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In a now global knowledge-based economy, the strategic intent of manufacturing SMEs is manifested by the development of competencies with regard not only to products and markets, but also to networks, technologies and human resources. This paper presents the results of a study of the strategic configurations of 292 manufacturing firms, that is, 213 Canadian and 79 French SMEs. ¶ Size of the firm, Age of the firm, Industry, Power of customers and Country * : p < 0.05 **: p < 0.01 ***: p < 0.001 a,b,cNota. Within rows, different subscripts indicate significant (p < 0.05) pair-wise differences between means on Tamhane's T2 (post hoc) test.

Introduction

Founded on [START_REF] Hamel | Strategic intent[END_REF] seminal work, the strategic intent notion values the role of growth within business strategy and of internal or "organic" growth in particular. These authors maintain that to achieve a distinct competitive advantage, the firm must define and mobilize itself around a strategic vision of its development in matters of products and markets (actual and potential), by using the leverage effect provided by the "core competence" that reflects its collective know-how [START_REF] Prahalad | The core competence of the corporation[END_REF]. In opposition to [START_REF] Porter | Competitive Strategy[END_REF] notion of competitive strategy that describes a reality a posteriori from "generic" strategies such as cost-based, differentiation or niche strategies, the strategic intent notion is rather based on competitive innovation, from a perspective wherein "strategy is precisely the art of changing the rules of the game" (Gouillart, 1993, p. 141, free translation). Thus a strategic intent that is clearly defined and shared by all members of the organization is deemed to insure coherence, orienting managerial decisions with regard to the firm's future and in particular with regard to its productmarket choices [START_REF] Ice | Strategic intent: A key to business strategy development and culture change[END_REF].

In a now global knowledge-based economy, a number of small and medium-sized enterprises (SMEs) in the manufacturing and technology sector are subjected to strong pressures with regard to their productivity, their flexibility, the quality of their products and services, their information processing capability, and especially their innovation and growth capabilities [START_REF] Thornhill | Knowledge, innovation and firm performance in high-and low-technology regimes[END_REF][START_REF] Watson | Modeling the relationship between networking and firm performance[END_REF]. Now, the strategic intent of these firms is deemed to manifest itself through the acquisition and preservation of competencies not only in terms of developing their products and markets [START_REF] Ansoff | Strategies for diversification[END_REF] but also in terms of developing the networks [START_REF] Hanna | Small firm networks: A successful approach to innovation?[END_REF], technologies [START_REF] Levy | Strategic intent and e-business in SMEs: enablers and inhibitors[END_REF] and human resource systems that support the preceding competencies [START_REF] Fabi | La GRH, levier de développement stratégique des PME[END_REF]. In this regard, researchers have rather favoured a universalistic approach, considering that the acquisition and improvement of certain competencies in matters of new product development, for instance, constitute "best practices" that determine the firm's growth [START_REF] Roper | Product innovation and small business growth: A comparison of the strategies of German, U.K. and Irish companies[END_REF].

However, the universalistic approach is contested by those who prone a configurational or "gestalt" approach [START_REF] Delery | Modes of theorizing in strategic human resource management: tests of universalistic, contingency and configurational performance predictions[END_REF]. As summarized by [START_REF] Fiss | A set-theoretic approach to organizational configurations[END_REF]Fiss ( , p. 1180), these researchers "take a systemic and holistic view of organizations where patterns or profiles rather than individual independent variables are related to an outcome such as performance". Moreover, [START_REF] Miller | Configurations revisited[END_REF] suggests that a configuration is the true essence of strategy to the extent that it results from the alignment (or "fit") between the firm's structure, activities and environment. Similarly, various configuration typologies such as proposed by [START_REF] Miles | Organizational Strategy, Structure, and Process[END_REF] and [START_REF] Porter | Competitive Strategy[END_REF] have occupied a central place in the strategic management literature, the first being the one that is still the most recognized and used in empirical research [START_REF] Ghoshal | Miles and Snow: enduring insights for managers[END_REF][START_REF] Ketchen | An interview with Raymond E. Miles and Charles C. Snow[END_REF][START_REF] Desarbo | Revisiting the Miles and Snow strategic framework: uncovering interrelationships between strategic types, capabilities, environmental uncertainty, and firm performance[END_REF], due notably to its richness and its parsimony [START_REF] Kabanoff | Knowledge structures of prospectors, analyzers, and defenders: content, structure, stability, and performance[END_REF]. Hence, using a configurational approach that relates the strategic intent and configuration of manufacturing SMEs could improve our understanding of the performance of these firms (Aragón-Sánchez and Sánchez-Marín, 2005), and more specifically of their growth.

