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Continuous Growing of Born Global Firms Based on

Interaction Between Domestic and Overseas Markets
—Case Study of Homa Appliances
MAO Yunshi CHEN Yuting
(Sun Yat-sen University Guangzhou 510275)

Abstract: Through case study the authors explore how born global firms obtain fast and high-efficiency and
continuous growth from strategies in domestic and overseas markets under changeable environment and analyze the firm” s
strategy implementation construction of resources and capabilities as well as performances. The findings show that the
global firms expand internationally by ODM and overseas market advances its improvements on both technology and
management and contributes to firms” accumulation of resources and capabilities. The firms get vital resources for
continuous growth by establishing self-owned brand industrial chain extension and capital formation in domestic market.
This paper summarizes a frame on continuous growing of born global firms coordinating domestic and overseas markets and
discusses further on how born global firms make use of the interactive promotion and synergy development from these two
markets as well as key elements including entrepreneurship during the growth.

Keywords: born global firm; domestic and overseas markets; enterprise growth
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