation 
and entrepreneurial behavior. In companies that follow these philosophies, their managers will make the most of 
customer and competitor information in their decision-making process and will seek customer satisfaction 
(Hosseini-Moqaddam & et al, 2014). The international market orientation gives entrepreneurs more advantages 
than their competitors, thus improve their competitive position in international markets (Blesa & et al, 2008). On 
the other hand, entrepreneurial orientation is the organization's willingness to allocate resources to empower the 
organization, to create new products, innovate existing products and improve the level of production compared 
to competitors for opportunities in the market (Hernandez & et al, 2016). And the orientations reflect the 
organizational culture of firms, the beliefs, and values that lead the organization (knight, 2000). In this regard, 
the international entrepreneurial orientation, which is an emerging field of research, tries to analyze innovative, 
risky, and proactive behaviors from companies with international activity (Kropp & et al, 2006). On the other 
hand, competitive strategies can clearly affect firm performance by creating a competitive advantage. According 
to Porter, to have a medium to high performance, firms need to create competitive advantage through adopting 
one of the three types of cost leadership strategy, differentiation, and concentration (Hernandez & et al, 2016). 
The results of Zhang's study (2012) on the evaluation of small and medium - sized enterprises in China show a 
positive impact on the entrepreneurial orientation on business performance. Other evidence suggests that being 
an entrepreneur leads to better performance. In the case of international entrepreneurial orientation, many 
authors have investigated the impact of entrepreneurial orientation on the international performance of firms, and 
almost all argue that entrepreneurial orientation affects international performance (Balabanis & Katsikea, 2004; 
Etchebarne & et al, 2010). Other research also shows that the influence of global emerging companies is a 
combination of market orientation and differentiation strategies that allow them to succeed in international 
markets (Ghahremani, Mahmoudi & Sepehri, 2014). Other research also shows the positive impact of 
competitive strategy on international performance (Brush & et al, 2015; Cavusgil & Knight, 2015). Therefore, 
given the above and considering that there are no guaranteed market entry methods for international markets, 
this study seeks to clarify the descriptive power of the international entrepreneurial approach for the analysis of 
the internationalization process and its impact on the firm from a different and dynamic perspective. On the other 
hand, considering the important contribution that small and medium-sized enterprises can have in the GDP 
sector, improving the business environment and job creation, as well as the importance of international 
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entrepreneurial orientation for the survival of small and medium-sized enterprises and the Increasing competitive 
advantage and their performance, the purpose of this study is to investigate the effect of international 
entrepreneurial orientation on the international performance of small and medium enterprises with an emphasis 
on the mediating role of competitive strategies and international market orientation.  

 
2. Theoretical and empirical background 
2.1. Small and medium enterprises  

The literature on small and medium-sized enterprises is very extensive Although small and medium-sized 
enterprises in the world have many similarities, it is not possible to provide a single definition for everyone, and 
each country has defined it according to its own circumstances (Wales & et al, 2011). Small and medium-sized 
businesses are usually named by attributes, so economists tend to categorize these businesses into categories 
based on some quantifiable metrics. The most common criterion for distinguishing between small and medium-
sized businesses is the number of employees (Bruhn & et al, 2018). The importance of small and medium-sized 
businesses is well known for its significant contribution to achieving various economic and social goals such as 
further employment growth, export promotion, and entrepreneurship promotion (Nabiswa & Mukwa, 2017). The 
role of small and medium-sized enterprises in any society is undoubtedly important, for example, in Portugal, 
about 98 % of the industrial fabric is composed of SMEs. In Zimbabwe, the SME sector accounts for more than 
60% of the country's GDP, employing about 5.8 million people, and in South Korea, the SME sector accounts 
for more than 52% of GDP and employs 12.6 million people (Matamanda & Chidoko, 2017). In Iran, according 
to the report of the Small Industries and Industrial Park Organization, they constitute about 92% of economic 
enterprises (with less than 50 employees). Given that small and medium enterprises are an important part of the 
economic firms of countries. Most of these companies still produce goods and services in a local and traditional 
way. Therefore, with the explanations and the role of these companies in the economies of countries, this study 
studies small and medium enterprises.  

