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Abstract 
 
This paper examines whether the behavioural patterns of international partnerships 

differ from those of domestic partnerships. To this end, we use a sample of partnerships 
established between 1990 and 2002, in which any Spanish company listed on the Spanish 
continuous market was a participant. The number of international partnerships has grown over 
this period. Spanish companies enter into agreements primarily to expand their activities 
abroad, although on occasion, these agreements serve as a bridge for foreign companies to 
penetrate the Spanish market. We test a set of exploratory hypotheses regarding the 
relationships among the types of partnerships and the functional area, the nature of the 
agreement and the sector of the partners. Our results point to a differential behavior of 
international partnerships. 
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Spanish market  
 

Introduction 
 

The corporate internationalization process is one of the most relevant phenomena in 
today’s economic context. Globalization and growing competition have driven firms to 
increase their international presence [e.g., 1]. Partnerships have played a leading role in this 
process because of their multiple advantages (they partially overcome the “foreigner 
disadvantage”, mitigate risk, and accelerate international expansion). The “foreigner 
disadvantage” is related to a shortage of internal capabilities and resources that normally 
results from a lack of knowledge of the culture, consumer habits or commercial practices in 
the target country. An alliance with a local company provides this information and an already 
established network of relations. In fact, García-Canal [2] points out that according to the 
Gradualist Theory, the formation of partnerships makes sense in the early and intermediate 
phases of the internationalization process because the lack of knowledge about and experience 
in a new country is mitigated by the contribution of the local partners. 

In the same way, cooperation helps to reduce risks because they are shared with the 
international partner. The risk associated with entrance into a new foreign market decreases. 
Kogut and Kulatilaka [3] claim that cooperation is a real option a company exercises because 
it could choose to invest on its own. An agreement helps to reduce international competition 
and accelerate the expansion process. Agreements also offer the ability to quickly penetrate 
markets in which the company had no previous presence. The firms can thus become part of 

12  

mailto:mdrobles@ccee.ucm.es
mailto:lydia.gonzalez@urjc.es
mailto:pilar.laguna@urjc.es


an international network, which allows them to better compete with firms from other 
international networks or strategic blocks of the same nature. 

Much research has been performed on international cooperation in the last two 
decades, reflecting the growing importance of international partnerships in business practice 
[for a recent review of the literature see 1, 4]. In the case of Spanish companies, some authors 
have stressed the important role of cooperation in the internationalization process over the last 
few decades. However, there is little specific literature on this phenomenon. We find works 
[e.g., 5, 6, 7] that analyze different forms of international cooperation for different kinds of 
companies (SMEs, large enterprises, etc.) from a descriptive point of view. Vidal [8] and 
López-Duarte and García-Canal [9] examine how the internationalization of Spanish 
companies through strategic partnerships affects their market value. However, there are many 
questions that should be studied in depth in the Spanish business context. 

In addition, the analysis of Spanish companies is especially relevant. The Spanish 
economic environment has changed considerably in the last 25 years after Spain’s 
membership in the European Economic Community (EEC) in 1986 and the economic reforms 
that culminated in Spain’s entry into the Euro zone. Traditionally, the Spanish economy has 
posted one of the highest growth rates in Europe. These recent changes have forced Spanish 
companies to make major adjustments, among which international collaboration has played a 
crucial role.  

In this paper, we provide new evidence for identifying the determining factors of the 
behavior of international partnerships. We analyze a sample of agreements by Spanish 
companies listed on the continuous stock market between 1990 and 2002. We are interested in 
determining whether Spanish companies have used international cooperation as a specific tool 
for internationalization or if the characteristics of this type of cooperation are the same as 
those of cooperation between domestic companies. We focus on the companies listed on the 
Spanish continuous market for several reasons. As demonstrated by Crespí and García 
Cestona [10], although the number of companies quoted on the continuous market accounts 
for a very small percentage of the total number of companies listed in Spain, their number has 
grown spectacularly in the last few years, from 606 in 1995 to 1869 in 2000.1 This growth 
suggests a trend towards going public in order to drive the company growth process. 
Moreover, these companies are very important to the Spanish economy. For instance, whereas 
in 1995 they accounted for 33% of GDP, in 2000, this figure reached 93% in terms of 
capitalization. In addition, the stock market acts as a corporate control market, which leads us 
to believe that the strategic decisions of these companies will be clearly oriented to creating 
value for the shareholder. 

The rest of the work is structured as follows. In Section 2, we review the literature on 
international agreements, focusing on the Spanish case. Section 3 describes the database and 
establishes the different hypotheses to be compared. Section 4 contains the results of the 
empirical analysis, while Section 5 describes the main conclusions. 
 

International Partnerships in Spain 
 

Although the issue of international cooperation is of enormous interest to researchers, 
there are still numerous unanswered questions. Many researchers have been interested in 
defining the characteristics of international agreements and detecting the possible differences 
between international and domestic agreements, although they usually focus on concrete 
formulas of collaboration such as joint ventures, specific sectors (especially technology-
intensive sectors) or environments familiar to them (normally USA and Europe). 

