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ACADEMIC SPIN-OFFS are companies created by university actors (i.e., researchers, teachers, students or graduates)
through technology or knowledge generated in the university context and based on intellectual property (Djokovic and
Souitaris, 2008; François and Philippart, 2019). These companies have a great economic and social impact as they enable
and enhance knowledge transfer to society, being a vehicle for innovation and contributing to the generation of
employment (Block et al., 2017). For this reason, fostering the generation of academic spin-offs and promoting their growth
are key aspects that must be part of universties' objectives and strategy.

OBJETIVE OF THE STUDY: analyse the key determinants of the growth of spinoffs that follow a born global model, i.e.
with a strong international growth orientation from their conception.

SPIN-OFF GROWTH MODELS
(Degroof, 2002; European Commission, 2002):

Lifestyle
Limited ambitions for

future growth. 
Conceived to provide an
acceptable standard of 
living for their founders. 

They revitalise local 
economies.

Prospective
Oriented moderately

towards growth. Mainly
regional or national
markets. External

finance without loosing
to much business

control.

Growth
Aim of capturing a global 

market. Often involve
considerable inputs in 
terms of management

and financial knowledge, 
and are expected to 

generate remarkable
performance.

Born Global: Companies that, since their creation, try to grow
internationaly, obtaining a substantial part of their income
from the sale of products or services in international markets.

BORN GLOBAL - CONCEPTUALISATION
• Small and medium-sized enterprises (SMEs) that internationalise

within the three first years (Rennie, 1993).

• Companies up to six years old entering international markets early in
their life cycle (Zahra et al., 2000).

• Companies less than 20 years old that internationalised within three
years of their foundation and generate at least 25% of total sales
abroad (Knight et al., 2014).

• Companies with more than 30% of sales from foreign markets and
whose internationalisation is made within the first three years of life
(Wong and Merrilees, 2012).

In-depth interviews with 12 Spanish growth-oriented spin-
offs, heterogeneous in terms of business models and sources
of finance, from 10 Spanish universities. Analysis of the
determinants of those companies that show early
international growth and respond to a Born Global model.
Discourse analysis. Atlas.ti v. 9.0.7.

• Consolidated research groups.
• Main activity: development of technology, software or product.
• Field: Technology-Science.

1. Development and testing phase of the technology in the research
group.

2. External mentoring support and professionalisation of business
management. Integration of external experts with management
experience. Mentoring facilitated by the university and other
institutions to accelerate business growth. The univertisty as contact
provider.

3. Raising large amounts of capital. Access to external funding from early
stages, notably Venture Capital (VC) and Business Angels (BA). The
university gives credibility for obtaining the first incorporations of
capital. Ownership dilution is necessary for rapid expansion. No aversion
to loss of business control. High number of sales from the start due to
market entry with a proven product.

4. International contacts provided by investors, VC or BA. Usually
incorporation of investment groups based in other countries.

5. Internationalisation of commercial activity. Internationalisation of
commercialisation entities or partnerships with other companies.

METHODOLOGY

CONCLUSIONS

-Early internationalisation is not a common practice among
spin-offs, not even among those with a clear growth
orientation. In order to move toward a born global model the
university must promote internationalisation:
àboosting spin-offs' access to external funding and
fostering VC and BA networks;
àfacilitating mentoring and the incorporation of external
professionals with experience in business management;
àsupporting product testing in the market from the initial
stages for national and international commercialisation.
àVisibilising the success stories of born global spin-offs.

Theoretical contributions: The progress of the still scarce
literature on global born in the field of academic spin-offs.
Practical contributions: Useful information for the
improvement of university strategies to support this kind of
international entrepreneurship.

RESULTS


