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Original Research Article

The pivotal roles of network statusin inter national strategies alliance
and assets creationof emer ging economies

---- Based on the case study of Chinese Huawei Company
Abstract:The motivation of enterprises from emerging ecomamiies in their
selection of international strategic alliance parsn while also considering market
location, international expansion, and technoldges@hanges. Social network theory
is adopted in this study to explore the influent@etwork status and creative assets
on how these enterprises select their partnersel@eterprises must select the central
position in the network and then consider closencstiral holes and rich creative
assets as their strategic alliance partners.
Keywor ds:Emergingeconomies;Strategicalliance;Network status; Creative
assets;Case study.
1. Introduction

How do enterprises from emerging economies gaifit from international joint
ventures? Although strategic motives and partnéecien criteria have become
popular research themes in the examination ofniateynal strategic alliances (ISAs),
only few studies have specifically investigated peespective of local partners (Hitt
et al., 2004; Luo, 2002; Yan & Gray, 1994), witke thim of providing a detailed
analysis of enterprises from emerging economieg ddntinuous global economic
integration has driven enterprises to expand easzborder mergers and acquisitions,
through which ISAs are established to develop riternational market.

However, ISA studies from developing countries hgien little consideration
to the strategic objectives of local firms and hawainly treated them as passive
partners (Li &Shenkar, 1996, 1997). This lack ohsideration presents a particular
weakness because the underlying motivations forft8fation can differ markedly
between local firms and their foreign partners (BPA®97; Demirbag,1995; Tallman,

1990;Yan,1994).Many studies on ISA partner selectimave investigated the
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perspective of western multinational enterprise®Bg) (Arino,1997;Geringer,1988;
Glaister,1997), but only few have specifically exaea the perspective of enterprises
from emerging economies (Hitt et al., 2004; LuoD20 Hitt et al. (2004) and Luo
(2002) contend that foreign and local partnerseditfemendously in their strategic
motivations and partner selection criteria for aalie formation. They find that
organizational background and competitive advantaegert different effects on
strategic alliance; hence, they encourage additimsearch on the perspective of
local partners (Hitt et al., 2004; Luo, 2002).

Yet though these theoretical views are helpfulfamding issues remain. First,
the empirical supportfor the existing theoreticaéws is limited.The empirical
findings have often been statisticallymodest (Hif.et al.,1992), and sometimes
theyhave conflicted with theory or with each otleg;Gupta&Govindarajan, 2000;
Tsai, 2000). Second,the existing theoretical viévesis on developmead firms,the
theoretical views of emerging economies is little,lt is important for emerging
economies to know how to choose partner.Third,ethierno empiricallygrounded,
theoretical account of the distinct actionsthat cexees take to create
effectiveinternational strategies alliance.

To solve these problems, we examine several aspkttie main topic, including
those stated below.

(1) We investigate the motivation of enterprisesesiablish ISAs. The strategic
motives of enterprises from both developed and gimgreconomies differ in many
areas. An ISA is a cross-country partnership amentgrprises, which aims to
achieve a specific strategic target. Strategi@madies can be formed through equity
sharing, mergers, joint ventures, research andla@vent (R&D) partnerships, joint
production, joint marketing and distribution, artier forms of non-equity (Durning,
1995). Coalition partners aim to achieve coopenatimong international enterprises
(Geringer, 1991). Previous studies have investij#tte key factors involved in the

selection of ISA partners, with earlier studiesusiog on the perspective of local
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partners (Hitt, 2005). However, empirical studiestbe partner selection process of
enterprises from emerging economies are relatifely, considering that these
enterprises are often investigated as extensiongstern MNEs (Hitt, 2005).

(2) We explore the relationship between the strategotives and the partner
selection criteria of enterprises from emerging neeoies, in accordance with a
specific strategic purpose. The aim is to deterrhim@ such enterprises select task- or
partner-related ISA partners.

(3) We investigate the enterprise network centatustand creative assets partner
selection criteria to explore whether enterpristvoek centricity and creative assets
can influence partner selection.

We use cases and data from MNEs in China, arguthiglybiggest emerging
economy in the world, to test our assumptions. @eeelopment of China can be
inferred from the data of its MNEs. Studies onltha partners of Chinese MNEs are
mainly conducted from the perspectives of orgarepatcontrol, ownership
arrangement, get-into strategy, and performandeente.

