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Abstract 
Much research has shown that Born Global firms are an important component of the global 

economy today. The Born Global firms bring innovations and welfare to the nations that they 

establish themselves in as well as make the world a more integrated place.  

Since these firms are important, they also face many difficulties on the global market, and in 

general the survival rate of these firms is considered lower, in comparison to the firms that 

use the more traditional way of internationalize. Therefore the motivations behind these firms 

can be useful to bring more welfare and development to the world market, as well as an 

understanding of the main factors behind the fast internationalization process.  

This thesis is based on the work of Andersson and Wictor (2003), model of the four influence 

factors governing Born Global firms; the globalization, the entrepreneur, the industry and the 

network. This thesis incorporates two other aspects of motivation, the resource perspective 

and the governmental, and has viewed four cases from four different industries in a 

qualitative case study.   

 

This thesis demonstrates that there are two motivational factors which are above the others, 

The Entrepreneur(s) as well as the Industry and Market factors. Besides these two, three other 

sub - themes, the strategic alliances, the resource orientation as well as the knowledge as a 

resource of the entrepreneur, were found to be of importance. This thesis examines the main 

motivating factors of fast internationalization, as well as establishing the roles of the 

influence.  

  

Keywords: Born Global, internationalization, motivation, entrepreneur, fast 

internationalisation, globalization.  
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Chapter 1: Introduction  
In this first chapter the outline of the studied area is presented and provides the background 

of the subject. Later on, the problem discussion takes place and explains the factors as well 

as the purpose which led to the research question.  

 

1.1 Background 
The world is in constant evolution, the evolution of the technology, communication and the 

reduction of boarder barrier entries are just some examples of factors which tend to change 

the way of making business (Oviatt & McDougall, 2004, Mathews & Zander, 2004, Fan & 

Phan, 2005). In addition, the trade between countries is more intense (Andersson & Wictor, 

2003), the trade around the world has during the last decades expanded from $1.9 trillion in 

1980 to more than $5.5 trillion in 2000, and is still expanding (Leonidou et. al 2001). 

Furthermore, the current globalization allows more international firms to enter new markets 

(Andersson & Wictor, 2003). By this, the world is also a more competitive place; in addition, 

firms´ domestic markets are no longer enough (Ibid). 

Additionally, when conducting business activities on the global markets, either by exporting 

goods or being involved in direct investments, it indirectly concerns the exploitation and the 

discovery of new business opportunities in new markets (Santos & Gracia, 2011). By all 

these fast changes in the world and the evolution of globalization, the concept provides the 

ventures with a new way for strategic methods to enter the world market (Andersson & 

Wictor, 2003, Fan & Phan, 2007). Additionally,  more innovation is being technologically 

advanced, as well as people in the business environment are becoming more experienced and 

established, the new phenomena is evolving naturally (Oviatt & McDougall, 2004).   

 

Previously when researchers viewed firms global entering, the enter were observed after the 

traditional referred model, the ´Uppsala model´ (Andersson, 2006, Fan & Phan, 2007, 

Andersson & Wictor, 2003). This traditional model considers a country´s operational entry 

into internationalization, step by step expansion based on two concepts (Andersson, 2006, 

Johansson & Vahlen). The first is the course of the market entries, and the second refers to 

the physic distance which explains the choice of markets (Johansson & Vahlen). To put it 

briefly, the ‘Uppsala model´ portrays the process of internationalization as a circle of gaining 

experience and knowledge to explain the future circumstances in other markets (Andersson, 

2006).   

 

Overall, the process of internationalization is claimed as the firm progressively expands its 

involvement on the global market (Johansson & Vahlen). Understanding the traditional way 

of entering foreign markets based on the behavioral scholar (Andersson, 2006), eventually, 

the researchers’ interest turned to view the trend of another way to become an international 
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company, the Born Global
1
 way which has its own particular characteristics.  These certain 

trends make this strategy choice a more common phenomenon (Andersson & Wictor, 2003). 

The emergence of this can be referred to the six trends; firstly, the increasing factors of niche 

markets, creating new unexploited markets around the world, secondly, the advances in 

technology, third, evolution of communication, making it possible to communicate easily and 

quickly around the world. Continue, the fourth, advantages of small firms compared to larger 

ones, and their flexibility. Fifth, the outcome of internationalization e.g. more knowledge, 

communication and tools etc, and finally the sixth, the new trend of a global network (Ibid). 

These six trends are evidences that small firms are now showing more international activities 

in an earlier stage today than they used to do, therefore they are termed  as the Born Global 

concept in the internationalization process (Ghannad & Andersson, 2012).  

 

Understanding the six trends that influence these kinds of firms, gives support that these are 

challenging the traditional international way. These firms differ in the strategic sense, since 

their internationalization process begins right at the onset and gives no term for learning and 

reflection. Additionally, in 2003, Andersson and Wictor argued that in general, firms with 

smaller domestic markets have the tendency to strive to attain the Born Global strategy, 

compared to firms with larger domestic markets. Furthermore, Born Global firms are facing 

some disadvantages, compared to their domestic competitors (Mudambi & Zahra, 2007). As a 

corollary, these firms have to rely on networks, partners and distribution channels instead of 

their own knowledge and experiences (Andersson, 2006, Andersson & Wictor, 2003). 

 

A common factor between the Born Global firms is the rapidly growing phenomena and the 

operations in a number of countries (Andersson, 2006; Knight & Cavusgil, 2004).  However, 

to understand the concept of Born Global, there are a few different definitions which have 

different criteria for a firm to be classified as a part of the Born Global phenomena.  

 

After reading literature examining Born Global, this thesis will use the compilation of 

definitions given by Knight and Cavusgil (1996), Knight (1997), Harveston (2000) and Moen 

(2002) which defines a Born Global as “a company having 25% of international sales level 

within 3 years. Moreover, such a company was founded less than 20 years ago, operates in at 

least 3 countries and seeks to derive a competitive advantage”. However, this work focuses 

on the motives that lead a firm to internationalize in a Born Global way, considering this, the 

measure of 25% of the sales abroad appears to be irrelevant due to the step studied here 

which can take place before such a level of sales abroad is reached. 

 

                                                           
1
 A Born Global firm is defined as a firm which is established in three countries within the first three years of its 

creation. However, this definition is developed further in this research. 
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However, by distinguishing this, it is understood that there are some relatively new 

characteristics which have influenced the factors of the concept and the extent of the given 

definitions which explains what makes them differ from each other. When viewing the 

concept of Born Global firms it should be acknowledged that the definition should be adapted 

to the context of what is being viewed. This will create a more valid investigation as well as 

make it fit to its environment (Andersson & Wictor, 2003). For instance, in the Swedish 

perspective it is important to include multiple countries and markets in its definition 

(Ibid).  However, it is also varies depending on the type of industry that the firm is operating 

on (Mudambi & Zahra, 2007). In general, the success of the growth in internationalized firms 

should also be considered along with the external environment in that particular industry 

(Andersson, 2006). As the phenomena of Born Global firms is more studied and appears to 

happen more often, it shows that these firms are complex (Ghannad & Andersson, 2012). 

 

1.2 Problem discussion 
The increasing research on the role of these Born Global firms has shown that they are an 

important component in today's global economy (Mudambi & Zahra, 2007, Oviatt & 

McDougall, 2005). In many cases governments provide these types of firms the assistance to 

enter foreign markets and the support to survive and maintain (Ibid). It can be argued, that 

there are many benefits that make the government act (Ibid). This Born Global will bring 

innovations to the countries, and will in most cases create new jobs and also add values to the 

economy and the progress of development (Ibid). Therefore, much researches dedicated are 

these new and fast growing firms (Andersson, 2003, Fan & Phan, 2005), as well due to many 

of these previously mentioned factors, it is a highly attractive area to focus on, mainly 

because of the fact that these firms provide more growth to the nation than any other small 

and new firms in general (Hessels & Von Gelderen, 2008). Additionally, these Born Global 

firms are also more likely to grow faster than the firms operating on their domestic market 

(Ghannad & Andersson, 2012). 

 

Moreover, a lot of efforts have also been put on the strategy and performance of these firms 

(Knight & Cavusgil, 2004), by stating that these firms are important both for the growth in 

national markets, but also to the process of improvement of living standards, it can be argued 

that factors to influence and explain these phenomena are appropriate to study (Andersson & 

Wictor, 2003, Mudambi & Zahra, 2007, Santos & Garcia, 2011). However, it can be a bit 

problematic since barely any entrepreneur
2
 starts their firm by wanting to achieve job 

                                                           
2
 After literature about entrepreneur and entrepreneurship has been compiled, it has been agreed to define an 

entrepreneur “as someone who takes an initiative using resources implying an uncertain result to cope with an 

opportunity, a need”. This definition matches the opportunity or need that internationalization can be for a 

company (Andersson & Wictor, 2003) while taking into account the inherent risks it implies (Mudambi & 

Zahra, 2007). 
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creation, economic growth and innovation simply for the sake of the national growth.  The 

most common factors are usually factors such as profit, or being forced into entrepreneurship 

to survive (Hessels & Von Gelderen, 2008). It can be argued that exporting has become a 

crucial factor for survival in present times, hence, Andersson and Wictor (2003) argue that 

the globalization of a firm is now an important factor for survive. 

 

It has been proved that the Born Global phenomenon is a more common concept due to the 

present conditions referring to the six trends of globalization.  However, due to the 

internationalization it has become easier and less complicated to use this strategic 

management concept (Andersson & Wictor, 2003).  Moreover, this strategic choice should in 

fact lead to competitive advantages as the access to resources and market shares are spread on 

a global level (Ibid).  Still, it has been claimed that most firms are more likely to fail in the 

early stage; these young firms have significant problems to compete with the local and well 

established firms (Mudambi & Zahra, 2007).  Therefore, many researchers have claimed that 

there is a lack of evidence to prove the likelihood of survival inside these Born Global firms 

(Ibid).  

 

Regardless of what strategic option the firm chooses, one of the most important factors to 

establish growth and action is the motivational level of the entrepreneur. Yet it is important to 

remember the small and medium sized enterprises
3
 (SME) usually view the competitors and 

the opportunities from the viewpoint of the entrepreneur (Santos & Garcia, 2011). However, 

it is also important to consider the fact that different entrepreneurs contribute and prefer 

different types and rates of growth (Hessels & Von Gelderen, 2008).   

 

The entrepreneur is considered by researches to be the most important factor and subject to 

understand the growth and the motivation of the firm (Andersson, 2006, Ghannad & 

Andersson, 2012). Accordingly, the current researcher in the area of business 

internationalization have moved their focus from the exploration of various competitive 

factors and exporting strategies which have affected the internationalization process of the 

firms, and until now views the influencing factors which affect the entrepreneur and vice 

versa in this process (Santos & Garcia, 2011, Ghannad & Andersson, 2012). To research the 

area of the entrepreneur and entrepreneurship can be very difficult, as the area is very broad 

(Ibid). Nevertheless, there is not much research made upon the matter of the entrepreneurs’ 

motivational impact in an internationalization strategy. However, there are some linkages to 

be found in the preferences of the entrepreneur viewed in the internationalization context 

                                                           
3
 In this thesis SME:S are not defined in specific criteria, and are used in more general terms to emphasize the 

size of the firm.  
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some research has been made on the alternative of the domestic market circumstances 

(Santos & Garcia, 2011).   

 

The concept of the Born Global is not a new way of viewing these internationalized firms. 

However, there are still a lot of theories that can be established (Mudambi & Zahra, 2007, 

Andersson & Wictor, 2003, Fan & Phan, 2007). Considering that the entrepreneur plays a key 

role as an influence factor, it has to be acknowledged. 

However, considering that the area of the entrepreneur is a wide area to research upon 

(Ghannad & Andersson, 2012), researchers have focused on different factors, for instance, 

the demographics and childhood on the individual level of the entrepreneurial behavior, the 

personal network and the behavior (Ibid).    

 

In closing, considering the lower survival rate, and the disadvantages on the market faced by 

the so-called Born Global firms, what could be the motivations that push a firm to 

internationalize at an early stage? How in the long run can this lead to benefits, considering 

that it is of such importance on a national level?  

 

1.3 Purpose and Research Question 

The purpose of this work is to identify the motivations that push a Born Global firm to 

internationalize at an early stage. Moreover, this thesis also contributes to bring to light the 

role of the factors discovered in the studied cases.  

 

Q1:“What can be the motivations behind Born Global firms’ internationalization at an 

early stage?” 

 

Q2:“What role do the motives play in the internationalization process?” 

 

1.4 Delimitations 

This thesis is aware that in smaller Born Global firms, the entrepreneur could be equalized as 

the firm, as the entrepreneur is alone in the firm. However, in this thesis the entrepreneur will 

be consider as distinct from this and instead viewed according to his own motivational 

impact, not based on demographics and the individual characteristics of the entrepreneur. 
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1.5 The outline / thesis disposition 
This thesis will include six different chapters. The first chapter of introduction has included 

the background of the chosen area, narrowed down to the problem discussion and described 

the purpose as well as the research question. The next chapter of Literature Review will 

provide a theoretical understanding and arguments framework, to create an understanding for 

the reader, as well as build the base for the conceptual framework which will be used in 

chapter 4. Before this the methodology can be found in chapter three, providing the reader 

with an understanding of the methods used in this thesis.  

Continuously, in chapter five, first an within case analysis will take place, comparing each 

case to the theory, the secondly, a cross case analysis will take place comparing each case to 

each other, defining the patterns and disagreements. In the last section of the thesis the 

conclusion and the further implications will be presented. Summarizing and answering the 

research question for this report, and the contribution of the study.  

 
Figure 1: Outline of the thesis 
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Chapter 2: Literature review 

In this chapter accurate literature will be reviewed, models and concept around the 

motivations and the Born Global scenario will be presented. This chapter is divided into six 

main parts, based on the framework structure of Andersson and Wictor (2003), to view all the 

important components which have a motivational impact on the Born Global firms, (the 

globalization, the industry , the networks and the entrepreneur) with some additions 

(Resources and governmental). Finally the conceptualization will be presented.   

2.1 Motivation of going International:  an overview  
When referring to the fast internationalization firms, literature tends to portray the managers 

(or firms) in the view of the world as “marketplace from the firms founding” (Andersson & 

Wictor, 2003.pp 252) instead of a simple additional to the domestic marketplace as the 

traditional way shows (Andersson & Wictor, 2003). Earlier in this thesis it has been 

established that there are many different views and perceptions on the concept of Born Global 

firms. By this it also demonstrates the contrast from the traditional step by step 

internationalization, and many researchers have come to see the outline of a more cultural 

and socio-institutional perspective in an entirely new internationalization method (Fan & 

Phan, 2007). This new way of internationalization has increased rapidly during the last 

decade worldwide (Knight & Cavusgil, 2004, Oviatt & McDougall, 2004, Leonidou et. al 

2001), although, despite decades of research it is still hard to find a general understanding of 

the new ventures’ survival and evolution factors (Fan & Phan, 2007). 

 

In 2007, Mudambi and Zahra discussed three processes which need to be considered when 

the firm is in the stage of entering the global market. Firstly, the firm needs to discover an 

opportunity, secondly, the owners need to view the resources needed to be able to exploit this 

opportunity, and finally, view the engagement of the international competitor. In other words, 

it is not enough that the firm just sees and spots an opportunity in another market (Andersson 

& Wictor, 2003). By going international at an early stage as these Born Global firms have, 

there is a requirement to make just value maximizing choices (Mudambi & Zahra, 2007). At 

the same time it is shown that Born Global firms have to rely upon various skills of others to 

be able to survive in the new market, as they cannot take care of everything themselves in an 

early stage (Andersson, 2006). At the moment there is little evidence that portrays the 

likelihood for fast internationalization's firms to survive, especially in comparison with the 

firms which have internationalized in the traditionally way (Mudambi & Zahra, 2007). 

Many of these firms fail to expand to their full potential and can be blocked by the 

management issues on the international market (Doole & Lowe, 2008).  

 

Moreover, firms that internationalize in a Born Global way often suffer from two different 

weaknesses; newness and foreignness (Mudambi and Zahra, 2007). These weaknesses refers 
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to firms which enter new countries and markets and have to compete with the already 

established firms, which challenges their survival (Ibid). Research acknowledged the issue as 

in 2004, Mathews and Zander asked the following question; “Why did firms run the risks of 

internationalizing?”(p. 387) 

  

In addition, in 2004, Knight and Cavusgil, claimed that within these fast internationalization 

firms there are other factors that play an important part. For instance, the innovation inside 

the firm, the knowledge combined with the skills to reach success on the foreign market in an 

early stage, is important to understand. 

It is important to remember, the structure and success of these Born Global firms is not a 

random sample (Ibid). It has been claimed through literature that one of the most unique 

factors of the Born Global firms is the general business model they adopt for fast 

internationalization (Fan & Phan, 2007).  

Regarding the low survival rate and disadvantages, Mathews and Zander (2004), discussed 

four elements which exhibit successful firms can be claimed as an advantages when they 

enter the new markets. These elements are: firstly, these firms are usually suffering from 

slight poverty of resources and in most cases they are going international with a smaller 

amount of resources. Secondly, the focus might have a weakness in the area of governmental 

impact and costly mechanisms, thirdly, smaller firms have the advantages of being able to 

retain their social network which can be an important factor, rather than larger firms. Finally, 

these companies have the opportunities to make their protection more sustainable in one or 

more ways (e.g. licensing, networks and patents) (Mathews & Zander, 2004). With these four 

elements in mind, it illustrates the complexity of the understanding of fast internationalization 

firms (Ibid).  

 

As Mudambi and Zahra (2007) describe the three stage process earlier in this chapter, Oviatt 

and McDougall (2004) describe three other factors which portray how these firms will gain 

advantages when entering the markets. These three factors are also part of the process to 

internationalize the firm. These are: 

Firstly, they explain the firm’s ability to act and spot a new opportunity emerging, as well as 

doing this before the market declines. Secondly, the firm needs to gain some kind of 

knowledge regarding the market and the suppliers that are operating. Finally, there is a need 

for the firm to attract and maintain a stable, as well as loyal, network with their various 

business associates (Ibid).  

Moreover, within these processes, there are some keys that the ventures cannot be without. 

The knowledge within the firm is a combination of the knowledge between individuals. That 

knowledge that the firm has, is their number one asset (Knight & Cavusgil, 2004).  
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Moreover, in 2003, Andersson and Wictor showed that the entrepreneur is one of the main 

factors when discovering, influences and motivate the firms’ internationalizing process.  In 

addition, researches that have viewed the internationalization of businesses have made a shift 

from the viewing of factors on the economical level, and have moved on to the entrepreneur 

within the firm (Santos & Garcia 2011). Nevertheless the entrepreneur is not the only one that 

has a part to play, it has been acknowledged that the world has become more integrated, due 

to globalization, which has been affecting the networks and the characteristics of the markets 

and the industries (Andersson & Wictor, 2003). These four factors mentioned are illustrated 

in the model below, an adaptation of Andersson and Wictor´s (2003) influencing factors of 

Born Global firms. 

 

Moreover, some other researchers have also viewed the phenomena of Born Global firms and 

suggested other factors such as governmental (Mudambi & Zahra, 2007) and resources 

impacts.  

Therefore, to be able to narrow down the factors which influence and motivate firms to 

engage this concept of Born Global into a wider perspective, these four parts will be covered, 

demonstrated in the model below (Andersson and Wictor, 2003). Getting additions from 

various literature sources focusing on not just Born Global firm but on the important aspects 

to be considered when a firm is establish themselves in a new market.  

 

 
 

Figure 2: Adaptation of influence of Born Global firms, (Andersson and Wictor, 2003). 

Born 
Global 

Entrepreneurs 

Networks 

Industry 

Globalisation 
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This figure is based on the influence factors of the Born Global firms, in the end of this 

chapter a new additional model will be presented to be described in the frame of references.  

 

2.2 Globalization Motivation 

The first factor of the model is the motivations from the globalization perspective. 

Throughout the literature in various scholars it is understood that the world is a more 

integrated place nowadays. The global linkage has become more intense due to the 

development of markets, technology, and higher standards of prediction possibilities 

(Leonidou et. al 2001, Levitt, 1983).  Globalization could be claimed as the act which has 

made various factors into global factors. Evidence has portrayed that globalization factors 

and trends have had an impact on small internationalized firms (Bell, et. al 2001).  

However, it has been questioned by researches if globalization is a good thing or not, 

referring to the economical aspect of globalization (Termin, 1999).  

For instance, the depressions that the world economy has experienced, with a domino effect 

due to the single world market, globalization can be stated as also a down fall to some extent 

(Ibid). 

For instance the economy has become global, which has developed into one single world 

economic (Ibid). In addition according to Termin (1999), globalization has created two 

dimensions of patterns; firstly, the increasing of movement of goods and people, and 

secondly, the flow of capital as well as information. 

 

Today even the smallest firms can over a short period of time, grow to become a large 

international firm due to the more equal market activities (Mudambi & Zahra, 2007, Fan & 

Phan, 2007). In the world today, small firms do have the possibility to compete with large 

ones, depending on the technological development (Oviatt & McDougall, 2004). By this, 

many of the larger firms have lost their competitive advantages (Ibid). Earlier when the trend 

(referred to in the background) of globalization occurred, many new players started to join 

the market in a much faster way (Mudambi & Zahra, 2007, Bell et. al, 2001) as well as 

finding new opportunities elsewhere (Fan & Phan, 2007). This new trend showed to offering 

new opportunities, both for the new players but also for the older once. It also showed to have 

a positive impact on the global economy (Mudambi & Zahra, 2007, Termin, 1999). 

Accordingly, this new trend gave a lot of individuals the experience to be on the global 

market, and a better understanding of it (Fan & Phan, 2005).  

When referring to globalization the focus is upon the increasing of the homogenization 

customer preferences worldwide (Knight & Cavusgil, 2004, Wild et. al, 2008, Dekimpe, et. 

al, 2000, Levitt, 1983). This is making the international business a simpler task when the 

products become standardized, likewise, the development and positioning abroad a good 

alternative (Knight & Cavusgil, 2004). However, by these changes, it can be understood 

cultures and differences between countries are not a wide as it used to be (Wild et. al, 2008). 
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In other words, the world is becoming more denationalized and makes the world more 

independent of institutional (Wild, et. al, 2008). 

 

Another factor which gets a lot of focus in the research area is the evolution in technology, 

making information and communication fast and accessible (Knight & Cavusgil, 2004, Oviatt 

& McDougall, 2004, Mathews & Zander, 2004, Fan & Phan, 2007).  Much has happen 

during the last years on the concept of market access and entry possibilities are higher with 

increasing regionalization (Doole & Lowe, 2008). Moreover, transporting, logistics is 

reducing the transactions cost which is making the international market even more attractive 

(Knight & Cavusgil, 2004). Not neglecting the fast and extraordinary pact of growth (Ibid).  

 

Consequently, there is almost no doubt that the global trends and paced have a great impact 

on the internationalization in small firms (Bell, et. al 2001, Fan & Phan, 2007). More than 

less it has given the firms a lot of advantages (Bell. et. al 2001, Oviatt & McDougall, 2004, 

Knight & Cavusgil, 2004, Doole & Lowe, 2008). In addition, when entering the 21th century, 

it has shown how the globalization also have had an impact on many new kind of 

internationalization, as well as the possibilities for new networks, expansion through 

partnership (Mathews & Zander, 2004).   

For that reason, understand on how the firm has been direct influenced by the globalization. 

Although, the next section will explain and portray how globalization has been effected of the 

technological development as well as explain the direct impact globalization has had on the 

markets and production. Therefore, show how the firm can benefit from these changes 

brought by globalization.   