 
2.2. International entrepreneurial orientation 

Entrepreneurship can be defined as the characteristic of managers and owners of individual businesses in 
which the entrepreneur confronts environmental uncertainty by developing innovative reactions. One of the 
important perspectives that link the entrepreneurial process to the strategies of the organization is the orientation 
towards entrepreneurship. Entrepreneurship orientation as the main concept has been discussed in both strategic 
management literature and entrepreneurship literature (Hernandez & et al, 2016). The entrepreneurial orientation 
as a structure and measurement tool, with the growth of the field of entrepreneurship as a scientific and academic 
discipline, gained significant speed and momentum in the late 1970s and has continued to this day (Morris & et 
al, 2011). Which identifies a set of strategic processes that help the company achieve a competitive advantage. 
International entrepreneurial orientation is an emerging research area that seeks to analyze the international 
activity of companies with innovative, risky, and proactive behaviors (Kropp & et al, 2006). Covin & Miller 
(2014) discuss the two concepts of international entrepreneurial orientation, on one hand, using traditional scales 
on the international context and the other, as a subset of the entrepreneurial orientation. This study examines the 
entrepreneurial orientation according to the scale that Miller (1983); organizations that have entrepreneurial 
orientation have characteristics such as innovation in market and product, risky and proactivity. Innovation 
involves an interest in ideas, new experiences, and creative processes that may result in the development and 
creation of new products / services or new technologies (Esmaeilpour & Aram, 2020). Risk-taking refers to 
supporting projects despite the possibility of failure.  Proactivity increases the advantages of being the first from 
differentiation. The results of the previous studies show a positive influence between entrepreneurial orientation 
and performance (Covin & selvin,1989; Wiklund & shepherd,2003). Entrepreneurial orientation is therefore a 
valuable indicator of business success and explains why companies are becoming international as a dynamic and 
different approach (Krauss & et al, 2005; Freeman & Cavusgil, 2007; Sundqvist & et al 2012). In a study by 
Frank et al (2010) In the Australian electronics industry, the entrepreneurial orientation showed a positive 
relationship with a business performance by emphasizing the three main elements of innovation, proactivity, and 
risk-taking. also, the survey of small and medium-sized enterprises in northeast China in 2012 found that 
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entrepreneurial orientation had a positive effect on their business performance (Zhang, 2012). Other evidence 
also shows that being an entrepreneur leads to better performance (Hughes & Morgan, 2007; Slotwinski, 2010). 
Within International Entrepreneurial Orientation, many authors have examined the impact of entrepreneurial 
orientation on the international performance of companies, and almost all of them state that international 
performance can be influenced by entrepreneurial orientation (Balabanis & Katsikea, 2004; Etchebarne & et al, 
2010). Therefore, this study proposes the first hypothesis as follows:  
Hypothesis 1: International entrepreneurial orientation positively affects the international performance of 
SMEs. 
 