The strategic intent notion will thus be tackled and applied here with a configurational rather than a universalistic approach, presuming that the core competencies of a manufacturing SME contribute to its growth only to the extent that they are strategically "co-aligned", that is, they constitute a coherent strategic configuration. Based upon strategic management and contingency theory perspectives that underlie the configurational approach [START_REF] Miller | Toward A new contingency approach: the search for organizational gestalts[END_REF][START_REF] Van De Ven | The concept of fit in contingency theory[END_REF], one could expect that the SMEs' competencies would reveal their strategic intent and their growth potential to the extent that these competencies are co-aligned one with the other [START_REF] Miller | Configurations revisited[END_REF]. This research problem has yet to be tackled for manufacturing SMEs and leads us to the following questions: Do manufacturing SMEs demonstrate a coherent strategic intent, that is, are the competencies developed by these firms with regard to products, markets, networks, technologies and human resources co-aligned such that one can observe various strategic configurations? And are there configurations that show better outcomes than others in terms of the growth of these enterprises? To answer these questions, this paper presents the results of an empirical study of the strategic configurations of 292 manufacturing firms, that is, 213 Canadian and 79 French SMEs.

Theoretical and Empirical Context

The configurational approach is centred on the implementation of strategy (strategy as "realized") rather than on strategic positioning (strategy as "planned") [START_REF] Bergeron | Ideal patterns of strategic alignment and business performance[END_REF]. Now, the firm's realised strategy can be identified from the competencies and activity systems reflected in its strategic business processes such as new product development, strategic decision-making and networking [START_REF] Teece | Dynamic capabilities and strategic management[END_REF]. In this regard, Hambrick (2003, p. 117) notes that [START_REF] Miles | Organizational Strategy, Structure, and Process[END_REF] adaptive cycle constitutes a solid foundation for specifying the types of activities that researchers should consider when mapping or evaluating the firm's global level of internal coherence. The basic proposition of the adaptive cycle is that firms must develop a coherence between their strategy, their business model, including their technological choices (Mitchell and Zmud, 2006), and their organizational capabilities, including their managerial and business practices [START_REF] Ghoshal | Miles and Snow: enduring insights for managers[END_REF]. As represented graphically in Figure 1, the search for solutions to three problems, namely the entrepreneurial problem, the engineering problem and the administrative problem, and the implementation of such solutions give rise to an adaptive cycle.

By proposing that the organization is created to solve three managerial problems, [START_REF] Miles | Organizational Strategy, Structure, and Process[END_REF] provide the basis for a strategic perspective of the entrepreneurial intent of manufacturing SMEs. These problems concern the entrepreneurship, the engineering and the managerial structure of an enterprise. The solution to the entrepreneurial problem consists in making decisions with regard to products or services and markets or market segments. The performance outcome desired is in the form of innovation and growth. The engineering problem concerns the production systems and technologies necessary to offer and distribute a product and service of high-quality, and the choice of control, communication and information dissemination mechanisms to insure an adequate exploitation of these systems and technologies. This also includes the manufacturing SME's capability to participate in networks and share knowledge and resources with its business partners [START_REF] Miles | Organizations: New concepts for new forms[END_REF]. Here, the desired performance outcome is mainly in terms of quality and productivity. For its part, the solution to the administrative problem touches two aspects, the first being the rationalization of the structure and processes in order to reduce uncertainty and increase flexibility, that is, the manufacturing SME's capacity to continually adapt to changes in its environment. The resolution of this last problem mainly aims at improving social performance (human resources) and financial performance (returns).

Figure 1 Adaptive Cycle of the Strategic Intent of Manufacturing SMEs

(adapted from [START_REF] Miles | Organizational Strategy, Structure, and Process[END_REF] Administrative For Miles and Snow (2003, p. 27), the adaptive cycle can be viewed as "a general physiology of organizational behaviour" that provides "a means of conceptualizing the major elements of adaptation and of visualizing the relationships among them". Considering the distinctive competencies of manufacturing SMEs as key elements in their ability to respond to the challenges of globalization, the adaptive cycle can serve as an initial foundation to identify and understand the entrepreneurial intent of these firms from a strategic perspective.

A second strategic perspective of enterprise performance emanates from the "resource based view" (Aragón-Sánchez and Sánchez-Marín, 2005). From this perspective, the necessary condition for the success of a manufacturing SME would reside in its capacity to develop and maintain a competitive advantage on the basis of a distinctive, inimitable and immobile set of resources and competencies, including relational competencies that extend the firm's boundaries [START_REF] Dyer | The relational view: cooperative strategy and sources of interorganizational competitive advantage[END_REF] as well as human resource management (HRM) competencies that contribute to the preservation and development of the other resources and competencies [START_REF] Wright | Human resources and the resource based view of the firm[END_REF]. From this point of view, a new competitive advantage (and the growth that results from it) would be obtained by leverage effect of complementary competencies, notably in matters of innovation, networking, technologies and HRM. Thus many manufacturing SMEs make up for a lack of internal resources and competencies by collaborating with other enterprises with regard to product development and R&D, production, marketing and distribution [START_REF] Lindman | Open or closed strategy in developing new products? A case study of industrial NPD in SMEs[END_REF], and with other partners such as customers, suppliers, and research centres as sources of information and eventually of innovation [START_REF] Julien | Dynamic regions and high-growth SMEs: uncertainty, potential information and weak signal networks[END_REF]. A number of SMEs also assimilate advanced manufacturing technologies (AMT) that allow them to achieve a competitive advantage in terms of flexibility, time-to-market and quick response to changes in the market [START_REF] Raymond | Operations management and advanced manufacturing technologies in SMEs: A contingency approach[END_REF]. Others also implement HRM systems that support their strategic intent [START_REF] Laursen | New human resource management practices, complementarities and the impact on innovation performance[END_REF][START_REF] Wright | Human resource strategy: Adapting to the age of globalization, SHRM Foundation Effective Practice Guidelines Series[END_REF]Youndt, Snell, Dean and Lepak, 1998).