1 Care must be taken with this figure, since it includes the SIMCAV (equity investment firms) and other 
companies specialized in fund management and investment portfolios.  
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The situation is similar in Spain, although the study of this phenomenon is still in its 
infancy. Most works have used news reports as their source of information because the 
databases on agreements have been built with different methodologies and are hard to 
compare. Many researchers have resorted to the communication media, primarily the 
specialized press [e.g., 5, 11, 12, 13, 14, 15, 16]. However, only the agreements of a large 
and, most often, national scope have been published, which discriminates against smaller 
companies, international agreements and pacts that are kept secret or involve “sensitive” 
aspects such as takeovers. Moreover, this type of analysis usually does not allow for an in-
depth study of internal aspects, which yields results of an eminently descriptive nature.  
Others have preferred to use alternative sources such as official agencies or surveys and, 
although this gives the studies greater depth in terms of objectives, it does not allow for 
overall conclusions. In this respect, there is a wide range of bases that have been consulted, 
many adaptations made to the methodology and multiple objectives pursued in the analysis. 
Neither the object of the study nor the dimension and concept of the cooperation are 
homogeneous. Moreover, the time periods considered are varied. Therefore, we choose to 
emphasize the main results of the most representative studies in order to obtain some patterns 
for comparing our conclusions about domestic and international agreements. 

To study the internationalization processes of Spanish firms, Rialp and Rialp [12] 
analyze a total of 1,148 agreements, most of which are international. The sectors with the 
highest number of agreements are energy and water, finance, services, and computers and 
semiconductors. Rialp and Salas [14] extend this analysis and find that most of the 
partnerships are formed with foreign companies and create multiple activity coalitions. More 
than 65% are horizontal and 76.8% develop the activity in a single country. García Canal et 
al. [5] examine 461 international joint ventures created by Spanish companies during the 
period of 1986-1996. They note an upward trend in the creation of these ventures until 1990. 
Bilateral ventures with European partners predominate. The purpose for most ventures is the 
undertaking of multiple activities. They find that the most active sectors are agro-food, 
services, financial services and other industrial products. García-Canal et al. [13] analyze the 
international partnerships formed by the eleven Spanish firms with the largest international 
presence. They find that nearly 68% of these are partnerships with foreign companies, 27% 
are global, and the rest are agreements with other Spanish firms to undertake activities abroad.  

López-Navarro [6] study 83 export consortiums developed by Spanish companies 
under the promotion programs of the ICEX from 1983 to 1996. In this case, they are usually 
agreements of complementariness, where the products of some companies boost the sale of 
the products of the rest. These alliances are usually formed by small sized companies and are 
created mainly in fragmented sectors where SMEs predominate. García-Ochoa [15] compiles 
239 cases of strategic partnerships formalized during the period from 1994 to 1998 and in 
which at least one participating partner was Spanish. He finds sustained growth in the number 
of agreements and more international agreements than domestic agreements. The most active 
sectors are finance, telecommunications and energy. The majority are multiple activity 
agreements, though agreements in commercial, production and technology are also 
represented. Finally, Escribá et al. [16] study 611 cases from 1994 to 1996. The international 
agreements are signed between competitive companies, while the national ones between 
complementary companies. Most of them are multiple activity agreements, with agreements 
also made in marketing and production. Telecommunications, communication media, 
services, finance, agro-food and construction are the most active sectors. 

In short, based on the evidence we have reviewed above, certain regularities can be 
perceived in the characteristics of the cooperation agreements signed by Spanish companies. 
First, there is a certain growth trend, especially at the national level. Second, when 
international cooperation occurs, community partners are preferred. Third, the most active 
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sectors are the high-tech sectors, although at the national level others such as finance and 
agro-food are prevalent. Finally, the purpose is normally intended to undertake multiple 
activities.  

 
Hypotheses and Data 

 
We define different types of partnerships depending on the nationality of the partners 

(Spanish or foreign) and the place where the activity is developed (in Spain or abroad), 
resulting in the specification of four different types of agreements. International cooperation 
agreements (ICA) are those in which at least one of the partners has its headquarters outside 
Spain and they are developed abroad. International domestic cooperation agreements (IDCA) 
are those in which all the signatory companies are Spanish, and they are developed abroad. 
Domestic international cooperation agreements (DICA) are those in which at least one of the 
partners has its headquarters outside Spain and its area of action is Spain. Finally, domestic 
collaboration agreements (DCA) are those in which all the signatory companies are Spanish 
and they are developed in Spain. 

Because our purpose is to determine the particularities of international and domestic 
agreements signed by listed Spanish companies, we test the differences between the types of 
agreements and the three aforementioned characteristics of the partnerships and the partner 
companies. To do so, we focus on the most commonly cited characteristics in the previous 
literature: the sectors of the firms and their nationality, the date of signature, the purpose of 
the partnership, the location of development, the functional area and the nature of the alliance. 

In addition, we want to investigate the systematic trends of the data to discover 
whether the attributes of an international agreement are independent of the characteristics of 
the partners and the agreement. For this purpose, we will test for association of the national- 
international attribute of the agreement with the following features: 

1. Nationality: in the case of purely international agreements (ICA and DICA), we are 
interested in knowing whether development inside or outside Spain is associated with 
the number of international partners. For this correlation, we will consider both the 
number of countries of origin of the participants and their continent of origin. 

2. Functional area: marketing, production, finance, research, personal or multiple. 
3. Nature of the agreement: vertical, complementary horizontal or competitive horizontal. 
4. Sector: We will investigate whether there are differences between sectors. In this 

respect, we separately analyze the partnerships formed by the most relevant sectors, 
e.g., banking, electricity sector, etc.  