2.3. Competitive strategies  

The concept of strategy has been used in business studies since 1960, and despite its widespread acceptance, 
it is still a vague and specific concept in management. The definition of the concept of strategy varies from 
researcher to researcher, But the essence of many definitions is the concept of strategy: A plan to achieve the 
long-term goals of the organization that aligns the organization's resources with environmental change 
(Hakansson & Snehota, 1989). The competitive strategy clearly affects firm performance by creating a 
competitive advantage. According to Porter, firms need to build a competitive advantage through adopting one 
of the three types of cost leadership strategy, differentiation, and concentration. firms that have chosen a cost 
leadership strategy will be able to increase their market share by controlling processes and creating lower costs 
than their competitors. On the other hand, firms that use the differentiation strategy can have a competitive 
advantage by providing products and services with unique quality and the attention and desire of customers. In 
applying the third strategy, the strategy of focusing on a particular type of product, firms try to focus on specific 
segments of the market or specific groups of buyers. firms want to achieve this goal by leading costs or 
differentiating products and restricting the market (Hernandez & et al, 2016). The research literature offers 
various frameworks to classify competitive strategy. Dess et al (1997) and Baum, Locke, and Smith (2001) use 
Porter's classification to analyze the influence of competitive strategy on the relationship between 
entrepreneurial orientation and performance. However, Miles et al (1978) differentiates between four strategic 
patterns: 1) prospective strategy; 2) defensive strategy; 3) analyzer strategy; and 4) reactive strategy. Lumpkin 
and Dess (1996) use these patterns to analyze the influence of the mediating role of competitive strategy on the 
relationship between entrepreneurial orientation and performance (Abdullah & et al, 2009). This study 
investigates the competitive strategy as a combination of cost leadership, differentiation, and concentration. 
Many studies show the relationship between competitive strategy and the results of Porter's view (Allen & 
Helms, 2006; Leask & Parker, 2007). Other research also shows the positive impact of competitive strategy on 
the performance of small and medium enterprises (Brush et al, 2002; Cavusgil & Knight, 2015). Therefore, 
based on the existing theories and literature, in this study, the following hypotheses can be proposed:  
Hypothesis 2: International entrepreneurial orientation positively affects the competitive strategy of SMEs. 
Hypothesis 3: Competitive strategy positively affects the international performance of SMEs.  
 
2.4. International market orientation  

Market orientation has been one of the key concepts in the strategy and marketing literature in the last two 
decades (Hagen et al, 2017). Market orientation is the degree to which an organization understands the needs of 
its customers and turns this information into a tool throughout the organization to forecast the future and meet 
the needs of customers (Hosseini-Moqaddam et al, 2014). In the last two decades, there have been two 
fundamental theoretical approaches to defining and evaluating market orientation, on the one hand, the cultural 
perspective that defines market orientation as organizational culture. In the last two decades, there have been two 
fundamental theoretical approaches to defining and evaluating market orientation, on the one hand, the cultural 
approach that defines market orientation as organizational culture. This approach creates the necessary behaviors 
needed to create superior value for buyers and thus continuous superior performance for the business. In 
consonance with this approach, the authors suggest three different features: Customer Orientation, Competitor 
Orientation, and Inter-functional Coordination. On the other hand, it presents the perspective of market 
orientation as an information-based process and has three characteristics or dimensions: Market Intelligence, 
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based on present and future needs of customers; the process of Dissemination of Information generated within 
the organization; and Response to the Market (Acosta, & et al, 2018). Most empirical studies confirm a positive 
relationship between market orientation and different entrepreneurial practices (Chandra Balodi, 2014; 
Laukkanen et al, 2013). In particular, Kirca et al. (2005) conduct a meta-analysis of previous articles in this 
matter and observed that market Orientation positively affect various variables related to firm performance, such 
as sales, market shares, business evolution, perceived quality, and public satisfaction. One of the main works in 
this field, Research by Cadogan et al (2003) confirms that company behaviors oriented in the market have a 
positive effect on their international performance. Likewise, Other studies show that international market 
orientation has a positive effect on product performance in export markets, and favorably contributes to the 
strategic performance of exporting companies (Chung, 2012; Boso et al, 2013; Escandón-Barbosa et al, 2016). In 
this study, we will investigate the role of market orientation based on dimensions: Customer Orientation, 
Competitor Orientation, and Inter-functional Coordination. In this regard, based on the above topics, the fourth 
and fifth hypotheses of the research are proposed as follows:  
Hypothesis 4: International entrepreneurial orientation positively affects international market orientation.  
Hypothesis 5: International market orientation positively affects the international performance of SMEs.  