For certain researchers, growth is intrinsically linked to entrepreneurship [START_REF] Moreno | High-growth SMEs versus non-high-growth SMEs: a discriminant analysis[END_REF], even constituting its essence, hence the necessity for the firm to show an "entrepreneurial orientation" [START_REF] Wiklund | Entrepreneurial orientation and small business performance: a configurational approach[END_REF] and an "entrepreneurial management" [START_REF] Stevenson | A paradigm of entrepreneurship: Entrepreneurial management[END_REF]. For others moreover, a large number of SMEs, even the majority, are not "entrepreneurial" and their ownermanagers do not show a growth orientation or intent [START_REF] Nummela | International growth orientation of knowledgeintensive SMEs[END_REF]. Such differences in orientation may be explained by the selective attention given by owner-managers to the problems that confront them and to the solutions offered them [START_REF] Kabanoff | Knowledge structures of prospectors, analyzers, and defenders: content, structure, stability, and performance[END_REF][START_REF] Ocasio | Towards an attention-based view of the firm[END_REF]. While invisible, the frames of reference developed by managers during their academic and professional trajectory nevertheless show up in their strategic choices and in the nature of their relationships with subordinates, as explained in this regard by Hamel and Prahalad (1993, p. 76), who add: "In this sense, managerial frames, perhaps more than anything else, bound a company's approach to competitive warfare and thus determine competitive outcomes."

It remains nonetheless that for the moment, results of empirical studies on the determinants of the growth of manufacturing SMEs are rather fragmented and mitigated (Dobbs and Hamilton, 2006). Researchers have thus attempted to identify three main categories of determinants, taken from both the entrepreneurship literature and the strategic management literature. First, as just evoked, there are factors related to the entrepreneur such as his or her personality traits, education, experience, family environment, managerial competencies and skills [START_REF] Baum | The relationship of entrepreneurial traits, skill, and motivation to subsequent venture growth[END_REF], as well as motivations, including his or her attitude or propensity toward growth [START_REF] Wiklund | What do they think and feel about growth? An expectancy-value approach to small business managers' attitudes toward growth[END_REF]. Second, there are factors related to the organization such as the firm's size, age and industrial sector, location and regional environment [START_REF] Delmar | Arriving at the high-growth firm[END_REF][START_REF] Hoogstra | Explaining firm employment growth: does location matter?[END_REF]. The third category of determinants regroups factors related to the strategy or strategic orientation of the SME, including the firm's R&D activities and innovativeness [START_REF] Thornhill | Knowledge, innovation and firm performance in high-and low-technology regimes[END_REF][START_REF] Yasuda | Firm growth, size, age and behaviour in Japanese manufacturing[END_REF][START_REF] Wolff | Small-firm performance: modeling the role of product and process improvements[END_REF], networks [START_REF] Littunen | The high growth firm in new metal-based manufacturing and business services in Finland[END_REF][START_REF] Watson | Modeling the relationship between networking and firm performance[END_REF], technologies [START_REF] Chaganti | Effects of style, strategies, and systems on the growth of small businesses[END_REF][START_REF] Locke | ICT adoption and SME in New Zealand[END_REF] and strategic management of human resources [START_REF] Kotey | Changing HRM practices with firm growth[END_REF][START_REF] Barringer | A quantitative content analysis of the characteristics of rapid-growth firms and their founders[END_REF].

Research Framework

As illustrated in Figure 2, the research framework proposed includes competencies in matters of products, markets, networks, technologies and HRM that constitute a set of distinctive or "core" competencies relative to the growth of the firm. These five elements are considered as theoretical attributes that must attain a certain degree of internal coherence to be considered as a strategic configuration or a "gestalt" [START_REF] Venkatraman | The concept of fit in strategy research: Toward verbal and statistical correspondence[END_REF]. Because these attributes may be combined in multiple ways in response to different external stimuli, many configurations may emerge.

At the heart of this proposition is the notion of co-alignment, of various attributes as coherent ensembles. One aims here to identify different configurations that, collectively, define a slice of organizational reality in a coherent and eloquent manner [START_REF] Miller | Notes on the study of configurations[END_REF]. Another implicit hypothesis related to this notion is equifinality, wherein there may exists equally effective configurations in terms of performance outcomes (Van de [START_REF] Van De Ven | The concept of fit in contingency theory[END_REF]. This hypothesis may be tested through an inductive approach by an a posteriori examination of the performance outcome of each configuration in terms of growth [START_REF] Ketchen | Organizational configurations and performance: A comparison of approaches[END_REF]. The research framework also assumes that the SME's strategic intent is closely associated to the motivations and competencies of its leader, given that the previously cited entrepreneurship research has characterized strategy as being "embodied" by the entrepreneur [START_REF] Wiklund | Aspiring for, and achieving growth: the moderating role of resources and opportunities[END_REF]. For instance, in addition to his or her growth propensity, domain-specific knowledge that comes with experience in a specific manufacturing sector, as well as more general knowledge obtained from a higher education could influence the entrepreneur's awareness of the various competencies that should be acquired and developed by the organization. Given the results of previous studies that have demonstrated the theoretical and empirical importance of organizational and environmental context variables such as the manufacturing SME's size, age, sector of activity, commercial dependency (power of customers) and location as contingency factors in the determination of its growth [START_REF] Delmar | Arriving at the high-growth firm[END_REF][START_REF] Freel | Strategy and structure in innovative manufacturing SMEs: the case of an English region[END_REF], the research framework includes these factors as control variables or covariates in order to increase the validity of the strategic configurations identified.