 
Database 

We built a database containing information on the number and characteristics of 
agreements signed by companies listed on the Spanish continuous market2 from January 1990 
to December 2002. The information is selected from the economic press. We have consulted 
the Baratz (Servicios de Teledocumentación, S.A.) database, which contains news from the 
leading general information newspapers (El País, El Mundo, ABC, etc.), and the economic 
information newspapers (Expansión, Cinco Días, Gaceta de los Negocios, etc.). In addition, 
we have examined the news published by El País and Cinco Días in the El País newspaper 
archives (www.elpais.es) and on two Internet financial information sites: www.finanzas.com 
(Ya.com Internet Factory) and www.invertia.com (Terra Networks, S.A.), which report news 
from agencies such as EFE and Europa Press. Our aim here is to eliminate any bias that the 
media reporting the news could introduce and provide information that is as complete as 

2 We have only considered the partnerships in which at least one of the firms was listed on the stock market at 
that time. 
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possible.3 Using the economic press can lead to some problems, e.g., a lack of relevant 
information, misinterpretation, or tendency to focus on agreements of national companies or 
those undertaken in their own country. However, as Terpstra and Simonin [17] claim, this 
method is normally the only feasible way to examine this kind of phenomenon. In any event, 
this procedure of compiling information is widely used in previous studies. 

The database includes all of the agreements, regardless of their legal form or degree of 
formalization. These agreements should show a certain mutual dependency between the 
signatory companies. Therefore, those agreements that involve specific market transactions 
are rejected. Moreover, the independent legal identity of the partners should be maintained, 
which is why mergers or acquisitions are not included. The necessary feature is that the 
relations are formed based on the coordination of activities. In this respect, we include 
concessions of lines of credit or credit syndicates. 

The search criteria used to compile the information are based on keywords, including 
the following: agreement, partnership, strategic partnership, cooperation, collaboration, 
consortium, joint venture, UTE (temporary joint venture), etc., combined with the names of 
the companies involved in the analysis. Possible changes in the company names over the 
study period have been considered. The selected variables have been related to the 
characteristics normally used in the earlier literature to identify the nature of the cooperation. 
On this basis, we have established the hypotheses to be compared. Table 1 shows these 
characteristics. We have followed the sector ranking used on the continuous market during the 
study period.  

 
Table 1: Collected information about characteristics of the agreements 

Date on which the partnership is established 
Name of the participating companies 
Partner nationality  
Purpose of  the partnership  
Place where the agreement is developed (Spain or 
abroad) 

Sectors to which the participating companies 
belong  
Functional area of the agreement  
Nature of the agreement  
 

 
 

Partner nationality shows the country of origin of the partnership firms. There are 
some companies whose nationality is not easy to determine because they are multinationals 
with a significant presence in different countries. In these cases, we choose not to assign the 
company’s nationality to a specific country, but rather to treat them separately. We classify 
the agreements as international or domestic depending on whether a foreign firm has a share 
in the partnership.  

We also analyze the place where the agreement is developed, to determine if it is 
signed to enable the penetration or expansion of Spanish firms abroad or if, on the contrary, 
the purpose is to develop activities within Spain. This variable, jointly with the nationality, 
allows us to classify the partnerships as ICA, DICA, DCA or IDCA. 

The functional area of the agreement shows whether it is signed to carry out 
marketing, production, research, financial or personal activities, in addition to whether the 
collaboration is developed in several functional areas at the same time (characterized as 
multiple). It is important to note that the agreements classified as production are those in 
which the activity falls within the core business of the partners. For example, agreements of a 
financial nature signed by banking firms have been considered as production and not as 

3 The press data can cause problems related to incomplete or misinterpreted information, and they are usually 
biased towards large enterprise.  
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finance. We also consider as production agreements the partnerships formed between 
companies from high-tech sectors (and not as research agreements). 

The relationship between the partner activities is defined by the nature of the 
agreement variable. This considers whether there is a vertical, competitive horizontal or 
complementary horizontal relationship between the companies taking part in the partnership. 

 
Empirical Results 

 
The sample includes 3,234 agreements collected over the 13-year period analyzed. In 

some cases, more than one company listed on the Spanish continuous market has signed the 
agreement, resulting in duplication. After filtering the database to account for this duplicity, 
the effective number of agreements compiled is 2,465. The number of companies that have 
signed an agreement during the entire period is 161 out of a total of 227 market companies; 
for each year of the survey, this number equals approximately 50% of the listed companies. 
This fact confirms our hypothesis regarding the importance of using cooperation, although it 
also gives an idea of how this strategy is concentrated in a relatively small number of 
companies. 
 
Sample Distribution 

Table 2 shows the partnerships found in the sample analyzed according to partner 
nationality and the place where the agreement is developed. We find that 54.6% are domestic 
partnerships signed between Spanish companies, while the remaining 45.4% are international 
partnerships in which at least one foreign company takes part. It bears mentioning that listed 
Spanish companies do not exhibit a clear preference for national partners when signing 
agreements, which points to a growing willingness of these companies to undertake foreign 
ventures. Moreover, as indicated by Peña and Aranguren [18], larger companies have a higher 
tendency to formalize agreements with international partners than others. The same is true of 
companies that have a higher percentage of sales on foreign markets, such as those listed on 
the continuous market. 

The agreements reached for expanding activities abroad, regardless of the partner 
nationality, amount to 32.7%. In other words, almost 70% of agreements are developed within 
Spain, although the weight of these partnerships may be overrated because they are taken 
from reports in the national press. Of the agreements involving a business development 
outside Spanish borders, the most represented are the ICAs at nearly 30%, while the IDCAs 
represent a very small part of the sample with only 133 partnerships.  
 
Table 2: Types of partnerships analyzed 

 N % 
   Domestic cooperation agreements (DCA) 1,213 49.2% 

Spanish partners - developed in Spain   
   International domestic cooperation agreements (IDCA) 133 5.4% 
             Spanish partners – developed abroad   
  International cooperation agreements (ICA) 674 27.3% 
            Foreign partners – developed abroad   
  Domestic international cooperation agreements (DICA) 445 18.1% 
            Foreign partners – developed in Spain   
Total  2,465 100.0% 

 
The aim of many of the executed agreements – 18.1% – is to help a foreign company 

enter the national market. Therefore, although they are cases of collaboration with 
international companies, they do not imply a channel of internationalization for the Spanish 

17  



companies. In short, companies on the Spanish continuous market do not have a clear 
preference for national partners when establishing their partnerships, but they do show a clear 
tendency to develop agreements within Spanish borders. Nevertheless, when they do decide to 
expand beyond them, they usually do so with the help of foreign companies.  
 
