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Abstract

Purpose: This paper investigates how business models shape the marketing practices of internationalising MNEs, focusing on the role of MNE subsidiary managers.
Design/methodology/approach: We carried out an empirical analysis based on in-depth qualitative interviews with two market-leading Norwegian maritime firms in China.
Findings: By managing the link between an MNE’s headquarters and key stakeholders in a host country, we argue that a subsidiary manager can be seen as a middle manager (Kaplan, 2008), situated actor (Suchman, 1987) and frame broker (Haydu, 2012) within the network architecture (Mason & Spring, 2011) of the MNE’s business model. The subsidiary manager carries into the network a decision-making ability to construct boundaries between headquarter and customers/partners and to develop strategies that correspond to opportunities and constraints in host country markets. The role of the subsidiary manager is crucial to understanding the communication intent and relationship management potential of business models in emerging markets. 
Research limitations/implications:  Based on our findings, we explored the framing effects of business model innovation, that is, how subsidiary managers use frames to clarify core business model principles, communicate market offering to customers and manage network relationships to ensure strategic fit between the MNE’s country specific and global operations.
Originality/value: Drawing on the business model literature and using a frame analytic perspective, we define contexts in which the role of an MNE’s subsidiary is crucial for understanding its marketing practices during late internationalisation, namely MNE-subsidiary relationships to clarify the core principles of a business model and MNE-host country relationship in dealing with contextual factors and managing network relationships using business model innovation. 
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