 
2.5. Research conceptual model  

According to the theoretical foundations and the identification of the main variables of the research and also 
based on the proposed hypotheses, the proposed conceptual model of the research has been designed and 
formulated as follows (Figure 1). 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 1. The proposed research conceptual model  
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3. Research methodology 
3.1. Method, instrument and data 

The present study is an applied research in terms of purpose and is descriptive-survey in terms of data 
collection method. This study describes the variables in the statistical population and provides applied 
knowledge about the quality of the relationship and the effectiveness of four variables: international 
entrepreneurial orientation, international performance of small and medium businesses, competitive strategy and 
international market orientation. The statistical population of the research is all managers and employees of 
small and medium businesses in Bushehr province in southern Iran (including Bushehr city, Tangestan city and 
Dashtestan city), whose number was 350 people. Given that the statistical population wasn't very large and its 
members have the same characteristics, it can be said that it is homogeneous, and therefore, a simple random 
sampling method was used. Due to the limited population size, Cochran's formula was used to determine the 
sample size, which obtained a sample size of 183 people, which was collected in a total of 185 samples (95% 
confidence level). In the following table (Table 1), the demographic characteristics of the statistical sample are 
analyzed and the findings are summarized. 

 
Table 1. Demographic characteristics of the research participants 

Variable Level Frequency percentage 

Gender 
Male  

Female 
74.9 
25.1 

Education 

Diploma  
Associate Degree 

BSc 
MSC and higher 

41 
9.8 

40.4 
8.8 

Number of employees 

1-5 
6-10 

11-15 
More than 15 

9.8 
11.5 
66.1 
12.6 

 
A standard questionnaire was used to collect data. The questionnaire used in this research has been designed 

by considering the components used in the research and the questionnaires conducted by prominent researchers 
in this field. In the first part of the questionnaire, demographic questions are raised. Also, in the second part of 
the questionnaire, questions are provided to measure the research variables. The data related to the variables had 
a ranking scale and was measured in a range of five Likert options. The total number of questions in the 
questionnaire for measuring research structures are 65 items, which includes international entrepreneurial 
orientation by 15 items (innovation, proactivity, risk-taking), 20 items for competitive strategy (cost leadership 
strategy, marketing differentiation, innovation differentiation, and service differentiation), 15 items for 
international performance (export intensity, perceived satisfaction, and export performance), and international 
market orientation by 15 items (customer orientation, competitor orientation and cross functional coordination). 
Therefore, according to the data collected in this study, SPSS25 software and structural equation modeling with 
SMARTPLS3 were used to analyze the data. 

 
3.2. Validity and reliability 

To measure the reliability of the questionnaire, two methods of Cronbach's alpha coefficient and combined 
alpha coefficient were used, the results of which are presented in Table 2. 
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Table 2. Research variables with reliability, validity, and sources for extracting research items 

Comparison CR  
and AVE 

rho-a AVE 
Common 
reliability 
coefficient 

CR 
Cronbach's 

alpha 
coefficient 

Variable type Variable  

CR > AVE 0.918 0.668 0.668 0.924 0.910 Exogenous 
International 
Entrepreneurial 
Orientation 

CR > AVE 0.900 0.510  0.510 0.913 0.897 Endogenous 
International market 
orientation 

CR > AVE 0.883 0.621 0.621 0.883 0.862 Endogenous 
Competitive strategy 
orientation  

CR > AVE 0.902 0.637 0.637 0.906 0.888 Endogenous 
International 
performance  

  
As the results of Table 1, in examining the construct validity of the research variables, the Average Variance 

Explained (AVE) for all variables is more than 0.5 which indicates that the research variables have good 
convergent validity. Regarding the reliability of the questionnaire, two methods of Cronbach's alpha and 
combined reliability coefficient (CR) were used. The same results show that Cronbach's alpha coefficient for all 
research variables is greater than 0.7. Also, the combined reliability coefficient for all variables is higher than 
0.7, which can be said that the reliability of the data collection tool is acceptable. 