Temporal Evolution 

Figure 1 shows the time evolution of the four types of partnerships analyzed in the 
sample. As we can see, there is a general growth trend in all cases, with fluctuations during 
the period and a sharp drop in the last two years of the sample. In this respect, the work of 
García-Canal and López-Duarte [19] on the Madrid Stock Market valuation of the 
multinationalization of Spanish enterprise found that Spanish investors prefer different modes 
of entry in each period. While the preferred form of entry in the early years was the joint 
venture, acquisitions took priority in later years. According to the gradualist theory, it is 
logical that a company will opt for partnerships in the early phases of the internationalization 
process and later choose forms, such as acquisitions, which involved a firmer commitment. 
This fact could explain the downward tend detected in the last two years of our sample.  

The differing patterns of the ICAs and the DICAs are worth mentioning. The former 
show a downward trend until the middle of the sample and then start to increase in 1996. The 
Madrid Stock Market experienced an important bull cycle from 1996-1999, in which most of 
the investments are concentrated. Therefore, the listed companies were very willing to 
undertake projects with foreign companies outside Spanish borders. The DICAs, on the 
contrary, show erratic behavior with slight growth at the end of the sample. The expansion 
cycle of the Spanish economy has encouraged foreign companies to develop projects in the 
country. This trend seems confirmed by the intersection of the ICA and IDCA graphs in the 
intermediate periods between 1995 and 1998, indicating that the number of partnerships 
intended to allow foreign companies to enter Spain exceeded partnerships that allowed the 
expansion of Spanish companies abroad. 
 
Figure 1: Temporal evolution of agreements 
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Nationality 

When we focus exclusively on the international partnerships in which at least one 
foreign company takes part, we can assess their size in terms of the countries of origin of the 
foreign company. Panel A of Table 3 shows the number of countries of origin of these 
companies. In the majority of the cases they come from a single country. This result is 
consistent with the fact that most of the agreements only involve two participants, with one 
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being Spanish. In 4.3% of the ICAs and 2.25% of the DICAs, one of the signatory companies 
is a large multinational. In other words, the multinationals cooperate to a greater extent with 
national companies to conduct business outside Spanish borders. 

Panel B of Table 3 breaks down the international agreements according to the 
continent of origin for the foreign companies. We find that most partnerships are established 
with European companies, with the percentage of European DICAs exceeding 50%. This 
result shows that, in most cases, European partners are sought, which is consistent with the 
results obtained in the previous literature on Spanish partnerships. In addition, García-Canal 
et al. [5] had already detected a predomination of European partners in the joint ventures 
through which foreign companies accessed the Spanish market. The preference for European 
partners is a specific trait of Spanish companies, because most of the companies from the EU 
prefer alliances with partners outside the Union [7]. This reflects the importance of market 
globalization [20]. 

The second continent in number of ICAs is Latin America, followed closely by North 
America (USA and Canada).4 These two continents together account for almost 33% of the 
international partnerships developed outside of Spain. The flows of foreign direct investment 
to Latin America have grown significantly, driven by liberalization and high growth 
expectations in these markets, as well as by the consolidation of the single market in Europe. 
Spanish companies have taken advantage of their cultural links with Latin America to begin 
an ambitious process of internationalization. An interesting aspect of the Spanish experience 
[for a more thorough analysis, see 21] is that most of the income from FDI in Latin America 
is concentrated in a very limited number of companies (e.g., Telefónica de España, Endesa 
España or Repsol-YPF). 

 
Table 3: Foreign companies’ participation in the international alliances 

  ICA DICA Total 

Panel A – Number of countries of origin of the companies 
 N % N % N % 

1 545 80.86% 386 86.74% 931 83.20% 
2 75 11.13% 46 10.34% 121 10.81% 
Multinational a 29 4.30% 10 2.25% 39 3.49% 
More than 2 25 3.71% 3 0.67% 28 2.50% 

Total 674 100.0% 445 100.0% 1,119 100.0% 
Chi-square 14.386* d.f:   3 p-value: 0.002   

Panel B – Continent of origin of the foreign companies 
 N % N % N % 

Europe 291 43.18% 242 54.38% 533 47.63% 
Ibero America 111 16.47% 11 2.47% 122 10.90% 
North America 109 16.17% 124 27.87% 233 20.82% 
Remaining 103 15.28% 33 7.42% 136 12.15% 
Mixed b 60 8.90% 35 7.87% 95 8.49% 

Total 674 100.0% 445 100.0% 1,119 100.0% 
Chi-square 86.818* d.f:   4 p-value: 0.000   

a We include alliances in which at least one company is a multinational and it is not possible to 
assign it to a single country. 

     b In this case countries from different continents and/or multinational enterprises participate in the 
agreement. 

    * indicate the rejection of the independence hypothesis at any significance level. 
 
 

4 More than 90% of the strategic partnerships with North America have been signed with U.S. companies. 
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The result is different in the case of the DICAs, because only 2.47% of them are 
signed with Latin American companies, whereas almost 30% are signed with North American 
firms. This result seems to indicate that, although Spanish companies use partnerships as a 
means of expansion in Latin America, few Latin American firms cooperate with Spanish ones 
to enter Spain. The Latin American firms are suffering stronger competition in their domestic 
markets and, therefore, they seek alliances that allow them to improve their position and 
obtain the know-how and experience of foreign partners. Latin American companies are new 
in the global village and remain relatively unknown, which is why they seek to consolidate 
themselves more in their own markets or those that are nearby geographically. 