2.2.1 Globalization and Technological Innovations 
Even if a lot have happen in the technological innovations development, the development is 

still accelerating and getting more advanced (Wild, et. al 2008).  In contrast from what the 

globalization has brought to the firms, technological innovations have had an impact on the 

globalization and it still does. The new technology has showed to influence the firm global 

focus (Bell et. al, 2001). 

Overall, the key features of technology have been the fast, easier and less costly benefits that 

it has brought (Wild. et. al, 2008, Andersson, 2001, Levitt, 1983, Bell et, al, 2001, Oviatt & 

McDougall, 2005). One innovation that has made a lot of changes in the global business 

world is the ability to communicate through email and video as well as information 

spreading. This gave the firms and partners more accessible around the world, making time 

differences as well as distances no longer an issue (Wild et. al 2008, Fan & Phan, 2007). 

Accordingly, this is all due to the major break trough of the World Wide Web, Internet, 

which made everything quicker and at the same time brought a lot of new information to the 

firms (Wild et. al, 2008, Temin, 1999). 
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A growing trend in research has been to view the globalization of services. By this it has 

come to show that online based firms, usually ignore national restrictions and therefore are 

able to internationalize rapidly (Bell, et. al, 2001).  Moreover, this advantages also reflexed 

on that technology have become an opportunity. 

However, this phenomenon has been around for more than a decade and it has become a 

natural feature in the firm’s business environment. Hence, it is natural to search for 

information online. However, it has giving the firm and the world a better chance to maintain 

private network though web page, as an intranets, as well as providing extranets giving the 

external actors a chance to view options and other firms from databases (Wild et. al , 2008). 

The last innovation that is going to mention is the favor of the transport techniques. Making it 

easier to fallow the transport brings more dependability to the firm (Wild, et. al, 2008, 

Andersson, 2001).   

2.2.2 Globalization on Markets & Production  
As it has been established in the beginning of this section, the customer and the products has 

swift to a more homogenize zone. Yet to be told is that even if the various  markets is 

becoming easier to adapt towards, all the firms around the world has the same opportunities 

and rules (Wild , et. al 2008, Bell, et. al ,2001). 

Moreover, according to Dekimpe, et. al, (2000), there are some criteria which the firm can 

benefits from and use in a strategic point of view in the aspect of globalization. These criteria 

or benefits involves the economic, cultural and/ or the social, through these the firm can make 

the market even more homogeneous. It is beneficial but at the same time, firms need to keep 

an eye on the competitors. 

 

Moreover, there are some other factors which are related to the globalization effects on the 

markets. Related to the previous explanations of the factors, when globalization occurred, 

there was a reduction on the marketing costs (Wild et.al, 2008). However, by this it is 

possible to standardize the firm´s activities and products nowadays (Ibid). According to 

Levitt (1983), the aspects of globalization are that the various cultures around the world are 

more or less coming together. Also, a firm that operates on the global market place, can 

adjust the product and the reduce cost as well as sales by fallowing trends and seasons for the 

specific product (Wild et. al, 2008). Globalization also brought the option to create new 

marketing opportunities. As been mentioned before, firms with smaller home market, can fins 

great opportunities on the global market. However, it is important that these firms pay 

attention to the needs of the various customers, and can bring access to a more global 

network (Wild, et, al, 2008, Bell, et, al, 2001). Sometime the products can be standardized; 

just need small alterations to fit better onto the new market (Wild et, al, 2001). Finally, the 

new trend also provided for new unions and organizations which resulted in falling barriers 

and traffics around the world (Wild. et. al, 2008, Andersson, 2001). However, according to 
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Dekimpe, et. al (2000), if the firm have this knowledge, that a market has large potential and 

in general a fast penetration rate, they need to separate to components. Firstly, the innovation 

adoption levels of the customers, secondly the adoption level of the country (ibid). Therefore 

planning can be very important, the main obstacle due to the adoption level is concerning the 

influence level of decision making (Ibid). Therefore, it is important to keeping in mind the 

social systems as bureaucracy, in the planning of penetration of a market when considering 

this (Ibid). 

 

As globalization has had an impact on the markets in various ways, it also has had an effect 

on the production for the firms by offer the firm some benefits. Some firms choices to move 

their production from their domestic market to the global play field (Wild, et. al 2008). On 

major trend due to this has been taken place is the search for low cost workers (Ibid). This 

reduces the overall cost of the production for the firm. This has made firms search for nations 

that can offer these advantages. Moreover, firms can take advantaged from using the 

technical know-how in other parts of the world (Ibid). Making it possible for firms to produce 

products and services which cannot be produced in the home country, due to the complexity 

and expenses (Ibid). Finally, by producing the firm’s product or service abroad, the firm can 

use resources that are not accessible in the domestic market (Ibid). Additionally, many of the 

natural resources have, it attract many firms to attend the global market. It can also be cost 

reducing to do so (Ibid). Moreover, it can also bring more control to the firm where the 

resources come from and how it are being used. 

 

Portrayed in the explanation of the globalization impacts and motivations, there are also some 

challenges intact with the matter. It is important that firm identifies all the risks that can 

accrue, the global market is in fact more open for everyone nowadays (Wild, et. al, 2008). 

Security is crucial for firms. Various things have to be acknowledged, there has to be a 

managements and digital security to protect the firm from competitors. Moreover, with 

reputation risks companies need to maintain an ethically stander and follow as well as respect 

the nations involved in the business markets (Ibid). 

 

In their book International Marketing Strategy (2008), Doole and Lowe also mention the 

globalization of the markets and the industry as a factor of firm internationalization. Doole 

and Lowe distinguish a push and a pull approach (ibid). The globalization pull factors 

correspond to the globalization of markets and the homogenization of the demand, the 

customers become globally active on global market segments. On the other hand, the 

globalization push factors correspond to the globalization of industries that also implicates 

the globalization of the expenses of Research and Development, the reduce pay back cycles 

and experience curve effects. The globalization push factors also correspond to the 

globalization of competitors, what lead to the interdependence of the markets, global 
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competitors and global subsidization. The globalization pushes and pulls factors lead to 

standardization of the processes and of the marketing. This standardization create 

opportunities for companies on foreign markets that become another domestic market for the 

considered company, this globalization process is called “the multi-domestic market 

strategy”. Such strategies allow the companies that would implement it to realize economies 

of scale, marketing experiences and skills. Actually, a well-managed multi-domestic 

company can have a competitive advantage in the globalization and be more effective and 

more efficient. So the motivation come from the industry or the market depending if we 

consider the push of pull globalization factors. In another way to describe the theory based on 

Albaum and Duerr, (2008), a pull strategy refers to the buyers search and asks for the product 

during the purchase, while in a push strategy the firms sells the product to the buyer, and are 

not presold. 

     Globalization pull 

 

Globalization push 

Figure 3: Globalization push and pull factors, Doole and Lowe (2008) 

As it has been explained in this section of globalization, there are certain trends which have 

affected the development of Born Global. However, there are some other factors which need 

to be recognized. Even though entry into new markets and countries has been easier due to 

the technological development and fast communication, as well as the markets and the 

production is more attractive it cannot be explained as the whole reason (Andersson & 

Wictor, 2003). Hence, there are still differences around the world that can make the process 

of internationalization a bit complex. Culture, language and other markets specifics 
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difference between the markets (Ibid). Even if the world is becoming a more standardized 

place, differences are still there. 

Although, it has been proved that the globalization has showed a great opportunities for 

SME: s however, not enough to create an entire new internationalization way (Ibid). 

 

2.3 Industry and Markets motivations 
Born global firms can be found in various types industries (Oviatt & McDougall, 2004). In 

many researchers’ criteria, these firms belong to industries which are quite new and 

technologically advanced (Andersson & Wictor, 2003). In addition to this, many of the Born 

Global firms are created in niche industries (Ibid). Many researchers have demonstrated that 

the firms that enter the market first, gain more success than the followers (Jobber, 2007). 

Moreover, rationally it can be argued that with the concerning factors of economics and 

business could characterize the internationalization process and affect the patterns as well as 

the paced within the firm (Johansson & Vahlen). In later research it has been established that 

these types of firms also can be found in older and more mature industries (Andersson & 

Wictor, 2003). 

2.3.1 Industry 

At the stage that the firm goes international could be considered as incremental, risk-averse 

and reluctant when changes take place (Oviatt & McDougall, 2004).  In 2007, Mudambi and 

Zahra argued that all the players’ performance on the market is influenced by the specific 

industrial characteristics. Therefore, the characteristics from the various industries play an 

important part. It can be argued that a firms industry is even of more meaning than a firm 

nationality. In general, Born Global firms are most focused in the niche markets, which have 

a more intense global focus. According to this, the firms can in some cases, have to ignore the 

industrial context influences (Andersson & Wictor, 2003). The industry is also in account to 

have an impact on the success and survival in various ways. The rivalry within an industry 

gets more infected when a foreign competitor enter the market (Mudambi & Zahra, 2007). 

Moreover, if the firm can in some way control the actors in the industry, and somehow 

reduced the amount, the chance of survival increases. In addition, when a firm is entering a 

new market they should be aware of the current competition, however, it is important that the 

firm has an understanding of the potential competitors as well (Barney, 2001). 

 

There are various types of industries that can be categorized, for this; there are some 

significant differences between these. Industries with a high growth rate, for instance are 

offering the entrants a lot of opportunities as well as these industries are usually qualified as 

resources rich and supports growth (Mudambi & Zahra, 2007).In these types of industries the 

survival rate is generally high (Ibid). Moreover, in an industry which requires a lot of 

knowledge, which the level of knowledge can have a great influential impact, and can also 
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have a great advantages (Ibid). By attending this kind of industry, the uncertainty level of the 

environment increases, due to the development of the technological features (Ibid). But on 

the other hand, it decreases the possibility of new actors in the industry (Ibid).  Furthermore, 

Doole and Lowe (2008) mention the risk and control of market entry as a factor affecting the 

internationalization of a firm. That is why Doole and Lowe suggest that a firm should 

consider three main points while entering a market, such as the level of control on its 

business required by the company, the level of risk accepted by the company and the costs 

that the company is ready to face. The combination between the risk and the control wanted 

by a company while entering a market will influence the internationalization method of the 

considered company (Ibid). 

2.3.2 Market 

It is known that this tactically way of Born Global firms was first emerging in the smaller 

domestic markets (Knight & Cavusgil, 2004). In fact, it is shown that firms with a smaller 

domestic market tend to seek to the global market in a faster way (Fan & Phan, 2005). 

However, when discussing the concept of Born Global, there are something’s that needs to be 

acknowledged. In 2006, Andersson argued that by examining Born Global without 

acknowledging the various marketing context, it will simply just provide a general outline of 

the concept. The strategy of going international is a quite common approach for firms that 

want to compete on larger markets as well as achieving growth (Andersson, 2006). Moreover, 

it is common that those researchers are viewing the concept from different groups and areas 

of customers by considering them differently. Therefore, the context should be highlighted. 

However, as suggested in the article by Bell, et. al (2001) there are evidences that show the 

motivations or the “episodes” that lead to fast international expansion in firms global entry. 

These episodes or motivations refer to special events, for instance, new opportunities, 

problems on the domestic market, likewise, favorable exchange rates in foreign markets 

(Bell, et. al, 2001). Moreover, there can also be disadvantages that can arise from entering 

new markets, which can be the process of gathering information about that particular market 

(Oviatt & McDougall, 2004). The main issues are usually the different cultures as well as 

languages (Ibid). Additionally, these disadvantages on the foreign markets may encourage the 

firms to focus on their domestic market (Bell, et. al, 2001).  

 

Fan and Phan (2007) established that almost all firms of Born Global are in one way or the 

other influenced by their home market size. In general businesses are drawn to markets which 

can provide them with a high demand, as well as these markets usually have this traditionally 

output (Fan & Phan, 2007).  

Firms that are having a fast internationalization are more likely to become influenced by the 

domestic familiarity´s and the cultural differences which will have an impact on the decision 

making process (Fan & Phan, 2007). Firms can with innovation and growth, destroy or create 
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markets (Greene & Brown, 1997). By their accelerated internationalization, these firms have 

changed the dynamics of the international competition (Mathews & Zander, 2007).  

2.3.3 Resources Perspective   

The resources in this paper will be adapting the Barney (1991) resources understanding, here 

resources are described as, all assets, capabilities, organizational processes, and firm 

attributes, information and knowledge (p. 101). However, these will be categorized into three 

groups; the physical capital, the human capital and finally the organizational capital resources 

(Ibid). Additionally, another group can be created when incorporating monetary resources 

(Greene & Brown, 1997). Normally when viewing the characteristics of new businesses, 

researchers are discussing the scarce of financial, humans and the tangible resources available 

(Ibid). 

 

Additionally, it has been claimed that the firms that will succeed on the foreign markets will 

need the right internal capacity (Fan & Phan, 2007). Resources are suggested through 

literature to be one of the four main components when conducting a strategically business 

plan (Greene & Brown, 1997). However, larger firms are expected to have a greater amount 

of resources, and therefore, faster move on to the global market. Although, in the case of 

Born Global firms, this is not usually the case, instead, these firms are usually constrained by 

the resources (Oviatt & McDougall, 2005).   

Yet to be told, not all the resources can give the venture sustainable competitive advantages 

(Barney, 1991). Through literature it has been claimed that knowledge especially in industries 

affected by the constant development of technology, is a strong motivational resource (Bell, 

et.al, 2001). Moreover, these knowledge based resources, is providing the firms with a 

competitive advantages as well (Ibid).  

Moreover, the reach for this the resources must fit into four criteria. Firstly, the resource 

needs to be valuable, to be able to push opportunities or take away threats (Barney, 1991). 

Secondly, it must be rare or unique, among the players in the industry. In this case the 

knowledge also interferes, if the firm can develop a unique resource that is hard to imitate, 

the firm will get advantages (Mudambi & Zahra, 2007).   Thirdly, it got to be hard to imitate, 

and finally, no substitutes of strategically value should exist (Barney, 1991). Today, alter 

entrepreneurs or firms do have the advantage of linking various resources from different 

countries and therefore be able to meet demands on  many more markets (Oviatt & 

McDougall, 2004, Mudambi & Zahra, 2007) as well as doing this in an early stage (Mathews 

& Zander, 2004). There is a linkage between the environment and the organization creation, 

referring to the resources that are available and the cost of doing businesses (Greene & 

Brown, 1997). Just the insights of an entrepreneur of the resources available have a positive 

impact on the orientation of the firm (Greene & Brown, 1997). Moreover, it has been claimed 
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that there also is a link between the internal resource and the firms overall performance 

(Ibid). 

In other words, when a firm discovers an opportunity, the first step is to make the 

organization into a legal entity, after this the second step has to be an active resources 

deployment (Mathews & Zander, 2005).  

Today it is also possible that firms can gain competitive advantage and sustainability by 

gaining influence over vital resources that they do not even have to own (Oviatt & 

McDougall, 2005). Moreover, by adapting a fast internationalization process, many of these 

firms stands on their own. Hence, many of these firms do not have the essential resources 

needed for survival (Ibid). It is crucial for the firm to at least own a small percentage of the 

resources to have a better chance to succeed (Ibid). 

2.3.4 Classification of export motives 

In their book International Marketing and Export Management (2008), Albaum and Duerr 

discuss the export behavior theories and motives. First of all, they argue that the export is the 

most common way to internationalize in an early stage. Moreover, the exportation process is 

the result of several factors strongly connected to the basic goals of the firm. According to 

Albaum and Duerr (2008), the basic goals of the company can be either profit or non-profit 

ones. However, they also argue that in the long term, both profit and non-profit objectives of 

the company are linked with the profit realized by the company. For example, to improve the 

image of the company, which is a non-profit objective in a first time will contribute 

inevitably in the long term to a raise of the profits of the company. 

Beside the basic goals of the company, Albaum and Duerr (2008) view several specific 

reasons to internationalize and they sort these different kinds of stimuli in the table of 

classification of export motives. 

 

Table 1: A classification of export motives (Albaum and Duerr, 2008, pp. 76) 

 Internal External 

Proactive Managerial urge 

Marketing advantages 

Economies of scale 

Unique product / technology 

competence 

Foreign market opportunities 

Change agents 

Reactive Risk diversification 

Extend sales of a seasonal 

product 

Excess capacity of resources 

Unsolicited orders 

Small home markets 

Stagnant or declining home 

market 
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According to Albaum and Duerr (2008), the motives of internationalization can be either 

internal or external to the firm. But beside the internal or external categorization of motives, 

Albaum and Duerr (2008) view the proactive and reactive categorization of export motives. 

The proactive categorization refers to motives linked with an active behavior of the company 

(push factors), this category is described as aggressive and aware of the market opportunities 

by Albaum and Duerr (2008). In opposition, the reactive categorization of motives that refers 

to a passive behavior of the firm which acts by responding to internal or external pressures 

(pullfactors). 

 

2.4 Entrepreneur Motivations  

2.4.1 The influence of the entrepreneur 

The entrepreneur has proven to be of great importance when viewing the phenomena of Born 

Global firms (Andersson & Wictor, 2003, Ghannad & Andersson, 2012). However, it needs 

to be recognized as a quite complex area to study, as there are many aspects making it wide, 

and therefore be an area that can be hard to study (Ghannad & Andersson, 2012). Yet, the 

interested within this area has grown rapidly (Andersson & Wictor, 2003). 

Moreover, in the previous studies of the fast internalization firms and the Born Global firms, 

researcher have begun to put a great effort into study the influence factors of the entrepreneur 

(Oviatt & McDougall, 2004, Andersson & Wictor, 2003, Ghannad & Andersson, 2012).  

The studies are especially considering the behavior and the interpretation of the entrepreneur 

and the environment (Ghannad & Andersson, 2012). This affects the mental mode of the 

entrepreneur and shapes the vision, hence affecting the decision making process (Ibid).  

In this thesis the concern is with the entrepreneurial behavior within the firm, at the 

management level and the decisions which is made when entering a new market. It is 

important to have this component when viewing the motivations of Born Global firms as the 

entrepreneur gives an insight of the firms’ behavior on an international market (Andersson & 

Wictor, 2003). 

 

It can be argued that smaller entrepreneurial firms have the tendency to adopt a global focus 

more commonly then others, separating them by a boarding of rapid and dedicated 

internationalization (Bell et. al, 2001). The entrepreneur of a Born Global firm is often 

referred to a person with a strong image having international experience, often supported by 

having a strong product (Andersson & Wictor, 2003).  

In general, most Born Global firms are created by active entrepreneurs, often relaying on 

breakthrough in various processes (Bell, et. al 2001).  It is argued that Born Global firms 

which have these advantages of breakthroughs do have the motivation to make the 

knowledge that is hold, their main resource (Ibid).  
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In the literature of entrepreneurship much has been acknowledged about the actually 

transition when a new venture is being considered as an organization (Oviatt & McDougall, 

2004). However,  argued that this is cannot be established as it is traditionally spread over 

time, and when firms are considering global from the inception stage it is even harder to 

determent (Ibid). In general the process is of high paced, with the desire and motivation to 

gain “first mover” advantages as well as establish and certain new customers (Bell et. al 

2001). It can be argued that entrepreneurs’ knowledge is one of the key motivations which 

can bring competitive advantage and be useful in sectors which evolve rapidly (Ibid).   

 

It was mentioned earlier in this chapter two that if it is possible the firm should try to 

eliminate the competition for a greater chance for survival on the market. Moreover, when a 

new business opportunity arises, the entrepreneur should act towards the competitors, either 

through attracting or responding to followers (Mathews & Zander, 2007). 

2.4.2 The entrepreneur and growth  

It can be claimed that the firms which actually gain success can be founded in a fast 

internationalization result of the vision from the inception stage of the firm (Oviatt & 

McDougall, 2004, Bell, et. al 2001, Mathews & Zahra, 2007, Andersson & Wictor, 2003).  

Continuously, by having this international vision combined with an innovative 

product/service, as well as another important component, the social network, makes it 

possible to focus on international sales and its growth (Oviatt & McDougall, 2004) 

Due to this, it is important to recognize the entrepreneur as an individual and a human. There 

has to be a willingness of the entrepreneur in any venture wanting to achieve growth and 

entering new markets (Davidsson, 1989). However, by going international the firm will grow 

in one way or another. There are both internal and external factors which can have an impact 

on the decision (Ibid). 

2.4.3 The influence of the motivation of the entrepreneur 

The entrepreneur plays a major role in the internationalization process, especially by 

recognizing and creating opportunities of internationalization (Santos & Garcia, 2011). 

However, it has been stated that in one hand, the level of uncertainty was higher while going 

international and in the other hand that the opportunities were more difficult to recognize 

while talking about internationalization (Burlter et. al. 2010). So what can be the individual 

motivation that pushes an entrepreneur to internationalize in an early stage? Sapienza et. al. 

(2006) mentioned in Bulter et. al. (2010) suggests that it exists a correlation between the early 

internationalization and the capacity of an entrepreneur to learn the internationalization 

process and thus increase his capability to explore opportunities on foreign markets. But these 

motivations can also be based on a more personal point of view as pointed by Santos and 

Garcia (2011). They mention the wealth, the willingness to break a hostile condition domestic 

market or even to test the viability of an idea. That is why; Hessels et al. (2008) also point the 
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fact that the aspirations of the entrepreneur are linked with his motivation, what confirms 

Santos and Garcia (2011). Moreover, Santos & Garcia (2011) say that the variables employed 

to characterize a firm do not have an influence on the entrepreneur’s motivation but the 

motivation is more linked to the characteristics of the entrepreneur himself. Finally, Bulter et. 

al. (2010) argue that an entrepreneur willing to internationalize must be more skilled than to 

stay on his domestic market while Hessels et. al. (2008) discusses the influence of socio-

economic factors (e.g. the level of social security in a country) in the willingness to growth 

and export. 

 

2.5 Network motivations 
The perspective of networks have been increasing a lot in research, now viewed as an 

important phenomena (Bell, et. al, 2001).In some literature the network aspect of the firm is a 

component of the entrepreneurial actions (Ghannad & Andersson, 2012).  

Both organizational and individual networks have shown to be of great significance for firms 

international development (Andersson & Wictor, 2003). The networks has shown to be 

accommodating when firms entering new markets. The networks tend to influence and bring 

access to resources and information (Mudambi & Zahra, 2007). By this gaining information 

of the various markets and an understanding on new activities on the foreign market 

(Mudambi & Zahra, 2001). By having these relationships, and gaining this information, the 

firm could save a lot of time and resources (Ibid). In the same time learn for the more 

experienced players (Ibid).   

However, in the case of Born Global which is in most cases are young organizations, have 

not had the chance to establish the social acceptance before entering (Fan & Phan, 2005). 

There are certain company characteristics which tend to have an impact on the relationship 

between a buyer and a seller as well as the shaping of these relationships (Leonidou, et. al, 

2001). Moreover, there are evidence that indicates that firms which is older seems to be 

within more harmonious relationships, and they are usually older relationships (Ibid). In the 

same literature there was also proofs of firms that has been on their domestic market for a 

longer period of time, have in general better relationships with foreign customers and 

contacts (Ibid).   

 

Moreover, relationships networks can be of efficient for the start- up period of the firm. New 

firms are depending of networks for various reasons. The need of finances, suppliers and so 

on, is crucial for firms to establish and can be hard to manage by them. Although, it has 

showed that some firms have no problems to establish all by themselves (Fan & Phan, 2005). 

