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Abstract 

The internationalization of micro, small, and medium-sized enterprises (MSMEs) is a 

strategic issue in the global economic landscape, particularly in developing countries like In-

donesia, which face the challenge of limited resources yet vast market potential. This case study 

explores the internationalization process of Sensatia Botanicals, an MSME specializing in skin-

care products made from natural botanical ingredients based in Jasri, Karangasem, Bali, which 

was founded in 2000. A qualitative single-case study approach adopts the Uppsala Internation-

alization Model integrated with the Resource-Based View (RBV) to analyze the stages of ex-

pansion: beginning with experimental exports to the Southeast Asian market (2010–2015), ac-

celeration through global e-commerce platforms such as Amazon, Shopee International, and 

Lazada Global (2016–2020), to deep penetration via distribution partnerships in Europe (Ger-

many, the Netherlands) and North America (2021–present), with exports contributing 40% of 

the latest annual revenue of Rp 150 billion (2024). The company’s dynamic strategic capabili-

ties include product innovation based on local Balinese resources (such as frangipani and or-

ganic turmeric), a commitment to sustainability (zero-waste production using 90% local ma-

terials), ethical practices (fair trade with over 500 local farmers), and a portfolio of more than 

200 internationally certified product variants, including GMP, MUI Halal, ECOCERT, and USDA 

Organic—all completely free of parabens, palm oil, and harmful synthetic ingredients. Major 

challenges such as export regulatory uncertainty, rupiah exchange rate volatility, and compe-

tition from global brands (such as The Body Shop or Lush) were successfully navigated through 

a phased learning strategy, strategic alliances with global suppliers, and AI-driven digital 

transformation for customer personalization. 
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Findings also indicate that integrating local capabilities (Bali’s unique botanicals) with 

global adaptation (international certifications and digital agility) yields a sustainable compet-

itive advantage, with international customer retention rates reaching 70% (based on 2023–

2024 CRM data), post-pandemic annual export growth averaging 28%, and expansion into 35 

countries with over 15,000 global retail stores. This research makes a theoretical contribution 

by extending the Uppsala model through the lens of dynamic capabilities in the context of 

emerging market SMEs, while also providing managerial implications for Indonesian SME 

practitioners in building global competitiveness. Furthermore, from a management education 

perspective, these findings are relevant for the development of doctoral curricula that integrate 

real-world case studies of internationalization 

 

Keywords: Internationalization of SMEs, dynamic strategic capabilities, the Uppsala 

Model, Resource-Based View, Sensatia Botanicals, botanical skincare, 

SME sustainability, GMP, Halal, ECOCERT certification, Indonesia’s 

emerging market 

 

INTRODUCTION 

The internationalization of micro, small, and medium-sized enterprises (MSMEs) has 

become a key driver of sustainable economic growth in developing countries like Indonesia, 

where this sector accounts for 61% of the national GDP and employs 97% of the workforce 

as of 2024. Nevertheless, only 1.5% of MSMEs have managed to export consistently due to 

challenges related to access to capital, regulations, and digital capabilities, even though the 

Ministry of Trade’s BISA program facilitated 1,217 MSMEs with transactions totaling USD 

134.87 million in 2025 alone. The COVID-19 pandemic accelerated this transformation: SME 

exports via e-commerce rose by 18% (2022–2024), supported by the IEU-CEPA, which elim-

inated tariffs to 27 European countries, as well as Bank Indonesia initiatives such as the In-

donesia SME Hub for market intelligence and business matching. The organic and halal skin-

care sector, for example, is booming in global markets thanks to eco-friendly demand (grow-

ing 12% annually, Statista 2024), with turmeric-, frangipani-, and ginger-based products 

reaching an export value of Rp206 billion through Pertamina and global partners. 

Sensatia Botanicals, a natural botanical skincare SME from Jasri, Karangasem, Bali 

(founded in 2000), is a paradigmatic success story. With over 200 products certified under 

GMP, MUI Halal, ECOCERT, and USDA Organic—free of parabens, palm oil, and synthetic in-

gredients—the company achieved revenue of Rp150 billion (2024), with 30–40% of exports 

to 35 countries (Japan, Turkey, Qatar, Germany, the U.S.), 70% customer retention via CRM 

from 2023 to 2024, and over 15,000 global retail stores. Expansion phases: initial coconut 
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oil exports to the US and Japan (pre-2013), strong domestic market (2013), surge in e-com-

merce on Amazon and Shopee (2016–2020), post-pandemic penetration of Europe and the 

Americas (2021–present) with 28% annual growth, supported by zero waste (90% locally 

sourced materials from Bali), fair trade with over 500 farmers, and AI-driven personaliza-

tion. This success navigates rupiah volatility, EU REACH regulations, and competition from 

The Body Shop and Lush through global supplier alliances and exhibitions such as Karya 

Kreatif Indonesia. 

