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ABSTRACT 
 
The world gets smaller and smaller and goods, services, people and information are 

nowadays more and more able to freely cross borders. Half of the Swedish GNP consists 

of export and almost 70 % of that amount is goods. Because of today’s increasing 

globalization, the Swedish firms are now faced with both new opportunities and threats. 

Firms can no longer afford to entirely focus on the domestic market. For the firm, who 

are willing to act on the international market, the numbers of different ways to go are 

many but also different depending on the firm’s conditions. Earlier studies have shown 

upon differences in internationalization depending on product and market condition.  

 

The purpose of this thesis is to create a deeper understanding of SMEs 

internationalization process within the medical technology industry. The author’s stress 

that the purpose of this thesis is not to come up with a clear guide of how firms should 

internationalize within the medical technology industry, the goal is to reach a better 

understanding of the subject. To fulfill the purpose, the authors have formulated two 

questions they intend to answer: 

 

 What are the reasons for internationalization within the medical technology 

industry and what possible obstacles could be of importance? 

 

 Which factors can explain the internationalization process of firms within the 

medical technology industry? 

 

 

Different firms have different internationalization process due to the fact that different 

marketing contexts influence a firm’s globalization. Within this process there are many 

major decisions that have to be taken and obstacles may cause problems on the way. The 

access of information about how a certain firm or sector, which a firm can identify with, 

carried out their internationalization could then be of great value. The major 

internationalization theories reveal how firms in general internationalize. However, since 

different circumstances affect firm’s globalization a high level of generalization can be 

hard to achieve. This is in no way surprising since the circumstances are a crucial factor 

and every internationalization process should be examined from its own conditions 

 

The medical technology industry is one of the fastest growing industries in the world. 

The medical technology industry in Europe consist of over 80% SMEs, the high rate of 

competition creates a highly innovative and fast growing industry. The high rate of SMEs 

within the industry makes it suitable for studying the internationalization of SMEs.   

The Swedish medical technology industry employs a great number of people and has an 

export of 14 billion SEK annually, the future prospect implies that this number will 

increase. However, the research within the medical technology industry has in the 21th 

century been limited and further studies are essential to understand how and why firms 

within this industry internationalize. 

The result showed that firms within this industry have to go international to survive due 

to the fact that the Swedish market is too easily saturated. The study also showed that 



 

internationalization within this industry has some characteristically obstacles. Laws, 

regulations, certification and cultural differences were the biggest obstacles for the firm’s 

internationalization. The study reveals that the firm´s attitude toward these problems and 

their willingness to get out on the international market has a big impact on their 

internationalization process.  
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1. INTRODUCTION 

1.1 Problem background 

The world is getting smaller and smaller and goods, services, people and information can 

today emerge more freely across the borders. Because of today’s increasing globalization, 

firms are now faced with both new opportunities and threats. Internationalization is today 

not just a strategy, but often a necessary way of competing on the global market as well 

as the domestic market.  

Doole and Lowe (2008) argue that globalization has led to a polarization of views. Some 

firms associate globalization as a new opportunity to find customers across borders and 

understanding new cultures. Others see globalization as only a new way for the 

multinational firms to dominate the international market. 

However Doole and Lowe (2008) stress that the global market today is run by the 

multinational firms, which naturally are affecting all Small-Medium Enterprises that are 

trying to make their way on a global market.       

Small-Medium Enterprises will furthermore be referred to as SMEs. 

Kotler, Armstrong, Wong and Saunders (2008) stresses the importance for firms to not 

limit themselves to the domestic market. The search of international markets is a key 

factor for firms that strive to grow and as the domestic market becomes saturated the 

importance of finding new business opportunities increase. 

 

Medical Technology is today one of the most innovative industries in the world. 

According to Eucomed, the European medical technology industry had in 2007 sales of 

€72.6 Billion and employ more than 529, 000 people across Europe. The annual sales is 

an increase with 15 % since the last year, this implies the significant expansion of this 

industry
1
.  

The medical technology industry is an important factor in the competitive Europe from 

an economical perspective. The high level of employment is a sign of its importance to 

the European economy. The annual sales in Europe constitute 33% of the world market.   

The Medical technology industry is characterized by a large number of innovations. 

These innovations are created by the large amount of money that is invested, up to 8% of 

the sales are reinvested in research and development within the industry.  

The short lifecycle for the products is another characteristic for this industry. The average 

product has 18 months of research and development before it is available for the market. 

Because the products are used in the medical technology industry there is no margin of 

error. This is one of the reasons why these firms so heavily invest in research and 

development
2
. 

 

                                                 
1
 http://www.eucomed.com/abouttheindustry.aspx 2010-02-23 

2
 http://www.eucomed.com/~/media/pdf/tl/2008/portal/aboutindustry/medtechbrief2007.ashx 2010-02-24 

http://www.eucomed.com/abouttheindustry.aspx
http://www.eucomed.com/~/media/pdf/tl/2008/portal/aboutindustry/medtechbrief2007.ashx
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The European country that export and import the most in this industry is Germany 

followed by France and the U.K. 

 

Today there are approximately 11,000 European firms within the industry, most of them 

are based in the U.K followed by Germany, Spain, France and Sweden. These countries 

constitute 60 % of all the firms in Europe. An interesting factor is that 80 % of the 

medical technology industry consists of SMEs. This is interesting fact when comparing to 

the pharmaceutical industry where most of the firms are huge, e.g. Astra-Zeneca, 

GlaxoSmithKline and Bayer
3
.    

 

 

1.2 Problem discussion 

Andersson and Florén (2008) and Kotler et al. (2008) stresses that different firms have 

different internationalization process due to the fact that different marketing contexts 

influence a firm’s globalization. Within this process there are many major decisions that 

have to be taken and obstacles may cause problems on the way. The access of 

information about how a certain firm or sector, which a firm can identify with, carried out 

their internationalization could then be of great value. The major internationalization 

theories reveal how firms in general internationalize. However, since different 

circumstances affect firm’s globalization a high level of generalization can be hard to 

achieve. This is in no way surprising since the circumstances are a crucial factor and 

every internationalization process should be examined from its own conditions. 

 

The medical technology industry is one of the fastest growing industries in the world. 

The medical technology industry in Europe consist of over 80% SMEs, the high rate of 

competition creates a highly innovative and fast growing industry. The high rate of SMEs 

within the industry makes it suitable for studying the internationalization of SMEs.   

The Swedish medical technology industry employs a great number of people and has an 

export of 14 billion SEK annually, the future prospect implies that this number will 

increase
4
.  

 

However, the research about SMEs internationalization process is limited, only a few 

authors have conducted research in this field. Further research is essential for the 

understanding of how these firms internationalize and the reasons behind it. This 

discussion has led the authors to the thesis research question. 

 

1.3 Research question 

How and why does SMEs within the medical technology industry internationalize? 

                                                 
3
 http://www.eucomed.com/abouttheindustry.aspx 2010-02-23 

4
 http://www.swedenbio.com/en/About-SwedenBIO/ 2010-02-24 

http://www.eucomed.com/abouttheindustry.aspx
http://www.swedenbio.com/en/About-SwedenBIO/
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1.4 Purpose 

The purpose of this thesis is to create a deeper understanding of SMEs 

internationalization process within the medical technology industry. The authors stress 

that the purpose of this thesis is not to come up with a clear guide of how firms should 

internationalize within the medical technology industry, the goal is to reach a better 

understanding of the subject. To fulfill the purpose, the authors have formulated two 

questions they intend to answer: 

 

 What are the reasons for internationalization within the medical technology 

industry and what possible obstacles could be of importance? 

 

 Which factors can explain the internationalization process of firms within the 

medical technology industry? 

 

 

1.5 Delimitations 

The thesis focuses solely on SMEs internationalization process, other firms were 

therefore excluded. Moreover, the thesis is not aimed to give any benchmarking for the 

industry practice nor is providing any recommendations of how firms should 

internationalize within this industry. Rather the authors have presented a detailed case 

analysis in order to increase the understanding of how these firms internationalization 

process look like. Therefore, it is not appropriate to generalize from the empirical 

findings. However, the findings could be further tested in a quantitative manner.  

1.6 Definitions 

The Medical Technology - Refers to the use of novel technology to develop highly 

sophisticated electronic products or medical devices for application in healthcare 

markets
5
. 

 

SME - In the EU a Small to Medium Enterprise is a business with a headcount of fewer 

than 250 employees
6
. 

 

1.7 Disposition 

 Introduction - An introduction to the thesis where the background to the problem 

is discussed and the purpose of the thesis is highlighted.  

 

                                                 
5
 http://www.washingtonlifescience.com/industry/definition_medtech.htm 2010-03-03 

6
 http://ec.europa.eu/enterprise/policies/sme/facts-figures-analysis/sme-definition/index_en.htm 2010-03-05 

http://www.washingtonlifescience.com/industry/definition_medtech.htm
http://ec.europa.eu/enterprise/policies/sme/facts-figures-analysis/sme-definition/index_en.htm
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 Theoretical Framework – The authors discuss the theory from earlier research 

that is connected with the purpose. 

 Methodology – In this chapter the authors declare their approach and argue for 

what, how and why regarding the choices made in the study. 

 

 Empirical Data – This chapter reveals the empirical findings gathered from the 

authors. 

 

 Analysis – In this chapter the authors analyze the empirical data compared to the 

theory in the theoretical framework.  

 

 Conclusion – this chapter reveals the study’s result and a discussion about it. 

Further implications for research and managerial implications is also provided.   
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2. THEORETICAL FRAMEWORK 

2.1 Internationalization factors 

According to Kotler et al. (2008), firms cannot afford to ignore the international market. 

In order to protect their own business, the firm must constantly be aware of what is going 

on in the foreign market. It’s (Czinkota & Ronkainen, 2007) usually several factors that 

influence a firms major decisions. Firm's motivation to internationalize themselves can be 

divided into two categories, proactive and reactive. Proactive is when the firm tries to 

achieve strategic changes while reactive occurs because of changes in its environment. 

"In other words, proactive firms go international because they choose so, while reactive 

firms make it because they have to" (Czinkota & Ronkainen, 2007, p. 283).  