Research Method

The data used in this study were obtained from a database created by a university research laboratory, containing information on 213 Canadian and 79 French manufacturing SMEs. With the collaboration of an industry association in the province of Quebec (Canada) and in the Rhône-Alpes region (France), the database was created by having the SMEs' chief executive and functional executives such as the controller, HR manager, and production manager fill out a questionnaire to provide data on the practices and results

of their firm and add their firm's financial statements for the last three years. Anonymity and confidentiality is preserved by having the questionnaires transit through the industry association so that firms are known by the research center only by an alphanumeric identifier assigned by the association. Once all the questionnaire data and financial statements have been manually verified by the research center's personnel, they are typed in via validation software and entered in the database as valid data, ready for benchmarking. Questionnaires with missing or invalid data are returned to the firms for additions or corrections. In exchange for these data, the firms are provided with a complete comparative diagnostic of their overall situation in terms of performance and vulnerability.

Given the study's aims and as there is no international consensus as to the definition of a manufacturing SME on the basis of size, it will be defined here as an enterprise whose number of employees is greater or equal to 20 and less than 500. Whereas in North-American research, a manufacturing SME is generally defined as having between 50 and 499 employees (cf. Mittelstaedt, Harben and Ward, 2003, p. 71) 

Measurement

Difficulties in operationalizing theories based upon strategic competencies have led researchers to ascertain these competencies through surrogate measures (Escrig-Tena and Bou-Llusar, 2005). Hence, competencies in matters of product development are estimated from three variables generally used to measure R&D intensity, that is, the ratio of product R&D budget to number of employees, the ratio of process R&D budget to number of employees, and the ratio of number of employees dedicated to R&D to number of employees [START_REF] Barry | FDI, transfer pricing and the measurement of R&D intensity[END_REF]. The frequency with which market study and prospecting activities are undertaken is used as an indication of the firm's competence with regard to market development [START_REF] Czarnitzki | Business service in Germany: bridges for innovation[END_REF]. Competencies with regard to the development of networks can be ascertained through the business collaborations established in order to achieve greater efficiency, better response to market needs and greater competitiveness. These inter-organizational agreements to cooperate and share resources or processes are observed in the domain of marketing [START_REF] Piercy | The network paradigm and the marketing organization: Developing a new management agenda[END_REF], of production (D'Amours, Montreuil, Lefrançois and Soumis, 1999), and of product development and R&D [START_REF] Yuan-Chieh | Benefits of co-operation on innovation performance: Evidence from integrated circuits and biotechnology firms in the UK and Taiwan[END_REF]. The networking competencies of manufacturing SMEs are thus estimated by asking managers to indicate the number of formal partnerships established for these purposes with various partners such as customers, suppliers, competitors, and other third parties such as research centers and universities. Following [START_REF] Brandyberry | Intermediate performance impacts of advanced manufacturing technology systems: An empirical investigation[END_REF], technological competencies are measured by the level of assimilation of advanced manufacturing technologies and systems as perceived by the production manager on a scale of 0 (technology not implemented) to 5 (highly assimilated technology). Following [START_REF] Kotha | Strategy, advanced manufacturing technology and performance: empirical evidence from U.S. manufacturing firms[END_REF] classification, the technologies and systems evaluated include four product development technologies, five process technologies and six computer-based production planning and logistics applications.

Competencies in the management of human resources are evaluated through an aggregate standardized indicator of the level of development of HRM practices [START_REF] Guest | Human resource management and corporate performance in the UK[END_REF][START_REF] Huang | The effect of participative management on organizational performance: the case of Taiwan[END_REF], considering the extent of application or intensity of ten practices [START_REF] Boselie | Commonalities and contradictions in HRM and performance research[END_REF], that is: job descriptions, recruitment, performance appraisal, incentive compensation (profit sharing and stock ownership), employee participation, information sharing (strategic, economic and operational information), and training. Following [START_REF] Boselie | Commonalities and contradictions in HRM and performance research[END_REF], each practice was measured by its coverage (the employees to whom it is applied) or by its intensity (the degree to which it is applied).