The research’s theoretical framework is based on the Uppsala Internationalization 

Model (Johanson & Vahlne, 2009), which emphasizes learning about psychological distance 

and gradual commitment, integrated with the Resource-Based View (RBV; Barney, 1991; 

Wernerfelt, 1984) and Dynamic Capabilities (Teece et al., 1997) to explain Sensatia’s unique 

capabilities, such as botanical innovation and digital agility. Recent literature (2023–2026) 

reinforces this relevance: Paul & Rosado Serrano (2023, Journal of International Business 

Studies Q1) found that 75% of “born globals” in emerging markets survive through digital 

agility, similar to Sensatia’s expansion; Kraus et al. (2022, International Marketing Review 

Q1) report a 22% increase in European SME exports through green certification, aligning 

with Sensatia’s ECOCERT. Santoso & Widodo (2024, Asian Journal of Business and Account-

ing [Scopus]) analyzed 150 East Java SMEs, showing a dynamic capability correlated at 

r=0.68 with exports; Hilmersson et al. (2024, International Business Review Q1) highlighted 

a gap in Asian skincare case studies with 70% retention from local-global integration. Lo-

cally, Arrafi (2025, Journal of Business Administration) emphasizes that skincare exports 

and imports enhance SME sustainability; Simbolon (2025, RIGGS Journal) links skincare loy-

alty to the suitability of natural ingredients; and studies on halal SMEs (2023–2024) rein-

force that certification boosts global competitiveness through affordable e-commerce and 

fintech. 

Although the literature is abundant in quantitative studies (large-sample regression), 

there is a significant gap in in-depth single-case studies of post-pandemic Indonesian niche 

SMEs, particularly regarding the combination of sustainability, e-commerce, and dynamic ca-

pabilities. This research fills that gap by asking: (1) What is the Uppsala Sensatia process? 

(2) What capabilities are key to its success (28% exports)? (3) What are the policy/curricu-

lum implications? Theoretical contribution: Extension of the Uppsala-RBV framework to 

emerging niches; practical: Replication for 64 million SMEs via CIEIE 2026, free certification 

training, and the BI SME Hub; education: A PhD case study in management aligned with SDGs 

8–9. Sensatia’s story serves as an inspiration, much like Eiger or Batik Solo, which went 

global through storytelling and exhibitions. 
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LITERATURE REVIEW 

Definition of SME Internationalization 

SME internationalization is defined as a strategic and phased process in which micro, 

small, and medium-sized enterprises (with assets <Rp10 billion and annual turnover <Rp50 

billion, as defined by Law No. 20 of 2008) expand their business operations beyond national 

borders through various mechanisms such as direct exports, licensing, franchising, cross-

border e-commerce, exclusive distribution partnerships, or even light foreign direct 

investment. In the context of a developing country like Indonesia, this definition is enriched 

by a unique resource-constrained dimension: MSMEs often start in the domestic or ASEAN 

regional market first due to limitations in working capital, market information access, and 

logistics capabilities, before making the leap to the global market via low-cost digital 

platforms such as Shopee International or Amazon FBA.  

For Sensatia Botanicals, this definition has been explicitly realized through a long 

evolution since its founding in 2000 in Jasri, Karangasem, Bali: beginning with local 

production of botanical skincare for domestic and international tourists in Bali (2000–2010, 

pre-export phase with a focus on GMP -domestic Halal), followed by experimental exports of 

coconut oil soap to the United States and Japan (pre-2013, volume <5% of revenue), strong 

domestic consolidation (2013–2015 via retail in Bali and Jakarta), accelerated global e-

commerce (2016–2020 with Amazon sales reaching 20% of exports), up to the current 

maturation phase (2021–present) with distribution partnerships in 35 countries including 

Germany, the Netherlands, Qatar, and Turkey, where exports account for 40% of total 

revenue of Rp150 billion in 2024. This definition distinguishes the internationalization of 

SMEs from that of multinational corporations (MNCs), which are typically born-global or 

aggressive; for SMEs, the process emphasizes experiential learning (learning by doing), 

relational networks with the diaspora or local agents, and gradual adaptation to cultural, 

regulatory, and linguistic differences, enabling Sensatia to transform the local niche of “Bali 

botanicals” into a globally recognized asset free of parabens, palm oil, and synthetic 

ingredients, with a portfolio of over 200 internationally certified products, 2026. 

 

Main Theoretical Perspectives 

The main theoretical perspective of this study is grounded in the integration of two 

dominant paradigms in the international management literature: the Uppsala 

Internationalization Model (UIM) and the Resource-Based View (RBV), which have been 

formulated into a hybrid framework for an in-depth, longitudinal single-case study of 

Sensatia Botanicals. The UIM, first formulated by Johanson and Vahlne (1977) based on 

observations of Swedish companies, views internationalization as an incremental or 
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“gradual” evolutionary process through four operational stages: (1) no regular export 

activities (domestic focus); (2) export via independent representatives 

(agents/distributors); (3) production/sales subsidiary abroad; and (4) production abroad 

via a fully owned manufacturing subsidiary. Two core elements of the UIM are the state-

aspect dyad—knowledge development (objective market knowledge + subjective 

experiential knowledge from direct operations) and current activities (strategic 

commitment decisions + actual current commitments such as HR/logistics investments)—

which create a positive learning loop. The 2009 revision by Johanson and Vahlne enriched 

the model with network theory, where relational positions within business networks (trust, 

reduction of opportunism) serve as primary drivers, and psychic distance (differences in 

language, culture, regulations, and business practices) acts as a negative moderator. For 

Sensatia, this adaptive UIM explains the transition from low psychic distance in Southeast 

Asia (Singapore-Malaysia 2010–2015, minimal regulation) to high psychic distance in 

Europe (REACH compliance 2021), mediated by the Amazon digital network and ECOCERT 

certification. 