 

2.1.1 Proactive motives 

A newly started firm (Hertz & Mattsson, 1998; Hollensen, 2004) often has strong 

motives to grow rapidly. The number one proactive motive for internationalization is 

according to Czinkota and Ronkainen (2007) a chance of larger profitability. The second 

motive is when a firm succeeds to create a unique product or technological solution. Just 

as on the domestic market these features can give great sales opportunities for the firm. 

At these scenarios, just as the profitability aspect, it is important to realize the fact that 

what the firm think is unique, may not be unique on the global market. Benefits of scale 

may be another reason for internationalization, by selling to foreign country the domestic 

production will increase and the costs for this will then decrease. Exclusive marketing 

information may also be a reason for internationalization. This means that the firm has 

access to information that the competitors doesn’t have. The information can be a reason 

for internationalization, but is not a longtime solution (Czinkota and Ronkainen, 2007). 

Internationalization has earlier been considered as an outgoing flow within the firm 

(Hollensen, 2004). Welch and Loustarinen (1993) states that the incoming 

internationalization, such as import, can influence and support the outgoing 

internationalization such as export. When incoming import changes to outgoing export 

also changes the buyer from being an importer to an exporter. 

By interact with a foreign supplier the firm will also get access to the foreign supplier’s 

business network. This can later be useful when a future foreign buyer joins the network 

(Welch and Loustarinen, 1993). 

Hollensen (2004) states that a board of directors, with a global way of thinking, 

constantly seeks new business opportunities abroad. One crucial factor is that the board 

of directors has regular contacts with foreign markets and that they are seeking for new 

business opportunities. Directors with a global way of thinking often have a background 

in foreign business and a genuine interest for foreign cultures. 
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2.1.2 Reactive motives 

“Firms that stay home and play safely, not only miss the opportunity to take on   

new markets but they also risk losing their domestic market” (Kotler et al. 2008, p. 941). 

Kotler et al. (2008) state the importance of internationalization, today’s society forces 

firms to internationalize if they want to grow. The domestic market will eventually be 

saturated and the firms that earlier could rely on their domestic market are forced to 

expand internationally. This is also important for being able to deal with the competition 

from foreign firms who want to enter the firm’s domestic market.  

One reactive motivation for firms to internationalize is overproduction (Czinkota & 

Ronkainen, 2007).  

 

When the firm has a downturn in sales at the domestic market other countries can be used 

as way of clearing of the surplus. Instead of adapting the marketing to the foreign needs 

the firm will offer its surplus at a low price to clear it. When the demand increases at the 

domestic market the international marketing efforts will decrease to focus on the 

domestic market. The problem with this method is that most business partners are not 

looking for a short term solution. 

 

Overcapacity can also be a strong motive. If firm cannot use its full capacity a possibility 

can be to spread the firm’s fixed cost by internationalization. Another reactive motive is 

the closeness to costumers in other countries. The physical distance to other markets can 

lead to internationalization.  For a firm in a minor country the distance to its neighbor 

countries will increase the chance for internationalization (Czinkota & Ronkainen, 2007). 

According to Hollensen (2004) the three most important factors when a firm 

internationalize is: 

 

 The boards interest for internationalization. 

 Foreign requests for the firm’s products and services.  

 Insufficient demand on the domestic market. 

  

2.2 The Uppsala Internationalization Model  

The Uppsala Internationalization theory presented in the 1970’s is still one of the most 

central theories among internationalization research. According the Uppsala 

Internationalization model a firm’s internationalization is a result of firm growth. The 

firms that were studied by the researchers tend to expand in their domestic market before 

they tried to establish in foreign countries. The stepwise pattern that the firms in the study 

tend to followed is known as the establishment chain. The establishment chain tends to 

start with sporadic export to a foreign country. 

 

The next step is to establish a distributor or an agent in the foreign market. As a 

distributor is established the next step is often to start an own subsidiary in the chosen 
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market. The finale step of the chain is to set up a manufacturing firm in the country 

(Johanson & Vahlne, 1977). 

 

 

 

 

 
Fig. 2.1 The Establishment chain (Johanson & Vahlne, 1990, p. 10) 
 

The decision to invest in foreign markets is a result of the firm seeing business 

opportunities or problems that is related to the firm’s business experience. The 

investments tend to be closely related to those markets where the firm already is engaged 

in. This means that firms typically try to enhance this business through additional efforts 

and that they primarily focus on markets where they already are active (Johansson & 

Vahlne, 1990). 

 

Johanson and Vahlne (1990) argues that the more knowledge a firm gains through doing 

business on a market, the greater the risk is the firm prepared to take. Johanson and 

Vahlne (1990) distinguish two types of aspects in internationalization, the state and 

change aspects. The state aspects of internationalization are market commitment and 

market knowledge. The change aspects of internationalization are the current business 

activities and commitment decisions. Market commitment and market knowledge are 

assumed to affect the decisions regarding commitment of resources to foreign markets 

and the way that the business activities are preformed.  

 

 

 

 

 

 

 

  

 

 

 

 

 

 

  
Fig 2.2 The Uppsala Internationalization Model. (Johanson & Vahlne, 1990, p.12). 

 

The basic idea of the model is that the increased business experience a firm acquires from 

doing business on a foreign market allows the firm to see new business opportunities or 

problems in which new business activities can be performed. The model distinguishes 

two kinds of objects; the objective knowledge, which can be taught and the experiential 

knowledge that only can be acquired from business activities on the market. 

Market 

commitment 

State aspects   Change aspects 

Commitment 

decisions 

Current                

activities 

 

 

Market 

knowledge 

Sporadic export Distributor/ Agent Manufacturing 

firm 

Subsidiary 
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The objective knowledge about for example, customers and suppliers is gathered from a 

specific market and cannot be generalized for use on others. However, experiential 

knowledge such discovering problems and new opportunities, on a given market, could 

only be discovered from experience the firm gains from working on the market 

(Johansson & Vahlne, 1990).  

 

On the other hand Collinsson and Houlden (2005) states that experimental knowledge is a 

key element within the internationalization process and appears to have a more dominant 

role than objective knowledge. Lamb and Leich (2002) argue that market knowledge, 

market involvement and market commitment interact as the firm internationalize instead 

of the gradual stepwise pattern described by Johanson and Vahlne, (1977). However, 

Wolff and Pett (2006) argue that internationalization may be a form of learning or 

capability development that enables leaping of the stages of internationalization by small 

firms. Hollenstein (2005) however stress that the importance of knowledge is not as 

important for SMEs business as for larger enterprises.  

 

2.2.1 Psychic distance 

 

According to the Uppsala model firms start with their domestic markets, and then start to  

Internationalize to its neighboring countries in a stepwise process to build up its 

knowledge regarding e.g. cultures languages etc. The internationalization process of 

entering its neighboring countries is linked to the psychic distance theory presented by 

Johanson and Wiedersheim-Paul, (1975).  

 

According to Johansson and Wiedersheim-Paul (1975) psychic distance is defined in 

terms of factors such as difference in languages, culture, political systems etc. which 

disturb the system of information between the firm and the market. Thus firms first will 

choose to enter countries that they easily can understand, e.g. Swedish firms will first 

expand to their neighboring countries such as Norway and Denmark. 

Psychic distance is strongly correlated with geographical distance, but exceptions are 

easy to find, e.g. England and Australia. On the other hand USA and Cuba are really 

closely connected geographically but because of different political views the psychic 

distance is really long (Johansson & Wiedersheim-Paul, 1975).  

According to Johansson and Wiedersheim-Paul (1975) changes in the psychic distance 

are made by a country’s development in communication system, trade and other kinds of 

social exchange. Changes like these are often slow and it will take many years for a 

country to decrease its psychic distance.  

 

The psychic distance theory is supported by many scholars (e.g. Karadeniz & Göcer, 

2007; Andersson, Gabrielsson and Wictor, 2004) However there is some criticism 

appointed to the Uppsala models use on small or newly established firms. Andersson and 

Florén (2008) argues that the Uppsala model not fully explain why some small firms 

starts to internationalize while others stay in their domestic market.  
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Moen (2002) states that the stepwise process of the Uppsala model is not valid in the case 

of Born Global firms. Moen questions the use of traditional stage models (e.g. the 

Uppsala model) in order to analyze the behavior of newly establish firms (Moen, 2002).  

 

Brand, Gemser and Sorge, (2004) discuss the Uppsala models importance in different 

industries. The authors confirm that the Uppsala model is of significant importance in 

industries that are focus on engineering, this sector of firms also tend to emerge on a 

more “go-alone-basis” and changes in the business environment do not come as a 

surprise. Thus, these kinds of industries do not have to monitor the market as much as the 

more rapid growing firms. The software firms are more likely to emerge to the 

international market on a cooperate level. According to Karadeniz and Göcer, 2007 firms 

with high technological products and large R&D investments tend to internationalize 

more frequent than firms in a lower technological industry.   

 

Nordström (1990) argues that the world today is more homogeneous than before and 

therefore the psychic distance has decreased its importance. According to Nordström 

(1990) new firms in e.g. Sweden are able to start exporting to a larger market, like 

Europe, without starting exporting to some of its neighborhood countries like Norway or 

Denmark. The European countries today are so similar to the Scandinavian countries that 

the psychic distance has lost most of its importance.       

 

 

 

2.3 The Network Approach  

The Uppsala model is one of the first internationalization theories, another more recent 

theory of firm’s internationalization, is the network model also known as the network 

approach.  

 

A number of researchers are agreeing on the fact that a fruitful network could create 

wealth by helping SMEs to identify opportunities and the acquisition of market 

knowledge. (Bell & Loane, 2006; Mort & Weerawardena, 2006; Brennan & Garvey, 

2006; Moen, 2002) 

The network approach to firm’s internationalization conceptualizes the view that firms 

need many organizational relationships for survival. The impact of an efficient network 

on small firm internationalization is of high importance within the early stages of the 

internationalization (Evers & Knight, 2008) 

 

Hollensen (2004) explains four different situations that a firm may find itself in at the 

initial internationalization. The first is called the early starter and means that the firm 

entered a foreign market before any other firms within the network did. The network is 

still located to the domestic market. 

