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Total early-stage Entrepreneurial Activity 
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Main indicators EU SMEs

Micro Small Med. SMEs Large

Nr 
enter-
prises

91.8% 6.9% 1.1% 99.8% 0.2%

Employ
-ment

30% 21% 17% 67% 33%

Size 2 19 100 4 1006

Value 
added

21% 19% 18% 58% 42%



% Internationalised SMEs
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Modes of Internationalisation

Active
Plans to start
(of those not active)

Imports 29 % 3 %

Exports 25 % 4 %

DFI 2 % 3 %

Technical Coop. 7 % 3 %

Is subcontractor 
to foreign firm

7 % 3 %

Has foreign 
subcontractor

7 % 3 %



Size class effects:
by size of enterprise
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Size class effects:
by size of country
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Classification Member States: 

small (< 100 000 enterprises; medium 100 000 – 1 00 000; large > 1 000 000).
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Export and Import markets



Internationalisation and 
innovation

Active Not active

Introduces new 
products/services 
for their sector 
and country

26% 8%

Introduces 
products/services 
only new for their 
enterprise

21% 11%

None 52% 79%



Correlation with performance.
Average employment growth 
2007 – 2008

Yes No

Exporting 7 % 3 %

Importing 8 % 2%

Im- & 
exporting

10 % 3 %

Investing 
abroad

16 % 4 %



Internal Barriers for 
Internationalisation
(scale 1 to 5 very important)

2.0 2.2 2.4 2.6 2.8 3.0 3.2

Price of firm's products

High cost of internalisation

Quality of firm's products

Qualified personnel

Specifications of firm's

products

Language

Other barriers

Micro Small Medium



External Barriers for 
Internationalisation
(scale 1 to 5 very important)
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0% 10% 20% 30% 40% 50% 60%

Lack of capital

Lack of adequate public support

Lack of adequate information

Costs or difficult paper work for transport

Other laws and regulations in foreign countries

Tarrifs or other trade barriers in foreign market

Cultural differences (incl. business culture)

Tarrifs or other trade barriers in home country

Other external barries

No external barriers

Important on EU-EEA markets Important on non EU-EEA markets



Aware of support?

By size:

micro 15 %

small 20 %

medium 28 %

By status:

Not international active 10%

Only plans 20%

International active 23%



Use of Public Support

2006 – 2009

(only those internationalised and 

aware)

Type of support
Micro Small Medium 

Financial 
support

8 % 12 % 21 %

Other Public 
support

6 % 9 % 10 %

Not using 
any support

87 % 81 % 69 %



Combining:
Awareness and Use

Aware some 20% of SMEs

Using some 14% of those aware

-------------------------------------------

Using some 3% of all SMEs only



Effect of Support

Would not have started 11 %

Started earlier 19 %

More international business 35 %

Welcomed, but only 
facilitated operations

37 %

Better insight in possibilities 
on foreign markets

27 %

Other effect 27 %

No effect at all 7 %

Do not know / no answer 3 %



Recommendations made

R1 Awareness campaigns of support 
measures available

R2 Improve access for micro and small 
enterprises

R3 Combine innovation and 
internationalisation support

R4 Not only Export also Import

R5 E-commerce can lower barriers further

R6 More efficiency in collecting market 
information – integrate back offices of 
ETPOs  different Member States



Opportunities for 
internationalisation of SMEs 
outside EU

http://ec.europa.eu/enterprise/policies
/sme/market-access/enterprise-
europe-network/intern_event_en.htm



Percentage of Internationalised EU 

SMEs with some activity with 

regard to the 7 key Target Markets

190% 5% 10% 15%

Russia

China

Ukraine

Japan

Brazil

India

South Korea
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Increasing Importance 7 

Key Target Markets

€ 461 

55%
€ 238 

28%

€ 147 

17%

€ 3 

0%

7 key target markets Other target markets

USA Rest of the world

€ 355 

26%

€ 12 

1%

€ 242 

18%

€ 739 

55%

2000 2010 



Main Barriers Target Markets

21

0% 5% 10% 15% 20% 25%

Foreign languages

Transport costs

Lack of market info

Bureaucracy

Other business culture

Lack of financing

Other laws & regulations

Payment risks

China Average 7 key markets21
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Easy to get overview of support Support measures easy accessible

Agree Neutral Disagree

Need for more 

Information Campaigns!



Effect of Using Support 

Overall
7 key 

markets

Would not have started 
without support 12% 24%

Started earlier because of 
support 9% 10%

More international business  
because of support 36% 38%

No immediate effect 41% 24%

Total 100% 100%



Expected Effect of 
Support
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Assistance with identifying partners

Information on market opportunities

Information on rules and regulations

Business cooperation & networking

One-to-one meetings with partners

Exhibiting in international trade fairs

Business or professional advice

Russia Average 7 key target markets24



Usefulness of Support for Business 

Extra EU, Specific Programmes
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% 10% 20% 30% 40% 50% 60% 70% 80% 90%

ETP EU

Passport PL

COPEL LU

Pres. Progr NL

Enterprise MT

Loans FI+ES

Gateway KP

Export Credits DE+SE

Gateway JP

FIT+AWEX BE

Useful Very useful



Would not have Started 
without this Support

26% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Gateway KR

Loans FI + ES

Gateway JP

Enterprise MT

 ETP EU

Export credit DE+SE

FIT + AWEX BE

Passport PL

Pres. Progr. NL

COPEL LU
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Awareness and use of 
support by 
internationalised SMEs

27

Not being aware

73%

Only using non-

financial support

3%

Only using 

financial support

3% Using both types 

of support

1%

Being aware but 

not using

20%
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Effect of Using Support 

Overall
7 key 

markets

Would not have started 
without support 12% 24%

Started earlier because of 
support 9% 10%

More international business  
because of support

36% 38%

No immediate effect 41% 24%

Total 100% 100%



Major Findings

Growing significance of target markets

Large number of national support measures

60% of the users are satisfied with the support received

Support focused on target markets is relatively effective

Awareness low: 7% of internationalised SMEs use support

Access & proximity to SMEs is important

Need for better coordination rather than new services