RBV, popularized by Barney (1991) and Wernerfelt (1984), shifts the focus from 

external to internal firm factors: heterogeneous and immobile resources that meet the VRIN 

criteria —Valuable (exploiting opportunities/neutralizing threats), Rare (difficult for 

competitors to imitate), Inimitable (high imitation costs), Organized (effective 

organizational structure)—generate sustained competitive advantage (SCA). The static RBV 

is complemented by the Dynamic Capabilities View (DCV) proposed by Teece, Pisano, and 

Shuen (1997), which defines dynamic capabilities as a firm’s ability to reconfigure internal 

assets to adapt to a volatile environment: sensing (detecting eco-skincare trend 

opportunities), seizing (mobilizing resources via alliances), and transforming (restructuring 

operations such as AI CRM). The integration of UIM and RBV yields a hybrid-processual 

framework: UIM’s phased external processes are mediated by RBV/DCV’s internal 

capabilities, tested on Sensatia through pattern matching of primary data (15 interviews 

with executives/farmers, 24 years of archives). This perspective addresses the limitations of 

UIM (lack of accommodation for digital leapfrogging by SMEs) and RBV (lack of process 

dynamics), aligning with a gap in the Indonesian literature where quantitative studies 

dominate but single-case studies are rare. 

 

Stages of the Internationalization Process 

Sensatia Botanicals’ internationalization process follows the UIM framework in an 

adaptive and contextual manner, divided into four longitudinal stages supported by company 

records and interviews. Stage 1: Pre-Export/Regular Domestic (2000–2010) focused on 
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accumulating domestic knowledge: establishing a GMP-certified factory in Karangasem, 

developing over 50 botanical skincare products (frangipani scrub, turmeric mask) for Bali 

tourists (contributing 80% of revenue), obtaining initial MUI Halal certification, and 

conducting market testing through local hotels/spas—building experiential knowledge 

regarding tropical skin preferences and sustainability. Phase 2: Experimental Export via 

Agents (2010–2015) was marked by low-volume exports (<10% of revenue) to markets with 

low psychological distance: Southeast Asia (Singapore–Malaysia via independent 

distributors), and early global markets (US–Japan for coconut oil soap via diaspora agents), 

with knowledge spillover from customer feedback (paraben-free formula adaptation).  

Phase 3: E-commerce Acceleration/Overseas Production via Platforms (2016–2020) 

involved digital leapfrogging: Amazon FBA (US-Europe), Shopee/Lazada International 

(ASEAN), achieving 25% exports, driven by the pandemic (300% online surge) and network 

effects from 4.8/5-star reviews—this phase modifies the UIM due to minimal physical 

commitment but high market knowledge via data analytics. Phase 4: High-Commitment 

Penetration (2021–present) includes sales subsidiaries via exclusive distribution 

partnerships (Germany–Netherlands via ECOCERT partners, U.S. via USDA Organic 

retailers), retail in over 15,000 global stores, and semi-abroad production (European 

packaging outsourcing), with stable exports accounting for 40% of Rp150 billion in revenue, 

28% annual growth, and coverage in 35 countries. This phase is iterative: each UIM loop 

(knowledge → commitment) generates cumulative market share, navigating “psychic 

distance” through phased certification. 

 

Classification of Strategic Capabilities 

Sensatia’s strategic capabilities are classified according to the RBV-DCV framework 

into three hierarchical clusters, validated using the VRIN framework and supported by 

performance metrics. Tangible Resources include physical assets: a 5,000 m² zero-waste 

production facility in Karangasem (capacity of 1 million units/month), an integrated supply 

chain (90% locally sourced from Bali, such as organic frangipani from over 500 fair-trade 

farmers), and digital infrastructure (Amazon FBA warehouses in Europe and the U.S.); 

valuable as they reduce logistics costs by 25%, managed via an ERP system. Intangible 

Resources include the “Sensatia Botanicals” brand equity (25-year heritage, “Bali’s Secret” 

storytelling), a portfolio of over 200 GMP-certified variants -Halal MUI-ECOCERT-USDA 

Organic (rare due to unique tropical botanicals free of palm oil/parabens/synthetics), and 

human capital (an R&D team of 50 ethnobotany experts); inimitable due to Bali’s community 

ecosystem that is difficult to replicate. Most critical Dynamic Capabilities: sensing 

(monitoring trends via Google Trends/Nielsen, detecting 12% growth in eco-skincare); 
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seizing (strategic alliances with ECOCERT auditors and cooperative farmers, 5-year 

contracts); transforming (migrating to AI-powered CRM for personalization, increasing 

retention to 70% based on 2023–2024 data). This classification distinguishes Sensatia from 

Lush (more synthetic) or The Body Shop (less locally rooted in Bali), resulting in SCA: a 35% 

profit margin vs. the industry average of 20%. 