However, in the long run, a firm needs both informal and formal relationships to be able to 

develop around the global market spaces (Andersson & Wictor, 2003). 
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In 2004, Oviatt and McDougall viewed the internationalization of new ventures or 

Multinational Enterprises, in this report it was argued that strategic alliances could be 

arranged for the sake of the usage of foreign resources. These strategic alliances bring added-

value to the company and even in case of a failure; the trust and knowledge gained through 

the strategic alliance can be maintained. Oviatt and McDougall (2004) argue in their article 

that establishing such a strategic network can also be the result of the poor resources owned 

by the International New Ventures. In this case the network considered Born Global firms 

establish a network that can provide it the resources to internationalize. 

Furthermore, Oviatt and McDougall (2004) also mention the network governance structure 

applicable to the Born Global firms while talking about the inherent risks of a network. 

Actually, if Oviatt and McDougall (2004) underline the advantages that a network can bring 

to a small young company in terms of resources, they also mention a possible counterpart of 

strategic alliances. Cited in Oviatt and McDougall (2004), Teece (1987) refers to the risk 

appropriation but also to the manufacturers and downstream channels that Born Global firms 

could face while using the resources of a network. However, according to Teece (1987) the 

network structures tend to control the appropriation risk, what is confirmed by Larson (1992) 

cited in Oviatt and McDougall. According to Oviatt and McDougall (2004), the network and 

its related relationships can bring high personal but also economic value. Larson (1992) 

explains this value by the fact that the members of the network normally share some 

economic aspects of the business (e.g. the rents) and relationships clearly differ from the 

background usually associated with the economic opportunism. Larson (1992) comes to the 

conclusion that it exists in a network an inhibition that prevents usurpation of the ventures’ 

knowledge. Larson (1992) also comes with a solution to face the risks announced by Teece 

(1987) that consist in a management that would create teams with experience international 

people, what according to Larson (1992) can implement the usurpation inhibition and thus 

prevent the risks inherent to the network. 

 

2.6 Government Motivations 
The internationalization of a business is also dependent of several socio-economic factors as 

mentioned in Hessels et. al, (2008) and in Fan and Phan, (2007). Among these factors, 

Hessels et. al. (2008) discusses the entrepreneur’s aspiration to innovate or grow, in terms in 

job creation or export under the influence of several state factors. Hessels et al. (2008) argue 

in their article that the financial gain and the increase of wealth is a motivation for the 

entrepreneurs as well as the independence.  In 2008, Hessels et al. suggested that the policy 

makers should consider these factors while implementing policies to encourage 

entrepreneurship. However, they also mention that the increase of wealth as a motivation for 

an entrepreneur has no link with the innovation. That is why; the policies implemented by 

government should discourage necessity entrepreneurship that does not lead to a raise of 

export, but still increase the wealth motive to increase the entrepreneurship level. In many 
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cases governments provide these types of firms the assistance to enter foreign markets and 

the support to survive and maintain (Mudambi & Zahra, 2007).Moreover, Hessels et al. 

(2008) discuss the challenge faced by the higher incomes countries due to the negative 

relationship between the willingness of growth from entrepreneurs and the economic 

development of a country. In the other, hand, Hessels et al. (2008) underline a positive link 

between the high growth and export level, and the increase of wealth motive. Finally, Hessels 

et. al. (2008), mentioning Hessels et al. (2007), Wennekers et al. (2005) and Parker and 

Robson (2004) discuss the link between the social security and the entrepreneurship, viewing 

the innovation, growth and export to find out that a negative effect can be found between 

these two variables.  

 

Furthermore, beside the influence that the government can have and already mentioned in this 

part, Bruce and Moshin (2006) discuss in their article “Tax policy and entrepreneurship: new 

time series evidence”, the influence on business development that a tax policy implemented 

by the government of a country can have. Moreover, they argue that tax policies lead to 

positive or negative externalities and influence for example the cost of capital, the hiring or 

the investments, but in this case, Bruce and Moshin (2006) consider that SME’s contribute to 

the job creation and has thus a positive externality on the society. That is why SME’s should 

be favorite with a specific tax policy, according to Bruce and Moshin (2006). Bruce and 

Moshin (2006) also mention the risks inherent to the new ventures and discuss the 

implementation of subsidies from the government (or even special loans) to compensate the 

investments too affected by these risks and to ensure the positive externalities of 

entrepreneurship. The authors explore several partitions of the tax policy such as the payroll, 

the income, the capital gains, the corporate income and the estate taxes. First of all, they state 

that it is important to be aware of the existence of a different tax system for SME: s and the 

tax system applied on wages. That is why several previous studies emphasized on the positive 

correlation between a raise of taxes on wages and entrepreneurship and self-employment. In 

another way, other previous studies showed that a raise of taxes rate can lead either to a raise 

or a fall of entrepreneurship. 

 

With their article Tax Policy and Entrepreneurship: New Time Series Evidence”, Bruce and 

Moshin (2006) discovered the ambiguous link between tax policy and entrepreneurship. They 

conducted econometric analysis and emphasized a negative impact of the top income and 

capital gain tax on entrepreneurship. However, they characterize the influence of this relation 

as limited. In the same way, the payroll tax on employment wage has a negative but 

significant effect on entrepreneurship. Finally, Bruce and Moshin (2006) state that it exist for 

a long term relation between tax policy rates and self-employment rates. However, tax 

policies must be implemented in an open economy context to create a change in the level of 

entrepreneurial activity. 
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Additionally to Bruce and Moshin (2006), Hansson (2010) in her article “Tax policy and 

entrepreneurship: empirical evidence from Sweden” discuss the previous studies when 

applied specifically to the case of Sweden. She argues that both managerial and average 

income tax negatively affect the decision to become self-employed; however she adds that 

the impact of tax rate is quite small. So Hansson (2010) is in contradiction with previous 

studies mainly conducted in the United-States. Hansson (2010) justifies this difference of 

findings by a possible difference in the measures or in the tax structure when internationally 

compared. 

 

Finally it is shown that due to the integration between all parts of the world, the power 

distances between governments seem to be invisible (Andersson, 2001). However, as a result 

the levels of power between national and global, the structures in the various nations have 

changed (Ibid). Nowadays there are many institutions that operate above the state of 

countries, for this to happen; all the countries have to accept that they do so (Ibid). Today 

when the Born Global firms operate on the global market, it has become easier hence the 

differences between the countries on a political level is more or less the same, much due to 

the more equalized environment because of institutions.   

2.7 The Frame of References  
This is a summarizing of the literature, the frame of references and will be used in the next 

parts of the thesis. Different studies were presented in the chapter of literature review, and 

guide the formulation of the interview questions. Here are presented the main areas and the 

researchers which have conducted theories to be able to view this research question. In the 

following section each theme is presented with the theories which lead to the interview 

question.  
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Figure 4: This thesis theoretical frame of reference 

 

To be able to search the answerer to the research questions of this thesis, all the six 

motivational factors have been included in the frame of references. The model above consists 

in the four factors which are adopted from the framework (image page 16) of Andersson and 

Wictor (2003), and then developed through various literature sources. In addition, two other 

aspects have been integrated in this thesis influence model of Born Global firms. All the six 

factors have been divided into sub parts which are considered important through the literature 

review as motivational aspects in a firms fast internationalization process. These are used in 

the interview guide as well as in the within case analysis.   

 

The Globalization: The chosen literature for this section has been divided into three sub- 

groups; the first theme is the Globalization and Internationalization, (Doole & Lowe, 2008, 

Albaum and Duerr 2008), based on the effect of globalization on the markets and industries, 

this will determent if the cases are proactive or reactive motives, which in linkage will show 

if the firms were push or pull onto the global market.  

The second theme is new innovation, and the advantages the firm can gain from this; 

according to Wild, et. al (2008). Finally, the last theme is also based on Wild et. al (2008) and 

Dekimpe, et. al, (2000) including the globalization of markets and production, referring to the 

homogeneous market conditions. These three theories have been picked due their cover of the 

main parts that the literature is discussing, and explain the factors to determine the 

motivational impact.  
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of Born 
Global 

Entrepreneurs 

Networks 

Industry 

Government 

Resources 

Globalisation 



The motivation of a firm to internationalize in a Born Global way  

 

26 
 

 

The industry and Market: in this section as well, there are three sub- theories. These are; the 

performance due to the industry characteristics (Mudambi & Zahra, 2007), to portray the of 

the specific industry in linkage to the performance. Secondly, episodes occurring, (Bell et. al, 

2001), viewing the happenings that could motivate the firm, the special events.  Finally, the 

competitors theory based on Barney (2001), claiming that if a firm can in some way control 

the actors in the industry, and somehow reduce their amount, the chance of survival 

increases. In addition, when a firm enters a new market it should be aware of the current 

competition, however, it is important that the firm has an understanding of the potential 

competitors as well.  

 

Resources Perspective: At the difference of the other motivational factors there are four 

themes in this section. The first is based on the types of resources (Fan & Phan, 2007), to 

view the linkage between the internal capacity and foreign market success. The second theme 

is the orientation of the firm, (Greene & Brown, 1997) to see the effect of available resources 

and the choice of country to enter. Thirdly, the advantages of resources accessible (Ibid). 

Finally, knowledge as a resource (Bell, et. al 2001, Knight & Cavusgil, 2004) this shows if 

there is a motivational factor that is affected by the experience and the knowledge, and 

therefore affect the decisions taken in the company. These four themes portray to what extent 

the resources have a motivational role.   

 

The Entrepreneur: This factor also differs from the others, as only two themes were selected 

to demonstrate this section. The reason for this relates to the delimitation of this thesis, as 

small firms are the target for this thesis it can be hard to separate the entrepreneur from the 

firm, therefore only the main motivational aspect is be viewed. The first theme is the role of 

the entrepreneur, (Bell, et. al, 2001), in this theme the active level of the entrepreneur and its 

impact is viewed. The other theme relates to the influence of the entrepreneur, based on his 

vision (Oviatt & McDougall, 2004, Bell, et. al 2001, Mathews & Zahra, 2007, Andersson & 

Wictor, 2003).  

 

Network: Three themes are viewed in this section. How the network accommodates when 

entering is the first, claimed by Mudambi and Zahra, (2007) that network influences when 

entering as well as accommodating the firm. The next theme is strategically alliances; theory 

shows that it gives the firm various values (Oviatt & McDougall, 2004).  The last theme is 

these values that come from this networks (Ibid), which also can help in various ways 

(Mudambi & Zahra, 2001), by this the motivational impact can be viewed and explained.  

 

Government: The last factor is the governmental factor. In this section, there are three 

themes; the first is the social protection, based on the theory of Hessels et. al (2008). This 
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theory explains the motivational impact that a nation can have. The next theme is the socio-

economic environment, illustrating the impact its factors can have on a firm, and its 

internationalization process (Hessels et. al., 2008, Fan & Phan, 2007). The last theme in this 

thesis concerns the influence that the authorities have according to the theory of Bruce and 

Moshin (2005), as well as Hansson, (2010). This theory is claiming that authorities can either 

have a positive or negative impact in various ways such as taxes and subsidies. With these 

factors it can be established to what degree the government is influence in the fast 

internationalization process, and what direct impact it has.  
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Chapter 3: Methodology 
In this chapter the methodology is explained and presented. Justifications and arguments are 

presented to clarify the choices that have been made.  

3.1 Research Purpose 
The research purpose associates three different study perspectives; exploratory, descriptive 

and explanatory. Although, in this thesis is recognized as descriptive purpose. When the 

research applied is descriptive it refers to “portraying an accurate profile of persons, events or 

situations” (Saunders, et.al 2009, p140).  

 

This characteristic is used in this thesis as the research will spell out the research question, 

and evaluate the theory. Although, this thesis is primary descriptive, this purpose suits best as 

this thesis tries to portray the motivations behind an entrepreneur going international in a 

Born Global outlook. Continuously, the term explanatory studies, this concerns “studying a 

situation or a problem in order to explain the relationship between variables”, however will 

not be the purpose of this thesis (Saunders, et.al 2009, p140).Though, the study purpose of 

exploratory is not be used in this thesis as the purpose is not to find the precise nature of the 

problem (Ibid). However, this purpose can have greater advantages because of its ability to be 

flexible and adaptive when changes occur (Ibid). To find the answers to what is happening, 

however, this is not accurate in this thesis. 

3.2 Research Approach 
There are two elements in the research approach, the research can be either inductive or 

deductive (Saunders, et. al 2009). It is sometimes assumed that the separations between these 

two are inflexible. By assuming this, the discussion will be wrong and misleading (Ibid). 

There are advantages when combining these in the research and is possible to do this without 

any complications (Ibid). Certain, there are some differences between the two, but in the 

decision which is most appropriated, the research itself has an impact as well as the nature of 

the topic researched (Ibid). In more simple terms, the inductive and deductive approach 

concern whether the thesis will build theory or test theory (Ibid). When using inductive 

approach it allows the researcher “gaining an understanding of the meanings humans attach 

to events” (Saunders, et. al 2009 p 127).  However, deductive approach gives the option to 

generalizations and “controls allow the testing of hypotheses”. There are other factors which 

separate these two and some that bring both together. However, for this thesis, it is more 

suitable to use a combination of these as the research tests the existing theory but on the same 

time be able to build theory. Although in the analysis the main focus is an inductive 

approach. This choice is made due to the fact that the induction emphasizes the collection of 

qualitative data, and views the meanings of human attachment (Ibid). However, due to many 
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misunderstandings when separate the two approaches, parts of this thesis also have a linkage 

to the deductive approach. 

3.3 Research Strategy  

There are five choices of strategies which all can be used in either in exploratory, descriptive 

and explanatory studies (Saunders, et. al 2009). However, not all can be both inductive and 

deductive, some strategies are more appropriate to one or the other approach (Ibid). 

Although, none of them are seen as superior than the other (Ibid). The man important factor 

when choosing a strategy is that it has to answerer to that particular study and therefore 

answers to the research questions. Within the choice, the existing knowledge as well as the 

amount of time to make the studies have to be included (Ibid).  

 

The five different strategies are; experiment, survey, archival analysis, history and case 

study.  In this section the focus will be put on case study due to a case study will be the 

strategic choice in this thesis, and will be justified further down this section. 

Moreover, case studies are defined as “a strategy for doing research which involves an 

empirical investigation of a particular contemporary phenomenon within its real life context 

using multiple sources of evidence” (Saunders, et. al 2009, p 145). In a case study great focus 

is being put on the context, however, in this strategy the boundaries between the events of 

context and phenomena studied can be hard to read (Saunders, et. al 2009). 

There are four different strategic choices in a case study. These are single, multiple, holistic 

and embedded cases (Ibid). In this thesis a multiple case study will be made, this due to the 

more fitting qualities for this study. A multiple case study embraces the researcher with the 

option observer and analyzes more than one situation or event, and therefore does a 

comparison from the first object studied with the other (Ibid). Additionally, when this is 

made, the study can generate generalizations from the findings (Ibid). Further down in this 

chapter, four different cases studies will be presented, due to these four cases, a multiple 

cases study will be choice of this thesis.  

 

Moreover, in a case study, questions are asked with “why”, “what” and “how” although the 

most focus is usually on the “why “when doing a case study (Saunders. et. al, 2009). In this 

thesis the aim is to gain understanding of the context of motivation in the Born Global early 

entry, as well as view the role that the main motivations have. Therefore, the research 

questions that this thesis is searching the answerer for are; “What can be the motivations 

behind Born Global firms’ internationalization in an early stage?” and “What role do the 

motives play in the internationalization process?” This thesis will find the answers to the 

questions of “what”, and comparing the answers to four different firms, in for different 

industries.  
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In addition to this section of strategy, it is left to describe how the knowledge was obtained in 

the literature which was the objects for the interview guide. In the literature review secondary 

sources was used in the state of journals and books. These sources provided this report with a 

background explanation and concepts as well as theories to understand the influence factors 

of Born Global firms. 

3.4 Case Selection 

When the case section took place it was based on the authors own judgment. Four firms have 

been selected and there were certain factors which were overlooked during the selection. 

 The history of the firm 

 Global entry, definition of Born Global 

 Swedish Firms / Halmstad (face to face) 

 “SME’s”- smaller firm rather than bigger 

 Different industries 

 

Based on these criteria and since this is a case study, the section is partly judgmental, 

although the search was also concerning persons and firms which could answer the research 

questions (Saunder, et. al, 2009). In this report, the case selection will be mainly convenience 

sampling as well, due to it gives the liberty to select various samples till the required amount 

is for-filed, as well as, it involves cases that is easier to hold on to (Ibid) . This thesis had five 

different criteria when selecting the cases.  

 

The first criteria; the history of the firm, was used to see how fast the internationalization 

process had taken place, as well as get a background understanding of the firm and its history. 

The second criterion was in connection with the first one. By viewing the history and the 

overall information about the firm, this thesis was able to select the firms which were well 

fitting to our definitions as well as fitting to the aim of the research. The third, was based on 

the geographic area, and Swedish firms, one reason was to be able to conduct the interviews 

face to face, as well as Sweden being a small domestic market, were firms often seek for the 

global opportunity. In addition, Andersson and Wictor (2003) identified Swedish Born 

Global firms often have the perspective of multiple countries and markets, which could 

embrace the study.  

Moreover, the fourth criteria concerns that this work will consider the case of Swedish 

SME’s that have made the choice of the early internationalization and that can be classified 

as Born global firms. That is the reason why, this thesis will consider the case of companies 

that fit the definition of Born Global given in the introduction chapter.  

 

Finally, Born global firms can be found in various types of industries (Oviatt & McDougall, 

2004) as well as Born global firms are most focused in the niche markets, (Andersson & 
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Wictor, 2003). Therefore, it would be interesting to have the selection from various industries 

instead of one.  

Moreover, the selection process of the four companies has mainly been made through three 

different methods. First, a contact has been taken with the companies used in the thesis “Born 

Global´ internationalization and competitive advantages - a resource- based view 

perspective” (Yodmunee & Nquyen, 2011). However, only one of them answered the request 

favorably, DD Company AB. Moreover, this company fitted the criteria implemented by the 

definition and the thesis criteria for the sample selection. Internet researches and researches 

among the network of DD Company AB have also been conducted in order to select the three 

other companies. That is how Ecopower Academy has been considered through DD 

Company AB, while Hittaflyget.se and Tripleone Media accepted to take part in the study 

when they were contacted by e-mail after they appeared on the website of the Halmstad 

Sciencepark. 

Finally, the selected firms were; DD Company AB, Ecopower Academy and Hittaflyget.se 

and Tripleone Media.  

From these firms the data were collected and then used to continue with this thesis. In the 

next section the process of the data collection is described, and later on, the analysis process 

is presented. The sample selected in this thesis will be composed of four companies; the 

limitation of the number of analyzed companies will be voluntarily limited in order to have a 

deeper analysis (Yin, 2003). 

 

3.5 Data Collection  

There are various ways to collect data, for instance, survey, observation, and interviews 

(Saunders, et. al 2009). However, as this study will conduct multiple case studies the most 

appropriate for this particular study is to conduct an interview. Additionally, interviews have 

showed to be effective when doing case studies (Ibid). Moreover, as this report have a 

purpose of explanatory and descriptive studies. It is more appropriate to conduct this data 

collection method as is described here. Due to descriptive purpose usually does not attempt 

semi- structured interview, while both of the purposes can use structured collective methods 

(Saunders, et. al p. 323).  

An interview data collection method can be structured in various ways. Some types of 

interviews are more formal constructed while others are attending a more unstructured 

formality which provides more open conversation (Ibid).   

The most common interviews categories are (Saunders, et. al, 2009 p. 320): 

 structured interviews  

 semi- structured interviews 

 unstructured interviews or in-depth interviews 
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In this thesis a semi- structured interview collection is used, due to the qualitative case study 

and the research purpose (Saunders, et. al. 2009). An interview guide has been made to help 

the interviewers throughout the interview and keep it standardized. Due to the time limitation 

this research attempts a fully semi- structured interview as this collecting method embraces 

the flexibility between the interviews (Ibid). Although, the interview guide covers some 

questions and at the same time applies to some themes. Additionally, the interview will in 

some sections be a bit flexible as the firms are not from the same industry, and therefore have 

to be in some cases adapted to the firm interviewed.  

 

Moreover, according to Saunders et. al, 2008 this type of interviews can take place both in a 

focus group as well as just by an individual. In this thesis the interview took place face- to- 

face with one participant at the time, then after confirmation interviews to make the study 

triangle. A face to face interview is usually the case when conducting a qualitative case study, 

this mainly due to the level of trust increases and the answers can easier be valid (Ibid). 

 

Under this section a table of the data collection can be found, to ensure the triangle. The 

interview were conducted between the authors and the managers of the firms in the first 

stage, the next stage was a telephone interview with another manager in the firm, making it a 

triangle in the case of DD Company AB. Among these companies, it appeared that their size 

in terms of people employed was limited, especially while considering the cases of 

Hittaflyget.se and Tripleone Media which do not have employees, the entrepreneur excepted. 

That is the reason why in this work, no distinction is made between the entrepreneur and the 

company while considering the level of analysis.   However, in the case of Ecopower 

Academy, an additional face to face interview with another responsible of the company was 

conducted in the same conditions as the first one; according to the preferences of the 

interviewee. In the cases of Hittaflyget.se and Tripleone Media, the companies only 

composed by the entrepreneur, the background written with the collected data was submitted 

by e-mail to the entrepreneur for the confirmation, and eventual corrections or additions. 

Here under is a summary table of the data collection and the triangle confirmation.  
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Table 2: Data collection 

 DD Company 

AB 

Ecopower 

Academy 

Hittaflyget.se Tripleone 

Media 

First interview Face to face Face to face Face to face Face to face 

Interviewee Mårten 

Andersson, 

Employee 

Mårten Nilsson, 

CEO 

Micael 

Törnblom, CEO 

Nicolas Rihan, 

CEO 

Date first 

interview 

120329 120329 120420 120426 

Place Halmstad 

Sciencepark 

Halmstad 

Sciencepark 

Halmstad 

Sciencepark 

Halmstad 

University 

Confirmation Telephone 

interview 

Face to face Confirmation of 

empirical data by 

e-mail 

Confirmation of 

empirical data 

by e-mail 

Second 

Interviewee 

Dan 

Gustafsson, 

CEO 

Åsa Nilsson, 

Marketing 

Manager 

Micael 

Törnblom, CEO 

Nicolas Rihan, 

CEO 

Date second 

interview 

120418 120508 120425 120503 

 

When collecting data there are certain factors which needs to be kept in mind to be able to 

gather the right information. It can be a bit problematic to do so, however, there are some 

point that need to be remembered to get as good results as possible and which can 

advantageous the process (Saunders, et. al 2009, p 324). These are;  

 “Where there are a large number of questions to be answered” 

 “Where the questions are either complex or open. ended” 

 “Where the order and logic of questioning may need to be varied” 

 

In this thesis these factors has been taken into consideration when developing the interview 

guide. As well as during the interview, link the purpose of the research to the research 

strategy (Saunders, et. al 2009). Moreover, there are some other factors that need to be 

developed and remembered. It is important to use an appropriate language, to pay attention to 

what is said as well as summarizing the understandings. This will help to make the interview 

more valuable (Ibid).  

Yet, as this thesis is made through case studies and interviews as data collection. It is 

therefore a qualitative study. Qualitative data generates non-numerical data (Ibid). Moreover, 

this data can be more than only words, for instance, the data can also be pictures, videos and 

so on. However, in this thesis the data are be presented in words, this process is explained in 

the next section.  
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3.6 Data Analysis  

When analyzing Qualitative data the main aspects are: 

 

 Based on meanings expressed in words 

 Collection results in non-standardized data requiring classification into categories 

 Analysis conducted through the use of conceptualization  

(Saunders, et. al 2009, p. 482).  

 

In this thesis the empirical data collected refer to four different cases of Swedish Born Global 

firms. The first step was to record all the interviews made face to face and by telephone. 