In contrast, it is more likely in partnerships between Spanish and North American 
companies for the North American company to enter into Spanish markets than it is for 
Spanish companies to expand to North America. The reasons may lie in the strong regulation 
of the North American economy (which makes it difficult for foreign companies to enter) and 
the considerable international experience of North American companies, which makes it 
easier for them to enter other markets. The tendency of American companies to enter into 
agreements with European partners has already been observed in previous studies [22, 23].  

 
Functional Area 

We are now interested in examining the characteristics related to the types of activities 
of the agreements, their nature, their form, and the nature of the partners. All of this 
information is shown in Table 4. Panel A describes the functional area of the partnership. 
Production is the most common area for a partnership in all cases. This result confirms the 
previously detected upward trend of alliances in this area [16].5  

60.1% of the domestic partnerships developed in Spain undertake production 
activities. For the other types of partnerships, the percentage is clearly lower – around 45% - 
and the lowest percentage corresponds to the ICAs. The second most frequent activity is 
marketing. In this type of agreement, the purely domestic alliances post the lowest proportion 
with 19.62%. The percentage of agreements that involve an international relationship, 
whether in the location of development or between the member partners, is higher (around 
29%). This seems to confirm previous results, in the sense that marketing agreements are 
usually created when the aim is international expansion [24]. When a company seeks to 
expand a market, it can be expected that the agreement will involve the marketing area, 
whereas a diversification of activities will give rise to agreements in multiple fields [14]. 

The next most frequent activity for agreements developed inside Spain is research, 
comprising 8.33% of DCA agreements and 9.66% of DICAs. Research is more important for 
agreements developed within Spanish borders than abroad. There was a significant decline in 
the number of agreements in the R&D area from the number previously detected. However, in 
our study, the partnerships formed between high-tech companies are counted as production, 
rather than research agreements (because they involve the partners’ core business). This 
decline has been explained by the difficulty of managing technological alliances and the scant 
experience of Spanish companies, which induces a fear of losing their technological know-
how [16]. 

For partnerships that are developed outside Spain, the third possible activity is labeled 
multiple, i.e., agreements developed in more than one activity. 10.53% of the IDCAs and 
10.98% of the ICAs are classified as multiple activity agreements. Of note is the low 

5 However, we must stress the particularities we have introduced into our study in relation to this criterion. 
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percentage of multiple activity agreements between the listed companies in comparison to 
previous studies. It is true that, on some occasions, the press does not report all of the 
information on the objectives of the partnerships. For this reason, other sources of information 
like interviews or questionnaires are more useful than the press. In any event, it is 
coincidental that international expansion is developed to a greater extent in multiple 
functional areas. The reason may be that these agreements are more complex. 

 
Table 4: Main characteristics of cooperation agreements  

 DCA IDCA ICA DICA Total 

Panel A – Functional Area 
 N % N % N % N % N % 

Production 729 60.10% 62 46.62% 293 43.47% 203 45.62% 1287 52.21% 
Marketing 238 19.62% 39 29.32% 194 28.78% 128 28.76% 599 24.30% 
Research 101 8.33% 11 8.27% 52 7.72% 43 9.66% 207 8.40% 
Finances 87 7.17% 7 5.26% 60 8.90% 33 7.42% 187 7.59% 
Multiple 50 4.12% 14 10.53% 74 10.98% 33 7.42% 171 6.94% 
Personal 8 0.66% 0 0.00% 1 0.15% 5 1.12% 14 0.57% 

Total 1213 100.0% 133 100.0% 674 100.0% 445 100.0% 2465 100.0% 
Chi-square 92.150* d.f: 15 p-value: 0.000      

Panel B – Nature of the agreement 
 N % N % N % N % N % 

Vertical 573 47.24% 33 24.81% 158 23.44% 184 41.35% 948 38.46% 
Competitive Horiz.  310 25.56% 52 39.10% 382 56.68% 122 27.42% 866 35.13% 
Complementary Horiz. 330 27.21% 48 36.09% 134 19.88% 139 31.24% 651 26.41% 

Total 1213 100.0% 133 100.0% 674 100.0% 445 100.0% 2465 100.0% 
Chi-square 219.89* d.f: 6 p-value: 0.000      

   * indicate the rejection of the independence hypothesis at any significance level. 
  

We find a certain degree of association between the functional area and the type of 
partnership, where the p-value of the Chi-squared statistic is equal to zero. Also important is 
the weight of partnerships formed in the area of Finance, which is the fourth most important 
area in all cases except for the IDCAs, where it is fifth. 

 
Nature of the Agreement 

When we analyze the nature of the agreement (Panel B, Table 4), we find differences 
in the frequencies of partnerships that depend on whether the agreement is vertical, 
complementary horizontal or competitive horizontal. Although in all cases the horizontal 
agreements (of either type) are more frequent, vertical agreements comprise the majority of 
domestic development partnerships, with 47.24% of the DCAs and 41.35% of the DICAs. 
The other types of natures are ordered similarly across type of agreement. The next most 
frequent category is the complementary horizontal agreement, followed by competitive 
horizontal. For partnerships with international development, the most common are 
competitive horizontal agreements, with this category exceeding 56% in the case of ICAs and 
ranging around 39% for IDCAs. In the case of ICAs, the next most popular category is the 
vertical agreement, followed by complementary horizontal agreements, which represent only 
19.88% of the total.  