The second is called the lonely International. This firm already has knowledge of other 

countries and the initiative for internationalization does not come from other players 

because they are less internationalized. The third is called the late bloomer and can 
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emerge from competitors and customers, pushing the firm out on the international market 

because they are already international. Unlike the early starter, it could here be more 

difficult for the firm to establish their position. The fourth situation is known as the 

international among others. Here the firm has the possibility to transfer opportunities 

from one network to another, coordination of sales and marketing activities becomes 

necessary. 

 

Mort and Weerawardena (2006) and Brennan and Garvey (2006) studies highlights the 

importance of network capability. In contrary to previous research such as The Uppsala 

Model, the resources’ that the firm lacks of does not necessarily have to be possessed 

from working on the market.  

A significant number of SMEs  are of the impression that the uncertainty/risk which 

follows from an early internationalization are constraining them. The findings suggest 

that networking capability overcomes the risks of “resource poverty” in the SME. This 

study implies that network capability should be seen as a competitive resource among 

other competitors. Networking played a central role in both high-tech and low tech 

industries. Network capability emerges from the entrepreneur’s capability and skills of 

how to find and maintain a fruitful network, the building stage of a network usually grow 

from fundamental and secondary networks of the entrepreneur/owner/manager (Mort & 

Weerawardena, 2006).  

 

Due to internet and the globalization of the world firms can today more easily maintain 

and use networks to gather useful information (Brennan & Garvey, 2006; Bell & Loane, 

2006). SMEs will find themselves in a difficult position when they are facing larger 

competitors, the use of a network among smaller competitors is necessary when 

competing with larger actors on the market (Etemad, 2005). Etemad’s (2005) study 

argues that the SME is compelled to engage in an international network in order to 

continue to gain competiveness on the international market.  

 

Berry and Brock’s (2004) study reveals that internet as a marketplace has a significant 

impact on SMEs. However, the study does not imply that internet is a replacement for the 

actual market knowledge a firm obtains from working the market. The internet as a new 

market space does constrict the previous theories such as the Uppsala model. However, it 

implies that the use of network has intensified from the rise of internet users.  

 

Today’s modern business society enables, especially SMEs, firms o gather information, 

discover new business opportunities and sharing knowledge with other firms without 

committing any large resource activities that they usually lack of. (Berry & Brock, 2006; 

Bell, Callaghan, Demick & Scharf, 2004). Some of the experiential knowledge that is 

highlighted in the Uppsala model could today be gathered from a well functioned 

network. Thus, the network approach reduces the high cost that occurs when acquiring 

experiential knowledge by working on the market. (Berry & Brock, 2006; Brennan & 

Garvey, 2006; Dana & Wright, 2003). 

 

Brand, Gemser and Sorge (2004) confirm that the Uppsala model is of significant 

importance in industries that are focus on engineering, this sector of firms also tend to 
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emerge on a more “go-alone-basis” and changes in the business environment do not come 

as a surprise. Thus, these kinds of industries do not have to monitor the market as much 

as the more rapid growing firms. The software firms are more likely to emerge to the 

international market on a cooperate level. The network contributes to the findings of new 

opportunities, these kinds of firms are grasping the opportunities that occur within the 

network rather than following small incremental steps as described in the Uppsala model.  

 

The international business network spreads all over the globe and the distance between 

countries is no longer of great importance. The network capability and relations 

maintained is of a great importance due to the reduced uncertainty, also these firms are 

experience fast changes in the environment and are compelled to engage in an 

international network to monitor the market changes (Brand, Gemser & Sorge, 2004). 

Dana and Wright (2003) argue, in contrary to the Uppsala model, that distance of nations 

is no longer a barrier for internationalization. These former barriers is reduced due to the 

international business network, the “old proven” theories may not be as useful anymore 

due to the fact that the modern global business environment/competition today more 

consist of complex relations, customization and collaborative alliance. Also the 

importance of the internet and “new” communication channels is argued to contribute to 

the modern market where distance between countries is no longer one of the main 

barriers to overcome (Dana & Wright, 2003).  

Both the external and internal resources are limited for young SMEs, with involvement in 

international networks SMEs could locate resources that before was constricting them in 

their internationalization process (Moen, 2002). 

 

One explanation for why some small firms are better at internationalization than others, 

which has been found in previous research, is that the managers in these firms have large 

personal networks that they are able to exploit (Andersson & Florén, 2008).  

2.4 The Born Global Phenomena  

The phenomenon of “Born Global” firms is beginning to spread widely across the world. 

Findings imply that there are firms that deliberately leap certain incremental steps from 

previous well-known models such as the Uppsala model that describe firm’s 

internationalization.  

The Born Global firm is characterized by its rapid internationalization, usually the firm 

will emerge to foreign markets within two-to-three years from their start-up (Moen, 2002; 

Mort & Weerawardena, 2006). These firms challenge the conventional theories of 

incremental or gradual internationalization. The findings of several authors tend to find 

more support, of how Born Global firms internationalize, in the network theories that 

suggest that firms uses their network as a source to get the resources that they don’t 

posses. The Born Global firms’ behavior challenges the belief that the strategic options of 

small firms are constrained by resource poverty through using network relationships 

(Moen, 2002; Mort & Weerawardena, 2006).  

The entrepreneur has an important role when it comes to Born Global firms and the 

understanding of their international behavior (Andersson & Florén, 2008). 
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Findings shows that the greater international work experience among top managers are 

highly link to a successful international venture. Also findings indicated that older 

founders, having more resources, denser information, contact networks, and considerable 

management know-how were significantly more likely to be exporters (Andersson & 

Florén, 2008).  

 

The importance of prior knowledge is not taken in consideration in the Uppsala model. 

Thus, authors state that this theory cannot fully explain the international behavior of the 

Born Global firm (Andersson & Florén, 2008; Mort & Weerawardena, 2006).  

 

The evolutionary framework of the founder that contains, prior knowledge, business 

know-how and networks is of great importance in the emerging phase of the firm. The 

findings show that a Born Global firm usually faces the same problems of new firms in 

terms of developing technology and products, establishing production and recruiting 

employees. However, often Born Global firms do not have a market at home and 

therefore facing an unattractive home market development. They have to use their 

resources to build a position in foreign markets and they must find a healthy distribution 

system (Moen, 2002).  

 

Previous research, focusing on small firm exporting suggested that distribution, product 

quality and personal selling are key performance factors. However, in these findings 

managers tend to value the access to capital and keep control over the firm as especially 

important. There is a conflict here due to the fact that new firms usually lack of internal 

capital and seek capital from external actors on the market. This leads to reduced control 

over the firm, the study highlights that the treatment of this conflict is of great importance 

for managers/owners of these firms if they want to survive (Moen, 2002). 

 

2.5 Obstacles 

Czinkota and Ronkainen (2007) stress that a firm’s internationalization has to be closely 

monitored, the firm has to adapt to the international market in order to succeed. Thus, it is 

critical to get as much information about a country before a decision is made. Even 

though the need for internationalization has increased (Kotler et al., 2008) a firm has to 

include the possible risks and entry barriers as much as the possibilities for success in 

their market plan. Hertz and Mattsson (1998) underline the importance of market and 

distributing issues within the internationalization process. SMEs often suffer from 

resource poverty and one mistake could be fatal for the whole firm. Thus, it is of 

significance importance to develop and maintain fruitful relationships with different 

actors on the market such as; suppliers and business partners.  

 

Knowledge about the culture within a foreign market can be seen as the difference 

between failure and success. Cultural knowledge has to be seen as a key factor for the 

marketer, adaption to another markets culture is therefore something that a firm has to do 

for a successful establishment on the market (Czinkota & Ronkainen, 2007). 
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When entering a new country, firms should estimate the economic aspects and political 

environment. By doing so, the firm will contribute to a more clear picture of the market. 

Political regulations provide the firm with a good picture of what they can do and cannot 

do (Czinkota & Ronkainen, 2007). 

  

2.6 Summary of Theory 

Firms has to be aware of the international market, not only for their own sake but also to 

be aware of competitors and other threats that could affect their business. The three most 

acknowledge internationalization theories, The Uppsala Model, The Network Approach 

and The Born Global Phenomena, build on the fact that firm’s has to expand to their 

internationalization market and how firms in the past have done this. The different 

theories concentrates on different ways of how firms become international, which path 

they have taken. These differences are caused by different marketing contexts and the 

complexity of the firm. Different marketing context also means different obstacles that 

the firm has to pay attention to. Obstacles can be general, but usually there are 

characteristic obstacles for different industries. These obstacles, and how a firm will 

manage them, will have a big influence of how their internationalization pattern will look 

like.      

 

The theory will further be used to establish a clear picture of how our cases are 

internationalizing by comparing and mapping differences between them. 
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3. METHODOLOGY  

3.1 Research approach   

According to Jacobsen (2002) one of the first choices the researcher has to make is to 

find out if he is going to use in inductive or deductive approach to collect data, which will 

be used later on in the study. 

In a deductive approach the researcher first gathers theory to get an opinion of the 

research area. The research modifies and adapts the theories so that they will fit his 

research approach. The next step for the research in the deductive approach is to gather 

the empirical data that is relevant for the area and comparing it to the theory in order to 

find similarities, differences, links and correlations between the theory and the empirical 

data (Bryman & Bell, 2007). 

 

We have chosen to use the deductive approach in this study since we are quite familiar 

with the research area and its theories. We like to find similarities, differences and 

correlations between the theories that we are familiar with and compare them to our 

empirical data. By choosing this approach we are also aware of the disadvantages of 

using a deductive approach. A deductive approach makes it harder to describe the reality 

since the researchers are affected by theories (Jacobsen, 2002). With this in mind we will 

be careful not to jump into conclusions and to base our opinions with support from the 

theory and empirical data. 

 

The inductive approach is the opposite approach to deductive. In an inductive approach 

the researcher first gathers the empirical data, which he then uses as bas to create his 

theoretical frame of references (Bryman & Bell, 2007). The advantage of using this 

approach is that the research will not be affected by the theory and will therefore have an 

open mind when he conducts his research (Jacobsen 2002). 

 

We have chosen not to use the inductive approach since we through our earlier studies 

already are affected by a number of theories within the research area. We feel that 

because of this it would be hard for us to study the objects with an open mind as 

mentioned by Jacobsen (2002). 