  
4. Analysis and findings 

According to the fit of the structural model of the research, the rejection or confirmation of the distribution 
hypotheses using standard coefficients (path coefficients) and significance coefficients (T-value) have been 
investigated and reported. According to the software outputs, the value of all standard coefficients (path 
coefficients) is all positive, and also the significant coefficients (T-value) is higher than 1.96. Thus, all research 
hypotheses are significant at the 95% level. The mediating role of competitive strategy and international market 
orientation was also examined and approved. The condition of the model is also convenient and reliable.  

 
  

  
        

Figure 2. structural model of research in the form of standardized solutions  
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Figure 3. structural model of research in the form of significant coefficients  

 
Figures 2 and 3 show the general research model in the case of path coefficients and significant coefficients. 

This model tests all structural equations using t-statistic, according to which if t-statistic for paths is greater than 
1.96, the path coefficient and factor load are significant at 95% confidence level. According to the obtained 
results, path coefficients and significant coefficients in Figures 2 and 3 can be recognized that the international 
entrepreneurial orientation has a positive and significant effect on international performance. The results also 
show that the variables of competitive strategy and international market orientation have a positive and 
significant effect on international performance. On the other hand, a positive and significant relationship can be 
expressed between international entrepreneurial orientation and competitive strategy variables as well as 
international market orientation. Therefore, based on this, the mediating role of these two variables is reliable. 

 
4.1. Investigating the role of mediation 

Sobel test is the most common method of testing mediating coefficients. This framework was introduced by 
Michael Sobel in 1982. The Sobel test is used to examine the significance of the mediator variable in the 
relationship between the independent and dependent variables. That is, whether the effect of the independent 
variable on the dependent variable through the mediating variable is significant or not? Therefore, it is necessary 
to run the research model once without the presence of a mediator variable and again with the presence of a 
mediator variable in the software.  

In the present study, the model was implemented without the presence of a mediating variable. The value of 
T-Value in both triangles (first and second mediator analysis) is significant for the straight path. That is, 
competitive strategy and international market orientation have a mediating effect for the two variables of 
international entrepreneurial orientation and international performance (according to direct significance). On the 
other hand, in the Sobel test, a value of Z-Value is obtained through the following formula, which if this value is 
greater than 1.96 Hypothesis zero (stating that the mediating variable has no role between the relationship of 
independent and dependent variables) Is rejected and the mediating effect in this regard is significant. 
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In the above formula, the quantity a represents the regression coefficient of the relationship between the 
independent variable and the mediator; b Regression coefficient determines the relationship between mediator 
and dependent variable; Sa standard error determines the relationship between independent and mediator 
variables, Sb standard error determines the relationship between mediator and dependent variables. The results 
are reported in Table 3 below. 

 
Table 3. Sobel test results  

Variable  Z-Value  

Competitive strategy   2.23  

International market orientation   2.17  

 
As it turns out, the Z-Value for competitive strategy variables and international market trends is higher than 

1.96. Therefore, at the 95% confidence level, the mediating effect of the variables can be confirmed.  
 

Table 4. Results of data analysis on the significance of research paths and hypotheses 

Hypothesis  Independent variable  Dependent variable 
Standardized path 

coefficient (ᵝ) 
 

Test statistic 
(T) 