Through this the important aspects could be presented in the empirical chapter than used as 

data in the analysis chapter. Moreover, the analysis is an analytic induction due to “the 

intensive examination of a strategically selected number of cases so as to empirically 

establish the causes of a specific phenomenon” and (Saunders, et. al 2009, p. 508). In this 

case the specific phenomenon is to view the motivations that push a Born Global firm to 

internationalize in an early stage. Moreover, this thesis also contributes to bring to light the 

role of the factors discovered in the studied cases. By having this way of analysis it “has the 

capability of leading to the development of well- grounded explanations”. (Saunders, et. al 

2009, p. 508).  

 

In the analysis process three steps were primarily made to structure the process. First, some 

data are reduced, second, the data chosen and accurate are displayed, and finally, there is the 

base for drawing and verifying conclusions (Saunders, et. al 2009).  

Moreover, the data are first analyzed separately, using a within case analysis (Yin, 2003) and 

then a cross-case analysis compiling the four different cases will takes place in this thesis 

(Yin, 2003). The findings from the within cases analysis is summarized in a table, making the 

cross case study easy to follow and understand. This also made it possible to see the main 

differences between the firm, and not just by theory. Making it possible to go in deep, and 

view the patterns. 

The cross-case analysis underlines the similarities and differences between the cases. 

Moreover, the cross-case analysis appears crucial to draw a conclusion. Such an analysis 

comforts our findings and will bring a most relevant answer to our research question 

(Huberman & Miles, 1999). 

3.7Quality Standards 

Firstly, face to face interviews were conducted with all the four firms, by doing this a chance 

to observe the participants, and be able to read from face expressions, therefore could ask 

other questions when the respondent hesitated. Moreover, as mentioned before, the face to 
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face interview gives the participants a more trust approach making the interview much better 

and opened (Saunder, et. al 2008). Secondly, a conformational interview was done with all 

the firms to have some things more explained as well as making sure that all the factors were 

right. Thirdly, the questions were created based on the standards and point of Bryman and 

Bell, (2007), and Saunders, et. al (2008).  

Finally, this thesis uses the previous Master thesis in 2011, the “Born Globals 

internationalization and competitive advantages - a resource- based view perspective” 

(Yodmunee & Nquyen, 2011). 

Using such a methodology allows going deeper in their research according to the suggestions 

for further research they made, while saving time and resources by using secondary sources. 

However, this thesis still had the possibility to turn these secondary sources into primary 

sources thanks to a confirmation from the relevant persons in the considered company; in this 

case DD Company AB. Such a methodology has several advantages added to the resources 

saving. Moreover, to make the quality standards even better, a total of five face to face 

interviews, one telephone confirmation as well as two email confirmations will be conducted.  

3.8 Reliability and Validity 
Reliability and validity are two important criteria to evaluate the quality of qualitative 

research (Bryman & Bell, 2007). The aim is to ensure credibility of the research findings 

(Saunders et. al, 2009).  

However, some adaptations of these concepts should be implemented while conducting a 

qualitative research (Bryman and Bell, 2007). Moreover, Bryman and Bell (2007) also 

discuss about reliability and validity in qualitative research as in quantitative research, which 

will be discussed in each section down under. However, LeCompte and Goetz (1982) cited in 

Bryman and Bell (2007) brought some clarifications to use these terms while conducting a 

qualitative research. 

3.8.1 Reliability 

Reliability is explained as to what extent the data collected techniques or the process of the 

analysis will exchanged consistent findings (Saunders, et. al, 2009).  

In Bryman and Bell (2007), a distinction of the external and the internal reliability is 

explained. First they explain external reliability with the possibility for the study to be 

replicated. However, the authors are aware of the difficulty to replicate a qualitative research 

due to the social settings and circumstances it involves. To avoid this problem, it is proposed 

that the researcher conducting a qualitative study to adopt a comparable social role as in the 

study he wants to replicate (Bryman & Bell, 2007). Secondly, the internal reliability which is 

the fact for a qualitative study to involve several observers and for them agreeing on what 

they hear and see while conducting the interviews (Ibid). Finally, Bryman and Bell, (2007) 

compares this process to the inter-observers conscience. 
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There are three questions which will help the researcher to ensure reliability of the findings:  

 Will the measures yield the same results on other occasions? 

 Will similar observations be reached by other observations? 

 Is there transparency in how sense was made from the raw data? 

(Saunders, et. al 2009, p. 156).  

 

There are four threats to the reliability; the subject or participants error, or the subject or 

participants bias, observation error and finally, observational bias (Saunders, et. al, 2009). 

To ensure its reliability, the study conducted in this thesis attaches a special care to the 

process of the qualitative research. That is why, the conditions and the context employed for 

the qualitative research in the different studied companies are described in details and the 

most similar possible to ensure the external reliability. It also implies that, this work focuses 

on the case of Swedish SME´s that fit the definition of Born Global given above. Moreover, 

to be as reliable as possible, the comparison made in this work tries as much as possible to 

reduce the impact of the external factors. Also, the qualitative research was conducted by two 

researchers simultaneously in order to respect the internal reliability.   

3.8.2 Validity 

Validity is concerning whether the findings are portraying what it appears to be (Saunders, et. 

al, 2008). By concerning the validity the causal relationship, also can be confirmed (Ibid).  

As for the reliability, Bryman and Bell (2007) distinguish external and internal aspects while 

coming to the validity. For LeCompte and Goetz (1982) in Bryman and Bell (2007), the 

internal validity can be explained by the way the observations of the research match the 

theory developed in the study. In the other hand, the external validity refers to the way the 

findings of a qualitative research can be generalized. The authors also warn the researchers of 

the difficulty of the generalization of the qualitative studies due to the fact it often uses cases 

studies and small samples. 

 

Due to this thesis is descriptive and explanatory in the purpose, this thesis will not find any 

problem concerning the internal validity (Yin, 2003).  In this work, an analysis (chapter 5) of 

the data collected with the qualitative research is drawn by employing the theory developed 

in the literature review (chapter 2) in order to complete the internal validity. Moreover, this 

thesis is viewing a specific event, the generalization and therefore the external validity will 

not be a problem (Ibid). Moreover, to ensure the external validity, this work uses primary 

data and the sample studied includes four different Swedish SME’s, what brings relevance to 

the findings. 
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Chapter 4: Empirical data 

This chapter will provide the data from the interview made. In total eight interviews of four 

firms were conducted. Here the interviews are written in flowing text, stating with the 

background of the company, then to the data found. 

4.1 Case One: The story of DD Company AB   
 

Background 

DD Company AB was established in 2000 in the region of Halland, Sweden by Daniel 

Ljungberg and Dan Gustafsson. The main product of the firm is the Pal Original (Practice and 

Learning), which is a tool for training football. The Pal Original was invented in 1998. 

The idea of this exercising product was raised during a mission to leading Hallands 

“elitpojklag” (team of boys born 1982). The need for the product was noted when the trainers 

saw that there was a lack of functional techniques between the players. Although this was 

acknowledged, other trainers and captains where not interested in solving this problem, due 

to the players where expected to work on this by their own. 

By not getting the support needed, Daniel and Dan started to evolve a mobile ball status by 

themselves.  Today the Pal Original has been modified to some extends regarding the design 

and function; however, it is still the firms’ main product. Moreover, other products have been 

created, the Pal Blocket, Pal Cone and Pal Kärra. In addition, there is also a software product 

which is an individual educational system for training. Furthermore, in 2012 a new product 

will be established by the DD Company AB. 

Today there are currently three owners in the firm. Except Daniel and Dan, Mårten 

Andersson has joined the firm.  Mårten have been a part of the firm for approximately three 

years, and have the position of sales director of DD Company AB. Moreover, Dan is now 

responsible for the logistics while Daniel is the head of the marketing department. Due to the 

increasing sales the three owners were not able to handle the business by themselves, 

therefore, three new people has been hired in 2012. 

 

Football and Markets 

Football is a mutual passion for all the three in the firm, citing the responded “we have a 

strong passion for the Swedish football” (Andersson, 2012). Therefore it is only natural that 

the main mission of DD Company AB is, “to want to have a Swedish club in the champions’ 

league, champions league is the biggest tournament in the world. It is clubs like Barcelona, 

Milan, and Manchester United” (Andersson, 2012). They want to change the Swedish way of 

playing football and reach greater success. Unfortunately, the Swedish market was not ready 

yet. There are approximately 3500 football clubs active on the Swedish market, while in 

Spain it can be found about 43 000 clubs. In comparison to the Swedish whole market, just 

the northern part of Germany has around 4000 clubs, compared with these markets; the 
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Swedish market is really small. The firm has from the beginning this knowledge that the 

Swedish market is not enough, and therefore “we know where football is big and we want to 

go there, that’s the reason that had an impact” (Gustafson, 2012). 

For now, the firm has concentrated on Football academics /clubs and associations around the 

markets. To come is to penetrate the biggest market, the private section. The idea is that 

private persons will be able to train with the product in their backyard. 

As mentioned earlier, the firm started to operate in Sweden during the first years mainly 

because of a lack of financial resources. However, during this time, Pal Original was already 

sold to approximately 50-60 football clubs in Sweden. However, Pal Original was still not a 

big hit on the market, hence, the traditional view on football in Sweden is more concerned 

with the team spirit than the individual skills. The Swedish market is in other words more 

closed to new ways of practicing football. In addition, the whole Swedish football market is 

controlled by the Swedish football association, which has a huge impact on the market, “we 

have the Swedish football association, and they decide on everything, the clubs can’t do 

anything without an okey from the Swedish football association” (Andersson, 2012). In 

contrast, that is not the case on the other markets; where the clubs make the decisions. The 

way the football association works, is unique in the world, there is a monopoly, controlling 

factors that differ from the ordinary. 

Due to this, the company could see that it would take a while to reach out to all the clubs on 

the domestic market. 

Furthermore, as mentioned there is a change taking place on the Swedish market, cited the 

respondent “ In the last 5 years the football has changed very much because of the reason 

that the trainers can now see Spanish football on the TV, 5 years ago we couldn’t see 

Barcelona playing on TV because no one had the channel and the TV didn’t buy Barcelona’s 

matches but the last 5 years, we can see international football every night and of course it 

has an impact on the Swedish football trainers, and on the Swedish football 

association”(Andersson, 2012). Although, this also showed the firm that there were 

opportunities on other markets. The domestic market is generally small, and a different 

football philosophy. Concerning the markets DD Company AB had some disadvantages on 

the domestic market compared to many other markets on the global play field which made it 

an evident choice.  Furthermore it is quite expensive to operate the firm on the Swedish 

market, due to taxes. Moreover, it is an advantage for the firm to have been established on the 

Swedish market. Products like Pal Original do not exist on the market at all and by being in a 

controlled environment the firm has learnt a lot. 

Quite soon the owners realized that the product Pal Original might be easier to sell on the 

global market, due to the similarities of the purpose of the product and the football 

philosophy on other markets. 

 

Going outside Sweden 
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Today the firm is active both on the domestic market as well as the global market. After 

presented the first product, Pal Original, the owners could see that the product was of a good 

use, and understood that the product was meant for the global market “because football is 

global” (Andersson, 2012). 

Moreover, the internationalization process of the Pal Original was mostly possible by the 

owners’ actions.  However, as mentioned some help was offered by the “export rådet”, they 

gave the firm contacts with various retailers and other contacts. Today, the firm has one 

retailer in England, Spain, France and Italy; all these four are educated in the Pal Original 

training way and therefore been able to sell the product. DD Company AB exports and the 

retailer selling it on the markets. The firm is aiming to use this strategy when entering new 

countries as well. Moreover, the firm chooses the various markets based on the football 

interest on each market, “the biggest football market in Europe is Spain, Italy and France, 

maybe England. But these are 3 big (Gustafson, 2012)”. With some luck the firm managed to 

enter these attractive markets, and been able to grow. 

In addition, football is a global sport, with the same rules and system, “I say that we have a 

global product and we work on a very global market, so we don’t have to change our product 

or our way to think. Where we go, it doesn’t matter because the football system is the same in 

every country”. 

Beside the number of clubs, naturally, there are more players to educate on the other markets, 

and also the interest of the sport. The global entry of the firm took place in Spain, for one 

simple reason; “Spain is almost perfect in the way of thinking football compared to us. In 

Spain, they play and think football in a way that’s almost the same as for us. So it’s a really 

worth. That’s our market where we were best” (Andersson, 2012). 

 

During the internationalization process of DD Company AB, the football interest on the 

markets was not the only motivation of entry, “the two entrepreneurs are the heart of the 

company, they are very important and without their energy and will succeed and will develop 

the football, the company we haven’t been there today” (Andersson, 2012). Daniel and Dan 

have put a lot of time and money into the firm; they have a very important role as 

entrepreneurs;” you can’t imagine their passion for football and this idea (Andersson, 

2012)”. From the firms stand point the entrepreneurs were not only essential in the startup of 

the firm, but very also very important in the internationalization process, “because how they 

are as persons, without their personal properties, we wouldn’t have the retailers, because, it 

was the relation between the new retailers and Daniel and Dan, the old thing that created the 

retailers things” (Andersson, 2012). Moreover, Daniel and Dan pushed the firm to 

internationalize right from the beginning, were the vision from the start, “when they 

understand that here we have a product that are good for football and can be used for 

football, directly, they thought we are going to export this and try to other countries” 

(Andersson, 2012). 
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Key people and the actors 

Finding the right retailers and contact took a lot of time. The work was essential for the 

entrepreneur because the football market has the similar characteristics making it easy for the 

firm to enter markets. Some factors can still have an impact on the success of the entry, “the 

football market I don’t know very much about this in Spain and Italy and France and the 

countries where we are but I think and I’m quite sure that some clubs, some persons, some 

trainers in every country has a very big role for the whole country, talking about football” 

(Andersson, 2012).  By this is was stated that the company view on the market is directed to 

the star players in the different countries, “If we could get Zlatan Ibrahimović to love Pal 

Original and train with and so on. We would get the whole Swedish market directly, […] you 

need to hit the perfect point in that country” (Andersson, 2012). However, when DD 

Company AB where entering the various markets, they had no access to these stars, but if it 

would have been possible, “That is perfect” (Andersson, 2012). 

 

Although the DD Company AB searches for support from banks, however, in this type of 

industry there are some resources except financial that have an impact. The network is an 

important resource regarding the knowledge that the persons in that network possess. These 

particular people as did have an impact on the choose of market, “I think that our luck to 

have got some very known customers like Barcelona, Real Madrid, Manchester United, that 

we have as our customers are very important when you go to other markets, so you can show 

that you these are working with our training tool and that’s very important”(Andersson, 

2012). Moreover, “maybe not in our part but I know that is a very very important part if you 

go abroad, you need to have network, you need to have contacts, because otherwise it’s very 

very hard” (Andersson, 2012). DD Company AB: s internationalization process the most 

important thing was really the personal meetings that took place when they went to the 

chosen countries. It is important to get a good contact with them. Many contacts have been 

established through the collaboration with the science park. 

Rational, the motives of establishing the venture abroad where influenced by the Swedish 

football teams unwillingness to adapt the new way of training, in other words, pushing the 

firm onto the global market. Firstly, entering the big football markets around Europe, the firm 

was and is still aiming to attend on other markets around the world. 

The market is still a tough one to survive on. Most of the customers are considered quite poor 

“In Sweden we know we have 3500 football clubs and in each of them, there are maybe 10-20 

football teams but where do they get their money from? They maybe have some sort of 

sponsors, if it costs maybe to each player 200-500 crowns, to play but they have not much 

money” (Andersson, 2012). However, if the firm instead searches for richer markets and 

clubs, the main obstacle is to convince the firm that there is a need for the product. The clubs 
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in the industry knows that Pal Original is a good product, however, the money seem to be the 

main problem. 

There are some others which also are of the interest for the firm. Quoiting the respondents 

given examples; “USA is not a big, it’s not a very big football country but that’s a great 

market, they have a lot of money, we think Pal Original is a good product for the USA 

market” (Andersson, 2012). However, if this would happened the firm will change their 

strategy of using retailers and instead probably have a person stationed in the country. 

However, a lot of effort is been put into reaching the perfect connects and players to be able 

to enter the markets. Daniels travels “He took his own money from his own pocket and like he 

went to South-Africa where this network places are in different countries every year, he went 

there, just met people and introduced Pal Original because it is so important to have these 

contacts”(Andersson, 2012). 

It is claimed by the firm respondents, that the football associations would have a damaging 

influence on the new markets. During the world cup 2010, the DD Company AB tried to 

enter the host country South – Africa, they found it a bit problematic to get the right contacts, 

and the impression that they were not welcome. Furthermore, the Export råd has been active 

in some markets as the German market, however, at the time the firm was too small and it 

was too early to enter, also the clubs around the Germany country, the clubs are too small. 

Moreover, the DD Company AB is not alone on the market; however, there are not so many 

competitors in the industry. Pal Original attributes as a tool to train is not so common on the 

football market. In other sports it is much more common to use such types of training 

equipment. There are approximately 3-6 competitors, although DD Company search the 

markets for more, because to the competitors are an important influence. “You can ask why, 

because they help us to create the thought in football trainers all over the world that yes we 

have a training tool to train with” (Andersson, 2012). In addition, the competitors on the 

market are many of them know personally of the owners in DD Company AB, through this, 

the firm have been able to start some team corporations. So therefore the company hopes that 

some of them will become more active. They see the competitors as an advantage, as an asset 

which can be of great assistance, ”the customer should decide which is the best training tool 

and we are quite sure that we are sure that our tool is the best. It’s the best [..]“raise the 

tough of using another way to train football, because that’s our head point, that we want to 

show football trainers and football players that you can use training tools to build training 

even better than you can without a training tool” (Andersson, 2012). However, the firm has 

no knowledge about how active or big the other companies are. On the other hand, they know 

that have much more assets financial then the DD Company AB, “they’ve people behind 

them that have pushed in millions of crones”(Andersson, 2012). 
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Marketing and interaction  

During the last period the firm has started to use Social Media in marketing purpose, “On 

Facebook, we have about 2000 persons that like us on our Facebook and I think 200 of them 

are not from Sweden, we don’t know where they come from, they just added us and they like 

us” (Andersson, 2012). Continuously, on their Facebook page the firm is able to interacting 

with their members “[…] we have an interaction and I think we’re quite good with the social 

media” (Andersson, 2012), although it is a small group still, they have the opportunity to find 

new customers. On their Facebook page, the members can find general information regarding 

football as well as videos, tips and facts on football.  This has shown to be an important tool 

for the firm, mostly of the members are between 11- 16 years old, “therefore potential 

prospective customers and also spread the word of the product”(Andersson, 2012). 

Moreover, the firm “when we have money and we have time, it’s in the right mode to take 

maybe another market or something maybe we can use Internet and the social media […] we 

work a lot with them “ (Andersson, 2012). However, DD Company AB use technology as a 

part of their strategy to find new customers, through their web page or Facebook page, the 

customer can follow where the firm is heading and what is happening in the world of 

football, Raising the interested of the Pal Original product and hopefully attract new buyers. 

By hiring new people, one of them will put more time and focus into the Social Medias. 

Furthermore, the development of technology have also had an positive impact on the firms 

logistics, “it is very important for us that we work and have companies that help us with our 

logistics and are on the international market because, if it’s become too expansive, we have 

to send it to France or Spain, we’ll lose customers because it will be more expansive to sell 

our products. So that’s very important […]Daniel and Dan, and this is an important point, 

they don’t care so much about money” (Andersson, 2012). The idea and passion had a great 

impact, according to respondent “not to sale sale sale sale and earn earn earn, you 

understand me?” (Andersson, 2012). Also, the company being so small, “must earn money 

because I need to live but if you are a little company, and you have thoughts about go and 

export the product, the main motive must be that you burn for your product, and you want to 

show it for others, it can’t be, no I want to earn a lot of money, I think people see through 

that.” (Andersson, 2012). There has to be a power of the entrepreneur with a strong vision to 

succeed on the markets according to the respondents. 

4.2 Case Two: The story of Ecopower Academy 

 

Background 

Ecopower Academy AB. was founded in 2010 by Mårten Nilson the current CEO, with the 

objective of reducing the problems faced by companies using wind power. Ecopower 

Academy brings solutions where a lack of skills and knowledge can be an obstacle for the 

growth of a company. The solutions brought by Ecopower Academy consist in courses and 
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conferences on different aspects of the wind power. The courses and conferences of 

Ecopower Academy can either be about the maintenance or the improvement of the wind 

power appliances. Ecopower Academy has its headquarters in Halmstad, Sweden and the 

team is composed by three persons, the chairman Matthias Rapp and two board members, 

Claes Bühler and Mårten Nilson. All the members of Ecopower Academy have a strong 

experience in the domain of wind power. Mårten Nilson had the idea of creating his own 

company within the sector of wind-power when one of his contacts he helped in this sectors 

asked him by kidding why he was not providing courses. Mårten Nilson found it was a good 

idea and created Ecopower Academy. The company started its business in Sweden with a 

first conference “Operations and maintenance” in Stockholm in 2010, but rapidly expanded 

abroad the same year, starting with courses and conferences in Belgium, The Netherlands, 

Germany and Poland. Ecopower Academy currently operates in several countries including 

Sweden, Belgium, Germany, The Netherlands, Poland, Korea, and Canada. 

 

Going international 

Today, the most popular product of Ecopower Academy is their yearly conference Operations 

and Maintenance. Even if Ecopower Academy quickly met success abroad, such 

internationalization has never been the first intention of the company; it was not in its 

business plan. Actually, at the beginning, the firm did not conduct any marketing outside the 

Nordic region. However, at the first event of Ecopower Academy in Stockholm, delegates 

from ten different countries showed up in the audience. Among them, people from Korea, 

Spain, Germany, Austria, Belgium, Poland, etc. With such a diversified audience, it appeared 

that the market of Ecopower Academy was very international:
4
 “We never marketed, we 

didn’t do any marketing outside the Nordic region and we had people from Korea, from 

Spain, from Germany, Austria, Belgium, Poland, etc. so, that more or less told us that the 

market is very international” says Mårten Nilsson . After this first international experience, 

the company decided to set up its business in these countries where it established a contact at 

the first event, the company met success abroad even if such a quick internationalization 

might have taken place took quickly. However, even if it took place too quickly, the 

internationalization of Ecopower Academy was unavoidable on such a global market as the 

wind-power. The presence of Ecopower Academy on internet is one of the technological 

factors that played an obvious role in the internationalization of the company, actually by 

such as Internet and the e-mails made the contacts faster and easier. But even if these 

technologies facilitates, the work and the internationalization of Ecopower Academy, these 

technologies do not appear crucial in this process and the contact with other companies 

abroad could still be ensured by other ways. Another factor that influenced the 

internationalization of the company was also the globalization of the markets. Wind power is 

                                                           
4
 In this case study of Ecopower Academy, all quotes will be based on the CEO Mårten Nilson, 2012 
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considered by Ecopower Academy as a small market but some subjects can be chosen to be 

transported abroad: “I choose to have conferences on subjects that I can have in Sweden or in 

Denmark or in Holland or in Germany and there’s no difference between them” says Mårten 

Nilsson. Moreover, some technical aspects can also be transposed abroad without any 

adaptation: “Also for operation and maintenance, if a turbine breaks down because of 

technical error, it doesn’t matter if the turbine stands in a rose garden in Denmark or at the 

coast in Tyskaya, it’s more or less the same. Natural conditions are more important than 

nationalities”. 

