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INTRODUCTION
Literature on exports explains that exporters based on emerging markets may face some disadvantages if compared to those on developed markets such as brand image, low price expectation, lack of product quality, among others, which can result from country of origin effects (Sharma, 2011). Some of those companies would adopt cost leadership as a competitive strategy on competing with companies from developed countries (Zeng & Williamson, 2007). However low cost advantages are likely to deteriorate over time (Barin Cruz, Boehe, & Ogasavara, 2013), so we argue that novel differentiation strategies as sustainability strategies are likely to improve those companies performance on local markets.  
Within the same industry and market, it is possible to verify different types of environmental positions adopted by firms (González-Benito & González-Benito, 2006). Some companies may have a reactive position, when the minimal policies to meet regulations are implemented, and others may adopt a proactive position, when voluntarily policies to reduce the companies’ impact on the natural environment are adopted. 
So, environmental proactivity can be understood as the voluntary implementation of practices and initiatives aimed at improving environmental performance and manifested through different strategies (González-Benito & González-Benito, 2006). Firms can adopt proactive environmental strategies that establish activities that can help them to achieve their goals and have a strategic view towards environmental management. Such proactive activities include establishment of environmental policies, environmental standards for suppliers, environmental auditing, environmental cost cutting and environmental information published for the general public (Sangle, 2010).
Environmental strategies can help firms achieve competitive advantage (Aragon-Correa & Rubio-Lopez, 2007; Hart, 2007; Hart & Milstein, 2004), and can be categorized into four generic types: Eco-Efficiency, Beyond Compliance Leadership, Eco-Branding, Environmental Cost Leadership (Orsato, 2006). Such strategies can be focused on organizational processes or products and services, and can lead to competitive advantages. Environmental performance can be positively linked to competitiveness (Larrán Jorge, Herrera Madueño, Martínez-Martínez, & Lechuga Sancho, in press), nevertheless strategic environmental choice can be influenced by external factors, such as industry structure, type of market in which a firm operates (Orsato, 2006), geographical location (González-Benito & González-Benito, 2006), and also by internal factors, such as the company's position in the industry and its capabilities (Orsato, 2006), organizational characteristics, such as company size, degree of internationalization, position in the value chain, managerial attitude and motivations, and company strategic attitude (González-Benito & González-Benito, 2006). 
Since companies that operate in the same industry, market and geographic location can present different environmental positioning (Orsato, 2006; Porter & Kramer, 2006), it is important to understand the internal factors that can lead to such differences. In order to contribute to this discussion, we have analyzed the internal factors that influence environmental position and potential strategy’s choice for companies that operate in the same competitive context characterized by inward internationalization. 
To answer this research question, we conducted a case study on the LED (Light Emitting Diode) Brazilian local market. This market was chosen because it deals with an eco-efficient product that allows firms to adopt environmental strategies, but also presents some barriers to the implementation of such strategies, as complexity to inform consumers about the products specific features, difficulty to differentiate the product and limitation to inform the general public about the environmental initiatives.  

1 THEORETICAL FOUNDATIONS
1.1 Internationalization inward
Literature on global strategy is focused on how multinational companies distribute and sell their products oversees (Peng, 2010). This literature has been used to explain multinational from developed economies expansion. Developed economies consider mostly US, Europe and Japan, which is where traditional multinationals came from. By the other hand, emerging markets like BRICS (Brazil, Russia, India, China and South Africa) have companies that have increasingly challenged the international competitive scenario (Wilson & Purushothaman, 2003).
 Companies from emerging markets compete on their home markets and abroad. However, the direction called inward internationalization receives comparatively less attention than outward internationalization (Fletcher, 2001; Holmlund, Kock, & Vanyushyn, 2007; Liang & Parkhe, 1997). Once internationalization can be understood as “the process of increasing involvement in international operations” (Welch & Luostarinen, 1988, p. 36), inward activities can be regarded as part of the internationalization process. 
Previous studies have shown that: (i) importing can act as a leverage to exporting, as it can create opportunities for international business (Karlsen, Silseth, Benito, & Welch, 2003); (ii) commonly the internationalization order seems to be, especially in the case of small and medium businesses, first inward and only latter outward (Welch & Luostarinen, 1988); and (iii) it is possible to establish a positive relationship between foreign direct investment (FDI) and imports when multinationals try to consolidate market shares abroad by the expansion of marketing and distribution capabilities (Alguacil & Orts, 2003). Those relationships indicate a research gap and more studies are necessary to understand the inward side of internationalization.
Inward internationalization can comprise variety forms of operations, such as imports of goods and services, finance and technology (Holmlund et al., 2007). Usually, in the beginning of the inward operations, importers buy standard products with low manufacturing uncertainty and high level of transaction uncertainty, but gradually imported products move from finished products, raw materials, spare parts and machinery to components, equipment and goods for resale (Karlsen et al., 2003). This approach of internationalization considers the changes in the firm as it increases its commitment to foreign markets. In other words, firms start with operations that require the least commitment of resources and gradually increase their commitment of resources (Fletcher, 2001).