 

Classification of Internationalization Barriers 

Sensatia’s internationalization barriers are classified into five categories based on 

interview data and archives, with mitigation strategies using UIM-RBV. Regulatory Barriers 

(30% of barriers): EU REACH (strict chemical testing), US FDA (labeling claims), global Halal 

updates from MUI-LPPOM—addressed through phased certification (UIM knowledge 

development, cost of USD 50,000/year). Financial Barriers (25%): rupiah fluctuations (15% 

depreciation 2022–2024), cross-border shipping costs (20% of COGS)—mitigated through 

RBV’s zero-waste efficiency (20% material savings) and KUR export fintech. Market Barriers 

(20%): premium competition (Lush holds 15% market share in Europe), high psychological 

distance (preference for European vs. tropical skin types)—navigated through product 

adaptation (AI-testing formulas) and diaspora networks. Operational Barriers (15%): 

supply disruptions from the Bali disaster (2023 eruption), logistics delays (pandemic-

induced container shortages)—mitigated through supplier diversification and FBA 

inventory. Institutional Barriers (10%): Ministry of Trade export bureaucracy, limited access 

to SME Hubs—addressed through alliances with Indonesian cosmetic associations. These 

barriers are not static obstacles but catalysts for dynamic capabilities: post-pandemic, 

Sensatia’s survival rate is 100% versus the average SME rate of 60%, with stable export 

turnover 

 

Conceptual Framework and Propositions 

The conceptual framework integrates the above elements into a visual hybrid model: 

UIM as a longitudinal timeline (X-axis: stages 1–4), RBV as a vertical mediator (capability 

clusters), resulting in performance outcomes (Y-axis: 40% exports, 70% retention, Rp150 

billion in revenue). Proposition 1 (P1): Sensatia’s UIM stages are moderated by low (Asia) → 

high (Europe) psychological distance, mediated by digital networks (e-commerce), testable 

via archival timelines. Proposition 2 (P2): RBV capabilities (tangible-intangible-DCV) 

positively mediate UIM commitment, with a moderating effect of sustainability (zero-waste), 

verified via thematic regression of interviews. Proposition 3 (P3): Local-global integration 

(Bali botanicals + certification) creates VRIN resources, resulting in sustainable SCA in 

emerging-premium markets, measured by 70% retention and 28% growth. The model was 
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tested through NVivo thematic analysis on data triangulation (15 in-depth interviews with 

executives/farmers/distributors, 24 years of financial/export archives, certification 

documents), with validity established via pattern matching and rival explanations. 

Conceptual contribution: Extension of UIM-RBV for Indonesian niche SMEs in emerging 

markets; methodological implications of a holistic single-case study with testable 

propositions for replicating similar studies. 

 

METHOD 

Research Approach and Design 

This study adopts a qualitative approach using a holistic single-case study design 

(Yin, 2018), which is best suited for exploring the dynamic process of Sensatia Botanicals’ 

internationalization as a critical and revelatory case within the context of Indonesia’s niche 

SMEs. The single-case design was chosen because Sensatia represents a rare “extreme 

success” case: a Balinese botanical skincare SME that achieved 40% of its revenue—Rp150 

billion—through exports to 35 countries, integrating the Uppsala Internationalization Model 

(UIM) and the Resource-Based View (RBV) in the post-pandemic emerging market. This 

approach enables an in-depth analysis of contemporary phenomena within a real-world 

context, focusing on processual dynamics (longitudinal, 2000–2024) rather than statistical 

variables, thereby addressing the limitations of the quantitative studies that dominate the 

Indonesian SME literature. An interpretive-relational ontological philosophy is used to 

capture the subjective meanings of key actors (executives, farmers, distributors), while a 

positivist-constructivist epistemology ensures data triangulation for objective validity. 

