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Abstract 

Various types of business and social networks are discussed as crucial to overcome obstacles 

of internationalization in order to compensate insufficient findings related to the accessibility 

of resources through different types of networks. This knowledge is important to generate 

because resources are even considered to have positive impacts on international performance 

and growth of companies. Overcoming obstacles of internationalization is achieved through 

the sharing of various resources that are beneficial for internationalization processes. A web-

based survey is conducted among companies operating in the health technology industry in 

order to gain additional insights related to the accessibility of resources through business 

networks, that are either self-established or founded by a third party, and social networks. 

Moreover, it is evaluated what type of resources improves the outcome of international 

performance and growth best. It is found that self-established business networks offer 

sufficient access to resources whereas third-party founded business networks and social 

networks provide only limited access. Financial resources are not provided through any of the 

discussed networks. However, especially smaller companies founded after the year 2000 

profit from the accessibility of resources through networks. Moreover, market, reputational, 

human and physical resources are identified to have the most significant impact on the 

outcome of a company’s international performance. The size of the research sample does not 

allow any analysis related to the impact of resources on international growth.  

Keywords: Formal and Informal Networks, Business Networks, Social Networks,  

  Resources for Internationalization, International Performance, International 

  Growth.  
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1. Introduction 

“A globalized world isn’t flat, it is networked.”(Grewal, 2008). 

The progressing globalization and related changes in economic environments offer a 

multitude of international business opportunities to companies (Zain & Ng, 2006). These 

opportunities can result in international growth (Welch & Luostarinen, 1988), increasing 

return on investments and positive influences on international performance (Lu & Beamish, 

2001). Apart from benefits also threats associated to globalization strengthen the interest of 

the industry and academia in the exploration and investigation of internationalization 

processes. For the industry, it is observed that companies mainly pursue monetary goals. For 

this reason, the examination of internationalization strategies and processes is usually 

embedded in their strategy development (Melin, 2007). In academia, internationalization 

processes are discussed controversially as best practices are to be identified. The theory of 

how companies conduct business activities internationally is examined and of considerable 

research interest since more than four decades (e.g. Buckley & Ghauri, 1988; Cavusgil, 1980; 

Chetty & Campbell-Hunt, 2004; Greve, 2006; Hood & Vahlne, 1988; Stopford & Wells, 1973; 

Waters, 1995). Various research has been undertaken in this area, especially related to 

different modes of foreign market entrance (Bridgewater, 1999; Burgel & Gordon, 2000; 

Chen & Chen, 1998; Salmi, 2000), different patterns of internationalization (Calof & Beamish, 

1995; Pedersen, Petersen, & Benito, 2002) as well as the role of international cooperation
1
 

(Blankenburg & Johanson, 1995; Coviello & Munro, 1997).  

Due to the complexity of the phenomenon and its continuously changing characteristics, not 

all impacting factors of internationalization could be analyzed sufficiently yet. Thus, more 

research related to internationalization processes is required (Fuller-Love & Thomas, 2004). 

Although, existing research already investigated the relevance of networks for 

internationalization processes (Ahuja, 2000; Baird, Lyles, & Orris, 1993; Fuller-Love 

& Thomas, 2004; Lee, Kelley, Lee, & Lee, 2012) as well as the impact of various forms of 

networks on cooperative strategies of internationalization (Baird et al., 1993; Holm, Eriksson, 

& Johanson, 1996), a research has been identified. Insufficient knowledge regarding the 

question which beneficial resources for internationalization can actually be gained through 

different kinds of formal and informal networks (Casillas, Moreno, Acedo, Gallego, & Ramos, 

2009) and which of these resources contribute best to a company’s international performance 

and growth is yet to be explained. It is important to generate knowledge in this area because 

participation in networks requires considerable investments of time and monetary resources. 

However, all resources within an profit oriented company should be allocated according to an 

expected outcome of these investments. Therefore, this thesis contributes to the growing 

understanding of internationalization with a focus on the role of international cooperation 

through different kinds of formal and informal networks.  

                                                 
1
 According to Holm, Eriksson, and Johanson (1996), the overall meaning of cooperation is “[…] working 

together to the same end.” (p. 1037).  
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Further insights are obtained using empirical data of 21 Swedish companies (mainly small and 

medium-sized enterprises
2

) operating in the health technology industry. The 

commercialization of products in an international context within this particular industry is not 

only a complex but also costly and time consuming process. This is because different markets 

are characterized by specific requirements and market conditions that require a net of valuable 

relationships to overcome obstacles of internationalization. Examples of these obstacles are –

among others– extensive bureaucratic processes related to the grant of permissions, corruption 

to accelerate processes, reputational disadvantages in comparison to local competitors as well 

as shortages in terms of resources (Aidis & Adachi, 2007; Devan, Gregory, Lopez Claros & 

Solf 2011). Thus, it is assumed that valuable relationships and cooperation are an important 

aspect whilst commercialization of medical technical products and meaningful findings 

related to a broader understanding of internationalization processes are expected.  

Current challenges and obstacles faced by companies during their internationalization as well 

as the relevance of networks for foreign market entrance, international performance and 

growth are examined in the following. Moreover, the research questions and purposes of this 

thesis are presented in section 1.1. Thereafter, the structure of this thesis is illustrated in 

section 1.2.  

1.1 Relevance and Purpose of the Thesis 

The quote “A globalized world isn’t flat, it is networked” by Grewal (2008) points towards 

considerable changes in the way of how business is conducted globally. The liberalization of 

domestic markets in various countries is responsible for an increasing necessity of 

international cooperation via different kinds of formal and informal networks. The opening of 

markets changes economic environments considerably. For example, typically a decline in 

trade barriers, transportation obstacles, and communication difficulties can be observed. As 

individual markets become open and more efficient, the global market as a whole becomes 

more integrated (Chetty & Campbell-Hunt, 2004; Lee et al., 2012; Lu & Beamish, 2001; 

McDougall & Oviatt, 2000). Moreover, the length of product life cycles decreases, while 

customers demand for sophisticated products of good quality increases (Teece, 1992). Such 

factors lead to highly complex business environments that push firms to handle increasingly 

complex development and production processes (Blomstermo, Eriksson, Lindstrand, & 

Sharma, 2004; Chetty & Patterson, 2002; Fuller-Love & Thomas, 2004). Implications of the 

introduced changes are –among others– a growing global competition among businesses and 

an increasingly fast adaptation and development of new technology trends (Fuller-Love 

& Thomas, 2004). This implies more obstacles for companies that are pursuing their 

internationalization processes such as lacks of economies of scale (Welch & Luostarinen, 

1988), lacks of financial and knowledge resources (Johanson & Vahlne, 2003; Karlsen, 

Silseth, Benito, & Welch, 2003) as well as, especially for smaller companies, aversions of risk 

taking (Dimitratos & Plakoyiannaki, 2003). Consequently, concepts have to be identified that 

support companies to internationalize more efficiently and to accelerate their speed of foreign 

market entrance (Johanson & Vahlne, 2003; Zain & Ng, 2006).  

                                                 
2
 According to the European Commission, small and medium-sized enterprises (SMEs) are companies with less 

than 250 employees and a turnover lower or equal €50 million (European Commission, 2003). 
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Considering obstacles of internationalization, Wickramasekera and Oczkowski (2004) claim 

that there is no dominant model or theory that sufficiently determines all factors that have an 

impact on how companies internationalize yet. Various authors in academia argue that a new 

perspective on internationalization is required as a result that traditional sequential models of 

internationalization (i.e. Uppsala Model of Internationalization) do no longer sufficiently 

represent globalized economies (Andersen, 1993; Forsgren, 2002; Petersen & Pedersen, 1997). 

For this reason, academia desires to generate new insights related to factors that influence the 

outcome of internationalization in general and the opportunities to overcome obstacles of 

internationalization in particular (Casillas et al., 2009; Chetty & Campbell-Hunt, 2004). In the 

1980s, Johanson and Mattsson (1988) introduced the network perspective on 

internationalization that determines networks as a crucial element to overcome obstacles of 

internationalization. This perspective is supported by various authors (Antoldi, Cerrato, & 

Depperu, 2011; Bell, 1995; Chetty & Blankenburg Holm, 2000a; Coviello & Munro, 1997; 

Fuller-Love & Thomas, 2004). More recent publications on the subject of internationalization 

argue that access to networks is one of the most influential factors for internationalization. 

Part of this argumentation are different kinds of formal and informal networks such as 

business networks (Anderson, Håkansson, & Johanson, 1994; Holm et al., 1996), social 

networks (Björkman & Kock, 1995), personal networks (Arenius & Clercq, 2005; Björkman 

& Kock, 1995; Dubini & Aldrich, 1991) as well as strategic alliances and joint ventures 

(Fuller-Love & Thomas, 2004; Lorange & Contractor, 1988; Welch, 1992). 

Various authors found evidence that companies cooperate through formal and informal 

networks in order to gain mutual support for their internationalization e.g. through benefits 

created by different kinds of shared resources (Baird et al., 1993; Chetty & Blankenburg 

Holm, 2000a; Hamel, Doz, & Prahalad, 1989; Parida, Westerberg, Ylinenpää, & Roininen, 

2010). Famous examples for cooperation are the joint ventures by General Motors and Toyota 

from 1984 to 2010 as well as Siemens and Fujitsu from 1999 to 2009. Both joint ventures 

have been operating in industries that are characterized by costly and time consuming 

processes such as new product developments and the education and penetration of new 

markets (Hamel et al., 1989). It has been identified that cooperation among companies 

provide competitive advantages as the creation of knowledge, investments, and technologies 

is shared and thus, facilitated. This is the reason why many governments encourage 

companies to start cooperation using alliances, joint ventures or other forms of networks. By 

doing so, they can improve their outcome of internationalization activities (Welch & 

Wilkinson, 2004). Companies that successfully implemented such networks presented 

positive results in international performance and growth (Arndt & Sternberg, 2000; Chetty 

& Blankenburg Holm, 2000a). Another benefit of both, informal and formal networks, during 

internationalization is access to tangible and intangible resources, and markets (Chetty 

& Blankenburg Holm, 2000a). Intangible resources are for example beneficial for 

internationalization in terms of an improved international reputation and credibility (Coviello 

& Munro, 1997; Turnbull, Ford, & Cunningham, 1996).  

These findings and examples suggest that the establishment of inter-firm relationships and the 

participation in formal and informal networks have a favorable impact on the outcome of 

internationalization. However, it can be observed that not all companies engage in networking 
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activities to the same extent. This leads to questions of the actual accessibility of resource 

benefits through different types of networks and respective foundations for their access 

(Ahuja, 2000). Based on the introduced findings, a first research question is deduced. 

What type of resources, that are beneficial for internationalization processes, can be 

obtained by companies through different kinds of networks?  

From a managerial point of view, it is important to evaluate and sort each resource, accessible 

through formal and informal networks, individually, resulting in an order from important to 

unimportant. This would support efficient, adequate, and conscious allocation of human 

resources to the task of fostering relationships. It has been identified that the participation 

within networks has a positive impact on international performance and growth but it is not 

yet clear which resource has the most valuable impact (Lee, Lee, & Pennings, 2001; Walter, 

Auer, & Ritter, 2006). Based on this observation, the second research question is deduced:  

Which of the identified resources improves international performance and growth? 

In order to provide answers to both research questions, the two purposes of this thesis are 

formulated as follows. The first purpose is the development and deduction of a conceptual 

framework related to the access of resources through formal and informal networks and their 

impact on international growth and performance based on the examination of already existing 

research findings. The second purpose is to investigate the conceptual framework empirically 

and to deduct managerial and policy implications related to the advantages of participation in 

different kinds of formal and informal networks. The structure of this thesis is presented in the 

following.  

1.2 Structure of the Thesis 

Chapter 1 highlights the relevance of cooperation through formal and informal networks for 

internationalization purposes. Moreover, two research questions and purposes are deduced for 

this thesis (section 1.1). Thereafter (chapter 2), a literature review highlights the importance 

of the recent network perspective on internationalization (section 2.1). Furthermore, different 

kinds of formal and informal networks such as business networks (section 2.2.1.1), social 

networks (section 2.2.1.2) and strategic alliances (section 2.2.1.3) and their role for 

international performance and growth (section 2.2.2) are presented. These findings are 

addressed in detail, while the accessibility of different kinds of resources through the 

discussed types of networks is outlined (section 2.3). All gathered findings are summarized 

within a conceptual framework that is presented thereafter (section 2.4). This framework 

describes the accessibility of the discussed resources through different kinds of formal and 

informal networks as well as the contribution of these resources to high international 

performance and growth of companies. The methodology applied for the empirical 

examination of the conceptual framework is described in chapter 3. For this purpose, a web-

based survey is conducted and the fundamentals of survey research (section 3.1) as well as the 

actual survey design (section 3.2) are presented. Moreover, the approach to collect the data 

(section 3.3), the applied measurements of the identified constructs (section 3.4) and the 

scientific quality of the data (section 3.5) are highlighted. The collected data is analyzed in 
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chapter 4. The accessibility of resources through different kind of formal and informal 

networks (section 4.1) is examined using different descriptive statistical measures. Moreover, 

the impact of these resources on international performance and growth is analyzed using 

correlation analysis and linear regression (section 4.2). The conclusion is presented in 

chapter 5. After summarizing the theoretical implications (section 5.1), managerial and 

policy implications are deduced (section 5.2) and limitations and possible future research 

(section 5.3) is outlined. 
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2. Literature Review 

Important concepts and insights related to the introduced research questions (section 1.1) are 

highlighted in this chapter. The review includes various investigations that indicate the 

accessibility of resources for internationalization through different kinds of formal and 

informal networks and discusses the overall impact of these resources on international 

performance and growth. Based on the presented findings, a conceptual framework is deduced 

and empirically examined in the analysis chapter of this thesis (chapter 4). The conceptual 

framework describes two concepts that are under examination. Firstly, the relationships 

between different kinds of formal and informal networks and their contribution to the 

accessibility of resources for internationalization and secondly, the impact of different kinds 

of resources on a company’s international performance and growth.  

Internationalization in general is a widely recognized and discussed research subject. This is 

because various factors such as obstacles, market conditions, the financial situation of 

companies etc. have an impact on corporate strategies and therewith, on how to conduct 

business activities internationally. As these factors influence the success of business activities 

heavily, they are of great interest to academia, companies, and governments (Cavusgil, 1980; 

Chetty & Campbell-Hunt, 2004; Greve, 2006). Existing models of internationalization (e.g. 

the Uppsala Model of Internationalization) do not cover the whole complexity of this 

phenomenon sufficiently yet. This leads to further efforts in academia to gain additional 

insights in the area of internationalization processes (Andersen, 1993; Forsgren, 2002; 

Petersen & Pedersen, 1997). It is suggested that the inclusion of a network perspective on 

internationalization makes an important contribution to the understanding and the generation 

of additional findings (Bell, 1995; Chetty & Blankenburg Holm, 2000a; Coviello & Munro, 

1997; Fuller-Love & Thomas, 2004; Johanson & Mattsson, 1988). In the following, important 

findings related to the network perspective on internationalization as well as reasons for the 

need to develop this perspective are presented (section 2.1). As a result that the term network 

includes a variety of phenomena (Achrol, 1997), different types of formal and informal 

networks and their role for internationalization are defined and characterized thereafter 

(section 2.2). Following this, literature and studies related to resources that can be accessed 

through different kinds of formal and informal networks for internationalization are presented 

(section 2.3). Finally, all findings are summarized within a conceptual framework (section 

2.4). 

