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INTRODUCTION

Small and medium-size enterprises (SMEs) are key to the competiveness of advanced industrialized countries. Their growth is driven by many factors among which internationalization plays a significant role [START_REF] Wright | Joining the dots: Building the evidence base for SMEs growth policy[END_REF][START_REF] Love | SME innovation, exporting and growth: A review of existing evidence[END_REF]. International business and management studies frequently investigate SMEs' internationalization [START_REF] Dominguez | Internationalization stages of traditional SMEs: increasing, decreasing and re-increasing commitment to foreign markets[END_REF][START_REF] Johanson | The Uppsala internationalization process model revisited: from liability of foreignness to liability of outsidership[END_REF][START_REF] Johanson | The internationalization of the firmfour Swedish cases[END_REF][START_REF] Vahlne | The Uppsala model on evolution of the multinational business enterprise-from internalization to coordination of networks[END_REF], a complicated process that demands significant resources, especially if the goal is to reach distant markets [START_REF] Ojala | Internationalization of knowledge-intensive SMEs: The role of network relationships in the entry to a psychically distant market[END_REF][START_REF] Zhang | What drives the internationalisation of Chinese SMEs? The joint effects of international entrepreneurship characteristics, network ties, and firm ownership[END_REF]. Among these resources, those from public or private support services (i.e. specialized organizations or actors that help companies expand internationally by providing advice, contacts, training or support) have received increasing attention in the literature. However, results are still contradictory or contrasted, some consider that their efficiency on the internationalization performance is real [START_REF] Leonidou | National export promotion programs as drivers of organizational resources and capabilities: effect on strategy, competitive advantage and performance[END_REF][START_REF] Gençtürk | The effect of export assistance program usage on export performance: A contingency explanation[END_REF]Sousa and Brad-ley, 2009;[START_REF] Brouthers | Trade promotion and SME export performance[END_REF] while others show that their effect remains limited (Ramsden and Bennet, 2005;[START_REF] Francis | Impact of export promotion programs on firm competencies, strategies and performance: The case of Canadian high-tech SMEs[END_REF].

To clarify how public and private support services might encourage internationalization efforts by SMEs, we propose that specifying the type and stages of SMEs' internationalization processes might be insightful. We thus consider that the way SMEs use support services regarding their specific processes (determined by their type and stage) is of utmost importance because it adds a complementary perspective to the debate regarding the efficiency of these services: this efficiency is not only intrinsic to the support service itself but might be enhanced if it is developed or used in conjunction with the process undertaken by the SME.

SMES' INTERNATIONALIZATION SUPPORT SERVICES: WHAT WE KNOW SO FAR

We define internationalization support services as specialized organizations or actors that help companies expand internationally by providing advice, contacts, training or support [START_REF] Freixanet | Export promotion programs: Their impact on companies' internationalization performance and competitiveness[END_REF][START_REF] Holanda Schmidt | Export assistance: A literature review and challenges for future research[END_REF]. They may be organized by the State (such as national export promotion programs or assistance, Chambers of commerce services…) or by private actors, and their focus moves beyond solely export services to include overall internationalization processes. Many SMEs rely on these actors to facilitate or perform their sales, logistics, marketing, and service activities [START_REF] Balabanis | Factors affecting export intermediaries' service offerings: The British example[END_REF][START_REF] Peng | Export intermediary firms: A note on export development research[END_REF], because the support service providers have superior local market knowledge or connections with relevant intermediaries. While the usefulness of export promotion programs or export performance assistance has been widely debated (for an updated review, see [START_REF] Coudounaris | Export promotion programmes for assisting SMEs[END_REF], the results remain contradictory or contrasted. Moreover, the question of the use of these services during the internationalization process is still an issue.