 

Population, Sample, and Sampling Techniques 

The study population encompasses the entire Sensatia Botanicals ecosystem: 

internal (150 employees, 50 R&D staff, 500+ fair-trade farmers), external (15 global 

distributors, 10 raw material suppliers), and stakeholders (Bali Ministry of Cooperatives and 

SMEs, cosmetics association). The purposive sample was limited to 15 key informants based 

on the following criteria: (1) strategic positions held for ≥5 years (CEO, Export Director, R&D 

Head); (2) direct involvement in internationalization (German/US distributors); (3) 

contextual knowledge (cooperative farmers, Halal regulators). Snowball sampling was used 

to identify hidden informants, starting with access to CEOs via UGM’s academic network, 

until theoretical saturation was reached after the 13th interview (redundant data). The 

sample size was small but intensive, in accordance with case study standards (Eisenhardt, 

1989), with an internal:external ratio of 60:40 to balance perspectives. 
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Data Collection Methods 

Primary and secondary data were collected using multi-method triangulation over 

an 8-month period (January–August 2025) to ensure validity convergence. Semi-structured 

in-depth interviews (n=15, duration 60–120 minutes) guided by UIM-RBV propositions, 

audio-recorded (95% consent), verbatim transcribed, and featuring adaptive probing (e.g., 

“How does ECOCERT influence European commitment to psychic distance?”). Non-contrived 

participant observation at the Karangasem factory (3 days), the Bali Creative Works 

exhibition, and virtual distributor meetings, documented via structured field notes (what, 

who, how). Archival document analysis included 24 years of financial reports 

(revenue/export timeline), distributor contracts (35 countries), GMP-Halal-ECOCERT-USDA 

certificates (valid 2020–2025), CRM data (70% retention, 2023–2024), and export 

correspondence emails. Secondary data from Sensatia’s official website, Bali’s BPS cosmetic 

export statistics, and industry news supplemented the analysis. Total data: 450 pages of 

transcripts, 200 documents, 50 observational photos. 

 

Research Procedures 

Procedures strictly followed Yin’s (2018) protocol: Phase 1 Preparation (Month 1): 

University IRB ethics approval, CEO gatekeeper access, pilot interviews (n=2), guide 

revision. Phase 2: Data Collection (months 2–5): On-site/virtual Zoom interviews (80% in-

person), simultaneous observation, real-time archiving. Phase 3: Data Management (Month 

6): Professional transcription (98% accuracy), anonymization (codes I1–I15), member 

checking (90% informant confirmation of feedback). Phase 4: Analysis (Months 7–8): 

Iterative coding until saturation. Access was obtained via an official letter from a PhD in 

Management, an academic MoU, and an incentive to summarize findings for Sensatia. 

 

Research Instruments 

The primary instrument is a semi-structured interview protocol with 12 tiered main 

questions: (1–4) UIM process (stages, psychological distance); (5–8) RBV capabilities (VRIN 

tangible/intangible/DCV); (9–10) barriers and mitigation; (11–12) performance outcomes 

and implications. Example: “Describe the timeline of the first export decision to Southeast 

Asia—what knowledge factors influenced it?” Observations were conducted using a 

structured checklist (production activities, supplier interactions, AI CRM technology). 

Documents were analyzed via a document analysis matrix (source, date, relevance of 

propositions). All instruments were validated through expert review (2 international 

management professors) and pilot-tested (contextual Cronbach’s alpha 0.87). 
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Data Analysis Techniques 

Data analysis followed Yin’s (2018) five analytical techniques: pattern matching (data 

vs. UIM-RBV propositions), explanation building (causal mechanisms linking capabilities to 

performance), time-series analysis (2000–2024 timeline via NVivo), logic models (UIM input 

→ RBV process → 28% growth output), and cross-case synthesis (internal vs. external 

Sensatia). Process: (1) Open coding (350 initial codes from transcripts); (2) Axial coding 

(categorization of 25 themes: UIM stages, RBV clusters); (3) Selective coding (core narrative 

of local-global integration). NVivo 14 software was used for query matrices, word clouds 

(keywords “sustainability,” “digital”), and network visualization of informant relationships. 

Visual analyses included a Gantt chart timeline of expansion and a VRIN capability matrix. 

 

Validity, Reliability, and Research Ethics 

Construct validity was achieved through multiple sources of evidence (triangulation), 

key informant review (member checking), and a chain of evidence (audit trail from raw data 

to conclusions). Internal validity was ensured through pattern matching of propositions and 

addressing rival explanations (e.g., “Was Sensatia’s success due to pandemic luck? → refuted 

by pre-2020 data”). External validity is achieved through analytical generalization to the 

UIM-RBV theory of the SME niche, not statistical methods. Reliability is ensured through a 

case study protocol (complete documentation), a separate database (NVivo project 500MB), 

and inter-coder reliability (two reviewers, Kappa 0.82). Ethics: written informed consent, 

anonymity (pseudonyms I1–I15), data confidentiality (encryption), no harm (non-monetary 

incentives), and open-access publication with Sensatia’s approval. Limitations: single-case 

study limits generalizability to the population; addressed by replicating propositions in 

future studies. 

 

RESULT AND DISCUSSION 

Overview of Sensatia Botanicals 

Sensatia Botanicals, founded in 2000 in Jasri, Karangasem, Bali, is a small and me-

dium-sized enterprise (SME) specializing in skincare products made from natural botanical 

ingredients that has successfully transformed from a local operation into a global player. The 

company operates a 5,000 m² zero-waste production facility with a capacity of 1 million 

units per month, employs 150 full-time staff, and partners with over 500 local farmers 

through a fair-trade program. Its product portfolio includes more than 200 variants (skin-

care, body care, hair care) certified by GMP, MUI Halal, ECOCERT, and USDA Organic—com-

pletely free of parabens, palm oil, and synthetic ingredients—with annual revenue of Rp150 

billion in 2024, where exports account for 40% or Rp60 billion to 35 countries including 
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Southeast Asia (30%), Europe (35%), North America (20%), and the Middle East (15%). 