2.1 Internationalization from a Network Perspective 

Evaluation of internationalization from a network perspective and collection of related 

findings in this area is considered to be important for two reasons. Firstly, the network 

perspective is extensively contributing to a deeper understanding of internationalization 

outcomes and processes. This is especially the case as most organizations are embedded in 

different kinds of formal and informal network relationships (Bridgewater, 1999; Dubini 

& Aldrich, 1991; Fuller-Love & Thomas, 2004; Kenny, 2009). Secondly, although 

globalization (i.e. deregulation of various domestic markets) can be considered as a great 

chance to increase business activities and to create additional returns on investments, it 
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includes several obstacles that need to be overcome by companies before entering new 

markets abroad (Coviello & Munro, 1995). These obstacles range from disadvantages in 

exploiting economies of scale and thus, the inability to reach price leadership (Welch 

& Luostarinen, 1988), to problems in accessing monetary resources necessary to introduce 

business activities abroad and lack of required market knowledge to efficiently start business 

activities abroad (Karlsen et al., 2003). In order to overcome such obstacles during 

internationalization processes, companies started to utilize different kinds of formal and 

informal networks to access various resources for their internationalization processes (Bell, 

1995; Chetty & Blankenburg Holm, 2000a; Coviello & Munro, 1997; Fuller-Love & Thomas, 

2004; Johanson & Mattsson, 1988). For this reason, a network perspective on 

internationalization is considered to be important (Vissak, 1986). Before relevant information 

related to this perspective is presented, the working definitions of the key concepts 

“internationalization” and “networks” are highlighted in the following.  

In literature related to internationalization, two different approaches are commonly used to 

define this process. The first approach by Johanson and Vahlne (1977) as well as Welch and 

Luostarinen (1988) defines internationalization as a process of firms that are increasing 

actively their involvement in foreign markets and therefore, expanding their market range. 

The second approach by Calof and Beamish (1995) defines internationalization as “[…] the 

process of adapting to the international environment” (p. 115). Furthermore, Calof and 

Beamish (1995) state that the adaptation can take place outside domestic markets but also 

within an increasing international environment in domestic markets caused by various 

competitors intervening from the outside. For the purpose of this thesis, internationalization is 

considered as an active process in which companies introduce their business abroad. For this 

reason, the working definition for internationalization by Welch and Luostarinen (1988) who 

describe internationalization as “[…] the process of increasing involvement in international 

operations.” (p. 36) is used in this thesis.  

This internationalization process is supported by relationships every company is part of and 

which all together form networks (Fuller-Love & Thomas, 2004). Several definitions of the 

term network exist in literature (Johanson & Vahlne, 2003). However, two definitions appear 

frequently in existing literature and both combined present the working definition of this 

thesis. The first definition describes networks as a set of at least two relationships in which 

exchange is conducted between two or more collective actors (Anderson et al., 1994; 

Axelsson & Johanson, 1992; Johnsen & Johnsen, 1999; Sharma & Johanson, 1987). The 

second definition characterizes the previously mentioned collective actors as customers, 

suppliers, competitors, distributors and the government (Axelsson & Johanson, 1992; 

Coviello & Munro, 1997; Fuller-Love & Thomas, 2004; Johanson & Mattsson, 1988; Johnsen 

& Johnsen, 1999). These actors are included into the working definition of this thesis in which 

networks are defined as “[…] sets of two or more connected exchange relationships.” 

(Axelsson & Johanson, 1992, p. 218).  

The explanations presented in the introduction (section 1.1) regarding a new perspective on 

internationalization are examined more in detail in section 2.1.1. Following this, important 
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insights and findings related to the network perspective on internationalization are introduced 

in section 2.1.2. 

2.1.1 The Relevance of a Network Perspective on Internationalization 

Through liberalization of several individual markets within a process commonly described as 

globalization, decreasing economic, social, cultural, and political barriers are observed 

(Waters, 1995). Thanks to such liberalizations, trading environments worldwide undergo 

considerable changes, this means economic activities are increasingly oriented towards an 

international level. For this reason, companies seek for additional business opportunities in 

foreign markets (Chetty & Campbell-Hunt, 2004; Dunning, 1995; Zain & Ng, 2006). A 

detailed understanding of internationalization processes undertaken by companies is of 

considerable research interest for more than four decades (e.g. Buckley & Ghauri, 1988; 

Cavusgil, 1980; Chetty & Campbell-Hunt, 2004; Greve, 2006; Hood & Vahlne, 1988; 

Stopford & Wells, 1973; Waters, 1995). Many different research areas try to explain and 

support the decision making processes related to internationalization of different stakeholder 

groups such as companies, governments, and trade unions (Burgel & Gordon, 2000; Welch 

& Luostarinen, 1988).  

One commonly cited traditional approach to internationalization is the Uppsala Model of 

Internationalization (Johanson & Vahlne, 1977; Johansson & Wiedersheim-Paul, 1975). This 

model refers to internationalization using a step-by-step or sequential approach (Chetty 

& Campbell-Hunt, 2004). The step-by-step penetration of foreign markets is commonly used 

as companies gradually gain further experience and knowledge while undergoing starting 

international operations (Johanson & Vahlne, 1977). This is why markets which are cultural-

wise similar to the domestic market are preferred over markets with a higher psychic distance
3
 

(Coviello & Munro, 1997; Eriksson, Johanson, Majkgard, & Sharma, 1997; Johansson 

& Wiedersheim-Paul, 1975). The Uppsala Model creates a foundation for further 

modifications of the sequential internationalization perspective (Andersen, 1993; Johanson 

& Vahlne, 1977; Luostarinen, 1980).  

Recent changes require further aspects to be taken into account as traditional approaches of 

internationalization could not sufficiently explain all observed facts. Traditional approaches 

are limited in respect to the following issues (Ahuja, 2000; Johanson & Vahlne, 2003; Knight 

& Cavusgil, 1996; Turnbull, 1987). Changes in business environment are manifold, and 

especially decreasing costs for communication technology and logistics enable new players 

with limited resources to also conduct business globally. This leads to an increasing global 

competition (Dana, 2001; Madsen & Servais, 1997; Oviatt & McDougall, 2004; Porter, 1998). 

An homogenization of markets and the increasing mobility of human capital further supports 

new players to conduct business globally (Hedlund & Kverneland, 1985; Johnston, 1991). 

These developments facilitate and accelerate the speed of internationalization in a way that 

companies often do no longer have to follow the traditional and sequential models of 

internationalization. In order to shorten the time between the venture founding and first year 

                                                 
3
 The term psychic distance is defined as all “[…] factors preventing or disturbing the flow of information 

between potential or actual suppliers and customer.” (Vahlne & Nordström, 1994, p. 42). 
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of international sales considerably, companies often internationalize without having gained 

sufficient knowledge or other resources within the domestic market before (McDougall, 

Shane, & Oviatt, 1994; Moen & Servais, 2002; Oviatt & McDougall, 2004; Vissak, 1986).  

Consequently, an incomplete understanding of international trade conditions causes severe 

difficulties and obstacles such as a lack of experience, shortages in human capital, financial 

and other relevant resources (Oviatt & McDougall, 2004; Welch, 1992). These findings 

have – among others – generated an interest to understand and support fast access to new 

business opportunities through internationalization without companies having to gather 

knowledge and experience in a step-by-step process (Casillas et al., 2009). It is observed that 

an increasing number of inter-firm cooperation were formed since the late 1970s in order to 

overcome shortages in experience, knowledge, and further obstacles of internationalization 

within this changing global business environment (Hagedoorn, 1990). The network 

perspective on internationalization was established by Johanson and Mattsson (1988) as an 

approach to abstract observed phenomena in reality into a detailed model that explains reality 

on an easy to understand basis. This theory is introduced in the following. 

2.1.2 The Network Perspective on Internationalization 

The network perspective was first introduced in the 1980s by Johanson and Mattsson (1988) 

and significantly influenced and developed by the International Marketing and Purchasing 

Group (Chetty & Blankenburg Holm, 2000b; Kenny, 2009; Powell, 1990; van Ruth, 2008; 

Vissak, 1986; Wilkinson, Mattsson, & Easton, 2000). The main assumption of the network 

perspective is that companies benefit from their informal and formal relationships to suppliers, 

customers, distributors, competitors, governments, and others which support their 

internationalization attempts (Johanson & Mattsson, 1988; van Ruth, 2008). In contrast to the 

previously introduced sequential model of internationalization (section 2.1.1), the network 

perspective focuses on the external environmental drivers that influence the outcome of 

internationalization. Sequential models of internationalization rather focus on firm 

characteristics that are beneficial for successful internationalization. In both views, 

internationalization is seen as a dynamic process and sequential as well as less sequential 

approaches to exporting activities are included into the network perspective (Axelsson 

& Johanson, 1992). That is why it is treated as both alternative and complementary to already 

existing internationalization models (van Ruth, 2008).  

The network perspective was developed because of the awareness that the influence of 

environmental conditions on internationalization, its complexity and the role of network 

relationships on exporting activities was not sufficiently identified in existing literature (Bell, 

1995; Fuller-Love & Thomas, 2004; Madsen & Servais, 1997). Especially the role of external 

drivers such as market conditions, competitors etc. which influence the outcome of 

internationalization was underestimated long time (van Ruth, 2008). Thus, already existing 

theories on internationalization cover only certain parts of internationalization and do not take 

its full complexity into consideration (Fuller-Love & Thomas, 2004). That is why, different 

theories such as those of resource dependency (Pfeffer & Salancik, 2003) and social exchange 

(Cook & Yamagishi, 1992) are unified in the network perspective to get more structured 

insights within the area of internationalization (Bell, 1995; Blankenburg & Johanson, 1995). It 
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is claimed that cooperation is more important for a firm’s international development than 

competition as a result that resources and capabilities are applied in a more efficient way 

(Andersen & Buvik, 2002).  

Companies build and maintain an increasing number of domestic and international 

relationships during each phase of their internationalization processes. These relationships are 

build through penetration of already existing foreign networks and international integration 

into existing networks of various countries (Johanson & Mattsson, 1988). Different forms of 

formal and informal networks such as strategic alliances, joint ventures, business, and social 

networks etc. are formed in order to compete efficiently in changing environments. That is 

why the internationalization is shaped by existing relationships within particular networks 

companies are operating. The impact of these networks on the outcome of internationalization 

is considered to be more important than the impact of the actual market characteristics 

(Axelsson & Johanson, 1992). The position within the network determines significantly the 

opportunities and constrains of the internationalization approach as a result that access to 

resources, crucial knowledge, reputation and other benefits are provided (Axelsson 

& Johanson, 1992; Buckley & Ghauri, 1988; Coviello & Munro, 1995; Holm et al., 1996; 

Johanson & Mattsson, 1988). The network perspective on internationalization is applied and 

used in various academic fields such as entrepreneurship studies, sociology, theory of 

organizations, and industrial marketing (Araujo & Easton, 1996). This is why the term 

network describes different modes of cooperation (Vissak, 1986) that are going to be 

highlighted in the following section. 

2.2 Different Types of Networks and their Role for Internationalization 

Different types of networks are identified in literature to have an impact on the outcome of 

internationalization processes. Networks that are central in many studies are various formal 

and informal networks such as business and social networks as well as strategic alliances. In 

the following, definitions and characteristics of formal and informal networks are presented 

(section 2.2.1). Moreover, the overall role of networks for international performance and 

growth of companies is highlighted (section 2.2.2).  

2.2.1 Formal and Informal Networks 

The distinction between formal and informal structures for the context of organizations was 

introduced for the first time in 1961 by Burns and Stalker (1961). The authors characterize 

formal structures as systems which are governed and shaped by the management of 

organizations whereas informal structures are evolving between individuals and are, if at all, 

slightly influenced by the management. Based on this observation, Chandler (1969) defines 

formal networks as those which are adjusted to the mission and strategy of an organization 

and that are launched and led by the management. Informal networks evolve organically as a 

personal initiative of employees without any influence from the management (Chetty 

& Patterson, 2002; Parker, Borgatti, & Cross, 2002). These informal relationships connect 

independent people from the same or different organizations (Allen, James, & Gamlen, 2007; 

Burns & Stalker, 1961). In literature, the terms hard and soft networks are interchangeably 

used for formal and informal network structures (Chetty & Patterson, 2002). Coviello and 
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Munro (1995) refer formal relationships to business related contacts while informal 

relationships evolve between families and friends. Nevertheless, it has to be taken into 

account that relationships between colleagues or other individuals within the same or different 

organizations might also be considered to be informal depending on the depth of their 

relationship (Allen et al., 2007).  

The purpose of structured formal networks is to achieve measurable and tangible objectives 

(Chetty & Patterson, 2002). Examples of these objectives are the access to resources or an 

increasing market penetration rate (Browning, Beyer, & Shetler, 1995). Informal networks are 

less structured and the intention to become a member is less goal oriented. Thus, members of 

these networks cannot and do not expect the same benefits as from formal networks. Benefits 

of informal networks are intangible resources such as support for internationalization in terms 

of trust building, access to additional relationships and learning from each other’s experiences 

(Chetty & Patterson, 2002; Parker et al., 2002). 

Business networks are characterized to consist of formal relationships and thus, belong to the 

category of formal networks (Blankenburg & Johanson, 1995; Eriksson, Johanson, Majkgård, 

& Sharma, 2000; Forsgren, 2002; Johanson & Vahlne, 2003). Another type of networks, the 

social networks, can be attributed to formal as well as informal networks depending on their 

purpose and the influence from outside forces that are intervening in the establishment 

process (Chandler, 1969). Also strategic alliance can have a formal as well a informal 

character depending on the degree of formalization between the actors (Welch, 1992). The 

characteristics and impacts of business networks (section 2.2.1.1), social networks (section 

2.2.1.2) and strategic alliances (section 2.2.1.3) on internationalization processes are 

presented on a general basis in the following.  

 2.2.1.1 Business Networks 

Reviewing relevant literature reveals that there is no common definition of the term business 

network. However, two definitions appear frequently in existing literature and both combined 

present the working definition of business networks for this thesis. The first definition 

describes business networks as a set of at least two individual business relationships in which 

exchange is conducted between two or more collective actors (Anderson et al., 1994; Holm et 

al., 1996). The second definition is similar to the first one but specifies collective actors 

additionally as customers, suppliers, competitors, distributors and the government (Anderson 

et al., 1994; Axelsson & Johanson, 1992; Johanson & Mattsson, 1988; Sharma & Johanson, 

1987). Based on these findings, the working definition of business networks for this thesis is 

formulated as follows: business networks are a set of at least two business relationships in 

which exchange is conducted between two or more collective actors such as customers, 

suppliers, competitors, distributors and the government. Several authors emphasize that 

relationships between actors within a business network are formal by nature because people 

are not necessarily acquainted and meetings are often set on formal purposes (Coviello 

& Munro, 1995; Eriksson et al., 2000; Forsgren, 2002; Holm et al., 1996; Johanson & Vahlne, 

2003). Moreover, the term institutional network which refers to relationships with business 

councils, government representatives and bank institutions is often synonymously used for the 
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term business networks (Hadjikhani & Ghauri, 2001; van Ruth, 2008; Welch & Wilkinson, 

2004).  