Studies on how Chinese enterprises establigts I&e relatively insufficient.
Studies on foreign investment and transnationastment mainly focus on Chinese
enterprises and their current partner selectioterzi In response to the lack of
related studies, the current study will investigéte actual situation of Chinese
enterprises through literature review, web reseaertd other empirical research
methods. We also analyze how Chinese enterpridestgdeir ISA partners. We
specifically investigate the international entesprpartner selection model of Huawei,
which is the most representative MNE in China, anthcluded among the Fortune
500 companies. We investigate the partnership ofwéi with 32 software and
terminal product firms by examining the social netks that exist among them, and
by analyzing the data from enterprises that tenchtmse ISA partners based on their
network center position and rich creative assets.

This article is arranged into several sectionsstFiwe introduce the theory
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backgroup,we explore the motives of enterprises thrdselection criteria to seek
strategic alliance partners. Second, we discussebearch methogdswe investigate
the partnerships of Huawei with foreign companresfa social network perspective,
with the aim of investigating how network locatiand creative assets influence its
selection of strategic partners. Thirdy¥e find that network center position, closer
structural roles, and rich creative assets of {preinterprises are the criteria used by
enterprises from emerging companies to select [&#nprs.
2. Theoretical backgroundup

The selection of ISA partners must be driven byrain motive. By establishing
such partnerships, enterprises can gain complemyemésources and additional
market knowledge. This venture also helps a compstogly the management
knowledge, technology, and new products of theirtnga firms to improve the
former’s competitive advantage.

Local and multinational enterprises have differgmnategic motives for selecting

ISA partners. The considerable heterogeneity in ithitutional environments,
resources, and asymmetric abilities may affect rttaivation of enterprises from
developed and developing countries to form ISAschSdifferences often lead to
formation of different partner selection criterigor example, enterprises from
developing countries consider technology exchaleggning management skills, and
access to the international market as their maateggic motivations (Beamish, 1987).
Such firms also choose strategic partners to ingtbeir technical abilities (Beamish,
1997), learning management experience (Pearsorl),188d profit (Shenkar, 1990)
as well as to earn foreign exchange through exp@&gyscontrast, enterprises from
developed countries consider access to the locakanainternational expansion
(Glaister, 1993), local government policy implensiun (Teagarden, 1991), and
access to cheap resources (Child, 1990) as theitegic motivations. From the
perspective of enterprise resource base theoryeHdl. (2004) find that a technical

(technological) gap exists between enterprises fremerging and developed
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countries, in which the former depends on thedattenhance their technical abilities.
Specifically, enterprises from emerging economigee attracted by the highly
advanced enterprises from overseas. By cooperafiithgthese advanced enterprises,
those from emerging economies can quickly learn keywtechnologies.

Enterprises from emerging economies also considearkenh location,

international expansion, and technological exchangs their motivations for
establishing ISAs. These enterprises select tasid partner-related partners
according to their strategic motives.
Based on the literature review, we find that theeegch on the ISAs of enterprises
from developed countries has attracted relativegtume transnational investments,
whereas the partner selection criteria of entegprisom emerging economies have
attracted limited research attention. Previousistuttave mostly employed a static
perspective to explore such alliance. Given itded#int development stages and
characteristics, alliance management is considethamic process.

Therefore, from the perspective of motivation, wgua that enterprises from
developed countries and emerging economies hafaratit strategic motivations and
partner selection criteria. Enterprises from enmeggéconomies also have different
motives for selecting task- and partner-relatedneas.

The continuous global economic integration has tedthe emergence of
international business strategic alliances. Then&dion of such alliances not only
presents the most common strategy for enterprsenter the international market,
they also provide opportunities to shared resousres acquire knowledge through
long-term cooperation. However, the formation eht&gic alliances has a very high
failure rate; thus, selecting the right partnemigey factor in the success of such
alliances. Choosing the appropriate ISA partneesgential in ensuring the success of
such alliances(Harrigan,1998). Having the rightesigbn criteria also helps
strengthen the skills and resources of the involeaterprises, thus affecting the

ability of such alliances to achieve their stratagpals (Geringer, 1991).
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Given that choosing ISA partners is a very difficotocess, which affects the
success of an alliance, several studies have igaéstl several ISA partner selection
criteria. Geringer (1988) classifies such criteido task-related selection and
partner-related selection criteria. The former nef® the success of an enterprise in
gaining competitive and strategic resources as &aglh securing the required skills
for establishing strategic consistency betweennpast The latter refers to how
partners collaborate effectively to achieve comesist cooperation among
organizations.