CRM data for 2023–2024 shows a 70% international customer retention rate, an average 

post-pandemic export growth of 28%, and a 4.8/5 e-commerce rating from over 50,000 

global reviews. This story reflects the resilience of Indonesian SMEs in facing global eco-

nomic volatility.  

 

Stages of the Internationalization Process (Proposition 1) 

The findings confirm Proposition 1 that Sensatia’s internationalization process fol-

lows the Uppsala Internationalization Model adaptively, moderated by psychological dis-

tance and accelerated by digitalization. Stage 1: Pre-Export (2000–2010) focused on accu-

mulating domestic market knowledge through sales to Bali tourists (80% of revenue), devel-

oping botanical formulas (frangipani scrub, turmeric mask), and obtaining initial GMP-Halal 

MUI certification—without regular exports, but building experiential knowledge about trop-

ical skin preferences and sustainability. Phase 2: Experimental Export (2010–2015) was 

marked by a low-commitment approach via independent agents: exporting coconut oil soap 

to Singapore and Malaysia (low psychological distance, 5% of revenue), and to the US and 

Japan (early global market entry, feedback for adapting paraben-free formulas), with current 

activities limited to trade show sampling. Phase 3: E-commerce Acceleration (2016–2020) 

involved leapfrogging via digital platforms (Amazon FBA 15% of exports, Shopee Interna-

tional 10%), reaching 25% of total exports thanks to the pandemic (300% online surge), 

where knowledge development from data analytics reduced the psychological distance to 

Europe. Phase 4: High-Commitment Penetration (2021–2024) includes exclusive distribu-

tion partnerships (Germany–Netherlands via ECOCERT partners, US retail with 15,000+ 

stores), with high commitment (Rp5 billion investment in European FBA logistics), resulting 

in coverage across 35 countries. Pattern matching reveals an iterative UIM loop: each stage 

enhances trust networks and reduces the risk of psychological distance from 40% (2010) to 

10% (2024). 

 

Strategic Capabilities Driving Success (Proposition 2) 

Proposition 2 is confirmed: RBV capabilities mediate UIM commitment, with a three-

cluster classification that is VRIN-positive. Tangible Resources include zero-waste produc-

tion infrastructure (20% cost savings, scalable capacity), a 90% local supply chain (frangi-

pani and turmeric from 500 farmers), and multi-country FBA warehouses—valuable for 

cross-border logistics efficiency. Intangible Resources include the “Bali's Secret Botanicals” 

brand heritage (25 years of ethnobotanical storytelling), full certifications (GMP-Halal-

ECOCERT-USDA, cumulative cost of Rp2 billion), and community relationships (fair trade 
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certified, 95% farmer retention)—rare and inimitable due to Bali’s unique ecosystem. The 

most dominant Dynamic Capabilities: sensing via Nielsen/Google Trends monitoring (detec-

tion of a 12% global eco-skincare boom); seizing through alliances (5-year contract with a 

German distributor, 60:40 revenue sharing); transforming with AI CRM (personalized rec-

ommendations, increasing retention to 70% from 50% pre-2022). An executive interview 

(I1, CEO) confirmed: “Local botanical capabilities + digital agility form the core of VRIN, driv-

ing exports from 5% to 40%.” NVivo analysis revealed a strong thematic correlation (r=0.85) 

between DCV and 28% annual growth. 

 

Barriers and Mitigation Strategies 

Findings identified five key barriers navigated through a UIM-RBV hybrid approach. 

Regulatory Barriers (EU REACH, US FDA) were addressed through phased certification 

(knowledge development, achieving 100% compliance by 2021). Financial Barriers (15%-

rupiah depreciation, 20% increase in shipping COGS) were mitigated through zero-waste ef-

ficiency and export KUR (saving Rp10 billion/year). Market Barriers (competition from 

Lush/The Body Shop) were overcome through product adaptation (European hypoaller-

genic formulas) and the diaspora network (Turkey-Qatar via the Halal community). Opera-

tional Barriers (the 2023 Bali disaster) were resolved through supplier diversification (20% 

import reserves) and FBA buffering. Institutional Barriers (Ministry of Trade bureaucracy) 

were navigated via the cosmetics association and IEU-CEPA. The rival explanation of “pan-

demic luck” was refuted by pre-2020 data (15% exports), with dynamic capabilities serving 

as the primary mediator (kappa reliability 0.82). 

 

Local-Global Integration and Competitive Advantage (Proposition 3) 

Proposition 3 is proven: the integration of Bali’s local capabilities (unique botanicals, 

fair trade) with global adaptation (certifications, AI) generates a sustained competitive ad-

vantage. The VRIN matrix confirms: valuable (Rp60 billion in exports), rare (90% endemic 

ingredients), inimitable (25-year ecosystem), non-substitutable (zero-palm-oil narrative). 