The CEO's competencies are ascertained through two surrogate measures, the presence of a university education and the length of experience in the industry in which the firm operates. Growth propensity is measured by the ratio of the sales target set by the CEO for the next two years over the last year's sales, minus 1. The technological intensity of the SME is defined by an ordinal variable (1: low-tech, 2: medium-to-low, 3: medium-to-high) following the OECD's (2005) classification of the industrial sector in which the firm operates [START_REF] Barry | FDI, transfer pricing and the measurement of R&D intensity[END_REF]. Power of customers or commercial dependency is defined by the relative importance of sales to the three most important customers [START_REF] Freel | Strategy and structure in innovative manufacturing SMEs: the case of an English region[END_REF]. Growth is measured by two commonly-used variables, that is, the average growth in sales and the average growth in assets over the last three years.

Data Analysis

Comparative data of the Canadian and French manufacturing SMEs are presented in Table 1. A test comparing the distribution of the research variables in the two sub-samples indicates a few significant differences. French SMEs are on average older, have developed less marketing partnerships, invest less in product R&D but have proportionally more personnel engaged in R&D, show greater assimilation of process technologies, and operate more in low-tech sectors. Their Canadian counterparts show on average a higher growth rate in both sales and assets; they are also found to operate more in medium to low-tech sectors; their CEOs also indicate having a greater propensity towards growth. At first glance, differences with regard to competencies do not appear to be significant enough to prevent the merging of the two subsamples into one sample for the study's purpose, noting that the firm's age, industry and country will be explicitly taken into account as covariates in the subsequent analysis.

The alignment perspective adopted in this research is based on an internal congruence conceptualization, whereby fit or co-alignment is seen as a configuration, that is, a set of relationships, which are in a temporary state of balance. Adopting this perspective implies that "instead of looking at a few variables or at linear associations among such variables we should be trying to find frequently recurring clusters of attributes or gestalts" (Miller, 1981, p.5). The descriptive statistics of the research variables are presented in Appendix.

Results

As most appropriate to a configurational or "gestalts" perspective [START_REF] Venkatraman | The concept of fit in strategy research: Toward verbal and statistical correspondence[END_REF], the cluster analysis technique was used to identify different profiles of behaviour of the sampled SMEs with regard to their strategic intent. This numerical taxonomic approach first aims to group organizations into clusters such that each cluster's membership is highly homogeneous with respect to certain attributes. Here, the attributes (or clustering variables) are the strategic competencies. A second aim is that each group differs from other groups with respect to these same characteristics. The SPSS TwoStep clustering algorithm was used as it can handle a large number of cases and automatically determines the optimal number of clusters. A three-cluster solution was found to be most parsimonious in identifying groups of SMEs that could be clearly distinguished from one another, based on a meaningful pattern of relationships among the clustering variables. 

Characterization of the Strategic Configurations

Pertaining to the first research question, the means of the clustering variables for each of the three clusters are presented in Table 2. One-way analysis of variance (ANOVA) was used to evaluate the equality of variable means across the clusters and thus assess the distinctiveness of each derived cluster. The ANOVAs were repeated with the five control variables as covariates in order to control from the possibly confounding effect of these variables. No such effects were found with the exception of one market competency variable, that is, the number of production partnerships. F-tests confirm the validity of the clustering results as the cluster means differ significantly across the three groups for all clustering variables save one. Added tests of significance of pairwise contrasts (Tamhane's T2 test) indicate certain similarities between groups however.

In light of [START_REF] Miles | Organizational Strategy, Structure, and Process[END_REF] adaptive cycle, previously described, the firms in the first cluster were named entrepreneurial SMEs (n = 57) and those in the second cluster were name engineering SMEs (n = 93). One should recall at this point that the results of the cluster analysis constitute a taxonomy, rather than a typology of the strategic behaviour of manufacturing SMEs, to the extent that these profiles are determined a posteriori and were not theorised a priori [START_REF] Miller | Configurations revisited[END_REF]. As presented in Table 2, the first group clearly dominates the second in terms of product and HRM competencies, whereas the two groups show similarities with regard to market and network competencies; on the other hand, the second group dominates the first in terms of technology competencies. These results are compatible with the strategic intent of entrepreneurial SMEs that consists in implementing effective product-market strategies, whereas engineering SMEs are more process-oriented. One could surmise that the latter are more focussed on mastering production processes, aiming to reduce costs, increase productivity and improve quality, and thus to preserve their present markets rather than developing new products with the intent to grow.

Firms in the third group, named administrative SMEs (n = 163), are similar to engineering SMEs with regard to product and HRM competencies, but are clearly less developed than the latter with regard to network, market and technology competencies. Administrative SMEs are also surpassed by entrepreneurial SMEs in matters of network competencies, especially in terms of R&D partnerships, as well as in matters of product, market and technology. It is only with regard to their production and marketing partnerships that these two groups are similar. Given the administrative SMEs inferior situation when compared to the other two groups, one could surmise that these firms are in the process of consolidating their activities, showing no intent in the short term to develop their competencies by investing in R&D and technology or by emphasizing market and network development to the potential detriment of their social and financial performance.

Contextualization and Association of the Competencies with the Growth of Manufacturing SMEs

Beyond the differences in the profile of the firms that belong to each of the three strategic configurations, the second research question yet remains relevant as to whether certain configurations lead to different outcomes than others in terms of growth. Hence, an analysis of variance was made to contextualize the configurations in terms of the CEO's characteristics and of the control variables and to determine if there is an association between a particular configuration of competencies and increased growth. The breakdown of the control and growth variables by configuration is presented in Table 3.