The usefulness and the use of internationalization support services

On a general basis, studies focus more frequently on the frequency of use than on the use itself [START_REF] Ayob | Insight into public export promotion programs in an emerging economy: the case of Malaysian SMEs[END_REF]. To describe how firms use these programs, most studies address the degree of adaptation to the firm needs [START_REF] Crick | UK SMEs' awareness, use, and perceptions of selected government export assistance: An investigation into the effect of the internationalization process[END_REF][START_REF] Naidu | Public sector promotion of exports: A need-based approach[END_REF] or specific firm characteristics, such as its international experience (from non-exporter to advanced exporter) or size [START_REF] Buckley | Government-industry relations in exporting: Lessons from the United Kingdom[END_REF][START_REF] Freixanet | Export promotion programs: Their impact on companies' internationalization performance and competitiveness[END_REF]. For example, [START_REF] Buckley | Government-industry relations in exporting: Lessons from the United Kingdom[END_REF] and [START_REF] Sbrana | Italian exporting SMFs and their use of support services[END_REF] show that SMEs use support services less than larger firms. However, given their budget constraints, they are more dependent than large firms on the information generated by business associations [START_REF] Gashi | Export behavior of SMEs in transition countries[END_REF]. [START_REF] Kedia | Factors inhibiting export performance of firms: An empirical investigation[END_REF] and [START_REF] Ahmed | Export promotion programs of Malaysian firms: International marketing perspective[END_REF] assert that more experienced companies are more likely to be clients of international support service providers. [START_REF] Koksal | Organizational and exporting determinants affecting export promotion program awareness, utilization, and usefulness level[END_REF] combines these aspects to argue that larger, more experienced companies are more familiar with the various support services available from public authorities, so they can better understand and rely on the assistance options that suit their needs.

Experience abroad and the stage of export development also might determine the link between support service use and export performance, though prior research offers some conflicting results. [START_REF] Denis | Market knowledge, diversification, and export expansion[END_REF] and [START_REF] Seringhaus | The use of trade missions in foreign market entry[END_REF] indicate that for the most internationally experienced companies, export services mostly support their pre-export activities. [START_REF] Crick | UK SMEs' awareness, use, and perceptions of selected government export assistance: An investigation into the effect of the internationalization process[END_REF] instead finds that the most experienced firms are more aware of these programs, so they use them more. In general, firms with different degrees of internationalization expertise likely have different needs [START_REF] Diamantopoulos | Understanding the role of export marketing assistance: empirical evidence and research needs[END_REF][START_REF] Spence | Evaluating export promotion programmes: U.K overseas trade missions and export performance[END_REF]. [START_REF] Singer | Factors associated with effective use of export assistance[END_REF] use export stage as an antecedent to understand the relation between service use and export outcomes. According to their findings, the type of service/product sold and the company's experience abroad do not strongly influence its use of support services, whereas management commitment does. [START_REF] Czinkota | Why national export promotions? International trade forum[END_REF] also shows that firms have a greater need of export training services in their early export phase while they need more support for sales logistics when they gain experience and reach a most advance export level. [START_REF] Costa | Institutional networks for supporting the internationalisation of SMEs: the case of industrial business associations[END_REF] explain that most industrial business associations (such as Chambers of commerce) seem to provide a continuous support for the international operations of SMEs and not only for the initial stages. [START_REF] Freixanet | Export promotion programs: Their impact on companies' internationalization performance and competitiveness[END_REF] instead shows that the level of knowledge and uses of various programs vary with the type of assistance offered and the firm's international experience; a proposed segmentation defines the firm's level of internationalization involvement and skills using criteria such as export volume, size of the export department, creation of permanent establishments abroad, and creation of production subsidiaries.

Type and variety of internationalization support services.