Johnson (1995) proposes five dimensions relatém¥o enterprises choose their
partners, namely, duration, frequency, link divigtssymmetry, and cooperation.
Seirra (1995) proposes the "3C" standard, namebmpatibility, Capability and
Commitment, for choosing strategic partners. Wakin (1995) analyzes the “4C”
framework for choosing ISA partners, in which partnfirms that provide
complementary skills and organization culture vatie another have the same goals
and commensurate levels of risk, allowing themealize their cooperation target.
However, Rackham (1996) finds that business reialigp cannot be used as the basis
of partner selection; instead, he proposes thewiallg conditions of partnership
options: creation of contribution potential, shaxedue, environment, and favorable
partnership with suppliers.

From the perspective of foreign enterprises, LU@O8) suggests that the desire
of Chinese enterprises to access the local maskeyre scarce or cheap resources,
and promote international expansion has driven themstablish strategic alliances
with foreign companies. The differences in theirtives have led to the formation of
different partner selection criteria. Luo (1998)ywes that variations in culture,
infrastructure, and government policies across t@sm have generated different
purposes for establishing strategic alliances. lhege a change in the external
environment of the partner selection criteria cklso @hange the purpose behind the

formation of strategic alliances.
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Li Dong (2006) argues that the selection criter@ laighly associated with the
task determined by the strategic motivation. Thek tyype related to the selection
criteria is usually specific to the alliance, wheseahe partnership type related to the
selection criteria is more inclined to the comprediee properties of the alliance.

3. Research methods

Given limited theory about how the pivotal rolesneftwork status in international
alliancestrategiesand assets creationof emergingoetes, we reliedon inductive
theory building using Chinese Huawei Company.Huaveeithe second largest
telecommunication equipment supplier, the thirdyést smartphone manufacturer,
and the leading supplier of information and comroation solutions in the
world.Huawei constantly promotes the internatiaration of its R&D department
and actively seeks ISA partners. However, its partselection criteria remain
unknown.

Given that Huawei primarily provides software, netkwand terminal products,
we select several enterprises that develop softamdeelated end products according
to the following criteria: (1) higher turnover, hidevel of technical production and a
strong capability to digest and absorb technold@y;a large number of creative
assets; and (3) a high proportion of corporateareseand development input. After
the screening process, we select the following @mgs: from the US, Motorol&
L2 hir), Microsoft (f#) , Dell (#/K) , Apple (GER) |, Utstarcom( UTHik ) |
Palm, IBM, Cisco(/&£l) and Alcatel-Lucent(fi /8 K45 BIi) ; from Germany,
Siemens(7H[]F) , Bosch({#1H) , SAP, Covey(E}4E) , 3S, Bit-side, Cekay £}
%) and Keller; from Japan, Toshib&x2) , Sony (%)) , Panasonid fa ) ,
Sharp (2 ) , Fujitsu ('Z +i8) and NEC; from South Korea, Samsuqg- &) ,
LG, NC and Tmaxcore; and from India, Sedléy#f|+; K /A #]), Infodys, HCLCHCL
FARATD |, MrDia (5@ IE4) , and Micromax.

Table 1 International strategic alliance of entisgcooperation network nodes



USA Germany Japan Korea India

MOTOROLA Siemens Toshiba | Samsung

C1 SeeleydfiflH A2 7D
(PBEFES $ir) (T (FZ) (=)
C2 |Microsoft (## | Boschitt) |SONY (%)) LG Infodys
Panasonic HCL
C3 Dell (/0 SAP NC
(FaFD (HCL AR AF]D

C4 Apple g | Covey (si4) [Sharp(E#) | Tmaxcore | MrDia (gl

UTstarcom Fujitsu

C5 3s Micromax
(UT Hrik 8 (& 8

C6 Palm Bit - side NEC

C7 IBM Cekay (i)

C8 Cisco (EEp KELLER

Alcatel-lucent
C9
BT R R BT

196 We use sociaketwolnetworkmodel to explore Huawei how the pivotal roles of
197 network status in international strategies alliaacel assets creation of emerging
198 economies.