The leaders of entrepreneurial SMEs are relatively more educated, in that 75% have a university degree, as compared to 53% and 43% for the leaders of engineering and administrative SMEs respectively, and their growth propensity is also significantly higher, as could be expected. A higher level of education combined with a more entrepreneurial orientation on the part of the owner-manager would thus influence his or her firm's strategic intent through the greater development of certain competencies, more specifically product and HRM competencies. The leaders of the engineering SMEs have however the most industry experience on average combined with the lowest propensity to grow. As such, they seem more apt to develop a strategic intent based on efficiency and quality rather than growth, through the development of technological competencies. And the fact that approximately six out of ten leaders of administrative SMEs do not have a university degree may be related to these firms' less developed marketing and technological competencies.

As expected, the control variables allow us to confirm the differences between the three groups in terms of size, age and sector. Engineering SMEs on average are older than the other two groups, whereas entrepreneurial firms are found more in medium to high-tech sectors. For their part, administrative SMEs are smaller on average and are more present in low-tech sectors. The country location of the firms does not seem to exert any influence, nor does their level of commercial dependency. In the end, it is the entrepreneurial SMEs that, on average, show the highest growth rates, confirming that they have adequately resolved the initial strategic problem first posed by [START_REF] Ansoff | Strategies for diversification[END_REF] and then by [START_REF] Miles | Organizational Strategy, Structure, and Process[END_REF] which consists in dominating through the development of new products and new markets.

The preceding results answer the second research question regarding the benefits for manufacturing SMEs of co-aligning their core competencies. Notwithstanding differences in terms of size, industry and location, a competence configuration leads to a distinct outcome in terms of growth. Entrepreneurial SMEs achieve a higher growth rate that manifests their strategic intent in [START_REF] Hamel | Strategic intent[END_REF] view, whereas this intent is less apparent for engineering and administrative SMEs. On the other hand, engineering and administrative SMEs show similar growth rates even though the former clearly show more competence to develop their markets and technologies, and somewhat more competence (in collaborative product design and R&D) to develop their networks. In examining the three configurations and performance in an equifinality context, an "ideal profile" situation has been found [START_REF] Gresov | Equifinality: Functional equivalence in organizational design[END_REF]. In other words, there is one dominant configuration that achieves the highest growth rate, namely entrepreneurial SMEs, whereas there is suboptimal equifinality between the other two configurations as both engineering and administrative SMEs achieve the same lower growth rate. In this situation, SMEs whose competencies profile deviates from the ideal profile will attain less growth. One must remember in the end that many SMEs are not growth-oriented and that their competencies profile may arise from conflicting performance demands such as growth versus profitability, innovation versus efficiency, quality versus costs, and flexibility versus integration [START_REF] Payne | Examining configurations and firm performance in a suboptimal equifinality context[END_REF]. The strategic intent of manufacturing SMEs may thus be further studied with this in mind.

Implications and Limitations

There are a number of research implications that emanate from this study, given the present level of knowledge on the strategic management of manufacturing SMEs in the now global economy. The results presented here provide added theoretical validity to the configurational (as opposed to the universalistic or « best practices) approach to determine the strategic link between the core competence and growth performance of these firms, that is, to explain their strategic intent. The co-alignment of competencies thus constitutes a fruitful theoretical basis to investigate the determinants of strategic behaviour and growth of manufacturing SMEs. A methodological contribution also resides in the effectiveness with which the cluster analysis-based configurational perspective allowed us to describe and predict the growth made possible by the development of strategic competencies.

This study also has some prescriptive implications for owner-managers of manufacturing SMEs and for those whose mission is to provide assistance to these firms. Given the increasing complexity of the business environment, it has become increasingly important, even urgent, to better understand the strategic intent of SMEs, be they entrepreneurial, engineering or administrative, in order to provide them with the appropriate support. When changes in the organizational or environmental context require strategic decisions that affect the SME's development, growth and performance, these decisions and their consequences must be related to the firm's existing competencies. Also, regional and national governments wishing to stimulate the growth of manufacturing SMEs must take the various enterprise configurations into account and target their interventions rather than prone generic, "shotgun" or "one size fits all" policies and programs destined to all firms. The results obtained here show that such interventions, in matters of R&D for instance, would not achieve their intended goal as they would not be sufficiently adapted to the reality of either entrepreneurial, engineering or administrative SMEs.

This study has certain limitations that must be mentioned. While the studied sample of firms is relatively representative of manufacturing SMEs in terms of size and industry, it may have certain particularities that limit the generalization of the results. Given the intrinsic ambiguity of the notion of competence, the surrogate measures employed may not adequately reflect the breadth and depth of the SMEs' competencies in matters of products, markets, networks, technologies and HRM. The sampled firms participated in a performance benchmarking activity that can by itself reveal a certain divergence with the manufacturing SME population in terms of competencies and growth. Finally, because co-alignment is a dynamic process, a longitudinal study could reveal additional results that the present cross-sectional study cannot obtain, notably a causal link between the competencies and growth of SMEs. Also, a more dynamic perspective could answer the question of the stability of the configurations over time and their eventual link with the firm's age and level of development or with the owner-manager's objects of attention [START_REF] Ocasio | Towards an attention-based view of the firm[END_REF].