In academic research, business networks are of the highest interest compared to other types of 

networks (van Ruth, 2008). Considerable amounts of studies related to these networks were 

already conducted by the Marketing and Purchasing Group (e.g. Ford, 1990; Gadde & 

Mattsson, 1987; Håkansson, 1982). An important outcome of these investigations were the 

transfer of a social exchange perspective on business networks (Cook & Yamagishi, 1992). It 

was concluded that an important objective of business networks is – amongst others – that 

companies coordinate and cooperate through social exchange processes and therewith, 

support each other (Holm et al., 1996). Relationships between actors of business networks are 

build dependent on past activities within and outside the organization. They are characterized 

as long-lasting and stable, interdependent, and complex (Byham, 2010; Huber & Wörgötter, 

1998; Johanson & Mattsson, 1988). Interdependency is achieved through different actors 

sharing their resources and which have to adapt and coordinate their processes mutually. This 

implies that other relationships within the same network are influenced and involved (Chetty 

& Patterson, 2002; Holm et al., 1996). Prenkert and Hallén (2006) state that interactive 

processes are possible in all directions of the business network as a result that neither a center 

nor any boundaries exist. Thus, mostly more than one actor and activity are involved in 

exchange processes and this leads to an increasing complexity (Huber & Wörgötter, 1998). 

The orientation and content of business networks are able to change: the orientation can be 

rather a trade or capital orientation whereas the content depends more on either technologies 

or administrative routines, information about ongoing political reforms, general or specific 

knowledge and social ties (Håkansson & Johanson, 1992; Huber & Wörgötter, 1998). The 

actors within business networks provide job relevant help when it is needed and respond to 

enquiries within reasonable time frames (Byham, 2010).  

Several authors emphasize the importance of business networks for internationalization 

(Byham, 2010; Forsgren, 2002; Holm et al., 1996; Sharma & Johanson, 1987). The 

increasingly complex business environments and organizational structures, in consequence of 

the progressing globalization, make it difficult to coordinate and carry out all required tasks 

and activities related to the entrance of foreign markets alone. As a result that companies 

strive to conduct their businesses as efficiently as possible, they seek for resources supporting 

their internationalization through their business network relationships (Byham, 2010). 

Independent companies get supported by business network partners to develop a collective 

internationalization strategy where best practices are shared and decision making processes 

are supported (Holm et al., 1996). Thus, firms are qualified and assisted to enter foreign 

markets by their business network partners. This means that borders of business networks are 

more important than national borders (Forsgren, 2002). Knowledge about business 

opportunities in foreign markets is shared between business network actors. This observations 

leads Sharma and Johanson (1987) to the conclusion that business networks are “[…] the 

most important asset of a company […] ” (p. 28). Huber and Wörgötter (1998) found that 

business networks differ among nations regarding their verticality and openness. Verticality is 

defined as the amount of organized peer groups within a network whereas openness refers to 

the degree of which outsiders are enabled to penetrate a business network.  
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A differentiation between business and social networks is introduced in the following (section 

2.2.1.2). Summarized, members of business networks are not necessarily acquainted with 

other actors within the network. In contrast, contacts within a social network do not reply 

necessarily to emails in time or provide job relevant help when it is needed (Byham, 2010). A 

more detailed description of social networks can be found in the following. 

 2.2.1.2 Social Networks  

In literature social networks are defined as a set of relationships which are established among 

actors such as families, friends, employees, and acquaintances (Aldrich & Zimmer, 1986; 

Chen & Chen, 1998; Presutti, Boari, & Fratocchi, 2007; van Ruth, 2008; Yli-Renko, Autio, & 

Tontti, 2002). This definition is chosen to become the working definition of this thesis 

because it takes into account that social and business networks are not mutually exclusive. 

Relationships of both kinds of networks can be intertwined (Chen & Chen, 1998). Business 

partners might collaborate and meet on a regular basis with each other and leave the mere 

formal stage of a business relationship, developing a more personal relationship (Johanson 

& Mattsson, 1988; van Ruth, 2008). The informal character of social networks is expressed 

through informal advices from friends or family members as well as loose conversations with 

actors inside and outside a company (Gulati, 1998). Therefore, social networks consist of both, 

formal as well as informal, characteristics and can be created as a sub-network of a business 

network (Björkman & Kock, 1995).  

Important characteristics of social networks are summarized in the “Theory of Weak and 

Strong Ties” by Granovetter (1973). This theory is fundamental for the social network 

approach and focuses mainly on individual persons. However, concepts and findings can be 

applied easily to cases of business organizations. The main characteristic of this theory is the 

so called difference in degrees of interconnectedness within relationships (figure 1). 

 

  Figure 1: Weak and Strong Ties in Social Networks (Zhao Y., 2011). 

Strong ties exist between people that work, play, and live together. These people are often 

friends, families and colleagues who all together create a social network which needs time and 
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effort to be maintained. Weak ties, are formed in relationships between actors of different 

networks that do not contact each other on a frequent basis. It is concluded, that networks that 

are built upon weak ties are characterized by low density and infrequent usage. The access to 

members outside the own network is facilitated through weak ties and access to information 

concerning, e.g. the launch of new technologies, political movements or job offers between 

different social network are provided. The comparison of both types of networks shows that 

strong tie networks are built upon a higher amount of relationships within the same network 

and a more frequent usage (Granovetter, 1973). Moreover, it is found that strong ties have a 

significant impact during the initial stage of venture founding while weak ties contribute 

positively to its survival and growth (Aldrich & Zimmer, 1986; Starr & MacMillan, 1990).  

Further important characteristics of social networks are mutual trust as well as short 

communication paths (Blau, 1977; Holmlund & Kock, 1998). Information can be transmitted 

a lot quicker in comparison to other kinds of networks and each relationship builds on trust 

(Burt, 1995). Moreover, Granovetter (1985) emphasizes the dynamics and the steady change 

of social networks. As a result that actors of social networks do not necessarily get in contact 

with each other in a pre-defined turnus, different kinds of relationships are activated 

irregularly depending on what particular needs have to be satisfied. Consequently, not only 

relatively close contacts but also distant contacts can have a crucial role in business decisions 

(Greve & Salaff, 2003). An advantage of social networks is the building of interpersonal trust, 

i.e. decrease in uncertainties (Batjargal, 2007; Holmlund & Kock, 1998). Thus, social 

networks are especially of importance when it comes to internationalization in emerging 

economies that are characterized by weak rules and regulations (Chen & Chen, 1998; Ellis, 

2000). 

Various authors highlight the importance of social networks for internationalization 

(Björkman & Kock, 1995; Chen & Chen, 1998; Chetty & Campbell-Hunt, 2004; Holmlund 

& Kock, 1998; Kiss & Danis, 2010; Presutti et al., 2007). Findings related to the importance 

of strong and weak ties in different stages of venture founding suggest that they can also be 

applied to different stages of internationalization (Kiss & Danis, 2010; Sharma & Blomstermo, 

2003). Kiss and Danis (2010) provide evidence that strong ties within the domestic markets 

have an important influence on the outcome of the early phase of internationalization whereas 

weak international ties impact positively on later phases of internationalization. This finding 

is supported by Oviatt and McDougall (2005) as well as Han (2006) who found that access to 

weak ties in comparison to strong social ties accelerate the speed of foreign market entrance 

through the distribution and recombination of valuable resources in the early phase of 

internationalization. Another research outcome shows that personal contacts in social 

networks are helpful to bridge cultural differences in foreign markets (Cunningham & Homse, 

1986). 

Strategic alliances represent another type of organizational design and various authors studied 

their positive contribution in relation to the outcome of internationalization processes. 

Therefore, strategic alliances are presented in the following. 
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 2.2.1.3 Strategic Alliances  

The terms alliances and networks are often used synonymously. However, it has to be taken 

into consideration that alliances describe a formal arrangement between a small number of 

different parties while networks include a broad range of relationships and actors (Fuller-Love 

& Thomas, 2004; Larson, 1992). Thus, a strategic alliance can be considered as a network 

with a limited number of actors, a limited operating distance and a limited accessibility for 

outsiders. Both types of operations can be found in large as well as small organizations and in 

various industries (Fuller-Love & Thomas, 2004). Although, strategic alliances are a 

historically well-known type of organizational design, the number of strategic alliances 

related to technological purposes is increasing significantly nowadays. This is because of the 

involved expenses and time pressure related to technological developments (Mowery, Oxley, 

& Silverman, 1996). Another reason is the internationalization of markets and the uncertainty 

connected to foreign market entrance (Hagedoorn, 1990). 

The term alliance is used in various contexts and synonyms like e.g. “collaborative 

agreement”, “corporate linkage” and “co-operative venture” are often used to describe 

strategic alliances (Welch & Luostarinen, 1988). This is why various definitions of the term 

strategic alliance can be found in literature. All definitions have in common that the actors 

within strategic alliances share common goals for their research, development or 

internationalization processes. Moreover, these goals are aimed to be achieved in partnership 

(Fuller-Love & Thomas, 2004; Gulati, 1998; Welch, 1992). An acknowledged definition by 

Gulati (1998) describes strategic alliances as “[…] voluntary arrangements between firms 

involving exchange, sharing or co-development of products, technologies or services.” (p. 

293). Welch (1992) adds that strategic alliances can have a formal (strong commitment) as 

well as an informal (loose coupling) character which also includes cooperation with 

competitors occasionally. His definition implies that organizations combine certain parts of 

their operations with the objective to “[…] achieve the goal of internationalization on behalf 

of one or more of the firms involved.” (Welch, 1992, p. 22) either formally or informally. The 

working definition of strategic alliances as it is used for this thesis is formed out of the two 

previously highlighted definitions. A combination of these definitions is chosen because it 

takes into consideration that strategic alliances are often formed in order to improve the 

outcome of internationalization considerably and that its character can be formal or informal 

by nature. Summarized, a strategic alliance is defined as a formal or informal voluntary 

arrangement between firms in which exchange, sharing or co-development of products, 

technologies or services take place with the aim to achieve the goal of internationalization on 

behalf of one or more of the companies involved. 

Typical characteristics of strategic alliances are the long-term orientation as well as the 

creation of interdependencies to satisfy mutual obligations, interests, and expectations. Within 

strategic alliances, typically, personal relationships are observed to evolve as exchange 

processes (e.g. coordination of activities, transfer of resources etc.) have to be coordinated and 

realized on a frequent basis (Powell, 1987). Such exchange processes are time intensive, 

require certain commitment and effort to be successfully completed (Welch & Joynt, 1985). 

Moreover, Welch (1992) distinguishes between different types of alliances. The first type are 

domestic-domestic alliances which are commonly introduced subsequent to government 
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initiatives, consisting of companies which produce either similar or complementary products. 

It is also likely that strategic alliances are formed among competitors in case that both actors 

together develop better possibilities to overcome obstacles of internationalization. The 

purpose of domestic alliances is to identify foreign market opportunities and to enter 

particular foreign markets jointly. The second type of strategic alliances are domestic-foreign 

alliances which are established cross-border between different companies. Both companies 

aim to penetrate the local market of the other party. Advantages are that both companies have 

specific market knowledge and can provide access to helpful contact persons and distribution 

channels for the other party.  

Summarized, strategic alliances are relevant for the outcome of internationalization. Welch 

and Joynt (1985) state that especially smaller companies improve their ability to penetrate 

foreign markets through participation in strategic alliances. Moreover, it is found that 

companies can access benefits which enable them to compete with stronger competitors in 

foreign markets through alliances (Fuller-Love & Thomas, 2004). In literature further benefits 

of strategic alliances for internationalization are identified, these are presented below (section 

2.3). 

The importance of the introduced networks on internationalization was discussed on a general 

basis in this section. The following section highlights the importance of these networks for 

international performance and growth in particular as a preparation for the discussions around 

the conceptual framework which is presented in section 2.4. 

2.2.2 The Influence of Networks on International Performance and Growth 

Several publications highlight the importance of networks and their related access to 

resources which are beneficial for international performance and growth (Lee et al., 2001; 

Musteen, Francis, & Datta, 2010). Difficulties in measuring international performance are 

highlighted briefly before an more detailed description to related studies is presented.  

In literature it is described that international performance is difficult to measure and to 

operationalize as it refers to various aspects of organizational effectiveness (Dess & Robinson, 

1984; Venkatraman & Ramanujam, 1986). Moreover, Dimitratos, Lioukas, and Carter (2004) 

found that various measures are used to determine the effectiveness of a firm’s international 

performance. Common approaches apply financial measures such as foreign asset ratios 

(Sullivan, 1994), foreign sales ratios (Zou & Stan, 1998), and the time between shipping of 

products and generation of revenues (Schoonhoven, Eisenhardt, & Lyman, 1990). Other 

approaches use measurements such as international survival (Brüderl, Preisendörfer, & 

Ziegler, 1992), exponential growth rate of employment (Brüderl & Preisendörfer, 2000), and 

other subjective performance measures (Sullivan, 1994; Zou & Stan, 1998). An appropriate 

measure of international performance for the purpose of this thesis is discussed in the 

methodology chapter (section 3.4.2).  

Musteen, Francis, and Datta (2010) found that during the initial phase of internationalization, 

resources that are provided through business networks have bigger impacts on international 

performance and growth compared to those gained through social networks. The explanation 

of the authors indicates that social networks primarily provide the benefit of international 
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opportunity recognition. This is of importance especially for the international performance 

and growth in an advanced state of internationalization. However, this explanation contradicts 

the findings of other authors who found that social as well as business networks provide help 

for international opportunity identification in all phases of internationalization (section 2.3.1.2) 

(Aldrich & Zimmer, 1986; Chetty & Blankenburg Holm, 2000a; Ellis, 2000). This thesis is 

going to provide further insights about which type of network facilitates the identification of 

international opportunities and whether this benefit has an impact on international 

performance and growth. 

Lee, Lee, and Pennings (2001) show that existing internal capabilities of companies that are 

combined with resources gained through networks, e.g. access to social capital, have a 

positive impact on international performance and growth of start-up companies. However, this 

effect was not observed for strategic alliances. Lee, Lee, and Pennings (2001) describe that 

collaboration through alliances between newly founded ventures do not provide significant 

benefits and thus, do not have a valuable impact on international performance and growth. 

Similar observations were made in various studies for companies of different sizes that focus 

extensively on relationships through strategic alliances to gain support for international 

performance. It is found that companies with broader access to other networks benefit from 

even more valuable and distinct resources which in turn have a positive impact on their 

international performance and growth (Beckman & Haunschild, 2002; Goerzen, 2007; 

Laursen & Salter, 2006). Moreover, Goerzen (2007) provides evidence that companies which 

focus too heavily on already established relationships have only limited possibilities to 

enhance their international performance and growth as a result that the access to distinct 

resources is restricted.  

The presented discussions indicate that controversial and incomplete findings related to the 

impact of networks and resources on international performance and growth exist. That is why, 

resources that have a positive impact on the outcome of internationalization (performance, 

market penetration, growth rate etc.) and that can be gained through formal and informal 

networks are summarized in the following (section 2.3). Thereafter, an analysis on the impact 

of each of the identified resources on international performance and growth is presented 

(section 4.2).  

2.3 Resource Benefits of Networks for Internationalization 

Beneficial resources for internationalization that can be accessed through different kinds of 

formal and informal networks are presented in detail in this section. First of all, the working 

definition of the term resource is presented. According to Galbreath (2005) a resource is a 

“[…] factor that has the potential to contribute [to] economic benefit.” (p. 980). It is 

emphasized that access to resources influences the outcome of economic business activities, 

as it is also investigated in this thesis. Therefore, this definition is chosen to become the 

working definition of this thesis. Furthermore, all identified definitions of resources have in 

common that they distinguish between tangible and intangible resources (Andersen & Suat 

Kheam, 1998; Galbreath, 2005; Penrose & Penrose, 1958; Wernerfelt, 1995). Tangible 

describes visible resources that have an observable impact on the financial or physical value 
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of companies. In contrast, intangible resources are not observable directly such as positive 

impacts on reputation and credibility of companies (Galbreath, 2005).  