Inward activities provide opportunities for building relations with foreign actors and for learning about new trade techniques and operations. But, these opportunities can be easily lost since inward operations are usually related to routines of purchase and seen as supporting activities (Karlsen et al., 2003; Liang & Parkhe, 1997). Such activities can be seen as a strategic resource of the firm in three ways: (i) rationalization, which comprises activities to reduce costs; (ii) developmental, which is aims to achieve better coordination, increased developmental power and time savings; and (iii) structural, which is the way that the company affects the structure of supplier markets (Karlsen et al., 2003).
Despite the strong bias towards outward operations in international business literature, activities as importing or direct investments made in different formats can reveal important features regarding internationalization (Cavusgil, 1998). Also, there is a great emphasis on sustainable processes and efficiency actions that leads companies to operate the maximize resources and minimize disposals (Orsato, 2006). However studies about sustainable products, which are product options that benefit the environment if compared to their substitutes, are scarcer. We attempt to bridge these two issues through relating sustainable products introduction into emerging market, said internationalization inward. 
1.2 Environmental Position
Firm's environmental positions may range between two extreme: (i) environmental reactivity, distinctive of companies that implement the minimal policies to meet regulations, and (ii) environmental proactivity, distinctive of companies that voluntarily adopt policies to reduce their impact on the natural environment (Aragon-Correa & Rubio-Lopez, 2007; González-Benito & González-Benito, 2006). 
So, proactive environmental strategies can be considered a systematic set of voluntary practices that go beyond regulatory requirements. It is possible to find in the literature typologies that propose different levels of firms' environmental proactivity, ranging from slightly exceeding legal requirements to environmental leadership (Aragon-Correa & Rubio-Lopez, 2007).
Companies adopting proactive environmental position may gain competitive advantage by leveraging their resources and assets more efficiently (Christmann, 2000). Such operational efficiency includes all types of practices that allow the firm to use its resources in the best way (Porter & Kramer, 2006; Porter & Van der Linde, 1995). These activities may, for example, reduce waste and recycle materials, generating cost savings for businesses and reducing environmental pollution. Competitive advantage is created because the costs generated by the environmental protection systems can be lower than the costs of the inappropriate use of the resources (Hart & Dowell, 2010; Hart & Milstein, 2004; Porter & Van der Linde, 1995).
Following this logic, Hart and Dowell (2010) proposed the Natural Resource Based View (NRBV) of the firm, arguing that the natural environment can create restrictions on the attempts of the organization to create sustainable competitive advantage. In the NRBV, there are three main strategic capabilities: pollution prevention, product management and sustainable development. Pollution prevention aims to prevent waste and emissions, and is associated with lower costs. Product management expands the scope of pollution prevention to include the entire value chain or "life cycle" of enterprise systems. Finally, a sustainable development strategy aims to cause less environmental damage and produce in a way that can be maintained in the future, in addition to involving economic and social issues (Hart & Dowell, 2010).
1.3 General Environmental Strategies
It is not only through operational efficiency that companies can gain competitive advantage when engaging in environmental strategies. Orsato (2006) argues that the company can adopt four general types of environmental strategies: (i) Eco-Efficiency, (ii) Beyond Compliance Leadership, (iii) Eco-Branding, (iv) Environmental Cost Leadership. These strategies can be focused in processes or in products and services, and can generate competitive advantage based on cost or differentiation (Orsato, 2006).

The four general strategies are explained is the following: 
(i) Eco - Efficiency strategy is related to the operational efficiency mentioned earlier and is chosen when firms need to reduce the cost and also reduce the environmental impact of their organizational processes. 
(ii) Beyond compliance leadership can be pursued when companies, in addition to increasing the efficiency of their processes, also want customers and the general public to acknowledge their efforts. Such companies are willing to invest in environmental certifications, subscribe to business codes of environmental management, invest in unprofitable environmental improvements, and publicize such efforts. These activities may improve corporate image and eventually influence consumers’ behavior. 
(iii) Eco-Branding is related to ecology-oriented products and services development that represent a defined market niche explored by firms. This strategy requires that consumers pay for the increased costs of ecological differentiation. So, reliable information about product’s environmental performance is available to consumers, and differentiation is difficult to be imitated by competitors. Finally, 
(iv) Environmental Cost Leadership is adopted when products or services that compete on price are also able to include environmental investments. So, it is expected that firms adopting such strategy are able to reduce both the costs of the product or service and its environmental impact simultaneously (Orsato, 2006).
Such environmental strategy choice are influenced by external factors, such as industry structure, type of market in which a firm operates (Orsato, 2006) and geographical location (González-Benito & González-Benito, 2006), as well as by internal factors, such as the company's position in the industry and its capabilities (Orsato, 2006), and organizational characteristics, such as company size, degree of internationalization, position in the value chain, managerial attitude and motivations, and company strategic attitude (González-Benito & González-Benito, 2006). 