     

3.1.1 Qualitative or quantitative approach 

According to Bryman and Bell (2007) quantitative research can be described, as the name 

entails, as a strategy that emphasize quantification in the data collection as well as in the 

analysis of the data. One of its major advantages is that it if preformed correctly can be 

used to generalize a research area and replicate the study much more easily than a 

qualitative study (Bryman & Bell (2007).  

 

Qualitative research is a research strategy that emphasizes words rather than 

quantification of data. Qualitative research is often used when researchers are interested 
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in studying an object more closely and detailed in order to find things that would not able 

to find when using a quantitative research (Bryman & Bell 2007). 

A qualitative research gives the respondent the possibility to answer the researchers’ 

questions without being affected in the same way as he would be in a quantitative study. 

The respondent has in this approach a more free role and is not constrained be the 

questions in the same way that he would be in a quantitative approach where all the 

respondents would get the exact same questions (Jacobsen, 2002). 

 

In this thesis we have chosen to use a qualitative approach since we are interested in how 

SMEs within the medical technology industry internationalize and we do not feel that we 

could get this type of data without performing a number of deep-interviews. Since our 

purpose is not to create a general guide of how SMEs internationalize, but instead get a 

deeper understanding of the phenomena, is also a reason in line with Jacobsen’s (2002) 

theories of why we should chose a qualitative approach.     

 

By selecting this approach we are also aware of the difficulty that lies in using a 

qualitative approach. According to Bryman and Bell (2007) interviewing and transcribe 

the material is highly demanding and time consuming. Another disadvantage of 

qualitative research is that it by many researchers is known to be too subjective and 

difficult to replicate, with this in mind we will be extra careful of making conclusions that 

we cannot base in our data and theory.   

 

3.2 Case study 

According to Bryman and Bell (2007) a case study is an intensive and detailed analysis of 

a single case. A case study is often used when the researchers are interested in studying 

an object that is complex and requires a more detailed and deeper study in order to grasp 

the underlying factors. 

 

They case study is often associated with a qualitative approach, however several case 

studies has been conducted with a quantitative approach (Bryman & Bell, 2007). 

The qualitative approach enables the researchers to conduct an unstructured interview or 

observation of the case. These methods are seen as helpful when it comes to an intensive 

and detailed examination of a case (Bryman & Bell, 2007).   

 

Bryman and Bell (2007) discuss the fact that case studies are not confined to a single 

case. The multi-case approach has more common in today’s business research. The Multi 

case approach is more or less an extension of the single case study, except the possibility 

of comparing the cases to one and other. 

 

In this these we will use the multi-case study approach, since we are interested in 

capturing the unique features of the research objects. When choosing the multi-case 

approach we will also get the possibility to compare the cases to each other’s and to find 

the unique and common features among the objects (Bryman and Bell, 2007). If we had 

used  a single case approach we would not have the chance to compare the objects to one 
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and other, something that we feel is of great importance since we are interested in 

understanding how SMEs within the medical technology industry internationalize. In line 

with Bryman and Bell (2007) we will use a qualitative approach for the case studies 

which enables us to use an unstructured interview to capture the specific features and 

factors that we are interested in studying.           

 

3.3 Data collection 

3.3.1 Literature 

In our thesis we have used scientific literature and articles. We have gathered our 

material from a number of databases. The databases that we have been using are: ABI 

Inform, Emerald and Google scholar. When searching in the databases we have used the 

following words: Internationalization, SME, Small firms, Medium firms and 

Globalization. The keywords have also been used in combinations to each other. 

3.4 Selection of sample 

3.4.1 Sample of firm 

Bryman and Bell (2007) discusses the importance of choosing the right types of case in 

order to maintain a high validity. The authors suggest 5 types of cases: The critical case, 

the unique case, the revelatory case, the representative case and the longitude case. 

 

In our thesis we will chose firms that fits in the representative case category. The 

representative or typical category is used when the researchers are aiming to describe a 

typical behavior or an everyday situation within an organization or industry (Bryman and 

Bell, 2007). Since our aim is to investigate how SMEs internationalize within a special 

industry, we argue that this types of selection will give our study the highest validity of 

the types mentioned above. A choice of E.g. a unique case type would lower our validity 

since we are interested in studying a normal behavior within an industry not the extremes.    

 

We will underline that our purpose to this choice is not make a generalization of the 

internationalization of SMEs within the medical technology industry, but instead increase 

the understanding of the factors behind this behavior. 

 

In order to find suitable firms for our study we contacted the Medical Technology 

Alliance. The Medical Technology Alliance is an organization whose purpose is to 

support and help firms within the medical technology industry to develop and be 

successful. The organization works closely to the firms and has therefore a great 

knowledge about the firms within the organization. Our requirements for the firms where:  

 

 They must follow the definition of a SME firm. 

 Started their internationalization. 

 Be a member of the medical technology alliance.       



17 

 

 

After presenting our requirements the Medical Technology Alliance provided us with a 

list of potential firms. After a careful selection we chose the firms that we thought meet 

our requirements and were a typical representative case for this industry in line with the 

theory of Bryman and Bell (2007) regarding which type of cases the researcher should 

chose. Three cases were selected since this would allow us to analyze similarities and 

differences among the firms. Before the firms participated in the study we asked if they 

would like to be anonymous in the study. We asked them this since there could be a 

chance that we would have access to sensitive information. Two of the firms had no 

problem by letting us publish their names. The third one asked us to keep their firm name 

anonymous. This firm will further more be referred to as Firm X.           

 

They firms we selected for this study were: Eleiko AB, Redsense AB and Firm X. 

  

3.4.2 Sample of respondent 

Jacobsen (2002) states the importance of finding the right person to interview. The person 

must be able to answer questions over a wide range of topics and time, since we are 

interested in information regarding how the firm has evolved at different markets over the 

years. This person is often the CEO of the firm or the marketing manager, since the often 

have a long carrier in the firm and are aware of the firm’s history and its presence.   

 

Our first priority when selecting the respondents was to contact the CEO of the firm. Our 

second priority was to contact the marketing manager, if possible we tried to get an 

interview with them both. 

Our initial contact with the firms were made through phone, where we presented us, gave 

short summary of our study approach and explained that they were one of the firms 

singled out from the Medical Technology Alliance. If the respondents were interested in 

participate in our study we booked time for a meeting at the firm. We chose the place of 

the interview to be at the firm, since this will give the respondent a place where they feel 

comfortable to answer our questions (Jacobsen, 2002).            

 

 

3.5 Interview method 

By using the qualitative approach we have the possibility to choose interview as method 

for gathering data. Bryman and Bell (2007) discuss two types of interviews, the 

unstructured interview and the semi structured interview. In this thesis will use the semi 

structured interview. A semi-structured interview means that the researcher has a list of 

questions regarding particular topics; the respondent can answer in a free way to each 

question. The benefits of the semi structured interview are that it keeps the respondent 

close to the themes, but at the same time it allows him to answer the questions quite 

freely. This type of interview is also beneficial for the researcher, who has an easier way 

of categorizing the data into different themes and concepts compared to the unstructured 

interview (Bryman and Bell, 2007).         



18 

 

The interview guide consists of five main themes and one introduction theme. Each 

theme has a number of concepts linked to it in order to keep a clear structure of the 

interview and the upcoming analysis. Bryman and Bell (2007) argues that developing 

concepts are one of the most important issues for qualitative researchers in order to 

structure the large amount of data that the researcher gathers in a qualitative study. All 

concepts are developed from the theoretical frame of references. The questions are linked 

to one of the concepts in that theme and formulated in a way that will encourage the 

respondent to give exhaustive answers. 

 

The interview guide’s first theme is an introduction theme. The purpose of this theme is 

to get the respondent comfortable and talkative. Most of the questions in this theme are 

general questions about the firm and the respondents, something that the respondent 

easily can answer.   

The following five themes are formulated from our theoretical frame of references. The 

themes are: Internationalization factors, Obstacles, Uppsala internationalization model, 

The network approach and The born global phenomena. 

 

Before the interview the respondents will get a general knowledge about the topic. 

However, we will not send the interview guide to them. According to Jacobsen (2002) 

this will give more valid and reliable answers compared to if the respondent would have 

known the questions beforehand. 

 

We will tape the interviews in order to ensure that we do not miss any vital information. 

It will also allow us to go back and listen to interviews again and again, this is something 

that will increase our reliability (Jacobsen, 2002). We will also take notes during the 

interview to make it easier when analyzing the data. After transcribing the data from the 

interview the recording was erased to ensure the anonymity of some of our participants. 

 

We preformed the interview at the firm in person. After give a short presentation of the 

study we started the interview with some easy warm up questions to make the 

respondents more comfortable, by doing this Jacobsen (2002) states that the respondent 

will feel more relaxed and interested in the following interview. 

 

After the interview the gathered information was transcribed we send a copy of the draft 

to the respondents for ensuring that we have not missed anything vital or got any 

numbers wrong, by doing this we increase the reliability of our study, Bryman and Bell 

(2007). The respondents were only allowed to make minor changes of something that 

they had misunderstood or other minor mistakes. According to Jacobsen (2002) the first 

answer is often the most honest one and that is the answer that we are interested in. 

According to Jacobsen (2002) the respondents will after seeing the transcribed interview 

often change things to make it look more suitable for the firm and the people who read 

the study. Allowing the firms to change interview too much will decrease our reliability.                    
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3.6 Analysis method 

In order to get a clear structure of the analysis it will follow the structure of our interview 

guide. The interview guide consists of five themes and a number of different concepts 

linked to the themes. The interview guide is developed from our theoretical frame of 

reference. When performing the analysis we will try to connect the answers of the 

questions to the concepts that we have formulated in each theme. When all data is 

connected to the right concept we can start compare the cases to each other and to the 

theory in order to find similarities, patterns, differences and links. 

 

The analysis of our case data is a so called intensive analysis. According to Bryman and 

Bell (2007) the intensive analysis is often used in case studies where the researchers 

generate an intensive analysis of a case which they later engage in the theoretical 

framework in order to support the researchers’ theories. 

  

The central issue is how well the researchers can support the data with their theoretical 

framework. Bryman and Bell (2007) also raise another crucial question, the question of 

how representative the findings are for a whole population. This is something that we will 

put a lot of effort in, in order to not make any general conclusions without having support 

for them. 