Few of these studies take an in-depth look at the nature of the assistance though, or else they focus on only one type. For example, [START_REF] Seringhaus | The use of trade missions in foreign market entry[END_REF] describes trade missions that support foreign market entry. Observing the specific role of chambers of commerce, Leonidou and Theodosiou (2004) show that they provide first-hand information but that this information is not regarded as useful for firms. When gathering information for internationalization, Leonidou and Katsikeas (1997) observed that companies relied more on their personal network than on this institutional network. [START_REF] Crick | UK SMEs' awareness, use, and perceptions of selected government export assistance: An investigation into the effect of the internationalization process[END_REF] details the kind of assistance requested, such as the need for information or financial support, and Freixanet (2012) uses precise criteria to identify the nature of assistance programs and proposes measuring performance according to firms' international experience. Furthermore, we note that most internationalization support services and programs are developed by state agencies, but not exclusively. Studying the direct and indirect effects (via geographic scope) of public support on the export intensity of European SMEs, [START_REF] Ciszewska-Mlinaric | Export intensity, geographic diversification and the role of public support: The evidence from old and new Europe SMEs[END_REF] shows that only financial support (vs. non-financial one) is positively, directly and indirectly associated with their export intensity. Beyond public actors, private companies have gradually emerged as important actors, though extant research mostly ignores their role. Among the few studies that analyze the impact of private-sector involvement in international trade policy [START_REF] Singh | Communication and competence in private sector involvement in international trade policy[END_REF], [START_REF] Bartoli | Bank support and export: evidence from small Italian firms[END_REF] identify an important influence of banks for supporting export efforts by SMEs. Finally, most studies involve traditional exporters that take a gradual internationalization approach. [START_REF] Catanzaro | Impacts of export support: a conceptual model for export start-ups[END_REF] offer some conceptual insights, but they focus on the effectiveness of international assistance programs for specific stages of traditional internationalization processes. This literature review thus reveals two key gaps. First, most studies center specifically on the decision to start exporting. When studies expand to include support services applied to different stages, the results are still contradictory. Besides, with the notable exception of [START_REF] Freixanet | Export promotion programs: Their impact on companies' internationalization performance and competitiveness[END_REF], descriptions of internationalization stages tend to be limited, such as describing pre-export and export stages. Even Freixanet's (2012) classification does not address how each stage of the process aligns with support service uses, despite evidence that SMEs' needs shift with their growth and progress (skills and resources). Second, research predominantly focuses on the role of national export programs. We lack clear distinctions among the types of support provided and about the role of private support services. 2012) called for longitudinal analyses that could confirm the causal effects of export programs. In line with this suggestion, [START_REF] Belhoste | How do SMEs use support services during their internationalisation process: A comparative study of French traditional SMEs and INVs in Asia[END_REF] analyze SMEs' choice to use (or not) internationalization assistance supports during the entire internationalization process. In line with [START_REF] Hilmersson | Time, temporality, and internationalisation: The relationship among point in time of, time to, and speed of international expansion[END_REF] and Efrat and Shoham (2012), they define SME internationalization process according to two main dimensions: 1) time to internationalization (i.e. the time that has elapsed from a firm's inception to its first sales abroad) and 2) the stage of their internationalization process (i.e. early stage and later stage of international operations). Such temporal aspects of internationalization are used to discriminate between the type of SME process of internationalization (gradual or rapid) and the stage (entry or intensification). Based on a qualitative study of 32 French SMEs that have all reached Asian markets, either gradually (19 referred as traditional SMEs) or rapidly (13 referred as International New Ventures), they identify different configurations of the use of internationalization support services by SMEs, challenging some previous assumptions and the conventional ways of studying export services designed to support SMEs.

Type of support services and time to internationalization.

The results from this study show that support services help traditional SMEs to build knowledge, extend networks, reduce psychic distance [START_REF] Johanson | The mechanism of internationalization[END_REF][START_REF] Ojala | Internationalization of knowledge-intensive SMEs: The role of network relationships in the entry to a psychically distant market[END_REF] with Asia and therefore, support gradual international involvement [START_REF] Johanson | The mechanism of internationalization[END_REF]. This contrasts with INVs that use fewer support services given their lack of resources. Traditional SMEs also look for specific private support services and are ready to pay more than INVs and rely less on fundinga specificity of public support services. We also observe high levels of disappointment from traditional SMEs regarding public support services while INVs found some value in those services. This study also constitutes an attempt to resolve some conflicting results in the literature. [START_REF] Ahmed | Export promotion programs of Malaysian firms: International marketing perspective[END_REF], [START_REF] Crick | UK SMEs' awareness, use, and perceptions of selected government export assistance: An investigation into the effect of the internationalization process[END_REF] and [START_REF] Kedia | Factors inhibiting export performance of firms: An empirical investigation[END_REF] argue that most experienced companies are more likely to use international support structures. The findings indicate, contrary to [START_REF] Crick | UK SMEs' awareness, use, and perceptions of selected government export assistance: An investigation into the effect of the internationalization process[END_REF], that the use of internationalization assistance services declines as the firm gains experience abroad if it is a traditional SME, but the same finding does not hold for INVs.