 

While considering the choice of country, Ecopower Academy gives a special care to two 

main factors affecting the decision, the subsidies the installation of wind power can get from 

the local government and the willingness of the government to support the wind power: The 

market of wind power is actually heavily linked to the local political environment. A shift in 

government can lead to a shift in the power policy. The internationalization of the business of 

Ecopower Academy is also part of its strategy to diversify the risks inherent to the 

governmental shifts: “It is a politically dependent industry from country to country. That’s 

why it’s better for me to be in 5 different countries where people know me, its better. Like for 

example Germany where they banned nuclear power, it’s not good news for the companies in 

my industry because they own different kinds of energy but that’s good news for wind power, 

so they are more dependent” says Mårten Nilsson. However, the role of the government and 

the social security have been mainly limited to what was just mentioned in the development 

of the business of Ecopower Academy. Ecopower Academy actually did not receive any 

specific help from the government to develop or internationalize the business. Some helps 

actually exist but the firm did not have the time required to get it; I think there are a lot of 

funds for us but it’s more or less, we don’t have time to see which ones there are, I would 

love to but…” says Mårten Nilsson. It appears then that the financial resources played a 

limited role in the internationalization process of the firm Ecopower Academy compared to 

the other resources such as the skills of the human resources. Furthermore, the 

internationalization of Ecopower Academy also leaves space for flexibility and the choice of 

country for the internationalization of the company follows the contacts the company makes 

abroad. 

 

Other actors 

Ecopower Academy tries to track its competitors which represent a source of inspiration of 

the company of Halmstad. Actually, Ecopower Academy operates on an expanding but not 

safe market where it is important to keep attentive of what the competitors do. Even if a 

control of the competitors or the main actors of the market seems difficult or even impossible, 

Ecopower Academy and its members try to have contacts with them and invest into its 

network to keep involved in the move of the wind-power market in Sweden and abroad. 
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Moreover, in order to invest in this network, Ecopower Academy also takes part in lunch 

meetings four times a year. It is actually the way to create network in the company, by first 

simply contacting the person the firm wants to be in contact with. The network that the 

company acquired through the years gives Ecopower Academy opportunities such as being in 

contact with the major actors of the industry but also credibility, for example while the firm 

refers them in its marketing. Even if the creation of the company seems possible without such 

a network, the network of Ecopower Academy played an essential role in its 

internationalization and ignoring the network would not have been a clever choice. 

Among the network of Ecopower Academy, considered now crucial for the company, some 

partners of the company also deserve to be mentioned; they contribute to the development of 

the company by sharing with them particular skills and knowledge: “I have some of these 

that I’m aiming at that actually contribute with their knowledge and we work together” says 

Mårten Nilsson. However, if these partners contribute to the development of the company, 

talking about strategic alliances would be exaggerated regarding the sporadic contribution 

they bring. 

 

Since the company has been created, the social security system in place in Sweden, that this 

did not have any impact in the business, because Ecopower Academy is doing education and 

services with really few employees. However, the recent crisis the economy encountered had 

a limited impact on the company of Halmstad. This influence can be seen while comparing 

the subsidies received from the different governments before and after the crisis to set up 

wind-power installations. It is also possible to think about the lack of liquidities in the 

companies that lowered the investments in wind-power, but here again, the impact of this 

factor had a limited impact on Ecopower Academy due to the specificity of education they 

provide. 

 

The resources available to the company are first, the physical resources such as turbines and 

other material, physical equipment to train out that can sometimes represent a hassle to get. In 

the other hand the human resources that play a role in the company Ecopower Academy, for 

example, the partners of the company. The physical resources as the training equipment and 

other resources as the technical considerations linked to these equipment play an important 

role in the company, for example, some equipment can be hard or even impossible to find and 

it impacts the possible trainings (especially technical ones) and so the development of the 

company. On the other hand, Ecopower Academy disposes of other resources that can bring 

advantages to the company. For example, the gearbox trainings that Ecopower Academy is 

the only one in Europe able to provide. If only another of its competitors provides the same 

kind of course, he does not do that up on a turbine, what gives the advantage to Ecopower 

Academy on that field. Additionally, to the resources and skills that make the strength of 

Ecopower Academy, the firm also pays attention to be attentive to the customers’ needs. And 
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the competence Ecopower Academy has in the sector of education also contributes to 

separate the firm from the others. As long as the firm is able to listen the customers’ needs 

and able to provide the education process, the business of Ecopower Academy will run 

smoothly. 

Regarding to the story and internationalization process that Ecopower Academy went trough, 

the main motive to internationalize was the fact that several nationalities showed up at the 

first event set up by the company even without any marketing efforts outside the Nordic 

markets. The demand actually came from the market. However, beside this main motive, he 

also mentions the role of the industry, with its small amount of people involved in the wind 

power in the domestic market and the government in place in the internationalization process 

of Ecopower Academy. 

 

Finally, it appears in the history of Ecopower Academy that going international can be seen 

as tempting for a young entrepreneur but a successful internationalization requires some steps 

that should not be neglected: “I think maybe as a new entrepreneur, you think it’s cool to go 

to other countries which is not as cool if you are not, if you have not really have done your 

homework […] you have to maybe establish a contact with the industry and make sure they 

are with you. […]. You need to have the liking from the branch of the industry organization” 

says Mårten Nilsson. 

4.3 Case Three: The story of Hittaflyget.se 
 

Background 

Hittaflyget.se was established by the CEO Micael Törnblom in 2008 in Sweden. Micael is not 

only the CEO of the firm, he also still working as a pilot, which was one of the inspirational 

factors to establish the firm. The reason why he keeps being a pilot is firstly a strategically 

matter, as he makes good connection by doing so, secondly, to be a pilot was dream of him, 

making it hard to give up. The entrepreneur described the firm as
5
; ”I am the company, it is 

just Me , Myself and I in the company, I have investors but I do all the work”. The firm has 

no employees except the entrepreneur; however, the firm has three investors so in the board 

there are four persons. Due to this, Micael own 66 % of the firm. Even if they are four in the 

board, not all have the knowledge that is specific for the industry, hence Micael makes most 

of the decisions, “I am the one they blame if something goes wrong, but on the other hand, I 

did it good as well”. Moreover, the entrepreneur gains his salary from the pilot job, and 

invests part of it into the firm. 

Hittaflyget.se is a website that compares prices for Fly, last-minute trips and pact travels. The 

website compares and links to independent airlines or travel agencies, seeking to find the best 

                                                           
5
 In this case study of Hittaflyget.se all quotes are made from the CEO Micael Törnblom, 2012 
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solutions for the customers. The business model that Hittaflyget.se conducts is based on 

commission. 

 

Business 

Moreover, the aim is to be a complete travel network. The idea is that the customers should 

be able to compare every transport option to make their trip effortless, “just have a website to 

find all the information on the same place, corporate all airline, portraying a complete A to B 

picture”. Before, and still many customers went to all the websites separately to compare the 

trips and prices, which is very time consuming. Due to this, the firm views themselves as 

very innovative and flexible “in the long run it will help us”. The firm uses consulates to 

develop of the services and the website/ program. Therefore the CEO: s and the entrepreneurs 

role in the firm is to connect people. 

 

The company began to concentrate on the domestic market at first. This turned out to be quite 

successful, but the firm was still small. A big problem has been the expansion of these types 

of services and the internet, making the competition very hard. Moreover, by having some 

success on the domestic market, the firm started to integrate the Nordic markets, then later 

they advance all over the world. 

 

To original idea was to have the traffic on the website converted into sales, and therefore 

make a good profit. But now not only can the customers find the airlines on the website, they 

can find the “whole picture”, making it more advanced, and a starting point for the 

internationalization process. Moreover, “it is much easier for people to travel today, which is 

a great opportunity for us”. 

 

Going abroad 

By being established in 2008, the firm penetrated abroad markets already in 2011. In 

addition, going outside of the Swedish boards was a vision for the entrepreneur right from the 

beginning, “even if we just can gain a small amount of market shares outside the Swedish 

market, why should we do it?”  Moreover, during this few years all happened very fast. The 

firm could see that they were successful on the Swedish market, making profit, it all 

happened very naturally. The firm got established in the Scandinavian countries, Germany 

and the United Kingdom. Without marketing themselves, only translated the website into 

other languages, relaying on Google searchers, the firm could see that it was in a growing 

place. Moreover, by not having so much marketing and the cost of that, the firm has greater 

chance for survival , “but you in somehow show that you exists”, the this types of service do 

not put any money into marketing activate, the can to some extent survive on Organic CDO 

like Google search. If a firm can do so, the survival rate is without limitation, however, the 
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firm will grow slower but without risk. This has been the strategy of Hittflyget.se, and 

therefore “it makes us smaller compare to others, but we survive”.   

 

However, Hittaflyget.se does not have any contact or control with and over their customers, 

“as long as the customer is on the arrival or departure airports, either in Scandinavia, 

Germany and United Kingdom. The customers can be all over the world.” By having the 

service on the Internet, the firm could easy access databases and gain commissions around 

the world. “Because Internet is global I can easy work in Sweden and have the website work 

for itself in other parts of the world”, as the Internet is global, it was a great motivation for 

the firm to seek to other markets due to not much work was needed. Everything that the firm 

does, can easily be adapted to every market. It is also simple for the firm to just add some 

new airlines and so on onto the website. 

 

Customers, other actors and competitors 

Even if the company could see an up going trend with in the industry and see that the 

customer base was increasing, they were not alone on the market. In Sweden the firm has two 

huge competitors, Flygreser.se and Reseguiden.se, although, the market of this service is 

never full “The tickets can be full but not where to book it”, everything develop so fast. The 

main different between the competitors and Hittaflyget.se is one, they are mainly or just 

focusing on the flight traveling, and two, they are mostly involved just with the travel 

agencies. In other words they do not so much focusing on the traveling like the airlines. As 

well, travel agencies are more expensive than the airlines.  Still, now when the travel agencies 

also operate online, therefore does not have the same need for staff, them also can compete 

and be successful. This makes the online industry quite complex to work in. That is the 

reason why it needs to be compared, “this is what hittaflyget.se does, and you never know if it 

is more expensive or cheaper, that we can the customers with”. 

 

By this, Hittaflyget.se realized that they had to stand out from the crowd to manage to 

compete. The respondent describing the situation; “We have to find something unique, a 

unique service, we cannot compete with the same thing. We are too small”, at the same time 

the respondent clarified “We are not near to be a threat to our competitors, however, if we 

can find that unique thing, we will grow very fast”. What the firm has done is testing vary 

alternatives and ideas, moreover, by having a low budget doing so, there has also been a 

small risk, then it has to some become a success and other ideas were not the best. The CEO 

describing why they do so: “we don´t just want to copy the idea of others, which we can do 

easily, we don´t want to be number two”. 

 

However it is important for the firm to follow what the competitors do, to keep up with the 

market. In this particular industry which the firm is acting on the development of the internet 
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and its capacity provides great opportunities. As the business model of the firm is dependent 

upon commission, the process is started through networks. Due to various factors these 

networks makes it easy to access all the firm involved as well as grow. However, all these 

networks had to be established before taking any actions. Moreover, most of the networks 

were gained due to Micael´s acquisition as a pilot, through this he were able to network with 

various airlines and get verification from them, as well as from the close contact with the 

scientific park in Halmstad. Moreover, some important contacts were also established 

through the Swedish TV show the Dragons nest, were the CEO presented the ideas in front of 

investors. 

However, the firm themselves were not in contact with the airlines, this was all through 

networks. In addition, due to the internet, the firm can easy get engaged in other countries 

just by translate the website and do some research. Moreover, the website grows by itself. By 

having more visitors, the more it naturally grows.  Hittaflyget.se as mentioned use Google 

search as a part of the marketing. What they do is that they save all the searches, in the active 

countries and can use that information as a marketing tool. 

 

Even if Hittaflyget.se was and is a small firm, with only one employee due to technology 

development, the firm have some opportunities to still compete with the larger firms “the 

bounders do to Internet, both on the international market as well as the national one has 

made it very gray”. According to the participant, the technological development will offer a 

great deal of opportunities and advantages “It is going to be more and more important”, 

especially on Internet based industries. “In just some time, customers will be able to be more 

interactive on the website, also if we create a app for phones, we will be able to offer the 

service voice based, because we can do it”, if Hittaflyget.se keeps up with the development, 

they will be able to find the unique factors to compete based on technology. 

 

In general customers of Hittaflyget.se do the search by themselves, and the firm and its 

customers do not interact that much. This search can be done 24 hours a day, seven days of 

the week. However, by operating on various markets, the firm has acknowledged the 

differences between the markets, yet “every traveler is unique”. Still, having the technology 

to reach out to the customers, they do have seen certain preferences throughout the world. 

Therefore, some thoughts has been put into to adapt certain search possibilities to match the 

transport options in the various countries, as well the chooses of destinations put on 

nationality has some similarities and trends for each particular country.  However, the firm 

has not put much money into develop on the various markets, it all has more or less happened 

by itself, ”income from other countries just now just a plus”.  However, the participant has 

noticed that there are some preferences between countries, when chosen the vacation 

destination. 
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Resources  

Even if the firm has a low budget, using the network as a essential part to reach out to the 

customers and the airlines, it is used as a marketing strategy. The firm tries to associate them 

self with the airports and airlines, usually by being mentioned on their websites. This brings 

to the firm recognition from other parts as well as portraying them as a serious firm. This 

brings value to the brand of Hittaflyget.se.  The firm also uses a other type of network, as the 

entrepreneur considers; “international way of thinking”, by using a particular website, the 

firm can find programmers around world cheaper. At this moment the firm uses programmers 

from Ukraine, this knowledge that they have is considered as a main resource, due to the lack 

of skill on programing of the entrepreneur. In addition, the other main resource is the time 

and money. This is saved through this website network. The firm has a small amount of 

resource “so it is important to spend it on the right things in the right order, but you will not 

know until it is done”. However, the resources did not have any particular impact on the firm, 

“everything is so similar now, due to internet, so I can find resource where some”. 

 

In addition, “the company climate in Sweden is good”, which has had an impact on the 

security level of the firm on the domestic market, on the other side the government of 

Sweden, did not play an impact in the fast internationalization process. However, the firm is 

very dependent on what happening in the financial world, due to this affects the customers’ 

ability to travel “with a good economy people travel more, if something happens we will 

notice right away”. 

4.4 Case Four: The story of Tripleone Media 
 

Background 
Tripleone Media was founded in 2011 in Halmstad, Sweden by Nicolas Rihan. With more 

than 20 years of experience in the media production industry, Tripleone Media recruits talents 

and produces video, providing complete media solutions linking Scandinavia and Middle 

East. With its creative and technical skills, Tripleone Media ensures the quality of its services 

and the visibility of its customers. Moreover, the solutions offered are two-way media 

production, distribution, programming as well as online services. Tripleone Media produces 

documentaries and sells them on the Middle East market in order to take advantage of the 

quality of the Scandinavian documentaries on a market they are not known yet. Furthermore, 

Tripleone Media provides solutions through the whole production planning, budgeting and 

scheduling process. It implies the recruitment of a crew to ensure the video production, the 

rental of equipment, the casting, the location scouting, the film permits and some advices for 

the shoot. The vision of Tripleone Media is
6
 “To build a lasting bridge that brings together 
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 In this case study of Tripleone Media, all quotes will be based on the CEO Nicolas Rihan, 2012 
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the talented with the talent-seekers of two of the richest cultures in the world while 

developing stronger business ties and communication in the media industry, within those 

geographical regions”. 

 

Going international 

Not long after being installed in Sweden, Tripleone Media starts its internationalization in 

2012, however, beside the internationalization, the firm still works with the improvement of 

its services and developing new ones. For example, the firm is currently developing a new 

website which is going to be operational in May 2012. Additionally, Nicolas received 

contacts from people from other countries and under the demand and opportunities; he 

decided not to limit his activities to Scandinavia and Middle East but to go global. For 

instance, he received demands of free lancers from United-Stated, United-Kingdom, The 

Netherlands, France, and so on. Moreover, these countries are considered as big markets in 

the sector, which makes the opportunity even more interesting for Tripleone Media, even if 

such an early internationalization was not part of the plans of the company in the beginning. 

It just happened with opportunities and the internationalization of the company is not due to a 

need of reaction to other factors such as the internationalization of a competitor for example. 

 

The international characteristic of the activities of Tripleone Media is obviously an asset for 

the company. Actually, for example, an American documentary sold in Lebanon will have an 

exotic aspect and will treat topics that can be more interesting for local people than a local 

Lebanese documentary. In the same way, Scandinavia appears not very known by people in 

the Middle East and a documentary about Scandinavia could represent for them a discovery 

of something exotic. That is also applicable in the opposite way, Swedish people do not know 

Middle East culture. If this cultural aspect was for sure a motive of internationalization for 

the firm of Halmstad, the fact that Nicolas, originally from Lebanon got married in Sweden 

also played an important role in the choice of countries. There were also opportunities to 

work with the Middle East; something was missing there such as expertise which is not easy 

to find there was also a great opportunity for Tripleone Media.  

 

Furthermore, the development of technology also played a role in the development of the 

company by changing a little the way of working, it also played a role in the 

internationalization of the company. That is the reason why internet and social media such as 

Facebook are used by the company to develop it, especially while talking about the 

promotion. Nicolas adds that the website of the company is its shop and that the company 

must have an attractive website to ensure its activities. Internet also played a role as it made it 

easier to deliver the documentaries online instead of shipping it. For the ones that cannot be 

shared online, Tripleone Media still deliver it physically but recognizes that it is now easier to 

send a DVD than several CD’s. 
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Another aspect of the internationalization is the spread of risks that it implies. Tripleone 

Media operates in several markets and thinks it is a better solution to face the current 

economic crisis. But it is also a way to take advantages of the differences between markets 

that are not so much homogeneous according to Tripleone Media and the situation is 

expected to remains the same in the following years. Differences can be found in the treated 

topic but also in the quality of the production of the documentaries between different 

countries. For example, the main difference between the domestic market and the Middle 

East is the lack of profiles of professional people and in Sweden, there is a lack of services, 

services are faster and easier there. 

Tripleone Media distinguish itself in the market by the fact that the firm continuously adds 

services to its offer and is able to provide solutions for the entire production process. That 

characteristic makes that Tripleone Media does not have any serious competitor able to 

provide the same services through the whole process. The media sector is not considered safe 

by Tripleone Media which still keep in mind that the competition can be hard in this sector 

and that another company can come up and provide the same services, making the 

competition very hard. However, some entry barriers making it very difficult for another 

company to get in the market represent a protection for Tripleone Media against some 

potential competitors. Others actors of the sectors are more seen as a source of inspiration 

than a real threat as competitors, that is the reason why Tripleone Media cares about the 

relation it has with other actors of the sector and can establish partnerships with them. 

 

Other actors 

When he entered the market, Nicolas already had a network but did not really relied on it and 

preferred to create new contacts thanks to e-mails and calls. Moreover, the network he had 

did not influence his decision to enter those particular markets which are Sweden and Middle 

East. Tripleone Media uses its network to establish partnerships which share their services to 

extend the offer of Tripleone Media and its partners through outsourcing. These partnerships 

can be created thanks to long lasting business relationships. The partnerships give to 

Tripleone Media more expertise and can also be a source of inspiration for the company 

which shares its ideas with these connections to while developing new products. As a result 

for Tripleone Media to have a big network with professional people. The network of 

Tripleone Media can also be useful for the internationalization of the firm, especially while 

considering new markets that the company does not know yet, actually, the network makes 

the internationalization easier and it would not be a good thing to do that without the 

network. 

Even if some services are outsourced by Tripleone Media, the entrepreneur, Nicolas who still 

works alone in the company, it implies that he has to do most of the things alone. He contacts 

the potential partners, contributes to the development of the products, the role of the 

entrepreneur is then crucial in the company. Moreover, the role of the entrepreneur in the 
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case of Tripleone Media is also crucial for the internationalization process, especially to 

establish contacts with partners abroad and to make good business relationships with other 

companies abroad. The early internationalization is influence by the willingness of the 

entrepreneur and the internationalization was part of his vision since the beginning of the 

company. 

 

At the moment, the taxes on companies that are applied in Sweden do not represent a barrier 

for the development of the company, neither for its internationalization. On the contrary, in 

the future, taxes can be another motive that would push Tripleone Media to increase its 

internationalization and maybe be registered in abroad. So the taxes and fiscal pressure 

definitely influence the internationalization of companies according to Tripleone Media, it is 

however still not so much the case for the firm of Halmstad. Tripleone Media did not either 

receive subsidies or helps from the government to develop or internationalize.  Beside the tax 

system that could push Tripleone Media to relocate in the future, another problem linked with 

the location of the company occurs. The limitations in terms of connections with bigger cities 

and companies located there could be a reason to relocate to company somewhere the 

connections with the other actors of the sector can be established more easily. 

If the network appears as a resource of importance in the company, especially through the 

partnerships set up; money is another one. Tripleone Media needs money to develop its 

public relations, its promotion and to make this marketing process easier with a bigger 

budget; even if the costs can be limited thanks to internet and the social media. However, the 

need of money did not play any influence in the choice of countries during the 

internationalization process. Some special skills can be also considered as a resource in the 

company Tripleone Media; actually, while considering programming, really few companies 

are able to provide such a service, what gives an advantage to the firm of Halmstad over its 

competitors. The understanding of the markets and their needs in different countries is also 

part of the advantages of Tripleone Media that deserve to be mentioned. 

Finally, to conclude about the internationalization process of Tripleone Media, the sentence 

of its CEO Nicolas can be mentioned; “there is not a main motive that can be considered 

more important than another but the internationalization process of the company is the result 

of a mix of different factors that interact together”. 
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Chapter 5: Analysis of empirical data  
This chapter presents the analysis of the data collected. First a within case analysis will be 

presented, thereafter a table of the main point, and finally a cross case analysis. 

5.1 Within Case Analysis  
In this first section of the analysis, a within -case analysis will be conducted. Here each firm 

will be analyzed in comparison to the theories based on the frame of references, all the 

motivational factor will be covered in this part.  

5.1.1 The Firms as Born Global 

All of the four case studies have shown to be Born Global firms. According to the definition 

given in the introduction, the firms are Born Global firms because their cases fit the mix of 

definition in the strictest sense of the definition mix. Actually, they were all established less 

than 10 years ago, following the criteria given by Moen (2002) and started to operate in more 

than 3 countries (Harveston, 2000) within 3 years (ibid). If Hurmelinna et al. (2002) and 

Dominguinhos (2002) mention in their definition that the purpose of a Born Global is “to 

seek to derive a significant competitive advantage”, Knight (1997) and Harveston (2000) do 

not mention any specific purpose in their definition of a Born Global. 

5.1.2 Motivation of Globalization  

According to the theory of Doole and Lowe (2008), various globalization factors such as 

innovations, and communication, have an impact on the firms when it regards the 

internationalization process. Furthermore, Doole and Lowe (2008) also characterize the 

companies due to their approach (push or pull) of the market as well as Albaum and Duerr 

(2008) thanks to their motives during the internationalization process. In this way, companies 

have to be distinguished between the companies with a push approach and proactive behavior 

which tend to have an active behavior regarding the market and look for opportunities to 

develop their business. In the contrary, the companies with a pull approach and a reactive 

behavior tend to have a passive behavior and act in reaction to internal or external factors. 

Moreover, Wild et. al, (2008) suggested that the development of various innovation of 

technology has shown to give firms for instance the ability to easier communicate with 

partners around the world. The companies can now find contacts and customers faster, and 

are also more accessible throughout the world. Other factors as time differences and other 

disadvantages are less problematic. Additionally, due to the development of globalization 

factors markets has become more homogeneous throughout the world. Various markets are 

easier to adapt to, and it has also giving all firms the same opportunities and rules (Wild, et. 

al, 2008, Dekimpe, et. al, 2000) 
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Case One: DD Company AB 

In the case of DD Company AB the firm had the opportunity to get contacts and customers 

through travels around the footballs markets. By this, the firm could get important key 

persons in various teams and countries, which had an impact on the success and the entry on 

the markets.  