 

  

3.7 Authenticity of the study 

3.7.1 Validity 

Validity refers to the concern of whether or not the indicator or indicators that are 

supposed to measure a concept actually do measure that concept. There are several ways 

to establish validity: face validity, concurrent validity, predictive validity, construct 

validity and convergent validity (Bryman & Bell, 2007). Face validity can be explained 

as that the measure in fact replicate the content of the actual concept. Another way to 

measure validity for researchers is concurrent validity; this includes the use of a criterion 

for the cases if the cases are known to differ and that is important actual concept. A third 

way of testing validity of a measurement is through predictive validity. Engaging this 

type of validity means that the researcher uses a future criterion for measurement instead 

of using an existing one (Bryman & Bell, 2007). This can be said to be the opposite of 

concurrent validity. A fourth way of testing the validity of a research is to estimate the 

construct validity of a measure. This measurement means that the researcher support the 

idea of deducing hypotheses from a theory that is relevant to the concept. The last way of 

measuring validity according to Bryman and Bell (2007) is so called convergent validity. 

This way implies that the validity of a measure needs to be compared to other measure of 

the same concept, but that has been developed through the use of other methods. 

 

By using respondents who daily works with internationalization and has contact with 

foreign distributors we are confident in getting answers that are valid for this study, this is 
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something that strengthen our validity according to Bryman and Bell (2007).  

 

Most of our theoretical framework is gathered from well known scholars, who has been 

tested over time in the field of internationalization is something that further strengthens 

our validity. The fact that the study is preformed on firms with similar size, background 

and products also strengthens our validity. However, we cannot deny the fact that the 

firms have some differences in size and background. The aim has always been to find 

firms that are as similar as possible.  

 

3.7.2 Reliability 

According to Bryman and Bell (2007) reliability can be described as the degree of 

stability of a concepts measurement. To determine if a measure is reliable, the authors 

point out three key factors: stability, internal reliability and inter-observed consistency. 

Stability refers to if a measure can be stable over a longer time span; will there be 

variations over time in the results obtained from a study or not? Internal reliability is 

described as the consistency of the scale/index used in a research; meaning, can the 

respondents’ scores be linked to their scores on the other indicators. Inter-observer 

consistency concerns methodological problems such as recordings of observations, where 

more than one observer is concerned by the activity; and that there is a risk that there is a 

lack of consistency in their decisions (Bryman and Bell, 2007).  

 

The recording and transcribing of the interview allow us to closely study the interview 

and make sure that no information is left out, by letting the respondents take a second 

look at the interview we increase the reliability of the study (Jacobsen, 2002). The 

developed analysis method is according to Bryman and Bell (2007), this is one way of 

making sure that the researchers will analyze all data in the same way and therefore 

strengthen the reliability of the study. By using scholars who has established many of the 

well known internationalization theories, we can state the theoretical framework of this 

thesis is stabile for many years to come. The importance of stability is mentioned as a key 

determent by Bryman and Bell (2007) when it comes to a study’s reliability.      
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4. EMPIRICAL DATA 

 

4.1 Eleiko Sport AB 

4.1.1 Firm Presentation 

Eleiko Sport AB (further referred to as Eleiko) manufacture products that are related to 

power sports (weightlifting and powerlifting), gym & fitness (free weights and gym 

related machines) and education within training (educating coaches and staff within 

sports organizations) Today Eleiko group has two subsidiaries located in Russia and in 

the U.S. Eleiko has around thirty employees and are active in more than 165 countries 

around the world. They possess a market share of 70% at the weightlifting market and 

turn-over of one hundred million SEK. 

 

“Our mission is to continue to serve athletes worldwide with methods and products to 

obtain and develop maximum physical strength in the world of weightlifting” (Lennart 

Blomberg) 

 

Lennart Blomberg is the CEO of Eleiko, and has a long international résumé on the 

international market.  He has been in the business for over 40 years and is a former CEO 

of a major corporate group, he was assigned to the CEO post for Eleiko in 2001 and has 

been so ever since. Lennart Blomberg will further be referred to as Blomberg (Personal 

communication 2010-04-07) 

Ann-Sofie Peterson is the marketing manager and has been with the firm since 2006, she 

has a background as a former advertising agency employee. Ann-Sofie Peterson will 

further be referred to as Peterson (Personal communication 2010-04-07).  

 

4.1.2 Internationalization  

The first Eleiko bar was made in the late 50's and when it was introduced it stunned the 

world with its quality. For the first time one single bar could be used in a competition 

without ever being rejected due to being bent or cracked. Of course since then Eleiko bar 

have been developed, following new technology and IWF’s stringent specifications. Even 

today, the Eleiko bar is made from an exceptionally hard steel alloy. This unique 

combination of material and heating process has been used since the beginning of the 60's 

when it was developed. Since that day the Eleiko brand has set a new standard that has 

revolutionized the world of weightlifting. With thousands of national and international 

championships and more than 900 world records the Eleiko brand has proved itself 
7
.    

 

Blomberg reveals that Eleiko in 1957 saw the opportunity of a great international market 

since all of the present bars were made out of poor quality. The finished bar was a great 

success and Eleiko got the important certification from the IWF (The International 

                                                 
7
 http://www.eleikosport.se/weightlifting/Page.asp?PageNumber=10 2010-04-07 

http://www.eleikosport.se/weightlifting/Page.asp?PageNumber=10
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Weightlifting Federation). This certification gave Eleiko a green light to deliver to every 

major event within the weightlifting sector such as; The Olympics, World Championship 

and the European Championships.  

 

“After the bar was accepted as a new bar with great quality Eleiko went from a domestic 

firm to an international firm over a night” (Blomberg).  

 

Peterson further entails that the market opened very quickly for Eleiko and before they 

knew it, they were on the international market. The new bar was announced as the 

official bar for the 1963 World Championship in Stockholm, Sweden. Blomberg point 

out that the quality and material can differ greatly between different bars. Thus, Eleiko 

got orders from all over the world since it was, and still is, common that the athletes 

wants to practice with the official bar before the championship starts.  

Peterson explains that Eleiko experienced a rather fast internationalization, they were 

soon delivering to every international weightlifting federation in the world. Every nation 

that has an active weightlifting union also has a weightlifting federation, and everyone 

wanted the new Eleiko bar and soon the firm’s bar was, and still is, more known as “the 

world’s most famous bar”.  

 

The internationalization was a proactive act from the firm, they saw an opportunity and 

grabbed it, they did not want to sit and wait for the opportunity to come to them. The idea 

of going international was much due to that the domestic market too small and that the 

product itself was well known internationally after the World Championship in 1963, to 

survive in this business the firm had to go international. Eleiko has today four 

competitors on the weightlifting market, but since their brand reputation is strong they 

still have a dominant position on this market (Blomberg).  

Blomberg argues that his former international background has made him more willing to 

expand and look overseas for new opportunities. Further he states that the power-lift 

market is easily saturated and has only a certain number of competitions each year, 

however Blomberg wanted this firm to grow further.  

 

Peterson state that the firm had a lot of competence within weight training and they 

figured that this was useful in two segments, the upcoming gym and fitness market and 

the elite sport market. The sport segment was very interesting since it is a group that 

exercises a great deal with free-weights and bars. However, Blomberg and Peterson 

noticed that the education of how one should train to get the maximum effect was lacking 

among Swedish elite clubs. Therefore, they set-up an education center that would inform 

the staff of elite clubs how to train, eat and exercise right.  

 

Peterson explains, in the late 90’s Eleiko made somewhat of a transformation from a firm 

that was just concentrated to weightlifting products to a firm that also provided products 

for the gym and fitness segment as well as providing equipment and education to elite 

sport clubs. Further she explains that the gym and fitness market is huge and that there is 

a great future market to work against, now Eleiko only posses around 10 % of the total 

market. Eleiko started to retail American machines for gyms that was deigned to have a 

free-motion character. This means that the machines are not locked in one motion, the 
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user gets a similar feeling from the machine as he/she would have had with free weights. 

This idea came from Eleiko’s background as a free weight manufacturer, they saw that 

gym often consist of 90% machines and wanted to create such machines that could give 

the same feeling and result as free weights does. Eleiko recently started to successfully 

concentrate more on the U.S and made close connections with the Universities, this 

because they had realized that the universities uses their type of products in a great 

extent. 

 

Eleiko sees Scandinavia as their domestic market and also that the gap to countries such 

as, Norway and Denmark is much shorter now with the wide use of internet. However, 

Blomberg ads that it is as important to do your market analysis for Denmark as it are for 

e.g. Spain.  

 

“It is easy to overlook obstacles just because you have a perception of a similar culture” 

(Peterson). 

 

Blomberg explains that Eleiko work through distributors on the international market. 

However, he stresses the importance of carefully choosing a distributor that will match 

the firm in a good way. The distributors take care of the customers on their own given 

markets and Eleiko ship the products to their distributors after orders being placed. All 

the manufacturing is taking place in Halmstad, Sweden. For instance, in the beginning on 

the U.S market Eleiko only had one distributor. This was too much for the distributor to 

cope with, however Eleiko did not choose new distributors in a hurry. They made a 

rigorous investigation of which distributor that would suit them the best, this led to that 

they now have five distributors in the U.S.  

However, we also build up our own subsidiaries in Russia and in the U.S. These two 

markets are very big and very important for us. (Peterson) 

  

“With our own people located there, we create better conditions for market penetration 

on these two gigantic markets where our brand is already known and requested” 

(Peterson) 

 

Blomberg stress the importance of “doing your homework” when it comes to dealing 

with other countries and cultures, to adapt to new cultures is essential. Eleiko commit 

great resources to evaluate future markets. Peterson argues that the internet has been a 

great help when evaluating new markets, communicate with business partners and 

attracting new clients.  Eleiko uses a homepage to guide people through their business, 

the homepage can be found in more than one language and this is something that 

Peterson argues had a big impact on their sales. The internet and the new technology have 

made it easier to communicate with the rest of the world than what it was for thirty years 

ago. Decisions are taken in a more rapid pace than before.   

