
Knocking down barriers in International markets 

Operating in international markets presents two types of difficulties: foreigness (being foreign) 

and outsidership (lack of knowledge about the target market). It is of fundamental importance 

that companies have skills for which they stand out on those markets and allow them to 

overcome these obstacles.  

Prior to internationalization, substantial preparatory work that includes knowledge of the 

markets, potential partners and operating conditions must be done. This is a process of extreme 

importance on the internationalization of any company, as the development of businesses 

abroad strengthens the soundness on international processes, result of the constant learning 

process and the deepening of knowledge in various contexts. 

Therefore, internationalization is closely related to experiential learning of the negotiating 

conditions on each market and its legal and cultural idiosyncrasies. The risk, behaviors and 

examples assessment of those that have already undertaken this journey is vital for any 

company that intends to go international. The correct preparation on the skills plan and 

gathering of information about the markets makes up a vital factor between the success and 

failure of an internationalization plan. For many small and medium companies, the distance 

keeps on being a major obstacle (¾ of SMEs from the European Union are focused on markets 

from another member states). Based on this premise one can look at the internationalization 

process through four perspectives: the evolution of the companies’ activity positioning; 

networking development; foreign investment growth; expansion of the international resources 

that the company controls and from its competence base. 

In the Portuguese case there are two main internationalization focuses: a geographic one (Spain 

considers itself as the main exporting destiny); another regarding the linguistic and cultural 

proximity with Portuguese-speaking countries (Brazil and Angola for instance). Sometimes the 

perception of proximity is somehow misleading, as it happens on the Portugal-Brazil case, 

leading to a lack of care on the preparation of the internationalization process. This eventually 

ends up on failures - what can be translated into “paradox of the psychic distance”. It’s up to the 

companies to gather the correct human and technical resources that allow them to mitigate 

such conditions, in order to achieve success. 