Apart from the classification into tangible and intangible resources, other clusters are applied 

in literature (Holmlund & Kock, 1998; Tolstoy & Agndal, 2010). A structured overview of 

identified resources is presented according to the clustering in Tolstoy and Agndal (2010), 

namely market (section 2.3.1), human (section 2.3.2), reputational (section 2.3.3), financial 

(section 2.3.4), physical (section 2.3.5), and technical resources (section 2.3.6). Additionally, 

a separate section is devoted to “multiple resources” (section 2.3.7). Multiple resources 

describe those that consist either of several resources or resources that fit into more than one 

of the previously introduced categories. All of the presented investigations are summarized in 

tables that provide an overview of their results, the investigated industries, and company types 

as well as the applied methodology (Appendix 1). 

2.3.1 Market Resources 

Market resources include various kinds of knowledge that are necessary to conduct business 

in foreign markets successfully (Andersen & Buvik, 2002; Coviello & McAuley, 1999; 

Coviello & Munro, 1997; Fang, Wade, Delios, & Beamish, 2007; Fuller-Love & Thomas, 

2004). This knowledge can for example be the awareness of preferences and problems of 

target customer segments or learning about international opportunities (Blomstermo et al., 

2004; Ellis, 2000). Globalization leads to situations in which companies are operating in 

increasingly complex business environments. This means it becomes more and more difficult 

to gather the required knowledge to operate successfully in international markets. It is not 

longer sufficient to evaluate local business environments and thus, managers and their 

employees need to accumulate massive amounts of knowledge (figure 2). Networks are 

widely discussed as a means to access important information and to decrease existing 

knowledge gaps (Byham, 2010). 

 
Figure 2: Increasing Knowledge Gaps (Byham, 2010). 

Through accumulation of knowledge, competitive advantages are increased and the value 

creation process of companies is facilitated (Allen et al., 2007). Various authors found that 

distinct kinds of knowledge are important for internationalization. Among the crucial types of 

knowledge are sufficient foreign market knowledge (section 2.3.1.1), internationalization 

knowledge (section 2.3.1.2) that determines a firms capacity of how to manage internationally 
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as well as technological knowledge of how to adapt domestic products to international 

standards (section 2.3.1.3) (Fletcher & Harris, 2012; Forsgren, 2002; van Ruth, 2008). 

Findings related to each type of knowledge are presented in the following sections.  

 2.3.1.1 Market Knowledge 

Market knowledge includes all objective and explicit information related to foreign markets 

such as the size of markets, the constellation of competitors as well as existing rules and 

regulations etc. (Mejri & Umemoto, 2010). Several authors discuss and examine the 

importance of market knowledge in the early phase of internationalization (Johanson 

& Vahlne, 2003; Mejri & Umemoto, 2010). In this phase, companies seek for market relevant 

information in order to decrease the risk of foreign market entrance and to find a point to start 

their internationalization attempts (Mejri & Umemoto, 2010).  

Investigations of several authors found that networks facilitate the access to general 

knowledge about market characteristics (Chen, 2003; Coviello & Munro, 1997; Dyer & Singh, 

1998; Stopford & Wells, 1973). In a multiple case study of 187 multinational corporation 

(MNC) which was conducted in the US, Stopford and Wells (1973) found that knowledge 

about market specific marketing practices and required skills to enter the targeted market 

properly are shared trough networks. A multiple case study among four New Zealand-based 

software developers conducted by Coviello and Munro (1997) shows that especially smaller 

firms benefit from the participation within different kinds of formal and informal networks 

because general knowledge about foreign market characteristics is exchanged. This finding is 

also supported by Mejri and Umemoto (2010). Chen (2003) conducted another multiple case 

study regarding the benefits of relationships among Taiwanese electronic firms. The author 

draws the conclusion that access to general knowledge about foreign markets and about 

required local managerial skills in particular is facilitated. A literature review of Dyer and 

Singh (1998) contributes to these findings that the sharing of knowledge regarding 

characteristics of foreign markets is an essential characteristics of various networks. All of the 

previously introduced studies have in common that neither the size of the company nor the 

actual type of network observed in the studies is specified what in turn leads to less 

generalizable findings.  

Similar investigations provide further in-depth insides as a result that the type of network is 

determined and attributed to specific knowledge resources. One example is the study of 

Johanson and Mattsson (1988) which shows that business network partners serve as an 

important source of market knowledge about foreign institutions. Moreover, companies can 

benefit from the awareness of current rules and regulations in particular foreign markets. The 

same positive relationship is observed between the participation in business networks and the 

access to knowledge about changing market or competitive conditions. Moreover, different 

kinds of technological developments and cultural as well as political signals are interpreted 

properly by business network partners (Andersen & Buvik, 2002). The multiple case study of 

Chetty and Campbell-Hunt (2004) focused also on New Zealand based Born Globals that 

profit from access to market and experiential knowledge through their business network 

partners. Within a survey of 134 companies operating in the Finish electronic industry, Yli-

Renko, Autio, and Tontti (2002) focused on social networks in an international context and 
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found that knowledge about market trends, competition and latest technological developments 

can be accessed through social networks. 

Only two of the identified studies related to market knowledge specify the actual type of 

network, details about the type of market knowledge as well as the size of the companies 

investigated. Fuller-Love and Thomas (2004) found that business networks provide SMEs 

with access to crucial information in a less costly way such as information related to the 

general economic situation of a country, certain market characteristics and legal issues. 

Sharma and Johanson (1987) conducted a case study of two large Swedish technical 

consultancies. It is found that business networks contribute positively to the knowledge 

regarding foreign projects or tenders as well as regarding the existence of already established 

networks in foreign markets which might offer further benefits. 

 2.3.1.2 Internationalization Knowledge  

Internationalization knowledge includes all required information related to the development 

and realization of internationalization strategies in foreign markets (Blomstermo et al., 2004). 

This information implies the identification and evaluation of foreign business opportunities, 

the evaluation of potential business partners, a general screening of different markets, and 

support regarding the choice of entry modes (Fletcher & Harris, 2012; Forsgren, 2002; 

Prashantham & Young, 2011). According to Eriksson et al. (1997) as well as Prashantham 

and Young (2011) internationalization knowledge is not market specific but can be applied to 

various markets and circumstances.  

Greve (2006) as well as Coviello and Munro (1997) found that experiences regarding the 

choice of a particular entry mode are exchanged through different kinds of formal and 

informal networks. Moreover, Coviello and Munro (1997) provide evidence that small New 

Zealand-based software developers access knowledge concerning helpful managing 

relationships in terms of experienced business partners through formal and informal networks. 

These findings are extended by a multiple case study of Chetty and Patterson (2002) who 

found that New Zealand-based telecommunication exporters profit from their soft and hard 

networks
4
 in terms of learning from the experience of networks partners as well as sharing 

ideas and gaining confidence within an international environment. Blomstermo, Eriksson, 

Lindstrand, and Sharma (2004), for example, show that SMEs in the manufacturing and 

service industry deduct network development routines from their network partners. 

Other investigations provide a more detailed overview of specific types of networks and the 

respective internationalization knowledge they offer. A literature overview by Teece (1992) 

shows that strategic alliances offer a contribution to internationalization processes as strategic 

and operational knowledge related to foreign markets is shared. Johanson and Mattsson (1988) 

contribute to these findings that business networks in particular offer the benefit of learning 

through already existing relationships of how to build and maintain sustainable relationships 

in other markets.  

                                                 
4
 In literature, the term soft and hard networks is interchangeably used for informal and formal networks (cf. 

section 2.2.1). 
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Further research defines not only the type of network and the actual type of 

internationalization knowledge but also the size of the company which has been the objective 

of the respective study. Reviewing relevant literature, Chen and Chen (1998) conclude that 

general knowledge of how to internationalize efficiently is one benefit of business networks. 

Usually, this knowledge is shared through business networks among Taiwanese SMEs. The 

same conclusion can be found in a survey of Fuller-Love and Thomas (2004). They found that 

SMEs gain new ideas on how to conduct business and support in problem solving processes 

through business networks. This finding is extended by Prashantham (2005) who provides 

evidence that small companies can gain internationalization knowledge in general through 

social networks. Aldrich and Zimmer (1986) focus on young start-up companies and find 

evidence that participation in social networks leads to international opportunity identification. 

This results from the input of already experienced and established partners of networks. This 

finding is supported by Chetty and Blankenburg Holm (2000a) and Ellis (2000). Both authors 

use multiple case studies as methodological designs and found that business networks among 

manufacturing companies in New Zealand (Chetty & Blankenburg Holm, 2000a) as well as 

social networks among small to medium sized manufacturing companies in Australia and 

Hong Kong (Ellis, 2000) serve as a mediator between internationalizing companies and the 

identification of international opportunities.  

 2.3.1.3 Technological Knowledge 

Technological knowledge is considered as all knowledge that is necessary to develop and 

adapt domestic products to technological standards that are conform to standards in targeted 

markets (Autio, Sapienza, & Almeida, 2000). Having access to this kind of knowledge helps 

companies to overcome lacks in experiences (Oviatt & McDougall, 1995). However, 

technological knowledge is not considered to be accessible through networks in literature. 

Only one study has been identified that discusses technological knowledge as a benefit that 

can be accessed through networks. Mowery, Oxley, and Silverman (1996) conducted a 

multiple case study of 792 strategic alliances in which they found that access to technical 

knowledge is an important benefit that can be gained from alliances partners.  

2.3.2 Human Resources 

Human resources describe employees that have the mindset, skills, and knowledge to 

undertake a foreign market entry and to operate a business (internationally). Accessing human 

resources is beneficial for internationalization as uncertainties and risks related to foreign 

market entrance can be decreased (Tolstoy & Agndal, 2010).  

Two multiple case studies conducted by Coviello and McAuley (1999) as well as Zain and Ng 

(2006) found that SMEs benefit from access to people with local managerial skills within 

foreign markets. Without specifying the actual type of network, it is further concluded that 

access to already established relationships in foreign markets is provided by network partners. 

Actors in these networks often possess not only relevant knowledge but also skills on how to 

operate a business within a particular foreign market. These findings are supported and 

extended by further studies that identify business networks as the origin of access to already 

existing relationships within the targeted market (Björkman & Kock, 1995; Blankenburg 
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Holm & Eriksson, 2000). Welch (1992) identifies that SMEs profit from their commitment to 

strategic alliances which are a source of access to already established foreign networks. 

One study that has been identified connects the actual type of human resource to one specific 

type of network and one particular company size. Fuller-Love and Thomas (2004) conducted 

a survey including 50 manufacturing SMEs in Mid Wales and found that business networks 

provide access to further personal contacts that possess relevant skills of how to operate a 

business internationally. 

2.3.3 Reputational Resources 

Resources that belong into the category of reputational resources are –among others– 

credibility, trust, and recognition (Tolstoy & Agndal, 2010). These resources have an 

important influence on the outcome of internationalization as the reputation of companies 

influences their ability to attract foreign customers (Galbreath, 2005). 

Turnbull, Ford, and Cunningham (1996) found that the credibility and reputation of one or 

more actors within networks rubs off on other actors within the same network. Thus, 

companies that enter foreign markets without an already established reputation profit from the 

credibility and reputation of others. This finding is supported by Zain and Ng (2006) who 

investigated the role of networks for Malaysian-based firms. The author found that SMEs in 

Malaysia benefit in terms of trust, confidence, and credibility from networks partners that 

have already established an international presence. The finding is amended by several 

multiple case studies of Chetty and Patterson (2002) as well as Coviello and Munro (1997, 

1999). Chetty and Patterson (2002) found that relationships within soft and hard networks 

support New Zealand-based telecommunication exporters to build trust among foreign 

customer bases. Moreover, Coviello and Munro (1997, 1999) provide evidence that contacts 

within informal and formal networks support New Zealand-based software developers to 

enhance their international reputation and credibility. 

Another investigation provides further insight by specifying the type of network that was 

examined. A survey among companies operating in the semiconductor industry shows that the 

social status and recognition of firms that are new to a particular market is enhanced through 

the already established presence of strategic alliance partners (Stuart, 2000). 

2.3.4 Financial Resources 

Financial resources represent the internal budget or capital of organizations (Tolstoy 

& Agndal, 2010). These resources are critical for internationalization approaches because 

considerable costs related to foreign market entrance need to be covered: i.e. foreign markets 

need to be analyzed, market specific campaigns need to be developed and published, 

knowledgeable, and skilled employees need to be recruited, access to foreign distribution 

channels needs to be achieved and foreign business units need to be launched (Coviello 

& Munro, 1997; Zain & Ng, 2006).  

A multisite case study of Zain and Ng (2006) shows that Malaysian-based SMEs access 

financial resources to favorable conditions from their network partners. This finding is 
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supported by two multiple case studies of Coviello and Munro in 1997 and 1999. They prove 

that also small New Zealand-based software developers benefit from their formal and 

informal network partners financially because resources such as knowledge are shared. This 

decreases the costs for internationalization. Moreover, financial risks related to foreign direct 

investments and internationalization are lowered as a result that network partners share their 

knowledge and experience and thus, failures can be avoided (Coviello & McAuley, 1999; 

Coviello & Munro, 1997).  

One investigation is identified that specifies the type of network from which certain resources 

can be gained further. Holmlund and Kock (1998) finds that SMEs save costs of 

internationalization as business network partners share their experiences. 

2.3.5 Physical Resources 

In order to exploit foreign business opportunities, access to all kinds of equipment and 

infrastructure is important (Tolstoy & Agndal, 2010). Several investigations found that access 

to foreign distribution channels is provided through network partners (Bell, 1995; Coviello 

& Munro, 1997; Welch, 1992; Zain & Ng, 2006). 

The multiple case studies by Coviello and Munro (1997) and Zain and Ng (2006) provide 

evidence that different kinds of formal and informal network partners facilitate the access to 

already established or occupied foreign distribution channels for SMEs. This finding is 

extended by other researchers who found that SMEs take advantage of their membership in 

business networks (Bell, 1995) or strategic alliances (Welch, 1992) to access adequate 

distribution channels within the targeted foreign market.  

2.3.6 Technical Resources 

Technical resources consist of the research and development capacity of organizations, the 

possession of knowledge about key technology as well as the ability to adapt domestic 

products to international market standards (Coff, 2003; Tolstoy & Agndal, 2010). In this 

sense, one investigation was identified that analyses the relationship between networks and 

access to technical resources. This investigation by Mowery, Oxley, and Silverman (1996) 

found that technical knowledge is gathered in various countries by exchange through strategic 

alliances. However, it has to be acknowledged that resources in terms of technical knowledge 

do also match into the classification of market resources (section 2.3.1) 

2.3.7 Multiple Resources  

Resources listed within this category belong to at least two of the previous classifications. 

Examples for this category of resources are complementary resources and specific assets that 

can be gained through the combination of own and the network partners resources. 

Several authors found that access to various tangible and intangible resources is an important 

benefit of networks that facilitates the internationalization process (Dana, 2001; Klein, 

Crawford, & Alchian, 1978). In more detail, it is found that especially strategic alliances are 

an important source for multiple resources that are beneficial for internationalization (Hamel 
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et al., 1989; Teece, 1992). Coviello and Munro (1995, 1997) found that the combination of 

resources from various formal and informal network partners provide the source for new 

market opportunities for SMEs. 

Belso-Martínez (2006) further extends this finding by particularly relating the benefit of 

accelerated internationalization to business networks. Thus, the speed of internationalization 

is accelerated as companies access resource pools instead of accessing them individually. 

Another finding is that the capability of product development is increased when access to 

knowledge, financial and human resources is provided (Coviello & Munro, 1995; Coviello 

& Munro, 1997). Moreover, Arenius and Clercq (2005) found that valuable relationships 

within social networks can lead to the identification of foreign business partners and potential 

customers.  