199 | Huawei choose the partner,which depends oatitsgetistrategicmotive,the partner
200 | of international strategies alliance.To access he technology,Huawekheese

201 | Meterolachoose Motorol(EFE% $i7), Microsoft (%) , Dell (#/R) , Apple (3¢

202 | ) , UtstarcentyTStarcom (UTHfik #) , Palm, IBM, Cisco( & £}) and
203 | Alcatel-Lucent i /8 K45 B ) and another films who has great tecloogy skill. To

204 access to the international market,Hua wei chdosdilims who has good brand of its
205 local market,and the key location of network,to ioy@ Huawei’s profile to access to
206 international market.

207 Ucinet is used on the collected enterprise coojeratata. NetDraw is then used to

208 illustrate the enterprise cooperation network, \Wwhis presented in the following



209

210
211

212
213
214

215
216
217
218
219
220
221
222
223
224
225
226
227
228
229
230

figure.

Figure 1 International strategic alliance entegdsoperation network diagram

4, DataCollection
The links between nodes reflect the cooperativaticeiships among enterprises.

This study adopts the network retrieval method étednine the cooperation among
the enterprises within the networks. At preserd, [tk of systematic information or
data can result in massive workload. Given thatcth@peration among international
enterprises cannot be accurately reflected byssitatl data alone, the network
information retrieval method can be used to deteemihe cooperation among
enterprises. Information must be retrieved as muash possible to create a
comprehensive, accurate, and complete dataset.

We relied on two data sourcesearch engines and company websilég data
sources provides more accurate informationand ingwothe robustness of the
resulting theory. We compare two enterprises udhmg retrieved information to
determine whether a partnership exists between .tlH@moperation is established
between two enterprises if they have signed aneageat to cooperate with each
other. We obtain information on the cooperation axdhange of the 32 selected
enterprises by visiting their websites. We use mwlst as benchmarks for the
company selection process, in order to determieer¢tationship of one enterprise

with another. When two companies sigicooperation agreement or framework, the
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cooperation network relations between these comegarimarked as 1, if there is no

agreement, it is marked 0. Table 2 shows the 4%@rohtions collected in the data

search.
Table 2 international strategic alliance cooperasiocess list
Search engine Company web Other way Not retrieved | Total
Number| Rate Number | Rate | Number |Rate | Number | Rate
105 21.20% | 18 3.60% | 9 1.80% | 364 73.40%| 496

5. Data Analysis
5.1Degree centricity

Degree centricity reflects the importance of theeggrise in its embedded social
network. A higher level of degree centricity siged that an enterprise has high
reputation, credibility, and capability to use extd resources, enabling it to generate
more resources and information for its own advamtagccording to Tsai, an
enterprise located closer to the center of theabogtwork has a greater access to a
large number of other enterprises and to the l&testvledge of the industry, allowing
it to enhance the depth of its existing knowled§e&am and Elfeng argue that an
enterprise located at the core of the enterprisgpe@tion network has a higher
tendency to select strategic partners. In termafofmation superiority, an enterprise
positioned at the center of the network has theamathge of increasing its creative
assets. Therefore, enterprises from emerging ecesotend to be positioned at the
center of the network to establish an ISA. The éegrentricity of the selected firms
is analyzed below.

Table 3The degree centricity of the selected firms
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=2 3