 

There are many risks with internationalization such as; lack of resources, lack of 

knowledge or simply the fact that the firm does not know why they are internationalizing 

and in addition to this undermine what their firm stands for. He stress that the most 

important thing for coping with them is a well developed marketing plan. He means that 
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the risks are always going to be there for every firm, but it is the firm that can predict and 

have a plan of how to deal with them that will succeed (Blomberg). 

Peterson stress the importance of maintaining “the soul of the firm”, to have a clear 

structure and a reason behind every decision. Firms can sometimes internationalize just 

because they can, this could lead to that the firm will lose its core and what the firm 

stands for. A close communication is something that is important for Eleiko, for instance 

their goal is to have a distributor meeting with one from every continent at least once a 

year. Today, their sales manager is visiting all the distributors in person at least once a 

year.  

 

Further Peterson reveals that many of their business deals at the weightlifting & 

powerlifting markets are closed at fairs and major competitions. Therefore, Eleiko think it 

is of great importance to have a representative on location on these big events, something 

that their competitors do not have. Eleiko is also working on a new segment/market, the 

medical health segment is of great interest, especially the rehab segment on hospitals 

since they are using a lot of similar products. The future product category will be named 

“Eleiko Med”. They also reveal that even if the market within dietary supplements is big 

and inviting, the possibility of being connected to illegal substance have made them to 

look the other way on this opportunity. 

Blomberg implies that his background on the international market has affected him, he is 

now more positive to engage with the markets overseas. He also stress that courage is 

something that would describe him as an entrepreneur, dare to take a chance on what you 

believe in. Peterson also adds that internationalization is something that impregnates the 

whole organization from the moment you walk in.  

 

4.2 Firm X AB 

4.2.1 Firm Presentation  

Firm X was founded in the early 90’s. The firm’s headquarter is based in Sweden and has 

around 50 employees. Firm X develops and manufactures products for a small segment 

within the medical technology industry. 2010 Firm X had a turnover of approximately 

100 million SEK. 

 

Anonymous is the CEO of Firm X and has been working at Firm X since 2009. She has a 

great experience of working on the international market, she has worked for three large 

international firms and been active at the international market for almost her entire 

business life. 

The CEO will further be referred to as Anonymous (Personal communication, 2010-04-

08). 

 

4.2.2 Internationalization 

Today Firm X is active in more than 15 countries and has three subsidiaries in Denmark, 

Norway and USA.  
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The main reason for Firm X’s internationalization was the need for new markets and 

customers, the Swedish market was simply not big enough for a firm with such a narrow 

market segment. The decision to go abroad was a planed decision Firm X realize early on 

that the Swedish market would not support the growth that firm strived for. Even today 

the firm performs a detailed analysis before entering a new market. 

  

“This is something we improved over the years, we are more proactive now than before” 

(Anonymous). 

 

Firm X started its internationalization by exporting to Norway. In Norway they used a 

distributor to sell their products. After Norway, Firm X entered the Danish market where 

they also used a distributor to sell their products. Later on these two distributors became 

Firm X’s subsidiaries in their respective country. 

 

After this, Firm X started to export a number of other European countries e.g. Finland, 

England, Belgium, Holland. 

  

Firm X also left Europe and started exporting its products to USA and Israel. Anonymous 

still sees Sweden as Firm X’s domestic market, however she states that the 

competition at foreign markets is far keener than at their native market. Anonymous 

argues that launching your products in e.g. Norway or Denmark is not to be seen as 

internationalization, you have to go a step further and explore countries that are not that 

similar to each other as Sweden and Norway. However it is important not underestimate 

the cultural differences and their way of making business in a new country (Anonymous).   

 

“The benefit of really knowing your market is a key to success” (Anonymous). 

 

Firm X has come across some export related problems over their years of exporting. The 

number one problem as Anonymous sees it is all the laws and regulations in different 

countries that the firm has to adapt to if they would like to enter the market. Often it is 

not enough with one law, different states of the country has different laws according to 

Anonymous.  

 

One major improvement over the years has been the Swedish membership in the 

European Union, this has made it easier for firms to export to countries within Europe 

than before. Trading and sending goods between countries within the union is much 

easier today than before states Anonymous.   

Firm X keeps in touch with their foreign distributors by mail and telephone, they try to 

meet them in person once every forth month. Anonymous feels that it is important to 

meet their distributors in person every once in a while, the personal meeting creates 

another type of relation they just talking on the phone. Anonymous feels that the new 

technology has improved the possibility keep in touch with their suppliers in a whole new 

way. You are always available and the communication is instant all information is just a 

phone call away or a push at a button (Anonymous). However, Anonymous feels that 

sometimes you are a little bit too available. 
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Firm X has come in contact with some of their supplier’s through other supplier’s 

business network. However, it is not the most common way of meeting new customers. 

The most common way is by meeting new customer’s through fairs and by inquiries. 

The two founders of the firm are still active involved within the firm, they are in charge 

of the product development. Product development is still a cornerstone in Firm X’s 

business and the founders of the firm are still a great asset to the firm.  

 

 

 

4.3 Redsense Medical AB 

4.3.1 Firm Presentation 

Redsense Medical AB was founded in 2006. The firm headquarter is located in Halmstad 

and has around 6 employees. Redsense has developed and manufacture products that 

monitors for blood leak during dialysis treatment either in hospitals or in patients home, 

if the venous needle is dislodged during hemodialysis an alarm will sound to notify the 

attending staff. Redsense had in 2009 a turnover of approximately 1 million SEK.  

Susanne Olauson is the sales and marketing director of the firm. She has been with the 

firm since April 2007 and has a background in pharmaceuticals in the international 

markets. Susanne Olauson will be furthermore referred to as Olauson (Personal 

communication, 2010-04-15)  

Maria Sundström is the product manager in Europe of the firm. She has been with the 

firm since January 2010 and has a background of pharmaceuticals and Medical device in 

the international markets. Maria Sundström will furthermore be referred to as Sundström 

(Personal communication, 2010-04-15) 

 

4.3.2 Internationalization 

Today Redsense is active in over 15 countries with a factory in Malaysia and a subsidiary 

in the U.S. The firm’s approached the market with a global view, and the demand from 

the market is highly global. The main reason for their internationalization was that even if 

the demand for such a product emerged on the Swedish market, they realized that the 

problem was of a global character. Venous needle dislodgement incidents were noted and 

after a death related to this occurred in Scotland, the clinic in Scotland started to look for 

a product that could solve this problem. Thus, Redsense first internationalization went to 

Scotland in 2007 and it is here Redsense has their largest market share. A local distributor 

was tied up and in a rapid pace the distributor sold the product to other hospitals within 

the U.K (Olauson).  

 

Usually Redsense work their way into the market through various distributors, however 

in some markets where they want a bigger presence towards their clients they build up 

their own subsidiary like in the U.S.  
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“In the U.S. it is important to have local presence as it is a big market and also the fact 

that it is easier to distribute the goods when you have a American firm with American 

product instead of importing goods from a foreign country” (Sundström). 

 

 Olauson further explains that they prefer not to give any distributor the exclusive right of 

handling their product but values the importance of finding the right distributor. Redsense 

wants to ensure that the distributor has the capacity of caring out their product, that they 

are of a good reputation, that they are active in the right market segment and have a 

strong national coverage. 

 

Even if the demand for this product emerged from the market, the internationalization 

strategy was present from the beginning. Redsense CEO Patrik Byhmer had a clear 

strategy for the product, and was set out for the international market. If this 

demand/problem emerges on one market it means that the problem is global, he knew 

right away that the Swedish market was limited and the need for a safety device is global. 

The primary focus was on English speaking countries due to the language barrier, and 

eventually other markets the most important is that they can get an English speaking 

distributor to develop a good relationship with (Olauson). 

 

Redsense have come across some issues when entering foreign markets. Mainly that 

every country has a different set of laws and regulations regarding medical device 

products, and that there is a lot to learn about the different market structures. One 

problem Redsense is facing is the tight budget that hospitals usually have which is an 

issue they are struggling with (Sundtröm).  

 

Olauson further entails that another problem has to do with the fact that hospitals are 

paying out a huge amount for liability to people that have been mistreated. In Sweden this 

is not an issue since the law here protects doctors and nurses from these kinds of lawsuits, 

however they could lose their license to practice medicine if they make a really big 

mistake. In markets such as The U.K and the U.S lawsuits are a part of the business 

environment. Before Redsense was present on the market, the venous needle 

dislodgement problem was somewhat covered up and still is today, incidents of venous 

needle dislodgement are not always reported to the national boards. Hospitals may save 

lives with the Redsense product, since the Redsense device actually sets off an alarm 

telling everybody that something is not right.  

 

Redsense attend a lot of congresses to get the opportunity to market their product and 

identify contacts for future businesses. Redsense value the importance of conferences and 

shows as they are visited by the most important key opinion leaders in the field of 

nephrology in the same space which you otherwise would have trouble to come in contact 

with (Olauson). 

Sundström implies that internet has made it easier for Redsense to keep a close and 

frequent contact with their distributors. She also sees internet as a source for future 

applications such as; education of distributors of how to use the product in a correct way. 

They also use Skype in order to reduce costs. 
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Both Sundström and Olauson agree on the fact that the founder’s entrepreneur skills and 

the CEO Patrik Byhmer as well as chairman at the time Johan Hörberg played a big part 

in the beginning, securing the funds for the firm and allowing for buy out of the product 

initially. Patrik arranged the global patent arrangement and the required certifications for 

the product and completed the initial “market need check” with various key opinion 

leaders globally.  

 

“I think Patrik and Johan’s international experience and wide network helped a lot in the 

beginning” (Sundström).  

 

The technical solutions of the product were made possible by CTO Daniel Engvall. 

Daniel was really devoted to this product and worked hard to get it out to market 

(Olauson). 
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5. ANALYSIS 

5.1 Internationalization factors 

According to Kotler et al. (2008) today’s firms cannot afford to ignore the fact that the 

world today is a global market. In order to expand the firm, one must be aware of what is 

happening on the international market. The domestic market will eventually be saturated 

and the firms will be forced to enter the international market. This is recognizable in all 

of the cases, all the respondents values the importance of internationalization and the 

benefits of it. The main reason for all the cases is that they see the domestic market as too 

small and quickly saturated. In order to grow the firms had to turn to the international 

market. 