Our results coincide with the previous literature because the international agreements 
are mainly between competing companies who jointly undertake a unique activity, whereas 
vertical agreements are more common in the domestic case. This result seems to confirm that 
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Spanish companies are afraid to cooperate with others that they compete against in the 
Spanish market, whereas the perception of this risk is not as great in international markets. 
National agreements are primarily motivated by the complementariness between the 
companies that develop them because strengthening market positions requires partnerships 
with companies situated in the anterior and posterior stages of the value chain. Competitive 
horizontal partnerships favor learning information and have significant effects on 
restructuring the competition [25], which could be helpful in the international environment 
but may be perceived as more dangerous in the company’s domestic environment. The 
possibility of appropriating and internalizing the resources provided by another partner 
becomes a particularly critical issue when the cooperation is between competing companies 
because of the impact this could have in the future from a competitive point of view, 
including loss of specific know-how, increased dependency of the members, etc. As a result, 
we reject the independence of the nature of the partnership and the type in question (p-
value=0).  

 
Sector 

In this case, we have selected only the five most active sectors in terms of the 
execution of agreements. Table 5 shows the number of partnerships in which at least one of 
the firms belongs to the corresponding sector. We also analyze how the proportion of 
agreements signed per sector is distributed among the different types of partnerships. Because 
we are dealing with listed companies, there is an overrepresentation of those sectors in which 
companies are larger (and therefore more concentrated) versus the more atomized sectors with 
companies that have less of a presence on the Spanish continuous market. 

As seen in the last two columns of Table 5, the banking sector clearly predominates. A 
bank participates in 31.93% of the total. The second is construction with 17.04%, closely 
followed by electricity with 15.09%. These are followed by the oil and gas sector and by 
telecommunications, with 11.64% and 10.75%, respectively. For all the sectors, the most 
frequent type of partnership is domestic (DCA), followed by international agreements (ICA). 
 
Table 5: Cooperative agreements in the main sectors 

  DCA IDCA ICA DICA Total 

Sector: N % N % N % N % N a %a 

Banking 438 55.65% 40 5.08% 174 22.11% 135 17.15% 787 31.93% 
Construction 293 69.76% 29 6.90% 55 13.10% 43 10.24% 420 17.04% 
Electricity 193 51.88% 24 6.45% 103 27.69% 52 13.98% 372 15.09% 
Oil and gas 117 40.77% 15 5.23% 101 35.19% 54 18.82% 287 11.64% 
Telecommunications 110 41.51% 22 8.30% 77 29.06% 56 21.13% 265 10.75% 

Total 1213 49.21% 133 5.40% 674 27.34% 445 18.05% 2465 100% 

Chi-square:           
Banking 22.07* d.f: 3 p-value: 0.000      
Construction 100.3* d.f: 3 p-value: 0.000      
Electricity 5.59 d.f: 3 p-value: 0.133      
Oil and gas 12.14 d.f: 3 p-value: 0.007      
Telecommunications 10.10 d.f: 3 p-value: 0.018      
a We consider alliances in which at least one firm (the Spanish or the foreigner) belong to the corresponding 

sector. For this reason, the total sum of the values in this column is not the total of alliances. The percentages are 
computed from the total of alliances, and hence their sum in not 100%. 

     * indicate the rejection of the independence hypothesis at any significance level lower than 2%. 
 
The financial, energy and construction sectors were found to be quite active in 

previous studies [14, 16]. The literature normally reveals that sectors with a high degree of 
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technological intensity (telecommunications, energy, etc.) or with major changes in regulation 
and intensity of the competition (finance, telecommunications, distribution, etc.) are usually 
the most representative. Those studies that do not analyze press information [1, 2] find a high 
share of cooperation in mature sectors without a strong technological component.  

If we analyze the partnerships in which a bank takes part, we find that more than half 
are DCAs, at around 55.65%. The Spanish banking sector has traditionally had large groups 
formed by different types of companies and based on the creation of banking consortiums 
with a major presence on the domestic market. Banks seem to prefer cooperation with foreign 
companies for the penetration of international markets, with 22.11% of agreements being ICA 
versus 5.08% IDCA agreements. The remaining 17.5% of the agreements in which at least 
one bank participates enables them to collaborate with foreign companies to develop projects 
within Spain. García-Ochoa [15] points out that financial globalization has forced financial 
institutions to form alliances to acquire a competitive size and provide their services to firms 
that are international players. 

Companies from the construction sector seem to focus on domestic cooperation, as 
69.76% of the partnerships are of type DCA. The next most frequent type is ICA, but it lags 
far behind, with only 13.1% of agreements. The least frequent in this case are the IDCAs, 
with only 6.9% of the total number of agreements in which at least one company from the 
construction sector participates. We agree with Escribá, Sanchez and Sanchez [16] in their 
perception that the press has paid considerable attention to tender agreements and public 
works construction, which could explain the high number of agreements of this sector in 
Spain. Nevertheless, the scant presence of international agreements among companies from 
this sector could be explained by the high concentration, large size and heavy investments 
required to bid on tenders and concessions that act as an entrance barrier to foreign capital. 

On the other hand, the firms from the electricity sector show a lower proportion of 
DCAs (51.88%) than the previous sectors and a higher percentage of ICAs (27.69%). Just as 
in the case of banking and construction, international domestic cooperation is the least 
frequent type with 6.45%. The second energy-related sector (oil and gas) is more active in 
cooperation at the international level than at the national level. For instance, only 40.77% of 
agreements are DCAs, although this continues to be the most frequent category. This sector 
forms more international partnerships, with ICA agreements comprising 35.19% and DICAs 
comprising 18.82% of all agreements. Due to the global structure of this market, the firms 
need to develop more agreements with foreign companies at both the national and 
international level.  