Significance 
level  

Result  

H1 
International 

entrepreneurship 
orientation  

International 
performance 

0.542  6.291 0.000 Confirmed 

H2 
International 

entrepreneurship 
orientation 

Competitive strategy 
orientation 

0.774  29.202 0.000 Confirmed 

H3 
Competitive strategy 

orientation 
International 
performance 

0.165  2.169 0.033 Confirmed 

H4 
International 

entrepreneurship 
orientation 

International market 
orientation  

0.864  46.180 0.000 Confirmed 

H5 
International market 

orientation  
International 
performance 

0.210  2.233 0.027 Confirmed 

 
4.2. Structural model fit indices 

One of the steps in analyzing structural equations is to examine the fit indices. These indicators seek to 
answer the question of whether the model represented by the data confirms the conceptual model of the research. 
The fit indices of the general model of structural equations of the research are reported below (Table 4). These 
indicators include: detection coefficient, t-statistic, general structural model fit index (GOF) and other indices. 
Regarding the GOF index (general structural model fit index), Wetzels & et al (2009) have introduced three 
values of 0.01, 0.25 and 0.36 as weak, medium and strong values for the overall model fit (GOF criterion). 
Another indicator of goodness of fit is the standardized residual mean square root index (SRMR), which is 
acceptable between 0 and 1 (Yin & et al, 2012). The Variance Inflation Factor (VIF) also evaluates the intensity 
of multiple alignments between variables. In fact, this index indicates how much of the change in the estimated 
coefficients has increased in line; The acceptable value for this index is less than 5.  
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Table 5. Fitting indices of standard structural equation model of research in PLs Algorithm mode 

 
Determination coefficient (R2)  

Competitive strategy  0.600 

International performance  0.757 

International market orientation 
0.746 

 

 
Adjusted determination coefficient  

Competitive strategy 0.598 

International performance 0.753 

International market orientation 
0.744 

 

 
Variance Inflation Factor (VIF) 

International entrepreneurship 
orientation 

4.26 

Competitive strategy 3.007 

International market orientation 4.73 

SRMS 0.1 

Total structural model fit index GOF= 0.653 

  
5. Conclusion and Suggestion 

This study seeks to investigate the effect of international entrepreneurial orientation on international 
performance by considering the mediating role of competitive strategy and international market orientation in 
small and medium enterprises in Bushehr province. In this regard, in examining the first hypothesis, as the 
results show; International entrepreneurial orientation has a positive and significant effect on international 
performance in the studied enterprises. The results show that the international entrepreneurial orientation plays 
an important role in the international performance of small and medium-sized enterprises, and the international 
performance of this type of enterprise is favorably influenced by the international entrepreneurial orientation. 
The positive relationship between international entrepreneurial orientation and international performance 
suggests that continuous pursuit of new opportunities ahead of the competition, the adoption of innovative ideas, 
and the willingness to take risky decisions in the international market are important elements that encourage 
businesses to increase performance abroad. As international performance increases, companies must develop 
international entrepreneurial activities. Because today, entrepreneurship is considered as one of the important 
economic drivers in many countries, so that many countries have opened a special account on entrepreneurial 
activities to grow the economy, and that any country with the start of an international exchange can use its 
resources to produce higher yield products. And companies can turn different opportunities into competitive 
advantage by adopting entrepreneurial behaviors. On the other hand, according to the determinants of 
international performance, the results indicate that the ability of small and medium-sized enterprise to establish 
and manage relationships with various partners in the markets in which they operate, are among the main 
influential factors. It depends on their performance in foreign markets. This view is consistent with the research 
of Wiklund & Shepherd (2003), Zhang (2012) and Acosta & et al (2018). Regarding the second hypothesis; The 
Impact of International Entrepreneurial orientation on Competitive Strategy as well as the Third Hypothesis; The 
effect of competitive strategy on international performance, which in fact explains the mediating role of 
competitive strategy. The results indicate the positive effect of international entrepreneurial orientation on 
competitive strategy and also the positive effect of competitive strategy on international performance. In this 
regard, by considering the dimensions of entrepreneurial orientation, we can understand the existence of this 
relationship; so that the company's innovation and proactivity can increase its differentation by offering new 
products that are valuable to customers. On the other hand, companies' risk-taking controls their processes and 
creates lower costs compared to their competitors, which will enable companies to improve their international 
performance and increase their market share. Organizations that emphasize the entrepreneurial process's 
organizational strategies are innovation, initiative and risk-taking. that these organizations are in the range of 
aggressive competitors. The emphasis of these organizations is on identifying opportunities, evaluating and 
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exploiting it, while passive organizations do not have such characteristics. International entrepreneurial 
development leads to the development of skills and knowledge as a source of international competitive 
advantage. And by focusing on potential knowledge, skills, and competencies, the company will be more 
successful in adapting to the new environment than companies that are more dependent on tangible resources. 
The results are consistent with the research of Allen & Helms (2006), Hughes & Morgan (2007), Rauch & et al 
(2009), Abdullah & et al (2009), Cavusgil & Knight (2015) and Hernandez & et al (2016). In relation to the third 
and fifth hypotheses that explain the mediating role of international market orientation, the results show the 
positive effect of international entrepreneurial orientation on international market orientation and also the 
positive effect of international market orientation on international performance. The international market 
increases performance both in the short and long term, and the international market orientation affects the 
international performance of companies, and this effect is such that companies with a long history in the 
international market, have been able to increase their advantages more and thus make more profit. Also, these 
companies have more sales and profit from the companies that have recently moved to the development of 
international marketing. Inter-functional coordination in international markets has a positive effect on a low-cost 
advantage; Customer orientation and competitor orientation also have a positive effect on the distinction 
advantage. In the principles of contemporary marketing, understanding the needs and wants of customers is the 
most important. In the meantime, companies can take steps by adopting innovative and proactive activities in 
order to meet these needs. And since the success of an organization in the long run depends on the organization's 
ability to provide valuable benefits to customers and do better than competitors, it seems that organizations can 
improve their performance by understanding the needs of customers and using this information ahead of 
competitors. In fact, market-oriented organizations can be expected to achieve a more sustainable competitive 
advantage and therefore perform better because of the importance of understanding the needs and wants of 
customers, being responsive to them, and paying attention to their competitors. This is also consistent with 
research of Cano & et al (2004), Kirca & et al (2005), Ellis (2006), Armario & et al (2008), Boso & et al (2013 
and Hagen & et al (2017).  