Desr=es FMrmllesres Share
IEM 19, 000 51, 290 Q. Ded
Microsoft 15, 000 52, 065 O, 080
i=sco 17. oo 4. B39 0. 05T
S Aam=sare 17. Qo0 Sda. 2349 o, 057
To=shika 1&. 000 51. 613 0. 054
Aprle 1&. 000 51. 6132 0. 054
Soros 15, 000 42, 38T . 050
Fujitsu 14, 000 45, 161 0. 047
Siliemens 14, 000 45 161 Q. 04T
Del1l 13, 000 41 . 935 O, 044
hEC 1=Z. 000 41 . A5 0. o4
SAaF 1=, 000 41 . 9=5 S e = S
MOTOROL A 1=, 000 SE.T10 O, o040
Sharp 12, 000 228,710 0. o040
Parnasoni < 120 000 =8. 710 . a0
Falm 11. 0o 25,484 0. Q37
Alocatel —1lucent 10, 000 22, 2B=2 Q. 034
L& 10, OO0 S22, 258 . 034
Bo=ch T. Q00 22, 5581 0. =23
UTstarcom S. 000 16129 o, 017
HCL. 5. oog 16, 129 o, 017
Zonsens S. 000 9. BTT o, 010
Mr Dia S. 000 D BTT . 010
Celtans S. 000 9. ETT 0. 010
Infodss S. 000 Q. BTT Q. 010
o S. 000 D EBTT . 010
Sesel e S. 000 D, ETT 0. 010
Mi cromax =S, 000 D BTT O, 010
Tmaxcore =. 000 E. 45> o 007
EELLER 2. 000 B, 452 0. 00T
Bit—side 2. 000 5. 4532 Q. 007
252 =5 2. 000 B, 4532 O, ooT
253 Located at the center of the enterprise networkyl IB considered the most

254 important enterprise within the cooperation netwdigram. This is followed by
255  Microsoft, Apple and Cisco, which has a large nundfecreative assets similar to the
256 top 500 enterprises in the world. Meanwhile, HCthigologies, Infodys, and Keller
257 have the least number of creative assets and arsideved the least important
258 enterprises in the network. Therefore, when chap$8A partners, enterprises must
259 choose those firms with a high degree centricitg.(dBM, Microsoft, Apple, and
260 Cisco).

261 5.2 Closeness centricity

262 Closeness centricity determines the tightness stadice between each node
263 within the social network. A higher degree of closgs centricity indicates that a
264 node has the shortest distance to other nodeshahthe rest of the nodes are closely
265 positioned with one another. This measure alsotiiies the node located at the
266 center of the network.

267 Located at the center of the network, IBM has tlghdst closeness degree with
268 the other companies in the network, followed by fdsoft, Apple, and Cisco. HCL
269 Technologies, Infodys, and Keller have the leasbam of creative assets and have

270 the lowest closeness degree with other companiesrefore, when choosing ISA
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partners, enterprises must select those firms ahatlocated in the center of the
network (e.g., IBM, Microsoft, Apple, and Cisco).

Table 4 The closeness centricity of the selectaalsfi

1 2 3 4

infarness outFarness InCloseness outCloseness

IBM 47, 000 42, 000 GBR. 95T 64, BE3
Microsoft 49, 000 50, Q00 63, 265 B2, 000
Apple 50, Q00 54, 000 B2, 000 BT. 407
Toshiba 51. 000 BG. 000 G0, TE4 e T
Cisco B2, 000 B0, Q00 59, BlE B2, 000
Samsung B2, 000 53, 000 59, BlE hE. 491
DELL 53, 000 54, 000 hE. 491 BT. 407
Fujitsu 54, 000 55, Q00 5T. 407 56, 364
SAF 54, 000 54, 000 BT. 407 BT. 407
Sharp BE. Q00 54, 000 bG. 364 RZ. B4z
Siemens BR. Q00 BR. Q00 BB, 364 BB, 364
NEC BG. Q00 BG. Q00 B BET Bl BET
MOTOROL A BT. Q00 54, 000 54, 386 RZ. B4z
Sory 5T. 000 56, 000 54, 386 e L
Alcatel —lucent G0, 000 61, 000 El. BET B0, BZ0D
Falm 61, Q00 B0, 000 B0, BZ0D El. BET
Fanasonic 51, Q00 53, 000 B, BZ0D 49, 206
LG 53, 000 BT, 000 49, 206 46, Z649

HCL 4. 000 65, 000 48, 438 47. 692
Bosch BT, Q00 BT, 000 46, Z649 46, 2649
UTstarcom 70, 000 T1. 000 44, 286 43, BEZ
TZ. 000 TZ. 000 43, 056 43, 056