Finally, for alliances formed by telecommunications firms, the majority of the 
agreements are international too with ICAs comprising 29.06% and IDCAs comprising 
21.13% of all agreements. This is the sector that collaborates most with foreign companies to 
develop projects in Spain. With the end of state regulation of telecommunications, the 
presence and influence of foreign companies on national economies has increased. This 
phenomenon has affected international operators and major suppliers alike, as they have had 
to adapt to competition in a worldwide market with an oligopolistic structure and develop 
forms of cooperation in an uncertain environment characterized by technological innovation 
[26]. 

When we test the independence between the sector and the type of agreement, the 
hypothesis of the non-existence of a relationship between the type of agreement and the sector 
is rejected in all cases, except for the electricity sector. For this case, we cannot reject the 
absence of association between the type of agreement and the sector. 
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Conclusions 
 

This article examines whether international partnerships have a different pattern of 
behavior than do domestic partnerships by analyzing a sample of agreements between 1990 
and 2002, in which a Spanish company listed on the Spanish continuous market is a 
participating partner.  

We find a balance between national and foreign partners, but the number of 
international partnerships has grown over the sample period with a sharp drop in the last two 
years. This fact could demonstrate an international maturing process that motivates more 
committed forms of agreements such as acquisitions. Spanish companies cooperate primarily 
to expand their activities abroad, although on occasions they serve as a bridge for foreign 
companies to penetrate the Spanish market.  

In international alliances, we find that Spanish firms generally seek partners from a 
single country, normally European or American according to the results of previous research. 
Spanish companies form partnerships with Latin American firms to expand their activities in 
Latin America. In the case of North American companies, more agreements are signed that 
allow foreign penetration of the Spanish market than to help Spanish companies enter North 
American markets.  

There is a tendency to cooperate for production purposes; although they account for 
more than 50% of the DCAs, the percentage is lower in other types of agreements. In 
international agreements, the partnerships for marketing purposes have a very significant 
weight. This confirms the theory that marketing agreements are used when the aim is 
international expansion, while production agreements are used to a greater extent in the 
national markets. Similarly, international expansion is developed to a greater extent in 
multiple functional areas because of the greater complexity of this type of collaboration, even 
though there is a significantly diminished presence for the companies in our sample,  

The nature of alliances is usually horizontal, although the proportion of each type 
depends on whether they are domestic or international partnerships. We also find a tendency 
for competing companies to enter into horizontal agreements at the international level and 
vertical agreements at the national level. The loss of specific know-how, increased 
dependence between the partners, and the possibility of creating a strong competitor in the 
future seem to have an important weight in domestic cooperation. However, firms seem to 
place a greater value on learning and obtaining information provided by competitors when 
entering into international agreements. 

Additionally, we find the most active sector is banking, followed by construction, 
electricity, oil and gas, and telecommunications. These sectors, which are very representative 
in previous studies, are characterized by being technologically intense with major changes in 
regulation and competition. Nevertheless, the sectors with larger companies (with a presence 
on equity markets) are represented to a greater extent than the more atomized sectors. All of 
the companies tend to form domestic partnerships, followed by ICAs. 

Although the fact that our study focuses on listed companies entails some limitations, 
our results seem to be representative of the behavior of Spanish companies as a whole, as they 
confirm the general trends detected by previous studies, albeit with certain particularities. 
Moreover, their nature also enables us to ascertain the market appraisal of the different types 
of agreements in terms of the analyzed variables; this information is especially important 
when making decisions on this issue. Finally, although this paper has a fundamentally 
exploratory nature, it would be interesting to conduct a more in-depth study of the importance 
of these relationships, as our results seem to indicate that the pattern of behavior of 
international partnerships differs from that of domestic alliances. Therefore, to study the 
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factors that increase the probability of firms choosing an international partnership instead of a 
domestic one is a natural extension of this work.  
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Abstract 
 
This paper examines whether the behavioral patterns of international partnerships 

differ from those of domestic partnerships. To this end, we use a sample of partnerships 
established between 1990 and 2002, in which any Spanish company listed on the Spanish 
continuous market was a participant. The number of international partnerships has grown over 
this period. Spanish companies enter into agreements primarily to expand their activities 
abroad, although on occasion, these agreements serve as a bridge for foreign companies to 
penetrate the Spanish market. We test a set of exploratory hypotheses regarding the 
relationships among the types of partnerships and the functional area, the nature of the 
agreement and the sector of the partners. Our results point to a differential behavior of 
international partnerships. 
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Spanish market  
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Résumé 

 
Cet article examine si les comportements en matière de partenariats diffèrent entre les 

partenariats internationaux et nationaux. À cette fin, nous utilisons un échantillon de 
partenariats établis entre 1990 et 2002, dans lesquels les sociétés espagnoles cotées en Bourse 
participaient. Le nombre de partenariats internationaux a augmenté au cours de cette période. 
Les entreprises espagnoles concluent des accords principalement dans le but d'étendre leurs 
activités à l'étranger, même si, lorsque l'occasion se présente, ces accords servent aussi de tête 
de pont pour les entreprises étrangères pour pénétrer le marché espagnol. Nous testons un 
ensemble d'hypothèses exploratoires concernant les relations entre les types de partenariats et 
la zone fonctionnelle, la nature de l'accord et le secteur d'activité des partenaires. Nos résultats 
indiquent un comportement différent lorsque le partenariat est international par rapport au 
partenariat domestique. 