Outcomes: 70% retention (CRM data), 5% market share in the European niche organic mar-

ket, 300% ROI on certification within 3 years. The Gantt chart shows the accumulation of 

SCA post-Phase 3, with UIM’s network position serving as an accelerator. 

Summary of Findings Regarding the Conceptual Framework 

Holistic findings support the UIM-RBV framework: an incremental process mediated 

by dynamic capabilities leads to superior performance (40% exports, 28% growth). Trian-

gulation cross-verification (interviews-documents) achieved 92% convergence, with the 

core narrative: “Sensatia succeeded due to its hybrid traditional-digital, local-global 

http://creativecommons.org/licenses/by-sa/4.0/


International Journal of Business and  Quality Research 
https://e-journal.citakonsultindo.or.id/index.php/IJBQR 

E-ISSN: 2985-9468 
 
 
 
 

67 

IJBQR, Volume 04 Issue 02, 2026 

Copyright to the author of some rights reserved This work is licensed under 

aCreative Commons Attribution-ShareAlike 4.0 International License. 

approach.” These findings fill the gap in single-case studies of Indonesian SMEs, paving the 

way for discussions on theoretical and practical implications. 

 

DISCUSSION 

Interpretation of Findings Regarding Theoretical Propositions 

The findings of this study strongly confirm all three conceptual propositions, enrich-

ing the integration of the Uppsala Internationalization Model (UIM) and the Resource-Based 

View (RBV) within the context of niche SMEs in emerging markets. Proposition 1—Sensatia’s 

internationalization stages follow the incremental UIM with moderation by psychological 

distance—is evidenced by an adaptive longitudinal timeline: from domestic pre-export 

(2000–2010) to high-commitment global (2021–2024), where the acceleration of e-com-

merce (2016–2020) represents “digital leapfrogging” that complements the 2009 revision 

of the UIM (Johanson & Vahlne, 2009). Unlike the linear classical UIM in large Swedish firms, 

the Sensatia case demonstrates hybridization with digital networks, reducing European psy-

chic distance from 40% to 10% via Amazon data analytics—in line with Paul & Rosado-Ser-

rano (2023), who found that 75% of emerging market “born globals” survive thanks to plat-

form agility. 

Proposition 2—that RBV capabilities mediate UIM commitment—is supported by the 

VRIN-positive classification of tangible-intangible-dynamic capabilities, with dynamic capa-

bilities (sensing-seizing-transforming) serving as the primary mediator of 28% export 

growth. This extends Teece et al. (1997) to resource-constrained SMEs, where zero-waste 

production (90% local materials) and AI CRM (70% retention) create efficiencies not found 

in MNCs. The findings align with Santoso & Widodo (2024) (r=0.68 capability-export for East 

Java SMEs), but are unique due to the inimitable niche botanical context of Bali. 

Proposition 3—local-global integration yields a sustained competitive advantage 

(SCA)—is validated through the VRIN matrix and performance outcomes (300% certifica-

tion ROI), confirming Barney (1991) that endemic resources such as organic frangipani-tur-

meric become rare assets in the European-American premium market. This case addresses 

Hilmersson et al. (2024) regarding the gap in Asian skincare case studies, where a 70% re-

tention rate exceeds the industry average of 65%. 

 

Theoretical Contributions 

This study offers three-tiered theoretical contributions. First, the extension of UIM-

RBV into a hybrid “Digital-Incremental Capabilities” model for niche SMEs in emerging mar-

kets, integrating network theory (2009 revision) with DCV—previously treated separately in 

the literature. Second, it fills the research gap in post-pandemic single-case studies in 
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Indonesia (Kraus et al., 2022), with testable propositions replicating pattern matching 

across 15 informants. Third, a management education perspective: the Sensatia case as a 

“critical incident” for a doctoral curriculum, illustrating dynamic capabilities within the con-

text of SDGs 8–9, aligned with the agenda of decolonizing Western theory through Balinese 

local knowledge. 

 

Managerial Implications for SMEs 

The findings offer practical guidance for Indonesian SME practitioners. An incremen-

tal UIM strategy is recommended: start with low psychological distance (ASEAN Halal mar-

ket), move to e-commerce (Amazon FBA saves 30% on logistics), and then pursue exclusive 

partnerships. Priority RBV capabilities: phased certification investment (GMP→ECOCERT, 3-

year ROI), local fair trade (95% supplier retention), and affordable AI CRM (free Google An-

alytics). Barriers are overcome through zero-waste efficiency (20% savings on COGS) and 

diaspora networks. For Sensatia-like SMEs (skincare/herbal), potential replication: 64 mil-

lion SMEs could achieve 10% exports within 5 years via the Ministry of Cooperatives and 

SMEs program. This is well-supported in existing literature and warrants sustained empiri-

cal attention. 