Covey T3. 000 T7. 000 42, 466 40, Z60
Micromax T4, 000 Th. Q00 41. 892 41. 333
Infodwvs TE. Q00 T3. 000 41. 333 42, 466
Cekay TT. 000 TT. 000 40, Z60 40, Z60
Mr Dia aZ. 000 a3, 000 33. 696 Barnon
Tmaxcore ak. 000 ak. 000 32. 632 32. 632
38 aT. 0o 100, 000 31. 959 31. 000
Seelew Q9. 000 QAT 000 o 31. 959
Bit—=side 101. 000 101. 000 30. 693 30. 693
EELLER 107, 000 TT. 000 28. 972 40, Z60

5.3 Betweenness centricity

This refers to the distance between a node ancceheer of the network. The
extent to which the other nodes are connectedanighanother is termed “mediation.”
A node located close to the network structural fiqlatermediary centricity) of an
enterprise generates a bridge (bridging) effecttha information dissemination
process. As shown in the figure below, a structhodé has a large number of “weak
links” or weak ties. The mediation degrees of Cisecw IBM are high, and the
location of these enterprises enables them to giyetheir information control as
well as to understand the technological status ajua future development of other
sectors in the market; in turn, this increases lWreadth of their information. As
mentioned earlier, diversifying information supeityy advantage, and control can
increase the creative assets of an enterpriseefinier an enterprise must position

itself at the center of the network to establisi@A. Such position allows it to access



288 a variety of market information, enhance its infatran control, and boost its creative

289 assets.

290 Table 5 Thebetweenness centricity of the seledtets f
Betweermess nBetweernmess
Cilsco 141, 403 15, 205
IEM 115, 103 12, 162
Toshikba 22 244 9. 489
Celias =23. 6549 2. 996
Dell T3, 197 T. 269
Infodir=s TO. 516 T. 582
Arprple GO, 156 . d68
Conrens 5T, S00 5. 1233
i [ L3 T30 S.TTT
Microsaoft S8, BEG 4. 155
Micromax 32, 253 3. dB=
Bo=sch 23513 2. 522
SAamsuns A ey 2. 49449
HZL. 19, 642 2SS
Fuoujit=u 1. 244 1. =211
SORY 16, 2532 1. 742
=1 emens 15, 957 S
Panasoni < 12, OF0 1. 295
MOTOROL A 10, 91= 1.174
3= 10, 471 1. 126
Seselen Q9. a=3 1. 062
HEC Q. B2T 1. 057
Bit—=ide Q. 3382 1. 0o4g
Mr Dia 9. 070 0. 975
FPalm 2. 0282 0. 2649
Tmaxzcore T. 664 0. 824
Sharpe g4, TZ249 0. 509
Alcatel —lucent S.B03 0. 3387
EELLER 1. 873 0. 201
T =starcom 1. 213 o, 19k
201 LG 1. 210 0. 195
292

293 6. The pivotal roles of network status in international alliance strategies and
294  assetscreation of emerging economies

295 In this work, we investigate the network centriciand creative assets of
296 enterprises from emerging economies and their IB#$ners through a case study.
297 An excellent network location attracts more socegpital for the enterprise, provides
298 quick access to resources, facilitates the rapilflectmn and dissemination of
299 information on market and technology, and enhatice<redibility of the individual
300 or organization.

301 The location of the “central” social network refigedts ability to control and use
302 its embedded resources. Network centricity hasetfwems, namely, degree centricity,
303 mediation centricity and closeness centricity. [@egeentricity reflects the embedded

304 importance of the enterprise in its social netwavkjle mediation centricity reflects
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the closeness of an enterprise in the social n&tieothe structure hole. It is also of
the main measures of the individual in the netwaeiveen two structural indexes.

An enterprise with a higher degree centricity haghér reputation, credibility,
and capability to use external resources. Degra&iciy can bring more resources
and information that are beneficial to the entegr{lbarra, 2011). The external
network takes a center position in the social nétywbere, a closer contact with an
increasing number of enterprises provides an orgdéion with more access to the
latest industry knowledge and enhances the deptheofatter’s existing knowledge
(Tsai, 2001). In other words, an enterprise thahse inclined to choose a strategic
partner is located in the core of the enterprisgpeoation network (Stam, 2008).