Technology also brought the firm a major marketing opportunity which was found in the 

social medias. By using this, the firm could contain a low budget and also find new potential 

customers. 

In the industry and market that the DD Company AB operates on, playing and exercising 

football is the same all over the world. Due to this the football market and the product Pal 

Original is considered global (homogeneous), which did have an impact on the 

internationalization process, making the whole world a potential market for the DD Company 

AB. In addition, the domestic market was not ready for Pal Original.  

Nowadays teams and players can learn from each other, because of the possibility to watch 

the top teams play on TV. This making the market more homogeneous and striving towards 

more similar ways to practice football.  

 

When comparing the motives of globalization theory of Doole and Lowe (2008) and Wild et. 

al. (2008) with the case study of DD Company AB it shows that the globalization as a more 

integrated world did have an impact due to making the process easier. Some of the 

opportunities brought from the factors coming from the globalization.  So in other words the 

case study seems to agree with the theories. Moreover, DD Company AB can be sorted in the 

Push category of companies, having a proactive behavior on the market according to the 

theory of Doole and Lowe (2008) and Albaum and Duerr (2008). That can be verified mainly 

thanks to the fact that DD Company AB looks for opportunities on foreign markets under the 

willingness of the entrepreneurs to sell their unique product abroad. 

 

Case Two: Ecopower Academy 

Ecopower Academy internationalized its activities after the company received people from 

different countries and which considers its domestic market as a small one. The fact that 

delegates from different countries came at the first event organized by Ecopower Academy is 

due to the presence on internet of the company, what indubitably lead to the international 

development of the company. Moreover, the globalization of the economy allows Ecopower 

Academy to reduce the risk linked to the government shifts and the conjuncture that occur in 

its business. Moreover, the development of technology, especially the e-mails facilitates the 

partnerships. Furthermore, Ecopower Academy recognizes that the development of 

technology such as internet and e-mails makes its business easier and contributes to the 

development of the firm. However, Ecopower Academy also mentions that the e-mails 

obviously facilitates its business, it would still be possible to work without it. Another 
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advantage of the development of technology that Ecopower takes advantage is the reduction 

of the marketing costs, actually, Ecopower Academy did not spend any money to market its 

services outside the Nordic region but still had an internationalization outside this region 

thanks to its website. Additionally, the homogenization of the customers and markets as a 

facilitator of the internationalization of the companies is nuanced in the case of Ecopower 

Academy. Actually, the company benefits from this homogenization to a certain point, and 

reach the limit of this theory while considering countries such as Turkey that the company 

still avoids due to a fear of difference and specificities in the market and the customers.   

 

The case of Ecopower Academy confirms the theory of Doole and Lowe (2008) and Albaum 

and Duerr (2008) that can be observed while viewing of the delegates from different 

countries pushed the company to internationalize. So Ecopower Academy can be 

characterized as a company using a Pull approach and reactive motives of 

internationalization. It also demonstrated that Ecopower Academy was operating on a global 

market. Furthermore, the theory of Doole and Lowe (2008) is fully verified as well as the one 

of Wild et. al, (2008) while viewing the facilitating role the technological development had 

on the internationalization of the company. However, the case of Ecopower Academy is more 

nuanced with the theory of Wild et. al (2008) while evoking the homogenization of the 

markets and customers. The case of Ecopower Academy verifies the theory of Wild et. al 

(2008) until it faces a limit while considering the Turkish market, still considered different 

and so with a lower level of homogenization by the board of Ecopower Academy.  

 

Case Three:  Hittaflyget.se  

As HittaFlyget.se is operating on the online markets, the globalization and technological 

innovations has been a must for the firm to be active. Moreover, through provide an online 

service the firm can get customers on many different markets, making the fast 

internationalization process happening naturally. The firm’s website can be found in various 

languages, and when entering a new country and market, the firm can just translate the 

website as well as add some new airlines.  

By taking the opportunities given through the development, the firm illustrated the further 

that lies in there way by following the process. The firm can find a unique niche which will 

provide them an outstanding advantage.  

The firm does not market themselves very much, the customers usually find them through 

online searches as Google, which the company can learn from and direct the information on 

the website.  

Moreover, the firm can do much online on a small budget. The company can now provide the 

customers with much information about the traveling systems, and give a fast comparison.  
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The theory of globalization motives compared to the case gave the result that the Doole and 

Lowe (2008) theory of the impact on development were agreeing. Due to the Internet based 

service as well as the opportunist that come with it had an impact. Especially that all contact 

with the customers takes place online, and all the services is there, the technology has an 

impact on all the actors on the market. Hittaflyget.se can be defined as a company using a 

Push approach and proactive behavior according to the theories of Doole and Lowe (2008) 

and Albaum and Duerr (2008), especially while considering the fact that the company 

internationalize while looking for new markets and opportunities abroad. The theory of Wild, 

et. al (2008) is also in  line with the case. Most of the communication between the partners 

and customers takes place through technology. Yet, as the website is based on travels, and 

that the market is in most factors already homogeneous, which cannot be considered as a 

motivation for the firm in the internationalization process. However, do to other globalization 

factors the firm can easier access other markets, as well as. 

Moreover, the market is not a 100 percent homogeneous due to the various preferences in 

different countries, so by doing the homework, the market can be adapted to easily.  

 

Case Four: Tripleone Media 

The international characteristic of the activities of Tripleone Media is obviously an asset for 

the company. Actually, for example, an American documentary sold in Lebanon will have an 

exotic aspect and will treat topics that can be more interesting for local people than a local 

Lebanese documentary. There were also opportunities to work with the Middle East; 

something was missing there such as expertise which is not easy to find there was also a great 

opportunity for Tripleone Media. Furthermore, if the development of technology also played 

a role in the development of the company by changing a little the way of working, it also 

played a role in the internationalization of the company. That is the reason why internet and 

social media such as Facebook are used by the company to develop it, especially while 

talking about the promotion. Besides the firm needs a attractive webpage to ensure activity. 

Internet also played a role as it made it easier to deliver the documentaries online instead of 

shipping it. For the ones that cannot be shared online, Tripleone Media still deliver it 

physically but recognizes that it is now easier to send a DVD than several CD’s. 

 

The case of Tripleone Media fits the theory of Doole and Lowe (2008) in the sense that 

globalization factors such as innovations and communications have an impact on the 

internationalization process of the company. Furthermore, due to its internationalization 

under the unexpected demand from other markets, the company Tripleone Media can be 

characterized as a company using a Pull approach and a reactive behavior according to the 

theories of Doole and Lowe (2008) and Albaum and Duerr (2008). However, Tripleone 

Media claims that differences still exist between the markets, especially while talking about 

innovations, technology and their quality, nuancing the theory of Doole and Lowe (2008) 
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about the globalization. While viewing the theory of Wild et. al (2008), it appears that the 

case of Tripleone Media perfectly fits it. The various innovation of technology such as 

internet, e-mails and social media, Facebook in this case, increase the ability of Tripleone 

Media to communicate in an easier way with its partners abroad, as well as promoting the 

company and developing its public relations. While viewing the homogenization of markets, 

the theory of Wild, et. al. (2008) has to be nuanced with the case of Tripleone Media. 

Actually, according to Tripleone Media, the markets are still different and so still do not have 

reached a homogenization level that the company still can benefit from the differences 

observed between the markets where the firm operates. The case Tripleone Media is also in 

contradiction with the theory of Wild, et. al. (2008) and actually take advantage from the non-

homogenization of its markets. 

5.1.3 Motivation of Industry and Markets 

Mudambi and Zahra (2007) claimed that the various characteristics on markets have an 

influence on the actors in the industry. According to Bell. et. al (2001) there are certain 

“episode” and happenings that can encourage firms to establish outside the domestic markets. 

Moreover, it has been claimed by Barney, 2001, that a firm should in some way try to gain 

control over the other actors (competitors) on the market. By attempting to have control, the 

firm can reduce the treats and increase the chance to survive. This also applies when a firm 

enters a new market, then the firm should establish who the competitor is, and whom can 

become a competitor. 

 

Case One: DD Company AB  

DD Company AB the industry is most characterized by the key players’ names and actions. If 

the firm can get some of these key players to be interested in the product, they would be able 

to grow much faster as they are the face of the industry. In the market that the firm is 

operating on at the moment, they have managed to convince some of these key players in the 

big well- known teams. Gaining a great advantages by doing so, and as they do not have 

these key persons on the domestic market, can be the explanation of the slow growth 

compared to the growth on the global market. In addition these markets have a tradition of 

watching and playing football, making even the private market available. The philosophy and 

traditions footballs had an impact on the internationalization process as this affected the 

choice of attractive markets. The firm tried to gain the market in South Africa to do the 

events of the world cup taking place.   

Moreover, the Swedish football market has a special market characteristic, regarding the 

control level of the Swedish football association, which controls the Swedish market. They 

make all the decisions, all clubs needs to get an approval from them to be able to take actions. 

Even outside of the boarder, if someone wants to integrate with the Swedish football market, 
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they also need to go through them. However, the Spanish football association does not have 

the same power; therefore it is easier to integrate on that market. 

 

There is not a great number of competitors on the DD Company AB: s market. Although, the 

once that is active is by the firm considered very important, due to being quite alone on the 

market, the firm and the product need to be spread on to other market by and reach other 

trainers. They have personal relationships with some of the other actors. The firm and the 

competitors have a sort of cooperation which allowed the customer to decide which the best 

on the market is. However, they keep an eye on all of the competitors through their website to 

have some perception on was going on.  Although, the main difference between DD 

Company AB and the competitors is the monetary capital, the other has much more, 

describing that they know their competitors. 

 

By the firm success to get key players from big teams to support and use their products, they 

confirm the theory of Mudambi and Zahra (2007). It did have an influence on their entry and 

the success on the market. Moreover, by being able to operate on the bigger markets of the 

industry, the firm has access to more customers. The special events could be translated to the 

opportunity arising during events as the world cup being a special episode as the theory of 

Bell. et. al (2001) suggested. The theory of Barney (2001), although the firm is to some 

extent cooperate with the competitors, they have some control over how the take actions, 

and still remain some control of what is going on. Moreover, by knowing the difference in the 

amount of finances, the firm can use it in the tactically planning.  

 

Case Two: Ecopower Academy  

Ecopower Academy internationalized quickly after it established, actually, after the first 

event of the company when delegates from different countries attended to the conference. 

Even if going international in such an early stage was not part of the business plan of the 

company, the board of Ecopower Academy understood the possibilities of expansion abroad. 

Ecopower Academy did not conduct any marketing outside the Nordic region and a really 

diversified audience attended. That showed to Ecopower Academy that the market was very 

international. Moreover, Ecopower Academy also realized the limits of its domestic market. 

Ecopower Academy also internationalizes to reduce the dependence of the company to the 

trend observed in a market or in the government shifts that can occur in a country and what 

directly influence the subsidies dedicated to the wind-power industry. 

Ecopower Academy cares about the contact the company has with the different actors on the 

market. The company tries to track its competitors but still does not feel it has a control on 

them. Tracking its competitors allows Ecopower Academy to keep aware of watch they do 

and they are even a source of inspiration for the firm of Halmstad. However, even if 

Ecopower Academy tracks them, the company does not feel it has a control on them. 
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The case of Ecopower Academy corroborates the theory of Mudambi and Zahra (2007) in the 

sense that the various characteristics of the market and the industry of Ecopower Academy 

play a role on its business and its internationalization. Here, the characteristics of the market 

and the industry that have an impact on Ecopower Academy are the limited size of the 

domestic market and the influence that the politics have in the wind power industry. By going 

abroad, Ecopower Academy copes with the limited size of its domestic market and reduces 

the risks linked with the conjuncture and the politics of a particular market. 

The case of Ecopower Academy also confirms the theory of Bell. et. al (2001), a special 

episode can be underlined while considering the first event of the company, when delegates 

from several countries attended the conference, making the board of Ecopower understanding 

the international opportunities of their business and pushing the international development of 

the company. 

Finally, the case of Ecopower Academy confirms the theory of Barney (2001), because the 

company tries to track and keep listening the activities of the actors of the market and the 

industry. Even if Ecopower Academy recognizes having no real control on them, the fact the 

firm tracks them fits the theory of Barney (2001). 

 

Case Three: HittaFlyget.se  

When doing the case study of Hittaflyget.se it portrayed that the main characteristics on the 

market, firstly, was that the firm earn profit through commission.  Secondly, in the industry if 

you are unique it is very easy to grow, thirdly, having the right network to get contracts is 

very important. Then finally, the development of technological, all of these had an impact on 

the firm do to it made it develop faster.  

The countries that the firms are integrating on happened through contact and good luck. The 

firm has not marketing themselves at all. All the commission made from outside of the 

domestic market is considered as a plus. The main different between the new markets and the 

domestic markets shown through the case the way the transport system works. 

The firm has two main competitors. Hittaflyget.se does have a certain control over them by 

always trying to be one innovations step ahead. Always searching for improvements and 

cheaper programmers, they are also very aware of what they doing. However, the risk is very 

low for the firm. By being on the Internet, with no marketing has no really costs, makes it 

easier to focus on other things.   

 

The main characteristics on the industry according to the case study did have an impact on 

the process, like the theory of Mudambi and Zahra (2007) claimed. The factors made the 

process faster and as all actors is more or less depending on these all is affected if something 

changes or happens. To some extent the theory of Bell et. al (2001) regarding the episodes 

impact, the firm did not have any marketing on other market, but did succeed anyway. 
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Moreover, one of the reasons could be that the customers Google a comparison and found the 

firm. As well as due to the right contacts and good luck. As the firm does have a low risk, 

they do not have to worry so much about the competitors based on survival. However, the 

firm confirms the theory of Barney (2001) by still following the moves of the competitors as 

well as trying to outshine them.  

 

Case Four: Tripleone Media 

Tripleone Media first started its business between Sweden and the Middle East, establishing 

outside these two regions was not part of the early plan of the company. However, after it 

received several demands from outside its original market, Tripleone Media realized the 

opportunities it was possible to make abroad. Moreover, these new markets that are among 

others United-Stated, United-Kingdom, the Netherlands, France, are considered as big 

markets in the sector, what streanghenth even more the value of the internationalization 

perspective. Furthermore, one of the activities of Tripleone Media which is the sale of 

documentaries leaves large opportunities for internationalization. Actually, selling a foreign 

documentary on a market is considered as an asset due to the exotic characteristic it can 

represent and the differences in quality that can be observed between different countries. 

Tripleone Media provides entire solutions along the production process of film and 

documentaries and cannot really identify any competitors providing such a complete service. 

Moreover, Tripleone Media relies on entry barriers to protect it from potential competitors 

and would consider another company coming in the market as a source of inspiration. 

 

The case of Tripleone Media confirms the theory of Mudambi and Zahra (2007) in the sense 

that the characteristics of the industry and market influence the development of the company. 

Not only while considering the characteristics of the new markets which are seen as big ones 

in the sectors but also while considering some specific aspects on the different markets, for 

example the difference in quality that can be observed from one place to another. The case of 

Tripleone Media also verifies the theory of Bell. et. al (2001), the company started to 

internationalize outside its two prime markets after receiving demands from other countries. 

This special episode made Tripleone Media realized that its business had opportunities to 

catch on a global level and started its broader internationalization. While considering the 

theory of Barney (2001), the verification can also be brought in the case of Tripleone Media. 

Actually Tripleone Media does not identifies any competitor able to provide the same 

services, but keeps looking on the possible new entrents on the market to make sure the 

company does not miss the appearance of a new threat on the market, what fits the theory of 

Barney (2001). 

5.1.4 Motivations of Resources 
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Through the research of Fan and Phan, (2007) it was claimed that a firm with the right 

internal resources the firm will gain success on a foreign market. Moreover, Greene and 

Brown (1997) also suggested that there is a link between the internal resources within a firm 

and its performance. In addition, Bell, et. al (2001) and Knight & Cavusgil, (2004) explained 

that the key motivation and resource for a Born Global firm is the knowledge of the 

entrepreneur.  

Furthermore, when the firm can get the insight that there are resources available on the new 

market, it tends to have a impact on the orientation (Greene & Brown, 1997). 

 

Case One: DD Company AB 

The employees have a great passion for football; however, they do not have some much 

monetary resources available. As the firm uses retailers on the various markets, they need to 

have the knowledge about the product, and to be able to sell the product, some passion needs 

to be there.  

By having a strong passion for football as a type of resource, they want in general to improve 

the skills of the Swedish football players. However, the Swedish football philosophy is more 

of team spirit and not of the individual skills. Moreover, there are some similarities between 

the other global markets which engage the same passion as the entrepreneur and have 

philosophies of individual skills. Due to this, those markers and that type of resources are the 

chosen ones and considered the most attractive once.  

 

The three main resources of the firm are the human knowledge and the passion of the 

entrepreneur, as well as the important and influentially customers. By this the case study 

should to agree with the theory of Fan and Phan (2007), Greene and Brown (1997), and Bell, 

et. al (2001). Through these three resources the firm has been able to build the right contacts 

as well as getting internationalized. As it was part of the vision for the entrepreneur, as well 

as part of the passion. Moreover, some countries have more passion for football then others, 

these markets have been entered as well as is considered as potential markets, based on the 

typical traditional football view. As well as there are the hosts for some of the best football 

teams in the world. Due to this the case study has showed to agree with the resource and 

orientation theory of Greene and Brown (1997).  

 

Case Two: Ecopower Academy 

According to the board of Ecopower Academy itself, the main resources of the company are 

the human resources and their related skills that can be found in the partners of the company 

but also in the knowledge of the entrepreneur. Moreover, the specific skills that the 

entrepreneur and the partners of Ecopower have make the strength of Ecopower in Sweden 

and abroad; when the entrepreneur recognizes opportunities and when the company 

collaborates with partners. The physical resources such as the turbines and other material, 
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physical equipment that can represent a hassle to get are also resources of importance that 

influence on the development of the company. Actually, the resources available to Ecopower 

Academy directly influence the trainings the company is able to provide. These resources can 

also become a distinction from the others actors present on the market in the case of 

Ecopower Academy can have equipment that its competitors cannot get. Beside these 

resources, Ecopower Academy claims that the financial resources play a limited role on the 

development of the company. 

 

Confirming the research of Fan and Phan, (2007), Ecopower Academy ensures its success in 

Sweden and on international markets thanks to the specific skills of its human resources and 

its entrepreneur in one hand and in the other hand by the trainings that the company can 

provide thanks to the physical resources that the company disposes. It also appears obvious 

that the case of Ecopower Academy goes in the sense of the theory of Greene and Brown 

(1997), the company disposing of internal resources mentioned above ensuring its 

performance on the domestic market and abroad. However, the theory of Greene & Brown 

(1997) cannot be fully confirmed by the case of Ecopower Academy. However, if the 

physical resources were available, it would orient in a way the development of the company 

on a new market, and influencing the trainings that can be provided with the equipment 

available. This impact is however limited, due to the fact that Ecopower Academy still 

provides the same services, the trainings, but just adapting the subjects available if the 

company cannot get the needed equipment. Finally, the resources available can have an 

impact on the orientation of the internationalization of the company, according to the theory 

of Greene & Brown (1997), especially while considering the influence the entrepreneur has 

on the company by catching opportunities of internationalization. 

 

Case Three: HittaFlyget.se 

As told Hittaflyget.se is active as an online service.  The entrepreneur has realized that he 

himself cannot do all the things that are required on an online website. Therefore, the people 

that can do it, and do it well are an important resource for the firm. These people very found 

in an international way, hence, the entrepreneur found them on a website where the firm can 

find cheap workforce. Due to this, the company has Ukrainian programmer, which works 

much faster and cheaper, then the once they would find in Sweden.  

Moreover, they were quite easy to find. The entrepreneur just did a search and decided to hire 

them. 

Also as the firm has a low budget, that needs to find good people for a lease amount of 

money.  

However, Hittaflyget.se looking for investors, if then the monetary resources will also play a 

part.  
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Another perspective on the researches could be due to the founder is a pilot, the business 

model and actions are based on these experiences of the entrepreneur.  

 

As the firm went international by good luck, the resources did not have an impact. However, 

due to the skills of the programmers, this good luck actually happened through the website. 

Therefore, in this other external factors, the case showed that Fan & Phan´s (2007) and Bell, 

et. al (2001), theory, could be seen as confirmed. The theory of Greene and Brown (1997), 

were disagreeing to the case study, main because the firm found its main resource around 

other markets, using an even more international perspective when searching for the resources. 

Moreover, as the firm does not know how the other bigger firm does their programing, there 

is some sort of advantages, however, they are still bigger.  

 

Case Four: Tripleone Media 

Tripleone Media identifies three main resources important to the development of the 

company; the network, the special skills and the money. However, all indicates that the 

entrepreneur and his knowledge and background also represent a resource for the company 

Tripleone Media. The network is used in the company to establish partnerships and develop 

its activities. The special skills of the company seen as an asset are the programming of the 

company that distinguishes the firm from the market. Furthermore, the money is needed by 

Tripleone Media to develop its public relations and its marketing. However, the money, if 

considered as important for the development of the company, does not influence the choice of 

country during the internationalization process. And in the other hand, even if needed to 

promote the company and develop the public relations, the need of money can be limited by 

using means such as the social media. 

 

The case of Tripleone Media confirms the theory of Fan and Phan (2007), the network; the 

special skills and the knowledge of the entrepreneur of the company allow its success on 

international markets. The network ensures the development of the activities of the company 

through partnerships what brings special skills to the company that distinguish it from the 

market and ensure its performance. This performance aspect also allows the case of Tripleone 

Media to verify the theory of Greene & Brown (1997). The theory of Bell, et. al (2001) is 

verified by the case of Tripleone media, the knowledge of the entrepreneur, his ability to 

catch opportunities on new markets is a key motivation and resource for the company. The 

money considered as a resource also confirms the theory of Fan and Phan (2007) because it 

helps the company to promote itself abroad and develop its public relations, what 

undoubtedly contributes to its success abroad. However, the money considered as a resource 

does not go in the sense of the theory of Greene & Brown (1997) because no relation had 

been established between the performance of the company and the money it disposes. Finally, 

while considering the impact on orientation of the company,  the theory of Greene & Brown 
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(1997), the resource of the entrepreneur’s knowledge mentioned previously confirm it 

because it influences the development of the company and the internationalization process of 

Tripleone Media. Even if this last theory does not appear verifiable for the other resources 

considered in this case. 

5.1.5 Motivation of the Entrepreneur  

According to Bell. et. al (2001), most of the entrepreneurs behind Born Global firms are 

active and are in general relaying on breakthroughs in different processes. Moreover, 

suggested by Oviatt & McDougall, (2004), Bell, et. al (2001), Mathews & Zahra, (2007), and 

Andersson & Wictor, (2003) an entrepreneur with the vision of internationalization from the 

inception stage can influence the actions and motives for the firm.  

 

Case One: DD Company AB 

The two entrepreneurs are very important bringing a lot of passion as well as energy which 

transform into the willingness to succeed and to develop football. The two of them has put a 

lot of time and money into the process of the firm. They have traveled a lot to establish new 

contacts, and with their personal properties many of the retailers has been won over. By 

doing this they pushed the firm to go outside of Sweden.  

 

The entrepreneurs understand the football market and how it works, due to many years of 

experience. Moreover, they early understood that the product was meant for the global 

market, and that it would even fit better on some of the other markets than the domestic one. 

Furthermore, during the case study it was showed that the firm considers the entrepreneurs as 

the greatest influence for the firms fast internationalization process.  