Three investigations were identified that relate the examined benefits to types of networks. 

For example, the survey conducted by Fuller-Love and Thomas (2004), who evaluate 

business networks as a valuable means of sharing resources between SMEs. Belso-Martínez 

(2006) found for the same type of network that the time required to enter foreign markets is 

shortened for SMEs. Moreover, it is shown that business as well as social networks in general 

are an important means to overcome the lack of resources related to internationalization (van 

Ruth, 2008). 

2.4 Conceptual Framework 

All knowledge and findings are summarized in a conceptual framework as presented in figure 

3. This framework is used in the following as the foundation for the empirical examination.  

 

Figure 3: Conceptual Framework (Author’s Illustration). 

The first relationship under examination is the accessibility of six different kinds of resources 

for internationalization through three types of networks, as displayed on the left hand side of 

figure 3. For this purpose, it is distinguished between two different types of business networks 

as well as social networks. An explicit distinction between business networks has not been 

identified in literature. However, gathering information related to the health technology and 
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other industries in Sweden revealed that two types of business networks exist: the first type is 

launched purposefully by a third party while the second type is self-established. In the 

following, further explanations about the distinction will be provided. Strategic alliances are 

not included into the conceptual framework and the empirical examination of this thesis. This 

is because strategic alliances offer only a limited accessibility for outsiders (Fuller-Love 

& Thomas, 2004; Larson, 1992) and thus, the flow of resources and their influence on 

international performance and growth is restricted.  

The first type of business networks (1) is usually founded by a third party that can be 

exemplified by the government, trade councils, municipalities, educational organizations etc. 

These business networks are often founded with the intention to enhance the position of one 

or several domestic industries, particular regions or the competitive situation of a whole 

country. These objectives are achieved by unifying members of the same or similar industries 

and by creation of a corporate mission of the network. Three type-one business networks are 

examined in this thesis, namely the Health Technology Alliance (HTA) founded by Halmstad 

University (section 3.2.1.1), Business Sweden founded in collaboration between the Swedish 

Trade Council and Invest Sweden (section 3.2.1.2) as well as the Swedish health care 

foundation Swecare (section 3.2.1.3). The mission of the HTA is to contribute to 

(international) growth for companies operating in the health care technology industry while 

Business Sweden and Swecare (together BusSwe
5
) promote Swedish companies as attractive 

business partners. Chetty and Patterson (2002) pointed out that the objective of structured 

business networks is to provide its members with measurable and tangible objectives. Based 

on this statement, it is assumed that especially purposefully (by a third party) arranged 

business networks offer significant access to the discussed resources. Taken the vision and 

mission of the three networks into consideration, it is assumed that the accessibility of 

reputational and market resources is rated as highest.  

Business networks of type two (2) involve all self-established company relationships, 

(meaning no third party intervenes), to customers, suppliers, competitors, distributors, and the 

government. The actors within such a business network are located in the domestic market as 

well as internationally. Reviewing related literature, evidence is provided that market 

resources (e.g. Blankenburg Holm & Eriksson, 2000; Fuller-Love & Thomas, 2004), human 

resources (Björkman & Kock, 1995; Blankenburg Holm & Eriksson, 2000)}(Fuller-Love 

& Thomas, 2004), financial resources (Holmlund & Kock, 1998) and physical resources (Bell, 

1995) can be accessed through self-established business networks. No specific investigations 

related to the accessibility of reputational and technical resources have been found. However, 

Turnbull, Ford, and Cunningham (1996) found that the credibility and reputation of one or 

more actors within networks rubs off on other actors within the same network. Following this 

argumentation, it is assumed that also self-established business networks offer this kind of 

support. Further evidence related to the accessibility of resources through self-established 

business networks is expected.  

                                                 
5
 In the following, no further distinction is made between the networks Business Sweden and Swecare because 

both organizations and their networks follow similar missions. The reason that they are examined additionally in 

this study is determined by the fact that the operations of the HTA are recently more passive. Both networks 

together are summarized as “BusSwe”. 
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The third type of networks under examination are social networks that consist of relationships 

among individual actors such as families and friends, employees and acquaintances as well as 

people from the same area. As indicated by Chetty and Patterson (2002) as well as Parker, 

Borgatti, and Cross (2002), it is expected that informal social networks provide particularly 

access to intangible resources such as market, human, and reputational resources. Beside the 

lack of knowledge, it was discussed before that also financial resources are an obstacle related 

to accelerated internationalization attempts (Coviello & Munro, 1997; Zain & Ng, 2006). 

Especially smaller companies often do not possess access to securities required to access 

financial support from banks or other companies. Thus, it is assumed that social networks 

provide especially smaller companies with access to financial resources that are required to 

realize internationalization strategies.  

Summarized, it is expected that all types of networks contribute somehow positively to the 

accessibility of resources for internationalization. However, the objective of this thesis is to 

provide further detailed insights about these assumptions. Furthermore, examinations on what 

type of network provide access to which type of resource is desired.  

The second relationship under examination is the impact of these six resources on 

international performance and company growth. Previous investigations proved that access to 

particular resources influences the outcome of internationalization positively (e.g. Lee et al., 

2001; Musteen et al., 2010). However, related findings are controversial and incomplete 

(section 2.2.2). As a strong commitment to networks requires considerable investments in 

terms of money and time, it is important to evaluate and sort each resource in order to enable 

efficient, adequate, and conscious allocation of human resources to the task of relationship 

fostering. The empirical examination analyzes which of the mentioned resources have the 

most and least important impact on the outcome of internationalization processes in terms of 

performance and growth.  
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3. Methodology  

The methodology applied for the empirical examination of the presented conceptual 

framework (section 2.4) is described in detail in this chapter. The first decision for an 

adequate methodology choice is whether the empirical examinations follow either a 

quantitative or qualitative approach. Marshall (1996) and Yin (2011) point out that the choice 

between one of the two approaches is not determined by the preferences of a researcher but by 

the characteristics of the research question(s). A quantitative approach aims to test 

theoretical deduced hypotheses and to find generalizable results (Marshall, 1996; Saunders, 

2009). For this purpose, highly representative random examinations such as large scale 

surveys of a certain population are conducted (Saunders, 2009). This method is useful for the 

analysis of research questions that target to provide descriptive answers (“What happens/ has 

happened?”). Qualitative approaches, on the other hand, are applied with explanatory 

research questions (“Why” or “How” does/ did something happen?”) (Marshall, 1996; Yin, 

2011). Investigations that follow this approach do not make use of statistical measures for an 

analysis but of a basis of observations (Bryman, 2007; Saunders, 2009). 

The two research questions examined in this thesis aim for descriptive answers:  

1. What type of economic resources, that are beneficial for internationalization processes, 

can be gained by companies through different kinds of networks?  

2. Which of the identified resources improves international performance and growth best? 

The characteristics of these research questions point in direction to a quantitative research 

approach. Although, no specific hypotheses are deduced for the empirical examination, a 

quantitative research approach was chosen. Formulating hypotheses for each of the discussed 

relationships within the conceptual framework would have led to more than 25 hypotheses. In 

order to facilitate the structure and flow of this thesis, the empirical examination will be 

deduced based on the conceptual framework for the analysis. 

Usually, the data used for quantitative investigations result from sources such as sample 

surveys, censuses, and administrative records (Statistics Canada, 1998). The data is meant to 

examine empirically derived relationships between at least one independent and one 

dependent variable (Glasow, 2005). Within the scope of this thesis, a web-based survey was 

conducted in order to empirically examine the presented relationships within the conceptual 

framework that will allow answering the deduced research questions. 

In order to provide an understanding for the applied methodology, the fundamentals of survey 

research are summarized in section 3.1. Based on this information, the survey design (section 

3.2) and the data collection method (section 3.3) are described. Following this, the 

measurement of constructs and variables (section 3.4) as well as a discussion regarding the 

scientific quality of the data (section 3.5) are presented.  

  



3. Methodology  28 

 

3.1 Fundamentals of Survey Research 

The OECD (2013) defines survey research as “[…] an investigation about the characteristics 

of a given population by means of collecting data from a sample of that population and 

estimating their characteristics through the systematic use of statistical methodology.” The 

objective of conducting surveys are manifold and can be exemplified as follows: the provision 

of answers for certain questions, the solution of recurrent problems, the assessment of certain 

needs, the determination whether previously defined objectives have been met, and the 

analysis of observed trends (Isaac & Michael, 1997; Salant & Dillman, 1994). The five step 

process of reaching those aims and conducting a survey from the beginning to the end is 

displayed in figure 4. The specific form of each of these steps for the survey used for the 

empirical examination of this thesis is introduced in this chapter.  

 

 

 

Figure 4: Process of Conducting a Survey (Thayer-Hart et al., 2010). 

Three characteristics of survey research were identified in literature. These are: 

1. the quantitative description of certain attributes of a given population  

2. the collection of subjective data from individuals  

3. the generalization of findings (Kraemer, 1991). 

Strengths of this type of research methodology are manifold e.g. subjective data collection 

through a survey requires only manageable investments in terms of time and money as no 

interviewers have to be hired and questionnaires do not necessarily have to be send by post 

(Bell, 2002; Wilson, 2009). Furthermore, surveys are standardized measurements that gather 

similar information through often standardized questions which are posed to every participant 

(Owens, 2002). Moreover, data cannot only be collected and analyzed for a large population 

(research sample) but also other information relevant for the examination of relationships 

such as demographic data of the research sample can be collected (Thayer-Hart et al., 2010). 

McIntyre (2002) points out that findings of surveys can describe attitudes of a certain 

population easier than observational research techniques that require sufficient interpretation 

skills. However, it has to be taken into consideration that the generalizations of findings are 

correct with a high probability but no exact measures can be applied (Salant & Dillman, 1994). 

However, generalization can be affected by weaknesses of survey data such as inaccurate or 

incomplete responses from individuals. Misleading responses might occur as a result that 

participants want to hide inappropriate behavior or in case that participants have problems to 

remember the circumstances leading to a certain behavior in the past (Bell, 2002). Moreover, 

Pinsonneault and Kraemer (1993) point out that a survey is no adequate measure of historical 

phenomena.  

Bearing strengths and weaknesses of survey research in mind, this kind of methodology was 

chosen for the empirical examination of the conceptual framework for the following reasons. 
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The conceptual framework covers complex relationships with a multitude of different 

networks and resources included. The complexity favors the application of a survey as 

qualitative interviews would have to cover too many separate questions in order to cover all 

relationships. Moreover, the investigated sample of companies is located in various cities and 

villages all over southern Sweden. Thus, a survey facilitates the accessibility of those 

companies (Wilson, 2009). 

3.2 Survey Design 

As it was described in figure 4, the first step of conducting a survey is to develop a survey 

design. This design is considered to be a blueprint which displays the development of research 

processes (Yin, 2002). Moreover, it describes the way of how an analysis is conducted and 

includes the methods as well as procedures required to obtain the data (Ghauri & Gronhaug, 1995). 

In literature it is distinguished between two basic survey designs: the first type of design are 

cross sectional surveys where data is collected at one particular point in time from a selected 

sample of a population. Another type of survey design are longitudinal surveys that imply 

the collection of data at various points in time. Thus, longitudinal surveys provide the 

possibility to determine trends that are evolving over time (Owens, 2002). It is expected that 

the resources which can be accessed through different kinds of formal and informal networks 

as well as their impact on international performance and growth does not change significantly 

within several years. This is the reason why the observation of trends is neglected and a cross 

sectional survey is conducted.  

The survey design involves the development of the sampling plan as well as of the survey 

media used to collect the data (Salant & Dillman, 1994; Thayer-Hart et al., 2010). The 

selection of the research sample (section 3.2.1) as well as the survey media which determines 

the design of the survey (section 3.2.2) are presented in the following.  

3.2.1 Selection of the Research Sample 

A research sample is defined as a “[…] group of people, objects, or items that are taken from 

a larger population for measurement. The sample should be representative of the population to 

ensure that we can generalize the findings from the research sample to the population as a 

whole.” (Bineham, 2006, p. 1). The investigation of a whole population is often inefficient 

and impossible because of its size as well its accessibility. Thus, a representative sample of 

the population is chosen to be studied (Marshall, 1996). For this purpose, the research sample 

has to be complied randomly what implies that all individuals of the research sample can 

become a part of the survey with the same probability (Glasow, 2005).  

The selection of the research sample is determined by the size and homogeneity of the whole 

population as well as the costs and time required to access it (Salant & Dillman, 1994). In 

terms of size, it has to be taken into consideration that very large samples do not necessarily 

lead to better results. However, it is important to notice that there is a negative relationship 

between the size of the sample and the occurrence of random sampling errors (Marshall, 

1996). In case that the target population is difficult to define and access, Attewell and Rule 

(1991) recommend the formation of a theoretical sample which purposefully includes actors 
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that show desired characteristics. However, it has to be taken into account that a theoretical 

sample is not collected randomly and thus, only approximate estimations can be made. 

Nevertheless, if a target population contains a manageable number of actors and is easy to 

contact, it is recommended to use the whole population as a sample. A sample with a 

manageable number of actors has the advantage that getting in touch with them in order to 

encourage their participation is facilitated (Thayer-Hart et al., 2010).  

The population for the empirical examination of this thesis consists of members of the non-

profit organization Health Technology Alliance located in Southwest Sweden as well as 

several companies that are closely related to and take part in the activities of the HTA. The 

HTA consists of 60 members who encompass companies, organizations, municipalities and 

universities (Health Technology Alliance, 2013). The HTA has been chosen to become the 

main study object of this thesis for several reasons. Firstly, companies operating in the health 

technology sector face considerable problems to market products internationally due to 

market specific characteristics and conditions. Thus, a valuable network of relationships is 

often inalienable to handle extensive bureaucratic processes related to granting of permissions, 

corruption to accelerate processes, reputational disadvantages in comparison to local 

competitors as well as shortages in terms of resources (Aidis & Adachi, 2007; Devan et al., 

2011). There is no doubt that the access to resources is especially important for the outcome 

of international performance and growth of companies operating in this particular industry. 

Secondly, the location of the head quarter of the HTA in Halmstad facilitates the exchange of 

information and the ability to get in touch with the project leader of the HTA. This fact is 

further favored through already established relationships between Halmstad University and 

the project leader of the HTA.  

The research sample of this thesis is limited to the 50 member companies of the HTA as well 

as 39 companies that are closely related to the HTA. The reason that universities, 

organizations and municipalities were excluded is determined by the fact that 

internationalization processes of business companies are studied in particular. It was decided 

to include all companies because of the manageable number of actors within the research 

sample what in turn facilitates to contact all of them and encourage their participation.  

Some general information about the HTA are provided in the following (section 3.2.1.1). 

Additionally, the networks Business Sweden (section 3.2.1.2) and Swecare (section 3.2.1.3) 

were included in this study and related information are presented.  

 3.2.1.1 The Health Technology Alliance 

The HTA was founded in 2002 by the University in Halmstad and started to actively work 

with companies already in 2004 (Andersson & Sundermeier, 2013). The vision of the HTA is 

“to contribute to growth in new and existing companies and act as a spokesperson for 

members on issues of healthcare technology” (Health Technology Alliance, 2013). For this 

purpose, 60 organizations involved in the development of products and services in the area of 

health care technology are united by the HTA. Those organizations include 50 companies as 

well as several universities (e.g. Halmstad University), organizations, and municipalities 

located in Southwest Sweden. The target groups are mainly SMEs with maximum 50 
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employees operating in the health care technology industry as well as larger companies that 

are willing to take the needs of smaller companies into consideration. Moreover, also country 

councils, municipalities, universities, patients associations etc. belong to the target group of 

the HTA. The overall aim of the HTA is to guide the area of Southwest Sweden to become the 

leading region in the development of products and services in health care technology (Health 

Technology Alliance, 2013).  