Known as strategic assets, creative assets ardofgedefrom natural resources.
These assets are tangible on the day they areedrdait may become invisible two
days after they are created. Creative assets imc¢hel inherent assets of people, the
ownership system, as well as the capability of mgions to accumulate knowledge,
skills, learning, and experience. In terms of infation superiority, an enterprise
located at the center of the network has a higheddncy to increase its creative
assets. Therefore, enterprises from emerging eciesot@and to place themselves at

the center of the enterprise network to establisIS&. This summary suggests:

Proposition l1a:A central position in the enterprise network affettte ability of an
enterprise to accumulate creative assets. Furthrerrmao higher degree centricity
makes an enterprise more conducive to accumulasdice assets.

Propositionlb:A central position in the enterprise network affebbw enterprises
select their ISA partners. Furthermore, a higheell®f degree centricity motivates
enterprises from emerging economies to establghategic alliance.

Closeness centricity determines the tightness stadice between each node
within the social network. A higher degree of closgs centricity indicates that a
node has the shortest distance to other nodeshahthe rest of the nodes are closely
positioned with one another. Therefore, enterpris@s emerging economies tend to

choose the partner who is closeatetherfirmanother firmof the enterprise network
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to establish an ISA. This summary suggests:

Proposition 2a:The position in the enterprise network affects #iglity of an
enterprise to accumulate creative assets. Furthrernaohigher closeness centricity
makes an enterprise more conducive to accumulatgice assets.

Proposition 2b:The position in the enterprise network affects hverprises select
their ISA partners. Furthermore, a higher levelctdseness centricity motivates
enterprises from emerging economies to establghategic alliance.

By contrast, an enterprise that is positioned cldeethe whole (intermediary
centricity) of the enterprise network has a highmpability to disseminate
information in the bridge (bridging). Given thatale has a large number of “weak
links” or ties (Burt, 1992), an enterprise locateehr a hole has the advantage of
being able to diversify its information control lmpnderstanding the status of other
industries and the future development of the maaket technology (Tsai, 2001). By
diversifying information superiority and advantaghus facilitating information
control, an enterprise can increase its creatiwetas Therefore, enterprises from
emerging economies tend to establish ISAs in thie obthe network, increase their
access to a variety of market information, enhatinggr information control, and
boost their creative assets. This summary suggests:

Proposition3a: The position of the hole in the enterprise netwzahk influence how
enterprises accumulate creative assets. Furthendigher degree of mediation
centricity increases the breadth of the accumuletedtive assets.
Proposition3b:The position of the hole in the enterprise netwafkects how
enterprises from emerging economies select theategfic partners. Furthermore, a
higher intermediary centricity increases the tewgleior enterprises from emerging
economies to establish an international alliance.
7. Discussion

A distinguishing feature of this paper is that fimelings are reported based on a

case study of Chinese parent firms and their gfi@talliances with foreign
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enterprises. The highest-ranked strategic motifesnterprises from an emerging
economy include maintaining market position,intéioral expansion,and technology
exchange. By contrast, the major strategic motofef®reign firms (as perceived by
their Chinese partners) include market penetragod learning how to operate
successfully in China. This study contributes te éxisting literature by identifying
the relative importance of network location andatiree assets on the formation of
strategic alliances between ISA partners, which baen rarely investigated in
previous studies. Based on our findings, the destasf an enterprise from the center
of the network affects its selection criteria wHerming ISA partnerships. A higher
degree centricity increases the tendency of ensepifrom emerging economies to
establish an alliance, hence supporting Propositibn

Closeness centricity determines the tightness stadce between each node
within the social network.According to the casedgithe firm who is close to another
firms,it has more creative assets.A higher degfe#oseness centricity indicates that
a node has the shortest distance to other nodeshahdhe rest of the nodes are
closely positioned with one another,hence supmrtiProposition2a and
Proposition2b.

We also examine how the position of a hole in teevork structure can influence
the accumulation of creative assets. Table 5 shbatsa higher mediation centricity
improves the breadth of the accumulated creatisetasThe location of the hole can
also affect how enterprises from emerging econorsedsct their strategic alliance
partners. A higher intermediary centricity incresasiee tendency of enterprises from
emerging economies to establish alliances with aicodar enterprise, hence
supporting Proposition3a and 3b.