 

Due to this described the DD Company AB and its entrepreneur’s fits to the theories of Oviatt 

& McDougall, (2004), Bell, et. al (2001), Mathews & Zahra, (2007), and Andersson & 

Wictor, (2003). Firstly, the entrepreneurs have been very active in various ways through the 

whole process, the have also spend a lot of time and money to evolve the firm. Secondly, as 

the entrepreneurs realized quite early that they did have a good product, that would work on 

mostly all the footballs markets in the world. Hence, the entrepreneurs had the vision of a 

early internationalization process right from the start.  

 

Case Two: Ecopower Academy 

The internationalization of Ecopower Academy outside the Nordic region ws not in its 

business plan, at least in an early stage. However, after the first conference, Mårten Nilsson, 

the CEO of Ecopower Academy understood the global characteristic of the wind power and 

implicated himself in the international development of the company. Moreover, the role of 
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the entrepreneur plays an important role on the new markets the firm tries to penetrate by 

ensuring the contacts on the new markets. 

 

The case of Ecopower Academy corroborates the theory of Bell. et. al (2001) while 

considering the active part that Mårten Nilsson takes in the internationalization of the 

company. Firstly, by being aware of the importance of the international development of the 

company and secondly by being implicated while contacting the actors of the industry on a 

foreign market the company targets. 

If Mårten Nilsson, the entrepreneur did not have an international vision for his company 

when it established, he rapidly understood the global aspect of the wind power industry and 

the international opportunities of the company and internationalization appeared as a natural 

way to develop the company. Considering that, the theories of Oviatt & McDougall, (2004), 

Bell, et. al (2001), Mathews & Zahra, (2007), and Andersson & Wictor (2003), appear 

applicable and relevant to the case of Ecopower Academy. 

 

Case Three: HittaFlyget.se  

The entrepreneur is the only one that is working actively in the firm. Besides this he is a pilot, 

still working. By owning 66 percent of the firm he also makes all the decisions. Therefore if 

something goes wrong he will be single blamed by the board. Through the website, it all 

handled itself. The first thought of the entrepreneur were to just go with it. However, to be 

able to provide the new market with the travel options there, the entrepreneur could rely on 

the contacts he had gain through his work.  

From the start the global market was a vision for the entrepreneur, much do to the passion of 

flying, and as it happen quit natural, every market share was a success factor.  

 

By this, both the theory of Bell. et. al (2001) and the theory by  Oviatt & McDougall, (2004), 

Bell, et. al (2001), Mathews & Zahra, (2007), and Andersson & Wictor, (2003), was 

confirmed in the case study of HittaFlyget.se.  

 

Case Four: Tripleone Media 

The entrepreneur, Nicolas works alone in the company; it implies that he has to do most of 

the things alone. He contacts the potential partners, contributes to the development of the 

products, the role of the entrepreneur is then crucial in the company. Moreover, the role of 

the entrepreneur in the case of Tripleone Media is also crucial for the internationalization 

process, especially to establish contacts with partners abroad and to make good business 

relationships with other companies abroad. The early internationalization is influence by the 

willingness of the entrepreneur and the internationalization was part of his vision since the 

beginning of the company. 
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The case of Tripleone Media respects what the theory of Bell. et. al (2001) claimed in the 

sense that the entrepreneur is really active in his company and acts as a real locomotive for 

the company, giving it its orientation. That can be even comforted in the case of Tripleone 

Media while observing that then entrepreneur works alone in the company, if we except the 

partners who does not interfere in the management of the company. The case of Tripleone 

Media also respects the theories of Oviatt & McDougall, (2004), Bell, et. al (2001), Mathews 

& Zahra, (2007), and Andersson & Wictor, (2003), that can be justified by the fact that the 

entrepreneur established its company international from the beginning, its activities being 

based on business between the Scandinavia and the Middle East. These theories can be 

however a little bit nuanced by the fact that the early internationalization outside Scandinavia 

and the Middle East was not part of the entrepreneur when the company established. 

5.1.6 Motivations of Network 

In 2007 Mudambi and Zahra claimed that network is accommodating when firms enter a new 

market. The networks influence and expose assets to the firm. Moreover, they also suggested 

that the networks can bring other values such as help to find resource and therefore save time. 

In addition, Oviatt and McDougall, (2004) stated that networks can bring personal values, 

however, also bring economical values. In addition they also stated that having an alliance 

with another part is value adding for the firm.  

 

Case One: DD Company AB 

Through the case study of DD Company AB it was showed that the network that the 

company had was of great help when entering the markets. For once, the firm had some help 

from the Swedish “Export rådet”, that did provided some assistance. For instance, Export 

rådet helped the firm to do research on different markets, as well as trying to provide them 

with the right football contacts.  

Moreover, the firm only uses retailers on the various markets. Much work has been done by 

the entrepreneurs themselves through different events and football fair and done networking.  

However, the firm does not have so much that can be defined as a global network, although, 

they have some contacts with Swedish football plays whom playing or training different 

teams on the European market. It was very important for the firm to have a good impression 

of all the people involved in there process. So all in the network concerning the sales, have 

been meet personally to know that they are serious and trustworthy, by this it could be found 

value if the person was right for the job. Yet, the firm does not have any alliances with other 

parts, more a corporation association.  

 

Moreover, to some extent the case study showed that the network was of importance when 

the firm entered the new markets. That is why it to some degree supports the theory of 

Mudambi and Zahra (2007), as the Export rådet was able to help the firm to do research and 
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to find some retailers. However, most of the work was made by the entrepreneurs themselves, 

finding new “parts” and new people in teams and countries to do business with.  

The theory of Oviatt and McDougall (2004) was not accurate in the case of the DD Company 

AB as the firm does not have any alliances the theory is not in line with this case study. 

However, the theory of the value adding aspect of the network could be translated into the 

value that the special contact could bring to the firm. Therefore, this data is quite agreeing 

with the theory.  

 

Case Two: Ecopower Academy 

Ecopower Academy acquired a network through the years since it established. To create the 

network of Ecopower Academy, the entrepreneur Mårten Nilsson contacts the persons he 

wants to add to his network. The network of Ecopower Academy gives advantages to the 

company such as being in contact with the main actors of the sector but also credibility, 

especially when the firm mentions its network in its marketing. Even if the 

internationalization of the company could probably have been possible without the network, 

Ecopower Academy recognizes it would not have been a clever thing to do. Moreover, it 

appears that the network played an essential role in the internationalization of Ecopower 

Academy. Furthermore, by sharing skills and knowledge, the partners among the network of 

the company also contribute to the development of the firm. 

 

The case of Ecopower Academy confirms the theory of Mudambi and Zahra (2007); actually 

the network of Ecopower Academy appears important in the development of the company on 

new markets abroad. It can be verified by the fact that Ecopower Academy mentions its 

network while marketing its services but also when its network helps the company to be in 

contact with the main actors of a new market while internationalizing. It means that the 

network of Ecopower Academy helps the company to extend its network further and to find 

partners, and by doing so provide new human resources and skills. But the network 

established abroad also helps Ecopower Academy to find the equipment needed to provide 

the trainings, it means here again that the network contributes to find resources for Ecopower 

Academy and save time when the firm comes to a market it does not know; all this of course 

corroborates the theory of Mudambi and Zahra (2007). Furthermore, the case of Ecopower 

also confirms the theory of Oviatt and McDougall (2004), especially while considering 

personal values brought and partnerships established thanks to the network. However, the 

financial resources brought by the network state in the theory of Oviatt and McDougall 

(2004) appear not relevant in the case of Ecopower Academy. 

 

Case Three: HittaFlyget. se 

Almost all of the networks were founded through the entrepreneurs working and networking 

as a pilot. By this, he could get in though with any different airlines, as well as get them to 
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verify the firm, getting them a serious face out to the customers. The case showed that in 

whole start up and the process of the firm was caused by network. The networks have been 

involved in many things, to access all the partners as well as the growth. Usually, the contacts 

made with the airline are however, made through a second part and not direct contact.  

The firm as showed has a quite small budget, but by using the networks in a clever way, they 

can still reach for new customers and contracts.  

Moreover, the firm also has network through a online website, where they can find cheaper 

programmer, for their own price and time limited, without the need for unnecessary search.  

 

In addition, the firms also have other important networks; the scientific park has been a great 

support for the firm, also them providing them with a strong network. Moreover, the 

entrepreneur has been active on the TV show Dragons nest, which gave him and the firm 

important contacts. However, for the sake of fast internationalization, the network did not 

really have any impact. In general, the alliances have mainly been used to try to be associated 

on other airlines website. By these values as better recognizing and seen as a serious firm is 

what the partners have brought the firm. 

 

The network has brought the firm values through gaining other network. By this the company 

has been able to grow and to compete with the competitors, so the networks has not had any 

direct impact on the actually internationalization process of DD Company AB. This 

disagreeing with the theory of Mudambi and Zahra (2007), concerning the influence factors, 

however, the case shows to agree with the values that the networks can bring and finding the 

resources (the skills of the programmers). Oviatt and McDougall´s (2004) theory regarding 

the alliances showed to have an impact. This is confirmed and showed that through these 

networks, the firm can show that they are serious and that the customer can trust them.  

 

Case Four: Tripleone Media 

When he entered the market, Nicolas already had a network but did not really relied on it and 

preferred to create new contacts thanks to e-mails and calls. Moreover, the network he had 

did not influence his decision to enter those particular markets which are Sweden and Middle 

East. Tripleone Media uses its network to establish partnerships which share their services to 

extend the offer of Tripleone Media and its partners through outsourcing. These partnerships 

can be created thanks to long lasting business relationships. The partnerships give to 

Tripleone Media more expertise and can also be a source of inspiration for the company 

which shares its ideas with these connections to while developing new products, as a result 

for Tripleone Media to have a big network with professional people. The network of 

Tripleone Media can also be useful for the internationalization of the firm, especially while 

considering new markets that the company does not know yet, actually, the network makes 

the internationalization easier and it would not be a good thing to do that without the 
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network. Furthermore, as already mentioned in the resource part, Tripleone Media considers 

its network as resource crucial for the development of the company. 

 

The case of Tripleone Media confirms the theory of Mudambi and Zahra (2007), even if the 

network does not influence the choice of the markets, it appears not only useful but also time 

saving to enter new markets, according to Tripleone Media. Moreover, the network of 

Tripleone Media is a real benefit for the firm and the partners of the network bring to the 

company values such as skills or possibilities to extend this network. The case of Tripleone 

Media also agrees with the theory of Oviatt and McDougall (2004), especially while 

considering the values brought to the firm by the network such as personal values and 

alliances. However, the theory of Oviatt and McDougall (2004) is not confirmed in this case 

while viewing the financial resources brought by the network to the company. 

5.1.7 The motivation of Government 

In the research by Hessels et. al (2008) they claimed that there is a link between the social 

security system of a country and the entrepreneur. A correlation can be found between these 

two, when viewing the innovation, growth and the export. Moreover, both Hessler et. al 

(2008) and Fan and Phan (2007), described that the internationalization of a firm is dependent 

on several socio-economic factors, besides, the entrepreneur's aspiration to innovate or grow, 

in terms of job creation or export under the influence of several socio-economic factors.  

Yet, according to Bruce and Moshin (2005) and Hansson, (2010) also the authorities can 

influence the development of a firm in either a positive and a negative way, with taxes as well 

with subsidies.  

 

Case One: DD Company AB 

The social security system of Sweden, did not in this case study show that it had an impact, 

more a support if something goes very wrong. In addition, based on the information from the 

study, it can be very important to have a firm in Sweden due to taxes and other expenses.  

Yet, some help was gained through bank loan. However, the firm had some problems to get 

bank loans approved, this can be caused by the socio - environmental factors have not been as 

stable, therefore, it could have an effect on these factors. 

 

The entrepreneurs went on the global markets because of the passion, not for the sake of jobs 

and money. They took a risk by doing so, with not that much support behind them. The 

government did not have any impact on the internationalization process of the firm. 

Concerning the retailers, the firm needs to win the clubs trust instead with in some cases with 

the help from the Export rådet. 
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In this case the theory and the case do not agree. The government did not really have any 

impact on the firms fast internationalization process at all. However, some authorities was 

involved in the process, no real influence could be found in this case study. 

 

Case two: Ecopower Academy 

The social security in place in Sweden did not influence the development of Ecopower 

Academy, neither the willingness of its entrepreneur to conduct his projects. Moreover, the 

socio-economic context, especially while considering the recent economic crisis that reduced 

the subsidies dedicated to the wind power industry had however a limited impact on 

Ecopower Academy; mainly due to the fact the firm provides services of education and not 

physical products. Moreover, even if some fund were available Ecopower Academy did not 

benefit of any help from the government to develop its activities. In the same way Ecopower 

does not mention any barrier such as taxes that could have occurred in its development and 

internationalization. 

 

The case of Ecopower Academy seems different from what different theories claim. First of 

all, the relation between the entrepreneur and the social security of a country claimed by 

Hessels et. al (2008) is not observed in the case of Ecopower Academy. Secondly, the socio-

economic factors have a limited impact on Ecopower Academy what does not allow verifying 

the theories of Moreover, both Hessler et. al (2008) and Fan and Phan (2007). Finally, even if 

Ecopower Academy was aware of their existence, the company did not benefit of any subsidy 

from the government as well as the company does not face any difficulty linked with the 

taxes in place in Sweden or in the markets where the company is present; what goes against 

the theories of Bruce and Moshin (2005) and Hansson, (2010). 

 

Case three: HittaFlyget.se  

During the case study of Hittaflyget.se it was shown that the market and the customers in the 

industry are very dependent on the financial movement and balance. When the finance world 

is stable people are more in the mood and place to travel. However, the firm itself has a low 

risk and a low investment, so therefore does these factors not have a direct impact.  

Moreover, as long as the firm is on the Swedish domestic market, they can find support for 

the government, however, when going abroad, the firm fined no direct help.  

 

To some parts the theory of Hessels et. al (2008), and the data from the case study, are in 

agreement. As Sweden is a developed country and the firm operates on the innovation and 

new market, as the internet, it could to some extent be agreed upon. Moreover, the theory of 

socio- economic factors by both Hessler et. al (2008) and Fan and Phan (2007), was 

confirmed. Likewise, the theory of Bruce and Moshin (2005) and Hansson (2010) were not in 

agreement with this case study.  
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Case four: Tripleone Media 

At the moment, the taxes on companies that are applied in Sweden do not represent a barrier 

for the development of the company, neither for its internationalization. On the contrary, in 

the future, taxes can be another motive that would push Tripleone Media to increase its 

internationalization and maybe be registered in abroad. So the taxes and fiscal pressure 

definitely influence the internationalization of companies according to Tripleone Media, it is 

however still not so much the case for the firm of Halmstad. Tripleone Media did not either 

receive subsidies or helps from the government to develop or internationalize.  Beside the tax 

system that could push Tripleone Media to relocate in the future, another problem linked with 

the location of the company occurs. The limitations in terms of connections with bigger cities 

and companies located there could be a reason to relocate to company somewhere the 

connections with the other actors of the sector can be established more easily. Another aspect 

of the internationalization is the spread of risks that it implies. Tripleone Media operates in 

several markets and thinks it is a better solution to face the current economic crisis. 

 

The case of Tripleone Media does not fit the research conducted by Hessels et. al (2008), 

actually, while talking about the social security and it potential influence on the entrepreneur, 

Nicolas, the entrepreneur of Tripleone Media does not evoke any motives of 

internationalization linked with the social security. However, while evoking the socio-

economic factors, the entrepreneur evokes the crisis and a mean to reduce the risks trough the 

internationalization, what actually influences his company, in accordance with the theories of 

both Hessler et. al (2008) and Fan and Phan (2007). While viewing the theories of Bruce and 

Moshin (2005) and Hansson, (2010), it appears that the case of Tripleone Media does not fit 

currently the characteristics related to a tax policy or subsidy; Tripleone Media actually did 

not receive any subsidy and is not concerned by the taxes at the moment. However, the 

entrepreneur also evokes the potential influence that taxes might have on the development of 

the company in a further stage. 
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5.2 Cross Case Analysis 

This is the second part of the case analysis. In contrast from the within case analysis, the next 

part of this chapter will contain a cross case analysis. In the cross case instead of comparing 

the theory to the cases, the cases will be compared against each other, based on the findings 

in the within case analysis. Down below a table will be summarizing all the four cases with 

the theory. By doing these patterns will be reviled and analyzed, hence a conclusion can be 

drawn from the findings. 

The table here on the next page shows all the themes and the theories as well as all the case 

study results from the within case analysis. 

Table 3: Summarizing of empirical findings 

 DD Company 

AB 

Ecopower 

Academy 
Hittaflyget.se 

Tripleone 

Media 

Globalization 

Globalization & 

internationalization 

Push ; Proactive Pull ; 

Reactive 

Push ; Proactive Pull ; 

Reactive 

New innovations Make the 

process easier, 

e-mail, 

Facebook 

Contribute to 

the 

development 

of the firm  

New 

innovations, 

online services 

Make the 

activities & 

promotion 

easier 

Globalization of 

markets and 

production 

Homogeneous 

markets, 

football is 

global 

Keep out from 

too different 

markets 

(Turkey) 

Different 

preferences on 

various markets 

 Advantage 

from the 

market 

differences 

Industry and Markets 

The performance 

due to its industry 

Key players’ 

names & 

actions, Swedish 

football 

association 

Government 

shifts 

Commission, 

easy & fast 

growing, 

network, 

technological 

development 

Differences 

between the 

markets in 

culture & 

quality 

Episodes occurring No major 

episode 

Foreign 

delegates at 

the first event 

No major 

episode 

Demands 

from abroad  

Competitors Cooperation, 

inspiration & 

personal 

relationships 

Inspiration 

and Meetings 

with 

competitors 

Tracks and tries 

to outshine 

No 

competitors 

identified 
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Resources 

Types of 

resources 

Human 

knowledge, 

passion, & key 

actors  to build 

contacts & 

internationalize 

Special skills 

of human 

resources, 

physical 

resources & 

equipment 

Human skills Network, special 

skills 

Firm 

orientation 

Based on football 

nations 

Based on 

availability of 

equipment 

Influenced by 

the costs 

Money influence 

the firm’s 

orientation, the 

network also 

influence the 

development of 

the company 

Advantages Key actors 

bringing right 

contacts 

Advantages 

due to the 

special skills 

and physical 

equipment 

Cheaper price 

provided 

Experience, 

establish 

partnerships and 

develop activities 

Knowledge Passion and 

experience in 

football training of 

the entrepreneurs 

Special skills in 

the wind-power 

industry 

Entrepreneur 

involved in the 

sector works as 

a pilot confers a 

deep 

knowledge. 

Background of 

the entrepreneur, 

20 years of 

experience in the 

sector 

Entrepreneur 

Role of the 

entrepreneur 

Passion, energy, 

time and money 

Ensures the 

contacts and 

penetration of 

markets 

Makes all the 

decisions, he is 

the company 

Development of 

products and 

ensures business 

relationships 

Influence of 

the 

entrepreneur 

Global vision, 

football is global 

No 

international 

vision but 

understood the 

global aspect of 

his business 

Vision based on 

passion 

International 

vision and 

willingness 
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Network 

Accommodate when 

entering 

Supporting 

but not 

decisive 

(Export 

rådet) 

Development 

of new 

markets, 

contacts with 

main actors, 

time saving 

Network leads 

to further 

contacts with 

key actors 

Time saving 

Strategic alliances Partners to 

sell the 

product 

Partnerships to 

share the skills 

& find 

resources 

Associations 

on other 

websites 

Partners to extend the 

services provided 

Values that come with 

the network 

Further 

contacts in 

the network 

Sharing skills, 

knowledge, 

resources 

Credibility & 

trust for the 

customers 

Skills & possibility to 

extend the network 

Government 

Role of the social 

protection 

Reduce risk 

due to 

support if 

needed 

No role as a 

motivation 

Can find 

support in 

Sweden 

No evidence found 

Socio economical 

environment 

Depends on 

the 

perspectives 

of the actors 

of the market 

Limited 

impact due to 

the fact the 

firm provides 

education 

Influence on 

the customers 

but Internet 

based service, 

low 

investments, 

low risks, 

limited impact 

on the firm. 

Internationalization to 

spread the risks due to 

the crisis 

Role of the authorities Export rådet 

but no 

further help 

Did not have 

time to look 

for help 

No direct help 

received  

No influence at this 

stage of development 



The motivation of a firm to internationalize in a Born Global way  

 

76 
 

5.2.1 Comparison of Globalization as a motive 

All the firms studied had opportunities on foreign markets, either due to a demand from these 

new markets in the case of Ecopower Academy and Tripleone Media, or due to a willingness to 

go international from the company itself as DD Company AB and HittaFlyget.se. In the case of 

a demand of the new market, the companies can be characterized as Pull/Reactive and 

Push/Proactive if the internationalization relates to the willingness of the company itself to go 

international. In the case of DD Company AB and Hittaflyget.se, the opportunities came easier 

thanks to the globalization and the internationalization of the markets. Therefore, for different 

reasons opportunities to develop the company appear as a motivation in the four companies 

studied. This pattern was also confirmed due to DD Company AB and HittaFlyget.se pushed 

them into the global market using a proactive approach, while the other two firms came to be 

pulled onto the market using a reactive approach. 

 

In all the cases studied, Tripleone Media in a less clear way showed that globalization factors 

and internationalization itself represent a motivation for the international development of a 

Born Global firm. 

It also appears that the innovations and the technological development contributed to the 

development of the Born Global firms studied. This technological development appeared for 

the companies as a way to internationalize easier. Since it is easier to internationalize thanks to 

this development, the development represent a motivation for the companies to go on new 

market abroad. 

The pattern Globalization of markets & production appears more nuanced among the four case 

studies, especially in the case of Tripleone Media which benefits from the differences between 

the markets. In the case of Ecopower Academy the globalization of markets and production 

benefit to the company until the company considers the Turkish market considered different by 

the company. The two other cases, DD Company AB and Hittaflyget.se show that the 

globalization of markets and production represent an opportunity for these companies what 

motivate them to catch it and set up their activities on new markets. The pattern globalization 

of markets & production differs from the firms studied but seems to differ from the sector, the 

type of business the Born Global firms are active on and their customers. Following the 

approach the companies have of the globalization of markets & production, the pattern is 

considered differently, that is the reason why this pattern can be verified and be an advantage 

for the firm or in the contrary the firm considers that it is not verified but can benefit from this 

situation. 

5.2.2 Comparison Industry and market as a motivation  
All the cases studied showed that the industry, on which the company is active, influences the 

performance. DD Company AB tries to reach the key football players; this aspect of the 

industry has an important influence on the company. In the same way, the performance of 

Ecopower Academy is influenced by the trends and the energy policies of the different 

markets; the business of Ecopower Academy is easier with a favorable market. The 

characteristic of the industry also positively influence Hittaflyget.se, as well as Tripleone 

Media which can take advantage of it. Therefore, it can be said that the particular 
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characteristics on a market have a motivational impact on the various case studies; as these 

characteristics represent opportunities for the companies and contribute to their development. 