Conclusion

Starting from a strategic perspective founded on the firm's strategic intent and competencies [START_REF] Hamel | Strategic intent[END_REF][START_REF] Prahalad | The core competence of the corporation[END_REF][START_REF] Hamel | Strategy as stretch and leverage[END_REF], the results of this study reveal that a specific competence profile with regard to product, market, network, technology and human resources development is associated to superior growth performance for manufacturing SMEs. Another contribution of this study lies in the use of [START_REF] Miles | Organizational Strategy, Structure, and Process[END_REF] adaptive cycle to situate the firms' strategic intent and thus identify the distinctive competencies upon which their performance depends.

Taking into account the other responses to the entrepreneurial, engineering and administrative problems evoked by these authors,such as the network enterprise for instancefuture research should allow for a better understanding of the multiple adjustments to their competencies that manufacturing SMEs will have to make in order to increase their performance in the face of the new competitive challenges brought about by globalization and the knowledge-based economy. The choice of the competencies to analyze could be based on the different dimensions included in [START_REF] Miles | Organizational Strategy, Structure, and Process[END_REF] strategic typology, and the results obtained could then be compared to these strategic types.

Confronted to competition that is more and more global and under pressure from their main business partners, many manufacturing SMEs are called upon to grow and internationalize. Developing in a coherent manner their competencies with regard to products, markets, networks, technologies and human resources thus constitute a key success factor for these firms. This should lead researchers to identify the interactions among the strategic attributes of manufacturing SMEs that determine the performance of these organizations, notably in terms of growth, rather than identifying individual determinants of performance. Moreover, from a more "institutional" perspective [START_REF] Dimaggio | The iron cage revisited: Institutional isomorphism and collective rationality in organizational fields[END_REF], one could verify if the adoption of a particular strategic configuration effectively results from a strategic choice made by the manufacturing SME or is rather the result of its business environment and organization mode through coercive, mimetic or normative isomorphisms.

Facing competition that is now global, and under pressure from their most important business partners, many manufacturing SMEs must attain increasingly higher performance levels. In this changing environment, renewed or improved management of R&D, networks and technologies constitutes a critical success factor for these enterprises. Such renewal or improvement will require that researchers not only clarify the dimensions of this complex task and identify key performance indicators, but also provide a deeper understanding of the interactions between these dimensions and of the strategic contexts in which these dimensions actually determine or enable performance. 
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	(innovation and growth)	
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  , in the European Union a SME is presently defined as having from 20 to 249 employees (cf.Kalantaridis, 2004, p. 249). The median size of the sampled firms is 48 employees, with a minimum of 20 and a maximum of 405. More than 15 industrial sectors are represented including metal products (34.

9%), rubber and plastics (15.1%), wood (10.3%), electrical products (7.5%), machinery (4.8%), and food and beverage (4.5%). Following the OECD's (2005) classification of industrial sectors, 27% of the firms belong to low-tech sectors, 56% to medium to low-tech sectors and 17% to medium to high-tech sectors. There are no hightech firms in the sample.

Table 1 Comparison of Canadian and French manufacturing SMEs (n=292)

 1 

		Canadian SMEs	French SMEs	
		mean	mean	Z a
	Variable	(n =213)	(n = 79)	
	Product competencies			
	product R&D budget / number of employees	1 437	1 249	2.1*
	process R&D budget / number of employees	464	851	1.0
	number of R&D employees / number of employees	0.036	0.029	2.5*
	Market competencies b			
	market study -present customers	2.1	2.3	1.0
	market study -potential customers	2.0	1.9	0.9
	prospecting for new customers/markets	3.4	3.0	2.4*
	Network competencies c			
	product design and R&D partnerships	1.0	0.6	2.0
	production partnerships	1.1	1.0	1.0
	marketing partnerships	0.7	0.4	2.5*
	Technology competencies			
	assimilation of product development technologies d	6.7	7.2	1.0
	assimilation of process technologies e	5.6	7.4	3.3***
	assimilation of production management technologies f	5.9	7.3	1.6
	HRM competencies			
	development of HRM practices g	0.57	-0.21	1.0
	CEO characteristics			
	education: university degree (1: yes, 0: no)	0.53	0.52	0.1
	experience in the industrial sector: # of years	17.7	17.1	0.4
	growth propensity h	0.76	0.38	5.1***
	Size of the firm: number of employees	75	58	1.7
	Age of the firm: number of years since creation	25	39	3.9***
	Industry (breakdown by technological intensity) i			
	low-tech	0.32	0.15	2.8**
	medium to low-tech	0.50	0.72	3.4***
	medium to high-tech	0.18	0.13	1.1
	Power of customers: % of sales to the 3 main customers	0.43	0.41	0.6
	Growth			
	sales growth rate (averaged over last 3 years)	0.18	0.08	4.4***
	asset growth rate (averaged over last three years)	0.40	0.29	2.5*
	a Mann-Whitney test of the equality of two distributions	*: p < 0.05 **: p < 0.01 ***: p < 0.001	
	b frequency of realization of the activity (1: low, 5: high)			
	c number of partnerships with prime contractors, customers, suppliers, competitors, research centers, colleges and
	universities, and other SMEs			
	d			