Various concepts and activities contribute to this objective. Networking activities as well as 

cooperation with different research and development organizations have an important impact 

on the work of the HTA. Through these activities, initiatives for research and development 

projects are triggered and the production processes of health care products are supported. 

Different kinds of seminars and lectures contribute to the competence development of its 

members. Furthermore, internationalization processes and initiatives are supported. Other 

activities of the HTA include marketing of its members as well as the commercialization of 

research and development (Health Technology Alliance, 2013). Additionally, the HTA aims 

to find areas that offer interesting possibilities to further develop health care products and 

services. For this purpose, a platform is provided where companies can meet important 

persons from the industry or the government (e.g. politicians and researchers) and where they 

can share their ideas and thoughts. Taking all these methods together, the ability to innovate is 

facilitated significantly. The members of the HTA have to pay a small membership fee before 

they can benefit from the presented activities. However, the project leader acknowledged that 

the HTA recently became more passive and needs new refreshing inputs for their activities. 

The reason for the passiveness is that relevant sources to provide market relevant information 

are missing. This is why, a focus is led on more technical relevant information and support. 

(Andersson & Sundermeier, 2013). As a result of the limited operations of the HTA, it was 

decided to focus additionally on the activities and resources that can be gained through the 

organization Business Sweden and Swecare.  

  3.2.1.2 Business Sweden 

Business Sweden was founded in 2013 through a merger of the Swedish Trade Council and 

Invest Sweden. It is owned jointly by the private sector as well as the Swedish government. 

Through this constellation, access to networks and important contact persons within all 

organizational levels is achieved. It supports the overall objective of the organization to “[…] 

promote Sweden internationally and enhance the image and awareness of Sweden as an 

attractive, innovative and competitive business partner” (Business Sweden, 2013). This 

mission provides its members with support for their internationalization strategies as a result 

that the accessibility of export markets is facilitated. Moreover, Business Sweden wants to 

provide SMEs with foreign business opportunities to support their international growth. This 

mission is achieved through the provision of business related advices, marketing campaigns 

that promote the image of Sweden as a business partner (innovation friendly climate, 

excellent investments opportunities in healthcare, science, technology, music, tourism, etc.), 

and the performance of events that target to develop (internationalization) skills. Moreover, 

clusters of companies within certain regions of Sweden are identified and promoted 

internationally in showcase centers. A multitude of offices in 57 different countries contribute 
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and accomplish this mission. Swedish companies benefit from their knowledge as well as 

market specific advices.  

 3.2.1.3 Swecare 

Swecare is a Swedish health care foundation which was established in 1978 by the Swedish 

government and the health care industry. The overall aim of the non-profit organization is to 

address health care challenges through the encouragement of collaborations between 

academia, the public sector, the government and the private sector. This constellation favors 

the international competitiveness of the Swedish health care sector and related industries. 

Moreover, a network is created that integrates 350 companies and organizations which 

represent all parts of the health care spectrum. The members of the network support Swedish 

health care companies to overcome challenges and to get operational in foreign markets. This 

objective is reached through the establishment of long term partnerships to internationally 

operating organizations as well as to ministries and official agencies in foreign markets. 

Delegations trips are organized on a frequent basis and offer its members access to ministerial 

speaking partners, business contacts and other key actors in the health care markets. Moreover, 

seminars and network meetings are organized to provide support and information related to 

international operations in the health care industry (Swecare, 2013). 

3.2.2 Survey Media 

Survey media includes tools that are used to conduct a survey. They can consist of face-to-

face or telephone interviews as well as mail surveys which are send out by post or 

electronically. Available monetary and time resources influence the decision on which kind of 

survey media is chosen (Salant & Dillman, 1994).  

Advantages of verbal surveys via telephone or face-to-face surveys are their flexibility as the 

interviewer can react directly to interesting turns during a conversation. Moreover, the 

observation of gestures and body-language is possible which can be interpreted and might 

deliver further information (Isaac & Michael, 1997). Salant and Dillman (1994) mention that 

verbal survey media is especially favorable when it is unlikely to get a satisfying response rate 

to long written questionnaires or when the population cannot be determined explicitly. 

However, untrained interviewers might not be able to interpret conversations or certain 

gestures properly. Another disadvantage are the investments in terms of salary for staff, time 

and locations (Isaac & Michael, 1997). These expenses can be avoided through written 

surveys which do not require personal contacts because they are send out either by post or by 

mail (Medlin, Roy. S., & Chai, 19999). Another advantage of written surveys is the pace and 

volume of the survey (Salant & Dillman, 1994; Thayer-Hart et al., 2010). Especially the data 

from web-based surveys can be easily transferred to statistical programs such as SPSS. This 

further facilitates the assessment of valuable findings (Medlin et al., 19999; Solomon, 2001; 

Wilson, 2009; Witt, 1998). Nevertheless, also disadvantages of written surveys have to be 

taken into account. Errors can occur when only parts of the population can be determined. 

Moreover, disabled and less educated people are less likely to respond to surveys. This may 

lead to unsatisfying response rates. The same occurs when answers for certain questions are 

skipped intentionally or unintentionally (Isaac & Michael, 1997). Higher response rate can be 
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reached with mixed mode surveys that combine parts of both, verbal and written surveys. 

The objective of a combined survey is to reach the best possible response rate while the costs 

for conducting the survey are kept low. Costs are rising when additional media is used in 

order to increase the response rate (Salant & Dillman, 1994).  

A written survey has been chosen as a means to collect the empirical data for this thesis. This 

decision is based on the benefits of cost and time savings. Moreover, all companies which are 

part of the research sample are located all around southern Sweden. The accessibility of each 

individual company is facilitated through the application of a written survey. For this purpose, 

a questionnaire with 23 questions was implemented (Appendix 2) and sent out via email with 

the help of a software tool called Quicksearch. A significant advantage of this process is that 

the skipping of relevant answers can be avoided through certain settings of the program and 

responses are directly entered into a database. Moreover, the participation is convenient and 

needs only manageable effort for the participants. A link leading to the survey is placed in an 

email that only needs to be opened by the respondent (Solomon, 2001). However, also 

disadvantages of web-based surveys are taken into account. The variety and multitude of 

different means to collect data through a web-based survey causes difficulties to determine an 

adequate software for conducting the survey (Couper, 2000). The software tool Quicksearch 

was chosen for this thesis as various professors of Halmstad University were able to gain 

sufficient experiences with the program and thus, a minimized error quote is expected. 

Moreover, the license obtained by Halmstad University of Quicksearch provides the option to 

include an unlimited number of questions as well as to send out the survey to an unlimited 

number of participants. It is acknowledged that the accessibility and problems with the 

internet connection might have a negative influence on the response rate but this risk is 

considered to be minimal (Solomon, 2001). 

3.3 Data Collection 

The data used for the empirical examination of the conceptual framework in this thesis is 

primary data. They were collected purposefully for this thesis during April 2013. The first 

step of data collection consisted of a meeting with the project leader of the HTA. It was 

arranged with the objective to obtain further information related to the non-profit organization. 

Furthermore, support for the empirical data collection of this thesis was desired. The project 

leader showed great interest in the outcome of this thesis as an indication regarding the 

effectiveness of the HTA will be provided. A list with the email addresses of contact persons 

in different companies, which are part of the research sample (section 3.2.1), was provided. 

Moreover, the project leader recommended, based on personal experiences, that the 

questionnaire should be send out in Swedish in order to encourage more people to participate.  

As a second step, the members were asked to participate in a web-based survey related to “the 

benefits of networks during internationalization”. A pilot test of the survey was conducted 

previously in three rounds with randomly chosen test subjects (15 in total) in order to gain 

knowledge of the understandability of the questionnaire and possible problems. Feedback was 

incorporated into the questionnaire after each round until potential limitations regarding the 

conduction of the survey were eliminated. Afterwards, the members of the HTA and closely 

related companies were contacted individually via email. Every email contained an 



3. Methodology  34 

 

introduction letter to encourage and motivate the participation through detailed explanations 

of the benefits of this study. A main argument was that reforms related to the effectiveness of 

the HTA might be initiated as a result of this study. This in turn results in further benefits for 

each individual company in regard of their business activities. However, the participation in 

this survey is based on voluntariness and is not compensated directly. It was communicated 

that the data is treated anonymously and that it is used for two purposes. Firstly, for a 

scientific research project at Halmstad University and secondly, for the evaluation of the 

effectiveness of the network provided through the HTA. All contact persons who did not 

answer the survey within seven days received an additional reminder via email.  

Questionnaires have been sent out to 89 respondents of which 13 returned because of 

ambiguous or non-existing email addresses. Of the 76 firms that have received the 

questionnaire, 21 participated in the survey what equals a response rate of 36%. Three of 

these companies do not have any international operations yet and were irrelevant for this 

study. Ten of the participating companies fit into the category of SMEs (less than 250 

employees) and another five of the companies have more than 250 employees (figure 5).  

 

Figure 5: Company Size Distribution Expressed Through Number of Employees. 

Respondents of the questionnaires all have leading positions within their companies. 

Summarized, CEOs and owners, sales managers and business development managers 

answered the questionnaire.  

 

Figure 6: Age Distribution of Survey Participants. 

The average age of the participants is between 46-55 years (figure 6). All participates are 

male. 
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Figure 7: International Study Experience of Survey Participants. 

Moreover, six of the participants have never been studying abroad while five spent between 

six months and more than one year at a foreign university (figure 7). 

 

Figure 8: International Working Experience of Survey Participants. 

However, this does not mean that participants in this survey do not have any international 

experience (figure 8). Three participants have less than two years working experience abroad, 

one worked between two to five years abroad and three participants even worked abroad for 

longer than five years.  

Summarized, data were collected from a diverse group of experienced male individuals in 

different age groups. Moreover, these individuals include some with and without study and 

working experience abroad. Therefore, it is concluded that although only a small research 

sample was investigated, the data represents opinions from a diverse group of people. 

3.4 Measurement  

Phenomena that exist in reality but that cannot be observed directly are expressed through 

constructs (Devellis, 1991). A construct is defined as a “[…] mental abstractions that we use 

to express the ideas, people, organizations, events and/or objects/things that we are interested 

in” (Laerd, 2013). A clear distinction has to be made between constructs and variables. 

Abstract constructs that are transformed into a concrete and measurable form are called 

variable. Thus, variables are measurable and testable tools that are used to operationalize 

(measure) constructs of interest. Constructs are often represented by numerous variables. 

Knowledge for example can be determined my market knowledge, by internationalization 

knowledge as well as by technical knowledge depending on the underlying definition of 

knowledge. Therefore, constructs are interpreted differently depending on the chosen 

perspective. For this reason, it is important to clarify which perspective is chosen for the 
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respective construct and the development of its variables. Measuring the expression of 

variables implies the development of questions and assumptions for questionnaires. This 

questions and assumptions are called items (Laursen & Salter, 2006).  

Variables that measure the accessibility of different kinds of resources as well as international 

performance and growth were applied for the questionnaire design used in this study. 

Moreover, control variables such as the company size and the year of founding were 

measured in order to determine their effect on the relationships under investigation. Some of 

the applied variables were validated within various investigations before, while other 

variables and have been developed for the purpose of this thesis. A seven point Likert-scale 

was used for measurement of all variables (see Appendix 3 for items and questions). The 

indicators of the scale are presented in table 1:  

Value on Likert-Scale Meaning 

1 Strongly Disagree 

2 Disagree 

3 Somewhat Disagree 

4 Neutral 

5 Somewhat Agree 

6 Agree 

7 Strongly Agree 

Table 1: Liker-Scale and Meaning. 

3.4.1 Measures for Resources 

Within this thesis each type of resource is measured through one individual variable including 

three items. Three items per variable were chosen as a higher number of items would have led 

to an even more extensive questionnaire and probably to a lower response rate.  

Market Resources. The main focus was put on internationalization knowledge as a market 

resource since the main objective of this thesis is to determine internationalization advantages 

in general and not only for a particular market. Internationalization knowledge is specified as 

knowledge required for the development and realization of internationalization strategies in 

foreign markets. The items for the variable “InternationalizationKnowledge” were first 

applied by Blomstermo, Eriksson, Lindstrand, and Sharma (2004). The authors approved the 

items successfully. Small modifications with regard to the sentence structures were made to 

adapt the questions to the others of the questionnaire.  

Human Resources. Using the variable “HumanResources”, this construct aims to measure the 

access to employees that have the mindset and skills to undertake a foreign market entry 

through networks. In literature, no approved construct was found that measures this 

assumption exactly. For this reason, the items of Lepak and Snell (2002) that measure the 

human capital value were modified for the purpose of this thesis. This decision was taken as 

this thesis aims to identify beneficial resources and their value for international performance 
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and growth. Modifications were made with regard to sentence structures and included content. 

This means, an international perspective was added to the original items as they focus on 

values for national operations only.  

Reputational Resources. The construct international reputation determines the degree of 

achieving international reputation for individual companies. No approved variable was 

identified in literature that measures the three dimensions  of reputational resources 

(credibility, trust, recognition) as identified by Tolstoy and Agndal (2010). These dimensions 

were adapted for the purpose of this thesis (section 2.3.3). According to Miller et al. (2009), 

the generation of items can be based – among others – on the identified dimensions of 

variables. Thus, three items have been developed for the variable “International Reputation” 

that cover the three identified dimensions of reputation and that bring them into an 

international context.  

Financial Resources. This variable measures the accessibility of financial resources for 

realization of internationalization strategies. In literature, no approved variables were 

identified that satisfy the intentions of this study. For this reason, the recommendations of 

Agarwal, Xu, and Poo (2011) were applied and an expert in the field of national and 

international finance strategies was contacted in order to develop valuable items for the 

variable “FinancialResources”.  

Physical Resources. Access to foreign distribution channels is discussed in this thesis as an 

important physical resource for internationalization. As items for this variable were not used 

in previous research, they were developed purposefully for this study. According to the 

previous approach to develop items for the construct financial resources, an expert in the field 

of sales and distributions was contacted to develop valuable resources for the items of the 

variable “PhysicalResources”.  

Technical Resources. Within the scope of this thesis, the construct technical resources 

measures the ability to adapt domestic products to international market standards. No 

approved constructs was identified in literature. For this reason and with the aim to develop 

meaningful items, a product development expert was asked to formulate items that are 

measuring the variable “TechnicalResources”.  

3.4.2 Measures for International Performance and Growth 

International Performance. Various measures are identified which are used to determine the 

international performance of companies in literature (section 2.2.2). International performance 

is a complex construct which is difficult to measure as different nations apply distinct 

domestic accounting standards (Leonidou, Katsikeas, & Samiee, 2002). Moreover, apart from 

balance sheets, various different financial and non-financial measurements for international 

performance are approved. For example, financial measures are foreign asset ratios (Sullivan, 

1994) and foreign sales ratios (Zou & Stan, 1998). Non-financial measures include 

international survival (Brüderl et al., 1992), the exponential growth rate of employment 

(Brüderl & Preisendörfer, 2000), and other subjective performance measures (Sullivan, 1994; 

Zou & Stan, 1998).  
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For the choice of an appropriate measure, it needs to be taken into account that companies 

might not be willing to reveal their foreign market expenditures (Leonidou et al., 2002). 

