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Preface

The idea of collecting and selecting teaching case studies under the unifying theme of internationalization in Reverse Entrepreneurship in Latin
America – Internationalization from Emerging Markets to Developed
Economies began in 2016 at Universidad Anáhuac México, with the aim of
sharing the lessons learned by Latin American companies that are struggling with the complex step of extending the borders of their country of
origin.
Our idea took the form of a casebook produced after long conversations
about how to provide value to the teachings that Latin American business and
entrepreneurship students receive through relevant experiences of local small
and medium enterprises, as well as startups. We wanted to share the issues and
dilemmas that managers and entrepreneurs face in the more uncertain business landscapes of the emerging countries. Above all, we are motivated by the
economic trend and trade exchanges characterized by the flow of products
and services from emerging markets to develop countries—and even other
emerging markets. Although business students need to understand the basic
aspects that multinational companies put into action when they target an
emerging market, they also need to gain awareness of the specific dimensions
of family businesses and new ventures as these begin to trickle into the commercial scenario of a developed country. Combining these two conceptual
perspectives would enable these students to increase their overall understanding of internationalization processes.
This casebook aims to serve as one of the first to address the reverse flow
of internationalization through the real-world problems that Latin
American companies have experienced. Students can develop their business
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mindset by analyzing the external challenges, internal issues, and business
processes depicted by the teaching cases. The companies illustrated in the
cases are embedded in emerging markets whose main features refer to low
awareness of sustainability issues and a weaker regulatory framework, as
well as particular infrastructure challenges related to telecommunications,
energy, and transportation, to mention just a few. The students can reflect,
discuss, and elaborate on proposals of feasible strategies and plans to solve
the issues posed by the cases according to the context in which the ventures
operate and their target markets. The cases included in this book depict the
variety of industries found in many of the emerging markets that target different destination countries. Hence, business instructors can choose from
among these cases those that best adapt to their teaching objectives, interests, and similarities to their local companies. While we hope that instructors and students benefit from reading, analyzing, and discussing the cases,
the participants in this casebook have also prepared comprehensive teaching notes, which are available via e-mail on request from the corresponding
authors and the editors.
Note: These cases are written solely for educational purposes and are not
intended to represent successful or unsuccessful managerial decision making.
The authors may have disguised names, financial and other recognizable
information to protect confidentiality and for competitive reasons.
Huixquilucan, Mexico


Pável Reyes-Mercado
Guillermo Jesús Larios Hernández
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