 

Hertz & Mattsson (1998) argues that a newly started firm has often a strong proactive 

motive to grow due to the possibility to a larger profitability. Exclusives marketing 

information can be another reason for internationalization (Czinkota & Ronkainen, 2007). 

This is inline with the Eleiko case. They saw an opportunity on the market and developed 

a product for it, the main reason for this was that an employee with information about the 

business requested a better and less flexible bar.  

 

Firm X also saw an opportunity on the market, and developed a technical solution for the 

problem.  

Both firms were able to create a unique product or technical solution for the market. The 

benefits of these solutions made it possible for the firms to enter several new markets in a 

rapid pace, the unique product made it possible to work on the market without almost any 

competitors. The literature highlights the importance of having a unique product in the 

start-up phase and therefore creates a big market share rapidly (Czinkota & Ronkainen 

2007).  

 

Redsense, on the other hand, went out on the international market in a somewhat reactive 

way. The demand for this product emerged from the market, Redsense was contacted to 

solve it and did so successfully. The firm tied up a distributor in Scotland which carried 

out the product in a rapid pace to the whole U.K. Hollensen (2004) argues that one of the 

reasons for a reactive internationalization is foreign requests for the firm’s products. 

5.2 The Uppsala Internationalization model  

According to the Uppsala model a firm’s internationalization is a step wise process, a 

firm usually start with a sporadic export, ties up a distributor or an agent. The next step 

will be to establish a subsidiary in a foreign country and finally start up a fully own firm. 

This process is known as the establishment chain (Johansson & Vahlne, 1977).  

Redsense started with exporting their product to Scotland, they made a successful contact 

with a distributor there and that distributor had a wide network which allowed them to 

export the product across the whole U.K. Soon after this they opened up their own 

subsidiary in the U.S since the big market required a high presence. Also, from having 



30 

 

their product in the U.S instead of importing them there made it easier to distribute them 

across the country. Redsense usually work through distributors on the markets that are 

active in. The main reason for this is the lack of resources of distributing the products on 

their own, the distributor is handling this for them.  

 

Firm X began their export to the Scandinavian countries, after they realized that the 

Swedish market was too small for them. They started their export to Norway and went on 

to the Danish market. On both markets they used a distributor to carry out the goods, 

Firm X then went on and bought these two distributors and made them their own 

subsidiaries.  

 

The main reason for this was the greater control and presence on the market. The 

internationalization went on with entries of a number of European countries, eventually 

Firm X also entered the U.S market. However, Anonymous argues that entering countries 

such as Norway and Denmark is nowadays not so much internationalization compared to 

30 years ago. She values the importance of cultural differences and it is important not to 

underestimate the impact these factors can have on the firm’s internationalization. 

 

Eleiko does not really follow the stepwise pattern that is significant for the Uppsala 

model. However they started with sporadic export to a number of different countries after 

their successful contract with all major weight lifting competitions. Their successful 

contract allowed them to export their product to several countries at ones, instead of 

moving from country to country in a stepwise pattern as Redsense and Firm X did. Today 

Eleiko has subsidiaries in Russia and the U.S. the reason for these subsidiaries is to create 

better conditions for marketing penetration on these two gigantic markets.  

 

As stated we can see that the internationalization of Firm X differs from the other two 

firms. Firm X’s internationalization is very much in line with establishment chain 

presented by Johansson and Vahlne, (1977). The two other firms tend to follow some part 

of the establishment chain, however they tend to skip major parts of it and do not follow 

the classic stepwise pattern suggested by Johansson and Vahlne, (1977). One reason for 

this behavior could be that Firm X sees the Swedish market as their native market. This 

could make it more difficult for them to emerge to other market since they are 

comfortable at the Swedish market due to the knowledge about the culture and business 

environment.  

This could explain why they chose to emerge to Norway and Denmark since they are as 

close to the Swedish market as you can get both culturally and geographically. Redsense 

and Eleiko on the other hand, saw the world as their market and did not care if they sold 

their products in Scotland or Russia.    

   

5.2.1 Market Knowledge /Commitment Model 

The basic idea of the Uppsala model is that the increased business experience a firm 

acquires, from doing business on another market, allows the firm to see new business 

opportunities and therefore new activities can be performed.  



31 

 

This theoretical behavior is closely linked to Firm X’s behavior in Norway and Denmark. 

They started exporting to them through distributors, when the knowledge about the 

market increased, they bought-out the distributors and developed their own subsidiaries.  

 

Eleiko and Redsense also increased their activities on markets after obtaining important 

knowledge about the market. They both created their own subsidiaries on markets, where 

they had been active for a while, due to the need for greater presence on big markets.  

By analyzing these three firms we can clearly state that increased commitment a 

knowledge about a market will lead to a greater activity and greater investments. As 

supported by Johansson and Vahlne (1990), Collinsson and Houlden (2005) and Lamb 

and Leich (2002).    

5.2.2 Psychic Distance 

The Uppsala model also highlights the importance of cultural differences more known as 

the psychic distance phenomena. The psychic distance is defined in terms of factors such 

as difference in languages, culture, political systems etc. which disturb the system of 

information between the firm and the market. It explains that firms tend to emerge to 

countries that are similar to their own culture and preferences. For instance Swedish firms 

tend to have an internationalization pattern that that involves exports activities to nearby 

countries such as; Denmark and Norway and Germany (Johansson and Wiedersheim-

Paul, 1975). This phenomena is an established theory and is supported by many scholars 

such as; Karadeniz and Göcer (2007), Andersson, Gabrielsson and Wictor (2004).  

 

Firm X has many similarities to the psychic distance phenomena. The firm started their 

export through distributors in Norway and Denmark. These two countries are very similar 

to the Swedish culture and business preferences, as described in Johansson and 

Wiedersheim-Paul (1975) this is one of the major reasons why firms tend to emerge to 

their neighboring countries. Their next decision to enter countries like Germany, 

England, U.S and Holland was also based on the assumption off similarities in both 

language and business culture.  

 

Eleiko does not match the psychic distance phenomena due to the fact that they see the 

world as their market. Eleiko’s internationalization is closely linked to where the 

championship took place, therefore they did not have the option of choosing their markets 

the market chooses them.  

Redsense case is similar to the Eleiko case due to the fact that the demand came from the 

market and the location of the market was not on issue. However, Redsense value the 

importance of good communication and therefore they are focusing on English speaking 

countries.  

All cases are agrees on the argument that similar culture and business preferences are a 

great benefit when it comes to the communication part. They also agree on the fact that it 

is equally important to make a good market analysis, to map and detect any obstacles 

before they emerged, weather it is Denmark or Italy. This implies that a good marketing 

analysis is a key factor when it comes to internationalization.  

 

“The benefit of really knowing your market is a key to success” (Anonymous) 
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Eleiko and Firm X stress that it is today not so much of an internationalization to do 

business in Denmark and Norway due to the fact that internet and technological solutions 

have minimized the gap between the Scandinavian countries. This statement is supported 

by Nordström (1990) who argues that the world today is more homogenous and the 

psychic distance has decreased its importance.  

5.3 The Network Approach 

A number of researchers stress the importance of a fruitful network for SMEs. Such 

network could create opportunities and help SMEs with their most common problem of 

resource poverty (Bell & Loane, 2006; Brennan & Garvey, 2006; Mort & Weerawardena, 

2006).  

In today’s highly technological society, internet and information technology is a key 

factor in the gathering of information and use of the networks. The new technology 

makes it possible to keep a close relationship with suppliers, customers and other 

important members of the network (Berry & Brock, 2006; Bell et al., 2004). 

The importance of an efficient network is of high importance within the early stages of 

SMEs internationalization (Evers & Knight, 2008). Network capability emerges from the 

entrepreneur’s capability and skills of how to find and maintain the network.     

Redsense argue that their use of network was most important in the beginning of the 

internationalization. The CEO’s wide network and prior international experience was a 

great help to launch the product.  

 

Firm X’s use of network is limited, they state that they are not dependent of a network. 

However, they do state that they have come in contact with clients through their 

supplier’s network.  

Through Eleiko’s contact with the WTF they got access to a wide network of future 

business clients. This approval from WTF was a key factor for Eleiko’s future 

internationalization. 

The firm’s stresses that networks are most useful in the beginning of the 

internationalization process, this especially evident in Eleiko’s case since their access to 

the WTF network allowed them to have a rapid internationalization. This implies that the 

behavior of our respondents is in line with the theory suggested by Evers and Knight 

(2008).  

 

All the respondents agree on the fact that internet plays a central role in the benefits of a 

good communication within the network. Nowadays the respondents argue that the 

communication has been simplified and have led to a more rapid decision making 

process. As mentioned by Berry and Brock (2004), we can clearly state that the use of 

internet has a significant impact on today’s network communication compared to 30 

years ago.  
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5.4 The Born Global phenomena  

Mort and Weerawardena (2008) and Moen (2002) argue that Born Global Firm’s usually 

emerge to foreign markets within five years from their start-up. These kinds of firms are 

not constricted by land-frontiers, they see the world as their market and therefore they 

tend to emerge to countries in an unpredictable way, unlike the stepwise pattern described 

by Johansson & Vahlne (1990).  

 

Several researchers also highlights the important role of the entrepreneur within SMEs, 

they imply that it is especially important within the so called Born Global firms. Born 

Global’s often have a rapid internationalization and prior knowledge, thus international 

experience is of great value (Andersson & Florén, 2008; Mort & Weerawardena, 2006; 

Moen, 2002).  

Eleiko has many similarities with the suggested Born Global theory. They emerged to the 

foreign market in connection with the World Championship in Stockholm, Sweden 1963. 

Since the championships were located in different countries every year, Eleiko had no 

other option than to follow the competitions route across the globe.  

 

“After the bar was accepted as a new bar with great quality Eleiko went from a domestic 

firm to an international firm over a night” (Blomberg).  

 

The CEO of Eleiko has a substantial international experience from doing business on the 

international market. This was explained to be very valuable for Eleiko’s 

internationalization, he knew that the Swedish market alone was too small. Due to his 

prior experience he was more positively willing to engage with the international market 

instead of staying home and play it safe. He also argues that courage is a key factor for a 

successful internationalization. 

