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Abstract

This research examines the opportunities of Thai Small and Medium Enterprises (SMEs)
in foreign markets. The research focuses on networking relationships of food ingredient
Industry SMEs. This industry is one of Thailand’s important industries because “Kitchen of the
World” campaign has been revitalized by Thai government to accelerate Thailand's plan to
become a major world food exporter. The methodology involves 10 case studies, based on
multiple interviews with SMEs. The research showed that many SMEs were reliance on the
Department of International Trade Promotion (DITP) and their trade fairs and other subsidized
activities to make initial contact with customers. In addition, relationships with customers and
commercial banks were very important; however, government banks were less important.
Over time, the importance of government partners had been decreasing because of SMEs’
relationships with their customers growing. The assistance of network partners facilitated SME’s
foreign market exploitation. Types of partners’ assistance depending on the export stage, from
initial assistance with foreign market entry through trade shows to technical and quality
development assistance for firms expanding their foreign markets.
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