Table 2 Configurations of Competencies Resulting from Cluster Analysis

 2 

	strategic	entrepreneurial	engineering	administrative	Anova	Anova
	configuration	SMEs	SMEs	SMEs	F	F with
	variable	(n = 57)	(n = 93)	(n = 142)		covariates ¶
		Mean	mean	mean		
	Product competencies					
	product R&D budget / firm size	4 734a	669b	513b	53.6***	46.6***
	process R&D budget / firm size	1 506a	420b	289b	20.0***	18.4***
	no. of R&D employees / firm size	0.090a	0.018b	0.023b	24.7***	16.7***
	Market competencies					
	market study -present customers	2.5a	2.3a	1.9b	5.9**	3.3*
	market study -potential customers	2.4a	2.2a	1.6b	11.8***	8.3***
	prospecting for new cust./markets	3.5	3.4	3.1	3.6*	4.4*
	Network competencies					
	design and R&D partnerships	1.3a	1.2a	0.6b	9.6***	7.0***
	production partnerships	1.0	1.4	0.9	3.2*	1.8
	marketing partnerships	0.7	0.7	0.5	1.4	1.4
	Technology competencies					
	assim. of product dev. technologies	6.9b	9.6a	5.0c	20.8***	14.0***
	assim. of process technologies	5.5b	11.0a	3.0c	110.7***	82.4***
	assim. of production manag. techn.	5.8b	10.1a	3.5c	74.6***	65.9***
	HRM competencies					
	development of HRM practices	1.8a	0.8b	-1.2b	11.0***	3.7*

Table 3 Breakdown of Control Variables and Growth by Strategic Configuration
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	strategic	entrepreneurial	engineering	administrative	Anova	Anova
	configuration	SMEs	SMEs	SMEs	F	F with co-
	variable	(n = 57)	(n = 93)	(n = 142)		variates ¶
		Mean	mean	mean		
	CEO characteristics					
	education: university degree	0.75a	0.53b	0.43b	9.0***	9.8***
	experience in the sector: # of years	15.0b	19.0a	17.6a,b	2.8	2.5
	growth propensity	0.91a	0.54b	0.64a,b	5.5**	3.2*
	Size of the firm: # of employees	86a	89a	52b	15.3***	-
	Age of the firm: # of years	24b	34a	27a.b	3.9*	-
	Industry					
	low-tech	0.14b	0.26a,b	0.34a	4.2*	-
	medium to low-tech	0.54a,b	0.67a	0.49b	3.5*	-
	medium to high-tech	0.32a	0.07b	0.17a,b	7.6***	-
	Power of customers					
	% of sales to the 3 main customers	0.41	0.43	0.43	0.1	-
	Country: 1: Canada, 0: France	0.74	0.68	0.78	2.7	-
	Growth					
	sales growth rate (3-year average)	0.248a	0.121b	0.129a,b	5.6**	4.7**
	asset growth rate (3-year average)	0.581a	0.318b	0.341b	5.9**	3.8**
	¶ Size of the firm, Age of the firm, Industry, Power of customers and Country		
	*: p < 0.05 ***: p < 0.001					
	a,bNota. Within rows, different subscripts indicate significant (p < 0.05) pair-wise differences between means
	on Tamhane's T2 (post hoc) test.				

Appendix: Descriptive Statistics of the Research Variables (n=292)

  

	variable	mean median s. d.	min.	max.
	Product competencies					
	product R&D budget / number of employees	1 387	158	3 177	0	26 800
	process R&D budget / number of employees	569	138	1 338	0	11 587
	number of R&D employees / number of employees	0.034	0.014	0.071	0	0.790
	Market competencies a					
	market study -present customers	2.2	2.0	1.4	0	5
	market study -potential customers	2.0	2.0	1.3	0	5
	prospecting for new customers/markets	3.3	2.0	1.3	0	5
	Network competencies b					
	product design and R&D partnerships	0.9	0.0	1.2	0	5
	production partnerships	1.1	1.0	1.3	0	6
	marketing partnerships	0.6	0.0	0.9	0	4
	Technology competencies					
	assimilation of product development technologies c	6.8	6.0	5.8	0	20
	assimilation of process technologies d	6.1	5.0	5.3	0	25
	assimilation of production management technologies e	6.3	5.0	5.6	0	30
	HRM competencies					
	development of HRM practices f	0.0	-0.1	4.7	-14.1	13.8
	CEO characteristics					
	education: university degree (1: yes, 0: no)	0.52	-	-	0	1
	experience in the sector: # of years	17.6	17.0	10.2	1	45
	growth propensity g	0.66	0.46	0.68	-0.74	5.96
	Size of the firm: # of employees	70	48	59	20	405
	Age of the firm: # of years since creation	28	21	24	1	181
	Industry (breakdown by technological intensity) h					
	low-tech	0.27				
	medium to low-tech	0.56				
	medium to high-tech	0.17