While considering the pattern “episodes occurring”, two main streams appear in the table 

above two companies fit perfectly the theory; Ecopower Academy and Tripleone Media. On 

the other hand, the theory of episodes occurring needs to be more nuanced in the cases of DD 

Company AB and Hittaflyget.se. This can be explained by the attitude the companies adopt 

while considering their internationalization. In the case of Ecopower Academy and Tripleone 

Media, the internationalization took place after an episode occurred, in these cases the demand 

from foreign markets. The companies responded to these episodes by catching the 

opportunities to internationalize through this demand. But in the cases of DD Company AB 

and Hittaflyget.se, the episodes occurring are not the motivation influencing the company to 

internationalize but rather the willingness of the company to internationalize for other motives 

than a special episode. This also deserves to be linked with the Push and Pull theory as well as 

the proactive and reactive approach theory discussed in the point one. That is how it is possible 

to link a company using the Push/Proactive approach with a company which did not know a 

special episode leading to its internationalization; while it is possible to link a company using a 

Pull/reactive approach with the fact this company knew a special episode that occurred and 

lead to the international development of the company. 

 

Finally, confirming the theories all the companies, Tripleone Media needs to be more nuanced,  

argues that they try to have some control on their competitors and the market, by being aware 

of what they do and tracking them. The other cases showed that the competitors are an 

important factors to consider, can be a motivational aspect during the internationalization 

process. Moreover, the competitors are considered as an inspiration by the Born Global firms 

and they interact with them. The competitors appear then clearly as an influence on the 

motivation of a Born Global firm to internationalize. 

5.2.3 Comparison of Resources as a motive 

The cross cases show that the study presents similarities for all the cases. All the companies 

studied argue that the type of internal resources have an influence on their success on foreign 

markets. Even if Tripleone Media mentions the network and Ecopower Academy the 

equipment; all the companies still have in common the human skills as resources that can be 

motives to internationalize. Moreover, all the companies also have the knowledge of the 

entrepreneur(s) as a crucial resource to internationalize. The entrepreneurs of each of these 

companies have a deep knowledge of their business which also facilitates the development of 

their business and its internationalization. Portrayed through Micael’s carrier as a pilot, and 

Mårten expertise in the energy sector, Nicolas two decades of experience in the media 

production industry, finally, Dan and Daniel had a very strong passion for football having a lot 

of knowledge about the industry have a motivational aspect as well. This is the industries they 

are working in, therefore their knowledge and experience has an influence. 

  

Furthermore, three of the studied companies; DD Company AB, Ecopower Academy and 

Tripleone Media share a similarity regarding the orientation that the resources give to the 

company. This can be explained in these three cases by the specific resources mentioned by 
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these companies but also by the skills of the entrepreneur that they share and which influence 

them to internationalize and give the firm its orientation. In the case of Hittaflyget.se, the 

entrepreneur mentions that the skills of the resources have no impact on the orientation of the 

company. Finally, the advantages the companies get from their resources are more nuanced; 

DD Company AB and Ecopower Academy argue that the resources they have given them an 

advantage on the market which is a motive to internationalize. On the contrary, Hittaflyget.se 

and Tripleone Media appear more nuanced while seeing the advantages of their resources as a 

motivation. Actually, Hittaflyget.se internationalizes by the willingness of the entrepreneur to 

increase his profit by catching opportunities but it is not linked with the advantages provided 

by the resources of the company. In the same way, the resources the company currently owns 

are not really considered as an advantage for Tripleone Media even if the firm recognizes such 

resources could represent an advantage in another stage of the company.  

5.2.4 Comparison of the Entrepreneur as a Motivation 

In all the four case studies it was shown that the role of the entrepreneur and the vision were of 

importance in their internationalization process. However, the concentration of the roles 

differed between the firms. Although, not only were the theories confirmed through the with-in 

case analysis, it also showed that the entrepreneurs were playing an important role  in all of the 

cases, and can be easily distinct,. All of them showed that without the work and vision that 

they possessed, the internationalization process would not have been in a Born Global way. 

  

Furthermore, explained in the within cases analysis, the entrepreneur played different parts. 

This due to industry and other factors as it were four different studies as well as diverse 

individuals, however, it come to show that all the four entrepreneur spend a lot of time on their 

business. 

Common for all the four firms were as well as all of them had to some level an international 

vision. However, for some of the firms, Ecopower Academy and Tripleone Media, it was not in 

the business plan, although, quite early it was portrayed that it was the right move to go 

international. 

  

In this motivation perspective, the entrepreneur, there is a clear pattern between these Born 

Global firms, in terms of the influence role of the entrepreneur. In all the cases the entrepreneur 

had an important role. Accordingly, the pattern shows that the role of the entrepreneurs was a 

strong motivation for the firm getting onto the global market. In some cases the vision was 

stronger.  So, due to the knowledge of the entrepreneurs they can feel comfortable on the 

markets and the willingness can explain why the entrepreneur is an important motivation in the 

fast internationalization process. With these two in common, it shows that the entrepreneurs are 

important 

5.2.5 Comparison of the Network as a Motivation 

In this section it was displayed that the networks have an influence over firm’s 

internationalization process and choices of markets. Moreover, network can also help the firm 

a lot during and after the process. Partnership and alliances can bring a lot of values to the firm. 

However, the networks played different roles in two of the cases the networks actually were 

used to find new networks, to be supportive in further entries and establishments. However, in 
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all of the cases the networks did in some way support or simplified the entry and global 

expansion, some more and some less. 

  

In the Network motivations no real patterns were exposed.  All cases except DD Company AB 

viewed a strategic alliance as a motivation in the internationalization process. In contrast to the 

other firm, DD Company AB did have two entrepreneurs, as well as it was mainly the passion 

that inspired the countries and entries rather than direct contacts, moreover, they use retailers. 

However, it could be claimed that all of the firms, did have an interaction with other actors to 

in various ways make the process easier as well as be founded. 

Nevertheless, the various contacts showed that values were brought to the firms by the 

partnerships and collaborations. Although, the firms experienced different values, the main 

were all connected to things the firm need as well as could be consider as an important 

component in the success and survival. 

 

Moreover, as showed in the cases Hittaflyget.se went international through the online service, 

therefore the networks impact on that part is not needed. So in some cases the networks had an 

impact, and in others other factors played a part. 

Seen in the cases studies all firms except DD Company AB had use of strategic alliances and 

found values from them in the internationalization process. The main values was resources and 

skills, in general, the other firms are operating in a more technical and innovations 

environment, as well as they do not have a tangible product. This can be one of the reasons 

why these firms had more use of strategic alliances and values than the DD Company AB. 

5.2.6 Comparison of the Government as a Motivation 

In the cross case table almost all the theories and cases were disagreeing with this part. 

Here it was hard to see any implications of impacts that the government had as a motivational 

factor when the cases went through the internationalization process.  

Portrayed in the case study of Hittaflyget.se, the first theme could to some extent be interpreted 

the theory to the case study. However, the firm is very dependent on the stability of the 

financial world, but as a motive for the internationalization process no impact could be 

confirmed. The Tripleone Media had no motives linked to the social security system. However, 

the socio- economic factors did have a motivational impact on the firm. By spreading the risk 

during the financial crisis, it did have an impact on the fast internationalization process.  

 

In two of the themes; the role of the social protection and the role of the authorities a pattern of 

disagreeing was found and therefore showed to have no motivational effect on the firms. In 

these cases there was simply no need for the social protection when the firm did 

internationalize. Likewise, the authorities did not support or disagree the when the firm went 

global in an early stage, neither in a positive or negative way.  

In contrast from these two themes the second theme portrayed differently, in the case if 

Tripleone Media the socio- economic factors did have an impact during the internationalization 

process. The main reason was to spread the financial risks. In comparison to the other firms, 

DD Company AB explored some of the traditional football market, were passion is central, and 

Hittaflyget.se internationalized through the World Wide Web, so the firm did not get affected 
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by the factors. Moreover, Ecopower does conferences around the world, so no factors could be 

found in the case study.  Moreover, it came come to conclude that in many other parts the 

government has an impact on the Born Global firms. However, in the fast internationalization 

process, the firm could not show any evidence that the government did have a motivational 

impact.  

5.3 Cross- Cross Case: Linkage 
In this final section, the main linkage through the cross case will be portrayed, and a new frame 

of references will be illustrated based on the analysis.  

Within these six motivational factor presented throughout the work, it was showed that even if 

some of them had a bigger impact on the cases, there were also connections between these.  

Therefore, it is not enough to claim that just two factors had a greater impact, without viewing 

considering the influence of the others.  

 

 
Figure 5: New improved model of frame of references 
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5.3.1 The new frame of references 

Some improvements have been made on the model based on Andersson and Wictor (2003). 

Firstly it has been seen that two of the motivation factors have a stronger impact than others.  

This is illustrated by changing the arrow into a two way arrow. The model can only 

demonstrate the influence factors but not measuring the impact. However, not only could the 

analysis show the impact level it also showed that there were linkages between the sub-themes.  

5.3.2 Globalization (approach) and Industry and markets (special episodes)  

As it already appeared in the cross case analysis, a link can be made between the globalization, 

and more specifically between the Push/Pull approach, the Proactive/Reactive motives and the 

market and industry while considering the episodes occurring. Actually, the companies that 

mentioned some special episodes occurring that influenced their internationalization were the 

Pull/Reactive companies. In the same way, the companies that did not mention any specific 

episode that influenced their internationalization process were the Push/Proactive companies. 

That not only confirms the theories but also underlines a link between the globalization and the 

industry and markets. The approach (Push or Pull) that the companies have of the market as 

well as their export motives (Proactive or Reactive) are influenced by the industry and markets 

and the special episodes that arise on them. In the same way, the industry markets which show 

opportunities to the companies will also influence the globalization factors of a company 

considered above. 

5.3.3 Globalization and Industry and Market (characteristics of the market)  

Given the facts presented in the cross case analysis, a linkage arise between the factor of 

Globalization and the Market and the Industry. Through the case studies it showed that with 

reference to globalization and its development as well as the integration in the world it had an 

impact on the markets. All of the firms were through globalization able to contact other actors 

and discover opportunities. The motivational impact that the globalization showed to have one 

the firm could be claimed to be connected to the motivations portrayed in each industry. 

  

For one thing, globalization opened the markets, and made it possible for the firms to be able to 

work outside of their domestic markets. Moreover, to find key actors, and overcome various 

barriers were curial for the process to even start. Another important factor which connects them 

together is the information reach that the globalization gives. Not only can the firm find 

information about the markets, they can also follow and understand the competitors. Besides, 

the technology development in general, made the fast internationalization process possible. 

The motivation from the globalization is reflecting on the market and industry characteristics. 

5.3.4 Globalization and Network (innovations) 

In the same way that the markets and industries were affected by the globalization factors also 

the network have been affected. The network showed to be of importance in most of the cases, 

finding new partnership or to get support in the process were in some case crucial. 

When the firms entering new markets, barriers such as distances and language can be hard to 

crop with, therefore the development of technological could in these cases be seen as a tool to 

make it easier. Globalization aspects of new innovations as motivation could therefore be 

connected to the networks. 
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With the new innovations factor, simplifying the communication and information factors, 

making it easier to find new networks and to keep in contact with them. 

5.3.5 Entrepreneur (vision) and Resources (knowledge) 

Another link that appeared in the cross case analysis was the one between the vision that the 

entrepreneur has on the internationalization of his company and his knowledge considered as a 

resource. Actually, it appeared that the deep knowledge of an entrepreneur considered as a 

resource contributes to give him awareness of the opportunities of his activity. Even if the 

cases studied, the entrepreneur did not always have the international vision from the beginning, 

the knowledge the entrepreneur has contributes to help him to recognize the opportunities of 

internationalization that arise while conducting his business. Furthermore, it also appeared that 

the international vision of an entrepreneur can influence the internal resources of a company, 

while considering the knowledge of the entrepreneur. Actually, influenced by the vision of 

internationalization, the entrepreneur tends to keep improving his knowledge and even make it 

deeper to ensure the success of his international vision. 

5.3.6 Entrepreneur and Network (partnerships) 

The network of the firm and the entrepreneur can be connected on many levels. Many of the 

cases showed that some of these relationships and partnership were built on a personal level, 

and therefore, the entrepreneur becomes an important factor. Based on these findings, there is a 

linkage between the entrepreneurs’ active roles and the importance of the network, moreover, 

as the networks builds up, the entrepreneurs have to participant in actives, and create the 

networks. 

The entrepreneurs are in these cases determining the role of the networks and the level of 

influences. Even if the cases showed that some of the firms do not get influenced of the 

networks, most of these were not personal, and the entrepreneurs still played an important role 

to insure the networks needed in the process. Moreover, the vision of the some of the 

entrepreneurs were already to go international in an early stage, therefore, they had to search 

for the right networks and put a lot of time and effort on to it. However, in the cases that did 

not have the vision at the first moment, (although in the beginning), the network found them. 

5.3.7 Resources and Network 

The cross case analysis also showed the existence of a link between the motivation linked to 

the resources of a Born Global firm and its network. That is how it is possible to explain how 

the network of a company contributes to the development of the resources of this company. For 

example, the network can bring resources through partnerships and thus can even extend the 

range of product or services provided by the company. In the same way, a company disposing 

of resources is more likely to extend its network due to the partnerships and exchanges made 

possible with other companies thanks to the internal resources that can profit the partner 

company. 
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Chapter 6: Conclusion and Further implements.  
In this chapter the final conclusion is drawn from the cases studied in this thesis. The purpose 

of this study was to find the main motivations behind the early internationalization of a firm and 

then describe the role. Therefore, the research questions are answered, and further implications 

are described.  

6.1 Conclusion 
This thesis has viewed the major motivational factors behind Born Global firms, to establish 

the information to give support, to understand and encourage more of these types of early 

internationalization firms; fulfilling its purpose. As described in the problem discussion, these 

kinds of firm have an impact on nations and the global economy in a positive way. Therefore, 

by knowing the main motivations that can influence firms onto the global market, resulting in a 

more welfare and developed global world. This thesis is based on the influence model of Born 

Global firms this model viewed four main influence factors. However, in this work, two other 

influences factors have been included to get a wider perspective. Based on this qualitative case 

study of four Born Global firms in different industries, it came to show the main motivations 

behind the fast internationalization process and the role this motives play. 

This thesis has viewed six different motivational aspects in terms to determinate which had the 

greatest influence and which role they play. The themes studied, have then been divided into 

sub- theories to get a deeper description. The themes of motivation were; Globalization, 

Industry and Markets, Resources, The Entrepreneur(s), Network and finally the Government.  

The data from the cases studies indicated that two of these six were more motivational and 

influential than the others. However, some of the sub- theories also seemed to have an impact.  

 

By including two additional influence factors in this thesis, the additions refined the first model 

used and contributed to complete the scheme of motivational factors of an early 

internationalization. Both of the factors have been mentioned a lot in various researches, and 

could be recognized during the empirical review. These additions play an influential role on the 

motivation to internationalize early and were needed to illustrate and establish the main 

motives. However, none of these motives showed to have a superior impact over the other four, 

but were an entire part of the scheme.  

Below here the two research questions of this thesis will be answered.  

 

Research question 1: “What can be the motivations behind Born Global firms’ 

internationalization at an early stage?” 

It appeared that two main motives not only fitted the theories brought at the beginning but were 

also underlining a similarity between the different cases studied; the entrepreneur, as well as 

the market and industry. First of all, in the entrepreneur it appeared that in all cases the role of 

the entrepreneur and his implication were crucial for the company. This argument appears even 

stronger while reminding that in two companies studied the entrepreneur was actually the only 

person in the firm. Moreover, the entrepreneur influences the company, its orientation, and its 

internationalization. The item “entrepreneur” and what relates to is then a motivation to 

internationalize for a Born Global. The market and industry also appeared as a common 

motivation that influence all cases studied. Actually in the market and industry item that the 
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companies are active on, influence the performance of the companies. If the new market and 

industry influence the performance of a company, it is obvious that it will represent a 

motivation for the companies to internationalize on the markets they recognize as profitable for 

them. However, while coming to the episodes occurring, in the market and industry, the 

companies have to be distinguished on the approach they have. The two companies categorized 

as push and proactive claim that the episodes occurring are not a motive to internationalize. 

While in the other hand the episodes occurring are a motive to internationalize for the 

companies categorized as having a pull and reactive approach. Finally, the firms studied, had in 

common the tracking of their competitors and what they do saying that the competitors 

influence their business and are a motive of internationalization, and that if the firm is 

categorized in proactive or in reactive. 

 

Moreover, except the two main motivational factors presented, also three of the sub- theories 

seem to be agreeing throughout the cases and be claimed as motivational factors as well. The 

results indicate that three of the sub-themes were more accurate than the others. Firstly, the 

motivational influenced under the category of network; the strategic alliances. Three out of the 

four cases showed that with the help and support by alliances as well as partnership did have a 

motivational effect on the fast internationalization process. Secondly, the next sub-theme was 

under the motivation of resources, here the firms choose of orientation and markets was 

claimed to be based on were the resources could be found. Three of the four case studies 

demonstrated this factor to be of importance when going onto the global world market. Finally, 

the last sub-theme which all the firms thought of as important was also inside the resources; the 

knowledge of the entrepreneur(s) as a resource. Here all the firms saw an opportunity on the 

markets and got advantages due to the deep knowledge of the entrepreneur that contributed to 

recognize and catch the opportunities on foreign markets but also influenced the international 

development of the firm by giving it advantages, influencing its orientation and affecting other 

items such as the entrepreneur or the network. 

 

Research question 2: “What role do the motives play in the internationalization process?” 

By establishing the main motives behind the Born Global firms, the roles of their impact could 

also be described. As the firms are considered small firms, the entrepreneur(s) will be seen as a 

major influence factor; therefore, the actions of the entrepreneur will reflect all internal parts of 

the firm. Furthermore, the role of the entrepreneur is both crucial and influencing during the 

whole development process of the firm, coordinating its different activities and aspect and 

contributing to the development of entities of the firm such as the resources and the network. 

Moreover, the industry and market have a more external role influencing the development of 

the firm. Actually, the external role played by the industry and market influencing the 

performance of the company, the interactions with the competitors of the firm or even 

provoking the internationalization of the firm after a special episode. The links established 

between the different themes should also be kept in mind, the interaction they have on each 

other contributing to refine their role along the development process of the Born Global firm. 

Finally, as mentioned in the answer of the first research question, the knowledge of the 

entrepreneur play a role in the orientation it gives to the firm but also by giving it advantages. 
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Actually, the different themes studied have a role in the international development process of 

the firm but the interaction these items have together also play a non-negligible role. This role 

takes the form of facilitator in the international development of the firm. To illustrate it, it is 

possible to think for example about the role the network plays as a facilitator to get more 

resources for the firm and how the resources help to extend the network of the firm. 

6.2 Contribution and implications 
This thesis contributes to underline that there are two main motives behind the fast 

internationalization process of the Born Global firms studied. Furthermore, other sub-themes of 

theories showed to have an impact as well, although, not enough to be considered as major 

influence factors.  

If some previous research had been conducted before on Born Global firms in general, this 

work focuses on one particular aspect which is motivation, what allowed treating this aspect 

deeper. These findings can be useful to help to the development of such companies considered 

useful for the world economy, as discussed in the background. Actually, knowing their 

motivations will allow developing more efficient incentives to their intention. Moreover, the 

findings brought in this thesis can also appear useful for the entrepreneurs willing to set up 

such companies or busy with the internationalization process of their company if their 

company fit to the criteria of Born Global firms mentioned in this work. Additionally, this 

work can also appear useful to any researcher or student willing to study the field of Born 

Global. Finally, thanks to the further research suggestions, this work and its findings constitute 

a base of study to contribute to a better knowledge of the field of Born Global firms. 

The two additions, the resources and the government in the model refine the model of 

Andersson and Wictor (2003) and provide a base to study the topic of the motivations of an 

early internationalization. By this it is allowing the study to be more in depth, and contributing 

to develop the model. 

6.3 Further research suggestions 

Since this thesis has been studying the Born Global firms motivational factors, based on a 

qualitative study, finding the main agreeing motivational factors in four firms in different 

industries. However, a quantitative study should be conducted to allow a generalization of the 

findings of this thesis to the Born Global firms in general and in different sectors. Moreover, 

the revised model of influence factors used in this work could constitute a base to study the 

field of Born Global firms. It could be tested on other firms and factors or improved; by 

including other perspectives in order to refine the motivation factors or Born Global firms to 

internationalize. Finally, this study focused on the motivations, incentives to internationalize, 

voluntary excluding the barriers faced by the Born Global firms during their development 

process. This other side of the development process could also deserve to be studied in further 

studies. 
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Appendix 

Appendix: Interview guide.  
Here the interview guide can be found with the questions asked during the interview as well as 

the themes behind the questions.  
 

Introduction 

-Presentation of the interviewers. 

-Presentation of the thesis. 

-Explanation of the interview. 

-Ask to the interviewee to record the interview. 

 

The firm  

-Could you please introduce yourself? (About your background and the position you work in 

this company) 

- For how long has the firm been operating on the global market?  

- What is/was the firm’s vision/ mission?  

- How did the firm started its internationalization process?  

- Was internationalization always a thought through the development process?  

 

Globalization 

1) Motives of internationalization 

a) Why did you decide to sell this product on foreign markets? 

 

2) Innovations 

a)Which role played the development of technology (internet, e-mail, video) in the 

internationalization of your company? What about the development of logistics? 

 

3) Globalization on market and production 

a)  How do you think the homogenization of the products and markets influenced the 

internationalization of your company?  

b) Could you mention globalization factors (globalization of competitors, market, and firm) 

that lead to the globalization of your company?  

 

Industry 

4) Characteristics in the industry  

a) Are there any characteristics in the industry which had an impact on your entry? Which 

ones? 

b) Did these affect your performance?  

 

5) Special Episodes 

a) Where there any specific motives on the “new market” which made it more attractive then 

other markets? Which ones? Could you describe it? 

b) In comparison to the domestic market, what were the main differences?  

 

6) Competitors 
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a) How would you describe you main competitors? 

b) How is the general survival rate in our industry? 

c) Do you feel like you are in control over the actors?  

 

Resources 

7) Types of resources 

a) Were your need for any particular resources on the new market? Were they easy to find? 

 

8) Firm´s orientation 

a) Did the resources available have an impact on your choice of internationalization? Which 

impact? 

 

9) Advantages 

a) Are there any resources that give your firm advantages over other firms in the same 

industry? Do you have any special knowledge, economical or other benefits that separate you 

from the other on the market?  

 

Entrepreneur 

10) Role of the entrepreneur 

a)How would you describe the role and the implication of the entrepreneur in the company 

currently? 

b) How would you describe the role of the entrepreneur in the early internationalization 

process? 

 

11) Influence of the entrepreneur 

a) Was the early internationalization part of the vision of the entrepreneur? How this vision did 

influence the early internationalization? 

 

Governmental 

12) Influence of the social protection 

a) Was the role of the social security of this country positive or negative in the 

internationalization process of this company? 

b) In which way do you think the social protection influenced the internationalization of the 

company? 

13) Social - Economical environment 

a)How would you describe the socio-economic environment on the domestic market of the 

company? 

 b) How did it influence you? 

 

14) Influence of the authorities 

a) Did the authorities played a role in the early internationalization of your company? If yes, 

how? 
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Network  

15) Accommodating when entering 

a) Did you find your network useful when the entry took place? If you had any, how did your 

network help you?  

b) Have you been influenced by your network to entering that particular market? 

c) Is network an essential part of the internationalization process? 

 

16) Strategic alliances  

a) Do/ did you have an alliance on this market?  

b) How was it created?  

 

17). Value  

a) What type of values have these networks brought you?  

b) Are those values of importance or could the firm manage without them? 

 

End questions 

-Regarding to the answers you gave during this interview, what  do you think were the main 

motives to internationalize early? 

- Do you think all the factors brought up had an impact on your internationalization process? 

Which one would you consider as the most important? 

- Are there other motives which were not brought up during this interview? 

 

Description and notes about the context 

Benoit (Josefina asks the questions) 

 

 

Josefina (Benoit asks the questions) 

 