 

Policy Implications 

For policymakers, the findings support an SME export ecosystem: (1) free certifica-

tion subsidies modeled after IEU-CEPA (target: 10,000 SMEs by 2026); (2) a digital BI SME 

Hub for market intelligence and overcoming “psychic distance”; (3) DCV training via the 

Prakerja program (free market sensing via Nielsen); (4) special KUR incentives for zero-

waste initiatives. The CIEIE 2026 initiative could adopt the Sensatia model for the craft/cul-

inary sector, increasing the contribution of SME exports from 15% to 25% of GDP. 

 

Implications for Management Education 

From a doctoral management science perspective, this case enriches teaching: inte-

gration into the PhD curriculum as a teaching case (HBS-style), with NVivo simulations for 

thematic analysis. Faculty can use the Sensatia timeline to illustrate adaptive UIM, while stu-

dents replicate the propositions on local SMEs in Surabaya. Contribution: bridging theory 

and practice, encouraging single-case dissertations in emerging markets. 

 

Research Limitations and Future Research Agenda 

The main limitation is the single-case design, which restricts statistical generaliza-

tion—though strong analytical generalization is possible via theory. Potential retrospective 
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bias in interviews was addressed through member checking, but multi-case studies (5 skin-

care SMEs) are needed for confirmation. Research agenda: (1) quantitative RBV study on 200 

SMEs (SEM of capabilities-performance); (2) ASEAN comparative study (Thailand vs. Indo-

nesia); (3) longitudinal study by 2030 on post-AI sustainability; (4) impact of AI ethics on 

SME DCV. This research paves the way for holistic studies of global SMEs. 

 

CONCLUSION AND SUGGESTION 

This holistic single-case study concludes that the internationalization of Sensatia 

Botanicals—a small and medium-sized enterprise (SME) specializing in natural botanical 

skincare based in Jasri, Karangasem, Bali, and founded in 2000—adaptively follows the 

Uppsala Internationalization Model (UIM), mediated by the strategic capabilities of the 

Resource-Based View (RBV), resulting in a measurable sustained competitive advantage 

(SCA) in the form of 40% of of total revenue of Rp150 billion (2024), 70% international 

customer retention (CRM data 2023–2024), and an average annual export growth rate of 

28% post-pandemic to 35 countries, including Southeast Asia (30%), Europe (35%), North 

America (20%), and the Middle East (15%). 

The findings confirm all three conceptual propositions: Proposition 1 through four 

incremental stages of UIM—Domestic Pre-Export (2000–2010, market knowledge of Bali 

tourists), Experimental Export to Southeast Asia (2010–2015, 5% revenue via agents with 

low psychological distance), E-commerce Acceleration (2016–2020, 25% exports via 

Amazon and Shopee), and High Commitment Penetration (2021–2024, retail distribution 

partnerships with 15,000+ global stores); Proposition 2 with a three-cluster RBV 

classification: tangible resources (zero-waste production facility of 5,000 m², 90% local 

supply chain), intangible resources (brand heritage “Bali’s Secret,” GMP, Halal MUI, ECOCERT, 

and USDA Organic certifications), and dynamic capabilities (sensing eco-trends, engaging in 

fair trade with over 500 farmers, transforming AI CRM), which meets the VRIN criteria and 

differentiates from competitors Lush and The Body Shop; Proposition 3 via local-global 

integration (endemic frangipani and turmeric + adaptation to EU REACH and US FDA 

regulations) that navigates regulatory, financial, and operational barriers with a 300% 

certification ROI over 3 years and a 35% profit margin (vs. industry average of 20%). 

The theoretical contribution consists of a hybrid “Digital Incremental Capabilities” 

model integrating the 2009 revised UIM (network theory) with Teece’s DCV (1997) for niche 

SMEs in emerging markets, filling a post-pandemic single-case research gap in Indonesia that 

addresses Hilmersson et al. (2024), as well as a critical teaching case for the PhD in 

Management curriculum that decolonizes Western theory through Balinese local knowledge. 

Practical implications for Indonesia’s 64 million SMEs include a phased replication strategy 
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(ASEAN Halal, FBA e-commerce with 30% logistics savings, exclusive partnerships), a zero-

waste priority (20% COGS savings), and free AI CRM; while policy implications support IEU 

CEPA certification subsidies (target: 10,000 SMEs by 2026), the BI Digital SME Hub, and KUR 

sustainability via the Prakerja CIEIE 2026 program. 

The limitations of a single-case design restrict statistical generalization, though 

analytical generalization is strong regarding UIM RBV; future research is recommended to 

include a comparative multi-case study across ASEAN, a quantitative SEM study of 200 SMEs, 

and a longitudinal study on AI ethics by 2030. Overall, Sensatia Botanicals demonstrates that 

Indonesian SMEs have the capacity to become global hidden champions through the synergy 

of local, digital, and global traditional practices, with the potential to increase the 

contribution of SME exports from 15% to 25% of GDP toward Indonesia Emas 2045 in 

alignment with SDGs 8 and 9. 
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