Selecting ISA partners has an important theoretical practical significance for
enterprises from emerging economies. These erdegare motivated to form ISAs
to penetrate the market and obtain knowledge franinpr enterprises coming from

developed countries. The former also aim to seaypesition in the market, achieve
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international expansion, and facilitate technolognsfer. By empirically analyzing
the selection criteria of Huawei, a major Chinesepany, we find that enterprises
from emerging economies must choose those firmtsatledocated in the center of the
network and have a large number of creative asg®s forming strategic alliances.
This study suggests the following managerial ingilans.First, the process by
which enterprises from developed countries chodssr tISA partners has been
documented in many studies. However, how enterprisem emerging economies
choose their strategic alliance partners has galineited research attention. This
study has a certain practical significance by asking this research gap.
Theemerging market local firms are likely to havH#edentstrategic motives and to
seek different types of partners compared to firfmem developedcountries.
Thesreigiforeignfirms entering ISAs in emergingarketsmugharkets museconsider
their local partners strategic motives and needs as well as their dvthealliance is
to be successful. Emerging market localfirms noy@dlect foreign partners for their
resources and capabilities which areimportant far alliance to be strategically
viable, but also on the basis of a number ofpamekated selection criteria (trust,
financial stability, good reputation, etc.) in ortfat the alliance is operationally
stable and financially sustainable.
Second, in the emerging market context, local firnssrategicmotives for ISA
formation are likely to be dynamic and contingent & wide array ofenvironment
factors such as the firrhs competitive position, as well as the nature amdisity of
competition in the market. Consequently, a merenlag from and acquisitionof
foreign partners technological and managerial capabilities mayhodd as the most
important strategic motives for developing-courfinns over time. The findings of
thestudy suggest that tlkererirggmergingfirms are strongly motivated to form ISAs
with foreign firms inorder to effectively competeitiv existing competitors and to
maintain competitiveposition in the market. Essahtj strategic alliances are being

utilised as competitiveweapons in the battle fortiomal and global market
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share.Given that strategic motivation and partredecsion standards differ across
enterprises, enterprises hailing from emerging escoes must choose their partners
according to their own unique strategic motives.

Third, creative assets are very important to aerpnse, and those with a large
number of creative assets are usually positiondldeatore of the network. Therefore,
enterprises from emerging economies must choodegrarwith a large number of
creative assets when establishing strategic adisrio increase their own creative
assets.

Despite its contributions, this field of study Istias several limitations. First, a
universal international partner selection model femterprises from emerging
economies has yet to be developed. Second, resitelies are being hindered by
limited amounts of data. Therefore, future studiesst expand their data sample to
improve the reliability of their results. Third, i not easy to categorize emerging
economies into a homogenous group, because thesdries greatly vary from one
another. Therefore, further national-level and carapive research must be conducted
to determine the differences among these economies.

A number of future research avenues are apparest, Rhe findings
demonstrate thatthe strategic motives for alliafarenation do exhibit patterns of
relative importanceaccording to social network tamaand creative assets. However,
the reasons underlying thisevolution of strategatives for alliance formation are an
under-researched area. Inparticular, longitudinadies that examine in-depth the
dynamics of strategic motiveswould shed light oa timderstanding of the way in
which the relative importance ofstrategic motiveslees over time, and how this

varies with the strategic contextSecend;th8econd, thepotential overlap between

task-related and partner-related selection criteximgeststhat a greater clarification
of task-related and partner-related selection riziteased oncontextual variables (e.g.
culture of the partners, industry of the partnem§ and thenature of the ISA) would

be useful,we should extend this context by loolanglifferenttypes of alliances (i.e.
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distinguish between licensingagreements, R&D agese¢ymmarketing alliancesetc.)
and different types of control. Moreover, anexplicik between partner selection and
performanceis needed. Perhaps then we will betableswer the important question
of how firms selecttheir partner in successfuliinégional strategicalliances.Third,the
key variables influencing the relative importancef dask-related and

partner-relatedselection criteria is a largely yslered area but one clearly worthy of

investigation-Fiallyinvestigation.  Finally futurestudies which examine the

task-related and partner-related selection critefidothpartners in an alliance are
encouraged in order to better understand the @miependencies of ISAs.
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