 

Redsense also did not follow the stepwise pattern of Johansson & Vahlne (1990). They 

emerged to the U.K after just one year from their start-up. They explained that the 

international experience and wide network of their CEO was of great help in the 

beginning of their internationalization. 

Firm X state that they see Sweden as their home market. Their internationalization was 

more in line with the stepwise pattern described by Johansson & Vahlne (1990) than with 

the theory of the Born Global phenomena.  

Due to the above mentioned, we can clearly state that Eleiko and Redsense experienced 

benefits from their CEO’s international background and network as suggested in the 

theory of (Andersson & Florén, 2008; Mort & Weerawardena, 2006; Moen, 2002). Their 

rapid internationalization, within five years from their start-up, and that they both see the 

world as their market also imply that they have many similarities with the suggested 

theories of the Born Global phenomena.  

5.5 Obstacles 

Several researchers stresses that it is important for SMEs to be aware of future problems 

and obstacles that might occur on their way of being an international firm. A firm must 
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always adapt in some way when they are entering a new market whether it is differences 

in laws, culture, political or economical aspects (Czinkota & Ronkainen, 2007; Kotler et 

al., 2008; Hertz & Mattsson, 1998).  

Since resource poverty is a common problem among SMEs, the firm has to include 

possible risks in their marketing plan to better cope with the problems when they occur. 

Thus, the relationship with actors such as distributors becomes very important (Kotler et 

al., 2008; Hertz & Mattsson, 1998). 

 

Redsense have experienced some problems due to other countries laws and regulations. 

Olauson & Sundström explains that hospitals in other countries are in the risk of getting 

sued if they mistreat a patient. Therefore, some hospitals are reluctant to their product 

since the risk of getting sued increase with Redsense product.  

Olauson argue that they have not had any language related problems since their primary 

focus has been on English speaking countries.  

 

The CEO of Eleiko implies that the risks and problems for a firm are always going to be 

there. He argues that they prepare themselves for such problems with a well developed 

marketing plan. With such a marketing plan, Eleiko can predict, identify and deal with 

the obstacles before they become a problem.   

Further Blomberg states that it is essential for an internationalizing firm to adapt to new 

cultures.  

 

Firm X’s CEO reveals that the number one problem that they face is the issue of laws and 

regulations in other countries.  

The ability to adapt to the new market is something that all firms value as an important 

part within the internationalization process. However, Eleiko seems to be the firm that 

values the importance of a well developed marketing plan the most. One example of this 

is their multi-language webpage where clients and business partners can read for 

themselves in their own language. This adaption from the firms is essential in the theory 

suggested by Czinkota and Ronkainen (2007).  

 

All the firms are also agreeing on the fact a close relationship with their distributors is 

essential, since the distributors are their representatives on the markets. They all try to 

meet their distributors in person at least once a year to maintain and develop the 

relationship. This behavior has a high similarity to the theory suggested by Hertz and 

Mattsson (1998).   
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6. CONCLUSION AND IMPLICATIONS 

6.1 Conclusion 

Today the world is a more global place, firms are forced to leave their safe domestic 

market find new customers and partners in order to continue to grow. The firms that 

accept the challenge takes a lot of risks, but at the same time they are faced with great 

opportunities. The medical technology industry is unique in the way that many of its 

firms are forced to go international to continue evolve and meet new customers
8
.  

 

Our case study of three firms within medical technology industry reveals that all the firms 

agree upon the fact that internationalization is vital for survival within this industry. 

However, the reason for the internationalization differs, two of the firms became 

international due to proactive motives and one of them became international due to 

inquiries from the market.  

 

The most interesting part and the focus of our study is how the firms became 

international, e.g. which countries they entered and in what way. Here we can see clear 

differences among the firms within the study. 

The Uppsala model is based on the fact that a firm enters other markets in a pre-assumed 

order regarding to similarities in culture. The Born Global phenomenon is based on the 

idea that firms internationalize rapidly, within a few years from their start-up, and are not 

restricted by boarders or differences in cultures.  

 

We can conclude that Firm X entered markets, in accordance to the Uppsala model in 

Johansson and Vahlne (1977), that were close to the Swedish market such as; Norway 

and Denmark the other two firms did not internationalize in that order. We can conclude 

that this has to do with the fact that Firm X sees Sweden as their home market and 

therefore turns to countries with similar cultures. Also due to the fact that Norway and 

Denmark has similar laws and regulations compared Sweden.   

 

The other two firms see the world as their market and are therefore not restricted by 

boarders or the need of finding countries with similar culture. Eleiko and Redsense 

internationalize within a few years from their start-up, in accordance with the Born 

Global phenomena in Mort and Weerawardena (2008), due to the fact that the Swedish 

market was too narrow. Both Eleiko and Redsense has similarities in the use of networks, 

they both came in contact with networks in their start-up phase. We can conclude that this 

was later proven to be valuable resources for them. The behavior of these two firms is 

supported by Moen (2002) who argues that firms are depending on networks in the 

beginning to reduce resource poverty.  

 

During the firms internationalization they came across a number of obstacles such as: 

Regulations and laws, culture and certifications by different authorities. We can conclude 

                                                 
8
 http://www.eucomed.com/abouttheindustry.aspx  2010-02-23 
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that the obstacles related to regulations, certifications and laws are significant for this 

industry. The respondent’s stress that they constantly had to monitor the market in order 

to detect any new regulations, laws or certification that could affect the distribution of 

their product. Also they stress that this process is very time consuming and resource 

demanding, therefore you have to choose your markets carefully in order to have an 

efficient internationalization. 

We can also conclude that the interesting part of this issue is the different ways of dealing 

with obstacles. Eleiko and Redsense value the importance of adapting to the new market 

rather than avoiding it. Through market analysis they saw opportunities instead of 

obstacles. Firm X on the other hand analyzed the market closely to avoid these kinds of 

obstacles and chose a market with fewer obstacles instead.  

 

We can conclude that both approaches have its pros and cons, by adapting to the market 

the firms take greater risks but also achieve greater opportunities. The second approach 

has a lower risk, but playing safe can also lead to the fact that firms miss a great 

opportunity.  

 

To sum up we refer to our research question: How and why does SMEs within the 

medical technology industry internationalize? 

 

As we concluded earlier we can see differences in the internationalization behavior of the 

firms within the study. How the firms internationalize is a combination of which 

networks they have access to, the willingness to expand to other markets and the 

obstacles the firms come across. The reason for why firms internationalize, it is simply 

because there is not enough customers at the domestic market to sustain the firms. The 

firms are almost from the beginning forced to enter the global market in order to survive 

due to the fact that the Swedish market is too easily saturated.  

 

However, we can conclude that this industry has certain characteristic obstacles they need 

to be aware of such as regulations, certifications and laws. Thus, even if our studied firms 

went out on the market short after their start-up, their future internationalization differs 

between the cases since it takes time to overcome the obstacles within this industry. 

Eleiko went out to the whole world after they got their important certification form the 

WTF, this allowed them to freely expand to every country in the world without have to 

worry about any future certifications. Redsense and Firm X had a slower 

internationalization due to the strict and time consuming regulations & laws they needed 

to meet, every country has a different set of laws and therefore their internationalization 

progressed in a slower pace compared to Eleiko. 

 

The purpose of this study was to create a deeper understanding of SMEs 

internationalization process within the medical technology industry. We feel that we have 

fulfilled our purpose, since the purpose was not to give a general guide for how firms 

with in the medical technology industry should internationalize, rather to improve the 

knowledge of the subject. 
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6.2 Research implications 

Since this study is preformed on firms within the medical technology industry, we feel 

that in order to make general assumptions regarding the industry, larger studies with more 

firms need to be done to draw general conclusions. It would be interesting to compare 

this study with the internationalization process for SMEs within a different industry to 

find similarities and differences. Another interesting study could be to investigate more 

closely how the SMEs meet new distributors and how they use their network to meet new 

clients. We know that the use of network is important in the start-up phase, but how do 

you really maintain your network and expand it, more research has to be done here.        

 

6.3 Managerial implications  

Since the industry is characterized by its obstacles, the focus from the managers should 

lie on locating the obstacles and have a plan of how to deal with them. Thus, it is 

important to have an internationalization plan for the firm that will include the obstacles 

that will occur. In addition to this we argue that firms in this situation can seek help from 

various organizations such as; The Swedish trade council and the chambers of commerce 

who have a better knowledge about the market. This will save both time and money for 

the firms.  
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ENCLOSURE  

Interview guide 

 

Respondent 

Name:  

Firm: 

Title: 

 

Give a short introduction of our study for the respondent and thank him/her's 

participation.  

Warm up questions (Firm info, working-title and time at the firm)   

1. Could you please us a short presentation of the firm? 

-Number of employees?  

-Year of establishment? 

- Turn-Over? 

2. What is your position and responsibility at the firm? 

-International experience? 

3. How long have you been working for this firm? 

Internationalization factors (Keywords: Internationalization factor, Reactive and 

Proactive) 

4. What was the reason for your first export? 

5. Was the idea of exporting to other countries a planed decision? 

If yes, in what way? 

6. Did you import products before you started exporting? 

Uppsala Internationalization Model (Keywords: Establishment-chain: sporadic export, 

agent, subsidiary. Market knowledge, Psychic distance; culture, language) 

7. Can you describe how your export has developed since the first time you exported 

your products? 

8. To which countries and in what year did you start exporting to them? 

9. What was the reason to export to these countries? 

10. Can you describe any obstacles that accrued in the export process?  

11. Did the experience you got from the first exports affect the way you exported to 

other markets? 

The Network Approach (Keywords: Previous network, Use of network, communication 

within the network) 

12. Did you have any business contacts abroad that contribute to your export? 

If yes, in what way?   

13. Did your new business contacts lead to any further business? 

If yes, in what way? 

14. How has the new technology (Internet, Email etc.) affected your international 

business? 
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15. How do you keep in touch with your abroad customers? 

The Born Global phenomena (Keywords: traits of the entrepreneur, reason for rapid 

Int..) 

16. How would you describe the entrepreneur of the firm? 

17. If rapid Internationalization, what do you think lies behind this rapid 

internationalization?   

 

 

 

   

 

 

 

 

 