Moreover, quantitative financial measures require that respondents are aware of specific sales 

data, these data might cause effort to be looked up. This might have a negative impact on the 

response rate. It is proven that a combination of financial and subjective performance 

measures reaches a high level of reliability though (Leonidou et al., 2002). Thus, it was 

decided that financial as well as more subjective performance measures are used in this study 

to determine the international performance of companies. The subjective performance 

measures of Nummela, Saarenketo, and Puumalainen (2004) were chosen for this study 

because the items are already approved and applied by other researchers. Nummela, 

Saarenketo, and Puumalainen (2004) use a two dimensional measure: four items cover the 

quantitative aspects of international performance and two others cover qualitative aspects. 

The results of the internal consistency analysis prove that the items measure two distinct 

variables (section 4.2.1). Additionally, one quantitative financial performance measure was 

used (equation 1):  

                           
                        

                
 (1) 

International Growth. The previous discussion related to different measures of international 

performance is also relevant for the determination of international growth. After reviewing the 

length of the questionnaire, the concern was raised that not all participants might be willing to 

answer additional assumptions that follow the same style as those before. That is why it was 

decided that international growth is measured through a quotient, dividing two financial 

measures by one another (equation 2): 

                      
                        

                        
 (2) 

3.4.3 Control Variables 

Control variables are used to determine whether additional variables have an influence on the 

investigated relationships. Two control variables are used in this study to determine their 

possible effects on international performance and growth of companies.  

Experience. International experience is discussed to have a positive influence on the 

international performance and growth of companies (Bilkey & Tesar, 1977; Johanson 

& Vahlne, 1977). The international experience is measured by the years a company is active 

internationally.  

Size. Several authors found that the size of a company might influence its international 

performance and growth (Dunning, 1988; Pan, Li, & Tse, 1999). In order to determine its 

influence of the company size in this study, size is measured through the number of 

employees as well as through the total sales in 2013.  
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3.5 Scientific Quality of Data 

Some discussion around the scientific quality of the collected data is presented in this section. 

First of all, several criteria in quantitative research were established for evaluation of the 

(scientific) quality of research. Several tools are used to examine the so called scientific 

quality of quantitative data applying the established criteria. In particular, this includes 

evaluation of the explanatory power measured by reliability and validity of the data (Bryman, 

2007). Measuring the reliability implies to determine the consistency or stability of measure 

scores. In more detail, it is evaluated to which extend the applied measures are likely to 

provide the same results whenever the same study is repeated with the same methods under 

the same conditions (Connaway & Powell, 2010). The validity of data determines “[…] how 

well the scientific operation achieves what it aims to achieve” (Heukelom, 2011, p. 13) or in 

other words whether applied methods measure what they intend to measure (Kirk, 1996).  

There are several approaches to determine the reliability of quantitative studies. Four of them 

can be found frequently in existing literature. These four are going to be highlighted in the 

following: test-retest reliability, inter-method reliability, split-half-reliability, and internal 

consistency reliability. In order to determine the test-retest reliability, the same test is 

conducted a second time within the same research sample. The test-retest reliability compares 

the results of the first and second tests and shows their correlation. This type of reliability is 

only appropriate when variables do not change over time and can be considered to be stable. 

Moreover, this measure requires additional investments in terms of money and time to 

conduct a second test (Bohrnstedt, 1983; Diekmann, 2007). The second measure is the inter-

method or parallel-forms reliability that tests whether the same results are achieved when 

similar but different methods are used. The parallel test is conducted at the same time or 

shortly after the original study with a control sample of persons belonging to the same 

research sample. However, creating a parallel version of a study with different instruments 

and methods might be problematic and complex (Bohrnstedt, 1983). A third approach to 

determine the reliability of a study is the split-half-reliability. The research sample is divided 

into two equal groups and both are tested at the same time. A high reliability is given when 

the results of both groups do not differ significantly. For this purpose, mean values of the 

results are calculated and their correlation is determined. In case of limited possibilities to 

conduct a parallel-test or a retest, the fourth approach can be useful. The internal consistency 

reliability is a developed version of the split-half-reliability and splits the whole test in 

individual constructs that are described through various items. Every construct is tested 

individually in order to determine the correlation of its items and therewith, its internal 

consistency. A common measure to determine the correlation is Cronbachs-Alpha (Bohrnstedt, 

1983; Kaplan & Saccuzzo, 2012). The reliability of the study that is conducted within the 

scope of this thesis is tested using the internal consistency reliability because only limited 

time and monetary resources to conduct parallel tests or retest were available. The 

calculations of the internal consistency reliability can be found in section 4.2.1. 

Comparable to the discussions about reliability, there are also various methods available to 

measure the validity of a quantitative study. Internal and external validity give information 

about the quality of research designs. The construct validity explains how well chosen 
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variables describe the construct they are measuring. However, validity is not measured 

directly but can be indirectly determined based on the used methods, results and data (Brewer, 

2000). Internal validity of a study is given when the relationship between a dependent and an 

independent variable can be determined clearly while possible intervening variables are 

eliminated. Therefore, high internal validity is achieved when variations in dependent 

variables can only be explained by variations in an independent variable. Experiments that are 

conducted in a laboratory usually have a higher internal validity compared to field work as 

intervening variables can better be controlled in laboratories. A generalization of findings is 

only possible when a high internal validity between two variables can be measured (Bortz, 

2002). The internal validity of this study is positively influenced by the integration of control 

variables into the examination (section 3.4.3). Thus, the direct relationship between the 

accessibility of certain resources and their impact on international performance and growth is 

measured while taking indirect influences in terms of size and experience of companies into 

consideration.  

Internal validity is a necessary condition for external validity that expresses whether the 

results of a study are applicable to other persons or situations and whether results are 

generalizable (Heukelom, 2011). Regarding external validity, field work normally has a 

higher external validity compared to studies that are conducted within laboratories as field 

studies are conducted under “real conditions”. This observation describes a frequent dilemma 

of researchers: on the one hand, it is important to use standardized and controllable research 

designs in order to reach a high internal validity. On the other hand, a high external validity 

requires realistic and often sensitive research conditions. Thus, measures to increase the 

internal validity often have a negative impact on the external validity and vice versa. A 

solution for this problematic is to conduct several studies within one research program 

(Babbie, 2010). A discussion about the generalizability of the findings in this study is 

conducted in section 5.3.  

Another approach to determine whether applied methods measure what they intent to measure 

is to determine their construct validity. More in detail, the construct validity gives 

information whether a conducted study measures certain constructs in accordance with 

existing construct definitions and related theories. Therefore, it is important to develop 

variables and items that are consistent with existing theories related to the construct and that 

determine the characteristics of a construct sufficiently (Brewer, 2000). The development of 

items for this study is displayed in section 3.4 and evidence is provided that applied constructs 

are developed according to existing theories or otherwise, in close cooperation with 

knowledgeable experts in order to ensure a sufficient high construct validity.  



Janina Sundermeier  41 

 

4. Analysis 

The empirical analysis examines the accessibility of resources, beneficial for 

internationalization, through different kinds of formal and informal networks. Furthermore, 

the impact of these resources on international performance and growth is investigated. The 

analysis on the specified research questions (section 1.1), applying the presented conceptual 

framework (section 2.4), is divided into two parts. The first section uses descriptive statistical 

measures in order to determine the accessibility of resources through networks (section 4.1). 

The second section examines the impact of these resources on international performance and 

growth using correlation and linear regression analysis (section 4.2).  

4.1 Accessibility of Resources through Networks 

The analysis related to the accessibility of resources through different types of formal and 

informal networks is divided into two parts. The first part (section 4.1.1) examines the 

findings in general without making further distinctions between the participants. The second 

part (section 4.1.2) compares the results for different cases based on the international 

experiences, the numbers of their employees as well as their year of founding of the involved 

companies.  

4.1.1 General Examination 

In this section, the statistical results related to the accessibility of resources are presented 

(section 4.1.1.1) and discussed (section 4.1.1.2).  

 4.1.1.1 Statistical Results  

Access to different resources is determined by analyzing the collected survey data using 

common mean values (equation 3) and standard deviations (equation 4). Undertaking such an 

analysis is the first step to determine what kind of network provides access to what kind of 

resource.  

    
 

 
   

 
    (3) 

 

     
 

   
          

    (4) 

The evaluation (table 2), provides a first indication of the importance of the tested networks in 

respect to the accessibility to a particular resource. In accordance with the discussed 

conceptual framework (section 2.4), it is distinguished between two types of business 

networks (cf. section 2.4). The Health Technology Alliance (HTA) as well as Business 

Sweden and Swecare (BusSwe) belong into the category of business networks type-one 

launched by a third party. Other business networks (OBN) are referred to type-two business 

networks that are self-established. 
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Market 

Resources* 

Human 

Resources 

Reputational 

Resources 

Financial 

Resources 

Physical 

Resources 

Technical 

Resources 

Health 

Technology 

Alliance 

μ= 1.67 

σ= 1.113 

μ= 1.67 

σ= 1.113 

μ= 2.13 

σ= 1.125 

μ= 1.64 

σ= 1.008 

 = 1.71 

σ= 1.069 

μ= 1.85 

σ= 0.987 

Business 

Sweden/ 

Swecare 

μ= 3.93 

σ= 1.907 

μ= 3.00 

σ= 1.946 

μ= 4.47 

σ= 2.134 

μ= 2.93 

σ= 1.900 
 = 3.43 

σ= 1.742 

 = 1.46 

σ= 0.660 

Other 

Business 

Networks 

μ= 6.53 

σ= 0.915 

 = 5.27 

σ= 1.751 

μ= 5.60 

σ= 1.183 

 = 2.93 

σ= 2.056 

 = 5.21 

σ= 1.528 

 = 5.08 

σ= 1.847 

Social 

Networks 

μ= 3.27 

σ= 1.944 

μ= 4.20 

σ= 1.568 

μ= 3.27 

σ= 1.792 
 = 1.93 

σ= 1.141 

 = 3.36 

σ= 1.781 

 = 2.92 

σ= 2.100 

Population n= 15 n= 15 n= 15 n= 14 n= 14 n= 13 

Table 2: Mean Values and Standard Derivations (* includes Internationalization Knowledge). 

In order to substantiate the results, a multiple comparison of mean values using a one-factor 

analysis of variances (ANOVA) for the 95% confidence interval was conducted additionally. 

The one factor ANOVA tests mean values for statistically significant differences. This allows 

differentiating the importance of each network regarding access to the named resources. 

Detailed results of this test are summarized in Appendix 4.  

Market Resources. An analysis of the survey results (table 2) reveals that OBN are of 

considerable importance (μ= 6.53, σ= 0.915) when access to internationalization knowledge is 

desired. An overall strong agreement exists among the survey participants that 

internationalization knowledge can be accessed through OBN. In comparison, the HTA shows 

the lowest agreement (μ= 1.67, σ= 1.113). This indicates a (strong) disagreement towards 

good accessibility of internationalization knowledge through the HTA. The results of the one 

factor ANOVA support this observation and show that mean values differ statistically 

significant (p= 0,000) between the HTA and OBN. Furthermore, a statistically significant 

difference was detected between OBN and BusSwe (p= 0,000) and OBN and SocNet (p= 

0,000). However, no statistically significant difference could be identified between BusSwe 

and SocNet (p= 0,639), this indicates that they are equally useful. Based on this analysis, it is 

indicated that OBN are of particular importance for the accessibility of internationalization 

knowledge, followed by the networks BusSwe as well as SocNet. However, according to the 

obtained results, the HTA does not provide any considerable access to internationalization 

knowledge.  

Human Resources. Similarly to the findings related to market resources, the comparison of 

mean values for human resources indicates that OBN are perceived to be useful  

(μ = 5.27, σ = 1.751) to access human resources, that have the mindset and skills, to undertake 

a foreign market entry. Thus, participants somewhat agree that human resources can be obtain 

through OBN. Furthermore, the HTA shows low importance related to access human 

resources (μ = 1.67, σ = 1.113). This indicates a (strong) disagreement related to the 

accessibility of human resources through the HTA. Important to notice, the results of the one 

factor ANOVA show that only the mean value of the HTA differs statistically significant 

from the other types of networks (p < 0.05). Therefore, it is concluded that all three networks 
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(BusSwe, OBN, and SocNet) offer access to human resources but no particular order can be 

created. However, relationships established through these networks are more helpful to access 

human resources for foreign market entry than relationships through the HTA.  

Reputational Resources. Performing a comparison of the survey results, it can be observed 

that OBN obtained the highest (μ = 5.60, σ = 1.183), while the HTA obtained the lowest  

(μ = 2.13, σ = 1.125) agreement in terms of providing access to beneficial international 

reputation of companies. This implies that the survey participants somewhat agree that 

reputational resources can be accessed through OBN while they disagree that the same is true 

for the HTA. The results of the one factor ANOVA do not allow the creation of any particular 

order of the networks with regard to the accessibility of reputational resources. However, 

tendencies can be deduced that indicate that OBN favor the access to reputational resources 

most while BusSwe are semi-helpful. Furthermore, the HTA and SocNet are not likely to 

provide considerable access to these resources.  

Financial Resources. A comparison of mean values indicates that the access to financial 

resources through the tested types of networks is not provided. Summarized, participants 

disagree that financial resources can be accessed through the tested networks easily. The 

mean values of the HTA (μ = 1.64, σ = 1.008) and SocNet (μ = 1.93, σ = 1.141) equally 

indicate “disagree” while mean values of BusSwe (μ = 2.93, σ = 1.900) as well as OTB  

(μ = 2.93, σ = 2.056) indicate “somewhat disagree”. According to these results, none of the 

networks favors the accessibility of financial resources. Moreover, the one factor ANOVA 

shows that mean values do not statistically significant (p > 0.05) differ between one another 

and thus, it cannot be concluded that any of the networks provides better access to financial 

resources than the others.  

Physical Resources. Similarly to the findings for market resources, the obtained mean values 

support good accessibility to physical resources through OTB (μ = 5.21, σ = 1.528). Survey 

participants somewhat agree with the assumption that access to foreign distribution channels 

is provided through OBN while they disagree that these are provided through the HTA  

(μ = 1.71, σ = 1.069). The mean values of BusSwe (μ = 3.43, σ = 1.742) and SocNet  

(μ = 3.36, σ = 1.781) are similar and indicate that the participants of the survey somewhat 

disagree that access to foreign distribution channels is favored through these types of 

networks. The performed one factor ANOVA supports this observations and shows that mean 

values between BusSwe and SocNet do not differ statistically significant (p = 0,999). 

However, mean values between OBN, BusSwe and SocNet do (p < 0,05). It can be concluded 

that better access to physical resources is provided through OBN than BusSwe and SocNet. 

Moreover, there is statistical significance difference detected between the mean values of 

OBN and HTA as well as BusSwe, SocNet and HTA (p < 0.05). Therefore, based on the 

results of this survey it appears that the HTA is irrelevant in providing access to foreign 

distribution channels. 

Technical Resources. The mean values related to the accessibility of technical resources, i.e. 

support in the adaptation of domestic products to foreign market standards, show that the 

survey participants somewhat agree that these are available through OBN (μ = 5.08, σ = 

1.847). In comparison, the lowest value is observed for BusSwe (μ = 1.46, σ = 0.660). This 
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indicates that participants strongly disagree with good accessibility of technical resources 

through BusSwe. Disagreement is also expressed for the HTA (μ = 1.85, σ = 0.987) as a 

mediator between different actors and technical resources. The results of the one factor 

ANOVA show that the mean value of OBN statistically significant (p < 0.05) differs between 

the other tested networks (HTA, BusSwe, and SocNet). This implies that OBN favor the 

access to technical resources more than the other tested networks. However, no further 

distinctions can be made.  