In the present study we focus on the internal factors that influence the choice of the environmental strategy since firms that operates in the same geographical location, industry and market can show different environmental positions. In other words, firms that have similar external factors features differ on the choice of the environmental strategy. So, it is important to analyze the internal factors that influence the environmental position and the choice of the environmental strategy.
We propose the following framework for analyzing firms’ internal factors that influence the environmental strategies, based on the theoretical foundations presented.
Figure 1: Company features and factors that influence environmental position 
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Based on González-Benito and González-Benito (2006); Orsato (2006)
(i) Company Size
Company size is one of the most important variable that influences the environmental position and strategies of firms. Company size and environmental proactivity are positively related because: (i) large companies have more resources available to invest in environmental practices; (ii) they are exposed to pressure from their stakeholders; (iii) they have sufficient scale to offset the indivisible costs of environmental activities that are the same for all companies regardless of their size, such as investments in technology and certification; and (iv) large companies’ environmental activities reach a larger number of stakeholders (González-Benito & González-Benito, 2006). 
Empirically, most studies have also found that firm size has a significant effect on the degree of reactiveness, with larger organizations being more likely to adopt proactive environmental practices (e.g. Buysse & Verbeke, 2003; Russo & Fouts, 1997). Those initiatives may involve from pollution prevention actions to the inclusion of environmental concerns on product innovations and design, environmental manufacturing processes and procedures, among other actions (Bowen, Cousins, Lamming, & Farukt, 2001; Buysse & Verbeke, 2003; D'Souza, Taghian, Sullivan-Mort, & Gilmore, 2015) 
(ii) Internationalization
Another important variable that influences the environmental position and strategies of firms is their internationalization level. Internationalization process tends to be multidimensional, with knowledge accumulation reply loops (Karlsen et al., 2003). In this sense, Multinational companies tend to have a more proactive position towards the environment, since:  (i) they can benefit from knowledge transfer between actors and (ii) they usually define their environmental policies based on stricter requirements of their country of origin of the country were they are operating, which leads to a more proactive position (Campbell, Eden, & Miller, 2012; González-Benito & González-Benito, 2006). 
(iii) Companies Position in Value Chain (VC) and Industry 
Company’s position in the VC is an important factor that influences its environmental proactivity since the proximity to the final consumer leads to a higher pressure received by the company. However, companies are increasingly being charged by environmental attitudes of their suppliers (Campbell et al., 2012; González-Benito & González-Benito, 2006). 
(iv) Companies Capabilities
Companies’ capabilities related to culture and human resources, such as managerial attitude and motivations are also internal factors that strongly influence the environmental position of firms (González-Benito & González-Benito, 2006; Munck, Galleli, & Souza, 2012). 
Attitude of managers towards environmental issues have a positive effect on the adoption of proactive environmental strategy. The establishment of environmental departments and appointment of sustainability managers can indicate that top management places special significance to the issue (González-Benito & González-Benito, 2006), as well as the existence of monitored and managed data related to environmental issues (Clarkson, 1995). The higher the level of management to which data are reported, the greater the indication of the importance attached to the issue (Clarkson, 1995). Also, Sharma (2011) et al. (1999) argue that the proactivity of the environmental position will depend on the managers' view on the subject, whether it is seen as a threat or opportunity.
Method
Upon our goal to analyze the internal factors that influence the environmental position / strategy of firms in the context of inward internationalization, we conducted a case study of exploratory and qualitative approach (Collis & Hussey, 2006). We opted for the exploratory study as it sought the literature that relates the variables under study. The study sought to analyze and interpret information with varying degrees of depth and complexity.
The research, qualitative and exploratory adopted the multiple case study strategy. The case study is a research methodology which investigates a contemporary event, based on real experience (Yin, 1994). According to Eisenhardt (1989), this search method allows in-depth analysis of a particular situation and to identify the variables and their inter-relationships that might otherwise go unnoticed. This method allows researchers proximity to the field, the phenomenon and its context (Flyvbjerg, 2006).
Data were obtained from primary and secondary sources. The primary data collection occurs through conducting in-depth interviews with eight business to business companies (B2B) that sell the LED product in Brazil. These are companies performing assembling of LEDs, import Products for resale or operate in hybrid form. They interviewed executives from eight companies marketing products in LED in Brazil, these with varying degrees of commitment to the local competitive market. The selection of cases sought to observe internal replication of research findings among cases (Eisenhardt, 1989; Langley & Abdallah, 2011). Another source of evidence are related data sector as access to news, booklets and reports provided by the companies and sector information. Thus, they used different sources of evidence to respect the principles of integrity in triangulation of data (Eisenhardt, 1989).
Interviews were conducted in person by the authors. For registration purposes, the authors have taken note during interviews (Collis & Hussey, 2006). The primary data are collected by interviews centered on the problem and analyzed using interpretive analysis technique (Kvale, 1996). This interpretation of data is appropriate for analysis due to the collection through interviews; it considers the content of speech. For this analysis, do not delimit dependent or independent variables, but emerging concern about the meaning of concepts as they are presented (Kaplan & Maxwell, 1994). For the development of conclusions, the data collected were examined and interpreted in the light of the concepts identified in theory.
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