Type of support services and stage of internationalization.

Previous literature had partially identified that the export phase (early export phase to more advanced) could impact the use of support services. [START_REF] Czinkota | Why national export promotions? International trade forum[END_REF] and [START_REF] Crick | UK SMEs' awareness, use, and perceptions of selected government export assistance: An investigation into the effect of the internationalization process[END_REF] showed that firms have a greater need of export training services in their early export phase and that the type of support may vary. [START_REF] Belhoste | How do SMEs use support services during their internationalisation process: A comparative study of French traditional SMEs and INVs in Asia[END_REF] go one step further and complement [START_REF] Czinkota | Why national export promotions? International trade forum[END_REF] and [START_REF] Crick | UK SMEs' awareness, use, and perceptions of selected government export assistance: An investigation into the effect of the internationalization process[END_REF]'s results showing that SMEs have a greater need for export training services in their early export phase but only if they are in a gradual process of internationalization. In contrast, most INVs realise they need help after their first steps locally. Furthermore, as the use of internationalization assistance services varies with experience, the content of this support also differs. [START_REF] Singer | Factors associated with effective use of export assistance[END_REF] hypothesize that services providing objective knowledge (e.g. workshops, advice) are more useful during pre-export activities, whereas experiential knowledge services (e.g. trade shows abroad) are more useful at advanced stages. [START_REF] Belhoste | How do SMEs use support services during their internationalisation process: A comparative study of French traditional SMEs and INVs in Asia[END_REF] does not find such a clear distinction; rather, the use of these services varies with the time to internationalize and stage of internationalization. Their findings also reveal distinct, but complementary, uses of private and public support services. Consistent with [START_REF] Zahra | International entrepreneurship: The current status of the field and future research agenda[END_REF], they show that INVs seek tips and free services, given the scarcity of financial and human resources, but only during the intensification stage. The use of private support actors is less important during this stage, unless traditional SMEs seek them after being disappointed by public services. Because traditional SMEs know what services are available, they pursue an optimal mix of private and public services, next to their business networks.

CONCLUSION

We think that this chapter could help precise and observe the efficiency of support services differently in two different ways. First, in better distinguishing the type of help and support services actors used. Second, in measuring the efficiency regarding the internationalization process and stage rather than solely considering the export intensity as a dependent variable. Efficiency, in order to be evaluated, needs to consider not only the service by itself but also the type of firm that use it according to its internationalization stage and process. We are convinced that this combination could help deepen the debate on efficiency of export support services whether they are public of private.

These findings have several important managerial implications. In particular, support services (public or private) can use them to target their offer more precisely, according to the different types of SMEs they encounter and their internationalization process stages. Furthermore, SMEs can clarify their needs, according to their current stage in their internationalization process. In turn, they can determine which tailor-made proposals offered by private and public actors are most applicable to their internationalization efforts. It also paves the way for several research perspectives. Extensions to distinct geographic contexts might reveal whether the SME's home country affects its use of support services; we anticipate that the economic, institutional, and cultural characteristics of the home country likely influence how public and private support services develop their offers. Other factors of heterogeneity among the SMEs (Ingley et al., 2016) could be observed in order to study the use of support services by SMEs for their internationalization. In particular, since networks are particularly important in the decision to enter a new market [START_REF] Castellaci | Service firms heterogeneity, international collaborations and export participation[END_REF], future research could investigate their (differentiated) role in the internationalization processes of SMEs in relation to support services. Finally, in line with [START_REF] Catanzaro | Impacts of export support: a conceptual model for export start-ups[END_REF], we call for more studies that investigate the impact of support services on SMEs' performance, according to whether their internationalization process is gradual or rapid.

  WHAT WE NEED TO KNOWIn his seminal work,Freixanet (