 
Mots-clés: Coopération; Partenariats nationaux et internationaux; 

L'internationalisation; Marché Espagnol  
 
* Translated by: Johannes Schaaper, Senior Professor in International Management, Kedge Business School, 
France 
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Zusammenfassung 
 

Diese Arbeit untersucht, ob sich die Verhaltensmuster der internationalen 
Partnerschaften von den nationalen Partnerschaften unterscheiden. Zu diesem Zweck 
verwenden wir eine Stichprobe von Partnerschaften, die zwischen 1990 und 2002 gegründet 
wurden, in der jedes spanische Unternehmen, welches auf dem spanischen Markt gelistet war, 
ein Teilnehmer war. Die Anzahl der internationalen Partnerschaften ist im Laufe dieser 
Periode gewachsen. In erster Linie schließen spanische Unternehmen Verträge, um ihre 
Aktivitäten ins Ausland zu expandieren, obwohl gelegentlich diese Verträge als eine Brücke 
für ausländische Unternehmen dienen, um in den spanischen Markt einzudringen. Wir prüfen 
eine Reihe von Forschungshypothesen bezüglich der Beziehungen zwischen den Typen der 
Partnerschaften und dem Funktionsbereich, die Art des Vertrages und dem Sektor der Partner. 
Unsere Ergebnisse deuten auf ein Differenzialverhalten der internationalen Partnerschaften 
hin.  

Schlüsselwörter: Kooperation; Internationale und nationale Partnerschaften; 
Internationalisierung; Spanischer Markt 
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Resumen 
 

En este trabajo se analiza si los patrones de comportamiento de los acuerdos de 
cooperación internacionales difieren de los que presentan los acuerdos de cooperación 
domésticos. Para ello, utilizamos una muestra de las alianzas establecidas entre 1990 y 2002, 
en el que participa al menos una empresa española que cotiza en bolsa. Encontramos que el 
número de asociaciones internacionales ha crecido a lo largo del período analizado. Las 
empresas españolas entran en acuerdos principalmente para expandir sus actividades en el 
extranjero, aunque en ocasiones, estos acuerdos sirven como un puente para la penetración de 
empresas extranjeras en el mercado español. Contrastamos un conjunto de hipótesis 
exploratorias relativas a la relación entre el tipo de asociación y el área funcional, la 
naturaleza del acuerdo y el sector al que pertenecen los socios. Nuestros resultados apuntan a 
un comportamiento claramente diferenciado entre los dos tipos de asociaciones. 

 
Palabras clave: Cooperación; Asociaciones internacionales y nacionales; 

Internacionalización; Mercado español 
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 ملخص

 
( تفحص ھذه الورقة اختالف سلوك و أنماط الشراكات الدولیة و المحلیة . حیث تم دراسة عینة من الشراكات 

, حیث احتوت جمیع الشركات اإلسبانیة المدرجة ضمن السوق اإلسباني المستمر.  2002و  1990التي تأسست ما بین 
بإزدیاد عدد الشراكات الدولیة , مما شھد نموا في أعداد الشراكات اإلسبانیة الموقعة على اتفاقیات حیث تمیزت ھذه الفترة 

 للشراكة بھدف توسیع النشاطات التجاریة.
بالنسبة للدول األجنبیة , ھذه اإلتفاقیات تعد جسرا للوصول إلى السوق اإلسباني . حیث قمنا بإختبار مجموعة من 

حول العالقة التي تربط بین أنواع الشراكات و التخصصات الوظیفیة , و طبیعة ھذه اإلتفاقیات , و الفرضیات اإلستكشافیة 
 القطاع المتعلق بتلك الشراكة .

 النتائج توصلت إلى فروقات في السلوك بین الشراكات الدولیة و المحلیة .
 

 ي تعاون, شراكات وطنیة و دولیة, التدویل, السوق االسبانالكلمات الدالة: 
 

*. Translated by: Zu'bi M. F. Al-Zu'bi, PhD, FHEA, School of Business, The University of Jordan,  
 zoz55jo@yahoo.com  
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Abstract 

 
Questa ricerca esamina se uno schema di partnership internazionale sia diverso 

rispetto ad uno schema nazionale. Per questo fine esaminiamo una serie di partnership 
stabilite fra il 1990 e il 2002 in cui erano partecipi aziende parte del mercato continuo. Il 
numero delle partnership internazionali è cresciuto durante questo periodo. Aziende spagnole 
entrano in questi accordi principalmente per sviluppare affari all’estero,  anche se a volte 
questi accordi servono come ponti per permettere ad aziende straniere di raggiungere il 
mercato spagnolo. Facciamo dei test su un gruppo di ipotesi esplorative riguardanti la 
relazione fra tipologie di partnership e l’area funzionale, la natura dell’accordo e il settore dei 
partner. I nostri risultati rilevano una differenza nel comportamento riguardante partnership 
internazionali. 

 
Parole chiave:  cooperazione, partnership internazionali e nazionali, 

internazionalizzazione, mercato spagnolo 
 
 

*. Translated by: Riccardo Paterni, Synergy Pathways, riccardo@synergypathways.net 
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摘要 
 

[本文探讨了国际合作伙伴关系的行为模式是否不同于国内合作伙伴关系的行为

模式。为此，我们采用了西班牙上市公司于1990年至2002年所列出的所有合作伙伴关

系。国际合作伙伴关系在此期间内迅速增长。西班牙公司签订这些合作协议主要是为

了扩大他们在国外的活动。当然有时候，这些协议也会作为被外国公司用来打入西班

牙市场的桥梁。我们测试了一组探索性的假设。这些假设涉及了关于合作伙伴关系的

类型，功能区域，合作协议的性质以及合作伙伴所在的行业之间的关系。我们的结果

发现了国际合作伙伴关系的行为模式是不同的。]  
 

关键词： 合作; 国际和国内的合作伙伴关系; 国际化; 西班牙市场] 
 

*. Translated by: Dr. Na Fu, Maynooth University School of Business, Maynooth University, Maynooth, Co. 
Kildare, Ireland. 
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