The results of this study provide interesting achievements for entrepreneurs and foreign trade managers as 
well as for managing the internationalization of small and medium enterprises. From the perspective of owners 
and managers, this shows the importance of producing a management philosophy and culture within the 
company, oriented towards international entrepreneurship. Accordingly, promoting proactive, risk-taking, and 
innovation in the company is essential and encourages managers and professionals to actively consider new 
business opportunities, taking into account reasonable risks. considering that entrepreneurial orientation 
positively affects the international and medium-sized enterprise's performance. it is proposed to provide space 
for employees to create their ideas and creativity. by developing these ideas and creativity, the field of 
international entrepreneurship development will be provided. Companies should be able to create a flow of new 
products and processes, use more technology, and at the same time take steps towards their sustainability. 
regarding the impact of the positive effect of international entrepreneurial tendency on international market 
orientation and the positive effect of market orientation on international performance, managers must seek to 
obtain the satisfaction of customers and their main suppliers about products and services in international 
markets. Because according to modern(contemporary) marketing concepts, retention and customer loyalty is one 
of the most important indicators affecting the performance and survival of companies. Therefore, company 
managers should use innovation and risk-taking to create more valuable products to attract customer satisfaction 
and put take their customers' satisfaction at the forefront of their actions. 

Considering the positive and significant effect of applying competitive strategies on company performance, it 
is suggested that company managers should examine factors influencing the stabilization of a company's position 
in an industry where they are active, and general strategies for the competition are explained. The high 
profitability of an organization, in addition to having the right strategy, also depends on the industrial structure in 
which it operates. Depending on the field in which the firm operates and what product or service it offers, there 
are several factors that affect its performance, especially internationally. Therefore, recognition of the position of 
the organization towards other actors in an industry determines its profit, and an organization that can position 
itself in a suitable position concerning its competitors will gain a profit higher than the average of that industry. 
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the basic foundation for maintaining position among competitors is to sustain the firm's competitive advantage in 
the relevant industry.  
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