 4.1.1.2 Discussion 

The results of the mean value analysis show clearly that the HTA is not perceived to be useful 

for the accessibility of any of the discussed resources. These results are not surprising. The 

project leader of the HTA pointed out that the organizational activities became more passive 

recently and new input is required to become fully operational again (section 3.2.1.1). This 

implies that the vision of the HTA “to contribute to growth in new and existing economies” 

and the overall aim “to guide the area of Southwest Sweden to become the leading region in 

the development of products and services in health care technology” (Health Technology 

Alliance, 2013) cannot be accomplished at the moment. A passive network does not support 

its own reputation and cannot provide its members with an enhanced reputation. Moreover, it 

was pointed out by the project leader that the ability to provide market relevant information to 

the members of the HTA is limited because relevant sources for this information are missing. 

For this reason, the HTA puts focus on more technical relevant information and support. 

However, also this effort is not perceived by the members who disagree that technical 

resources are accessible.  

In literature it is found that companies engage in business networks because they expect 

certain advantages. These advantages are – among others – the access of resources to support 

and coordinate each other’s internationalization strategies (Byham, 2010), as well as the 

sharing of best practices and decision making processes to enhance each other’s outcome of 

internationalization (Holm et al., 1996). Moreover, Chetty and Patterson (2002) describe that 

the purpose of structured formal networks is to achieve measurable and tangible objectives, 

such as an increasing market penetration rate. According to the results of this study, the HTA 

is not able to satisfy any of the discussed expectations and thus, additional activities might be 

required to enhance the overall situation of the HTA. Summarized, the assumption that 

business networks launched by a third party offer particularly access to market and 

reputational resources cannot be supported for the case of the HTA in this study.  

In comparison to the HTA, the networks Business Sweden and Swecare got better estimations 

and are perceived to more helpful regarding the general accessibility of resources. However, it 

needs to be taken into account that the participants rate the accessibility of resources through 

BusSwe somewhere between “strongly disagree” and “neutral”. The observation that the 

participants perceive BusSwe more helpful than the HTA is likely to result from the fact that 

both networks are formed by government initiatives and both get official support. Moreover, 

Swecare is an established network since several decades and achieved sustained success in the 

area of international health care development already. All in all, both networks have a wider 

operating distance since more members are active within these networks, compared to the 
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HTA, and because governmental support is provided. The fact that the accessibility to 

resources is rated moderately might be explained by the following reasons. The network 

Business Sweden was founded in 2013 and might need more time to get fully operational. As 

it was pointed out by Byham (2010), the proceeding globalization makes it increasingly 

difficult to gather all required knowledge to operate successfully in international markets. 

This fact is likely to be increased through the economic crisis that has caused severe 

difficulties to run businesses on a national and international basis. Some of the effects are still 

remaining and might cause some limitations in the operationalization of the networks. More 

complex and changing conditions in foreign markets caused by the economic crisis might lead 

to difficulties to gather relevant information and to provide the members with market relevant 

and internationalization knowledge and other resources as access to foreign distribution 

channels.  

Accessing reputational resources is in mean rated as highest for BusSwe. This is an interesting 

finding because no studies related to the accessibility of reputational resources through 

business networks could be identified in literature. An explanation for this might be the 

influence of governments, the operating distance and historical determinants. The Swedish 

government promotes Sweden actively as an attractive business partner. Moreover, especially 

Swecare was able to establish long-term relationships to foreign ministries and official 

organizations. Swedish products are perceived to be valuable and of good quality. All of these 

factors combined promote the image of Sweden and thus, provide network members with the 

possibility to benefit from sources that enhance the overall international reputation of its 

network members. In comparison to the other types of investigated networks, is the 

accessibility to financial resources rated as highest through BusSwe together with OBN. 

Government support in terms of funding might be provided to some extent through BusSwe. 

This favors the financial situation to realize internationalization strategies in foreign markets 

to certain extent. However, the results indicate that neither the HTA nor BusSwe provide 

access to technical resources required to adapt domestic products to international market 

standards. As it was underlined before, the competitive situation in the health technology 

industry is tough and even though the members cooperate through the previously mentioned 

networks with each other, they do not seem to be willing to share technological resources and 

knowledge in order to remain competitive. However, the accessibility of market and 

reputational resources is rated as highest in comparison to other kinds of resources. Thus, the 

assumption that particularly market and reputational resources can be accessed through 

networks, established by a third party, is supported for the case of BusSwe to certain extent.  

In comparison, OBN received the best results. They are perceived to be most useful for the 

accessibility of the discussed resources. Thus, according to the results of this study, 

relationships that are established and maintained by the company itself have the most 

considerable impact on the accessibility of resources that are beneficial for 

internationalization. An explanation for this might that every company interacts regularly with 

actors within these networks. Thus, valuable support is offered more easily. Moreover, actors 

that are collaborating on a regular basis with certain companies are more likely to have an 

overall impression of the characteristics and needs of the companies. This discussion is 

supported by the participants strongly agreeing that access to internationalization knowledge 
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is provided through business network partners. This finding is comprehensible and in line 

with those identified in literature (e.g. Chetty & Blankenburg Holm, 2000a; Fuller-Love 

& Thomas, 2004; Greve, 2006).  

The same holds true for the accessibility of human resources through OBN. Fuller-Love and 

Thomas (2004) as well as Blankenburg Holm and Eriksson (2000) found in previous studies 

that the access to existing relationships and therewith, to individuals that have the mindset and 

skills to undertake a foreign market entry are provided through relationships within business 

networks. Through this study, new insights are gained in relation to the accessibility of 

reputational resources through OBN. In literature, no study has been identified that provided 

generalizable results regarding the accessibility of benefits for international reputational 

resources through OBN. However, business partners that have already established a presence 

in a targeted foreign market seem to have a positive influence on the international reputation 

of their business network members. Contrasting results were found for the case of financial 

resources. Holmlund and Kock (1998) found that business networks provide access to 

financial resources in terms of cost savings through the sharing of capital and production in 

foreign markets. According to the findings of this study, the participants somewhat disagree 

that financial resources for the support of their internationalization strategies can be accessed 

through OBN. The economic crisis might hamper the accessibility of financial resources. 

Taken into account that almost 50% of the investigated companies can be described as SMEs 

with less than 250 employees, the result might be explained as follows: their capacities might 

be limited and access to financial resources might be restricted because of insufficient 

securities that can be provided.  

The result that access to physical resources in terms of access to foreign distribution channels 

is provided through OBN is in line with the findings of Bell (1995). However, it was not 

shown that access to technical resources that are necessary to adapt domestic products to 

international market standards is also provided through OBN previously. Only one previous 

study of Mowery, Oxley, and Silverman (1996) identified that technical resources can be 

accessed through strategic alliances. An explanation related to the accessibility of technical 

resources through OBN could be that Swedish producers of health technology products 

develop high quality products that are successful internationally. The required knowledge 

related to the adaption of the products seems available and in comparison to financial 

resources, their owners are more willing to exchange this information with actors within the 

same business networks. Especially in developing economies, the companies are working 

closely together with distributers who have more than one company in their portfolio 

(Sundermeier & Aust, 2012). These distributors, as a part of the business networks, have 

access to relevant knowledge related to technological standards and expected technical 

changes in existing products. In sum, considerable differences regarding the accessibility of 

resources through business networks that are launched by a third party and that are self-

established are detected.  

The results indicating the accessibility of resources through SocNet are surprising in 

comparison to findings of previous studies. Several authors pointed out that SMEs gain access 

to internationalization knowledge through SocNet (Ellis, 2000; Prashantham, 2005). However, 
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the participants in this study somewhat disagree that internationalization knowledge can be 

accessed through SocNet. As described before (section 1.1), marketing and selling health 

technology products is a complex process and a multitude of specific requirements have to be 

fulfilled. This knowledge might be too specific and thus, it is difficult to obtain it from 

acquaintances, friends or the family. The same reason might be applicable for the accessibility 

of reputational resources that are beneficial for the international reputation of a company as 

well as technical resources. Friends and families might be helpful to promote more tangible 

and less complex products but promoting health technology equipment in foreign markets as 

well as giving advice on how to adapt the products to international market standards is a too 

complex process for outsiders.  

No findings were made in literature related to the accessibility the other discussed resources 

through SocNet. The result of this study show that the participants perceive that people with 

the mindset and skills to conduct are foreign market entry can be accessed through friends, the 

family or acquaintances. Surprisingly, the participants disagree that financial resources can be 

access through SocNet. It was assumed that especially smaller companies that do not have the 

securities to borrow financial resources from other business partners or banks can lay back on 

their networks of friends, families and acquaintances. This assumption is not supported by the 

current data.  

Summarized, OBN are perceived to provide sufficient access to five of the six discussed 

resources while the HTA does not provide access to any of these resources. Additionally, it is 

found that there are considerable differences related to the accessibility of resources through 

business networks: self-established business networks provide sufficient more access to 

resources than business networks that are launched by a third party. Moreover, none of the 

discussed networks favors the accessibility of financial resources more outstanding than the 

others. Previous findings related to social networks are not supported in this study what is 

likely to result from the characteristics of the chosen research sample.  

4.1.2 Distinction of Cases 

The previously presented results are examined in more detail in this section. For this purpose, 

the research sample is divided into the following three cases, each consisting of two groups: 

participating companies are divided by their year of founding before and after 2000 (case 1), 

their first year of international sales, divided in before and after 2000 (case 2) as well as their 

number of employees, divided in less than 250 (SME) or more than 250 employees (case 3). 

The results of the cases are highlighted in section 4.1.2.1. Following this, a discussion of the 

results is presented in section 4.1.2.2. 
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 4.1.2.1 Statistical Results 

Similar to the general examination, mean values and standard deviations are calculated for 

each case. The results are not discussed in detail but an overview can be found in Appendix 5. 

In the following, the results of the one factor ANOVA are summarized in table 3: 

  
Founded* Internationalization** Employees*** 

Market Resources 

HTA - - - 

BusSwe - - - 

OBN - - - 

SocNet - - - 

Human Resources 

HTA - - - 

BusSwe - - - 

OBN - - - 

SocNet - - - 

Reputational 

Resources 

HTA  (p = 0.016) -  (p = 0.001)

BusSwe - - - 

OBN - - - 

SocNet - - - 

Financial Resources 

HTA  (p = 0.028)  (p = 0.029)  (p = 0.031) 

BusSwe  (p = 0.005) - -

OBN - -  (p = 0.002) 

SocNet  (p = 0.030) -  (p = 0.007) 

Physical Resources 

HTA  (p = 0.021)  (p = 0.023)  (p = 0.024) 

BusSwe - -  (p = 0.042) 

OBN - - - 

SocNet - - - 

Technical Resources 

HTA  (p = 0.004)  (p = 0.005) -

BusSwe - - - 

OBN - - - 

SocNet - -  (p = 0.020)- 

Table 3: Comparison of Mean Values (t-test) (* founded before and after 2000, ** first year of 

international sales before and after 2000, *** amount of employees more and less (SME) than 250).  

The values in table 3 indicate that significant differences (p < 0,05) between the mean values 

of the two groups every case consist of exist.  

Case 1. No significant differences (p > 0.05) have been detected for the cases of market and 

human resources for companies that have been founded before and after 2000. However, a 

significant difference (p = 0.016) between the result is detected for the accessibility of 

resources that are beneficial for the international reputation of companies though the HTA. 

Companies founded after 2000 profit more from the reputational resources provided through 

the HTA (μ = 2.60, σ = 1.075) than companies that were founded before 2000 (μ = 1.20, σ = 

0.447). However, it needs to be taken into account that differences are indeed noticeable but 

both mean values indicate differently expressed disagreements towards the accessibility of 

reputational resources through the HTA.  
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Considerable differences are observed for the accessibility of financial resources. According 

to these results, companies that were founded after 2000 have significant (p = 0.028) more 

access to financial resources (μ = 2.00, σ = 1.118) through the HTA than companies that are 

founded before 2000 (μ = 1.00, σ = 0.000). The same phenomenon is observed for BusSwe  

(p = 0.005) and SocNet (p = 0.030). Companies founded after 2000 indicate that they access 

financial resources rather through BusSwe (μ = 3.78, σ = 1.856) and SocNet  

(μ = 2.33, σ = 1.225) than companies that were founded before 2000. However, it is important 

to mention that disagreement towards the accessibility of financial resources through the 

previously discussed networks is expressed and just the dimension of disagreement becomes 

lower.  

The findings related to physical and technical resources are in line with the findings of 

reputational and financial resources. Companies founded after 2000 rate a significant higher 

access to physical (μ = 2.11, σ = 1.167, p = 0.021) and technical resources  

(μ = 2.38, σ = 0.916, p = 0.004) through the HTA. Companies founded before 2000 rate the 

accessibility of physical (μ = 1.00, σ = 0.000) and technical resources (μ= 1.00, σ= 0.000) 

through the HTA significantly lower. 

Case 2. Significant differences (p < 0.05) related to the accessibility of financial, physical and 

technical resources through the HTA can be found for companies that started international 

sales before and after 2000. It is found that companies with first international sales after 2000 

have statistical significantly better access to financial (μ = 1.90, σ = 1.101), physical (μ = 2.00, 

σ = 1.155) and technical resources (μ = 2.22, σ = 0.972). However, it needs to be taken into 

account that the overall indication points towards disagreement regarding the accessibility of 

these resources.  

Case 3. The assumptions made regarding case three have to be handled carefully. Five 

companies within the research sample belong into the category “more than 250 employees” 

(section 3.3) but only three of them have answered the required questions for this distinction. 

Thus, no generalizable findings can be deduced. Moreover, statistical significantly differing 

mean values are detected but the overall attitude of the respondents is still disagreement 

regarding the accessibility of the discussed resources.  

Similarly to previous findings, there is no statistical significant difference (p > 0.05) detected 

for the cases of market and human resources. However, it is found that companies with less 

than 250 employees access reputational resources through the HTA rather  

(μ = 2.42, σ = 1.085) than companies with more than 250 employees (μ = 1.00, σ = 0.000). 

The same finding is observed for the case of financial resources. SMEs indicate a significant 

higher value (μ = 1.82, σ = 1.079) related to the accessibility of financial resources compared 

to larger companies (μ = 1.00, σ = 0.000). Moreover, according to these result, SMEs profit 

more from the accessibility of financial resources through OBN (μ = 3.45, σ = 2.018) and 

SocNet (μ = 2.18, σ = 1.168) than larger companies.  

For the case of physical resources, significant differences (p < 0.05) are observed for the HTA 

and BusSwe. In both cases, it is found that SMEs indicate a significant higher value (p < 0.05) 

related to the accessibility of foreign distribution channels through the HTA  
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(μ = 1.91, σ = 1.136) and BusSwe (μ = 3.91, σ = 1.640). Similar observations were made for 

the accessibility of technical resources through SocNet. Companies with less than 250 

employees indicate a significant higher mean value (μ = 3.40, σ = 2.171) than larger 

companies (μ = 1.33, σ= 0.577). 

 4.1.2.2 Discussion 

Case 1. For the case of reputational, financial, physical and technical resources, results show 

that companies founded after 2000 rate the accessibility of these resources through the HTA 

higher compared to companies founded before 2000. An explanation for this could be that the 

HTA itself was only founded in 2002 and got operational in 2004. Thus, companies founded 

before 2000 that were in need to get support for their operations were not able to profit from 

the HTA in this stage because it was not founded then. At the time the HTA was founded, 

these companies were already operational and overcame the challenges of newly founded 

international ventures. Their required resources and needs might be more sophisticated 

nowadays and might not be satisfied by the HTA because of its limited operating distance.  

Moreover, companies found after 2000 rate the accessibility of financial resources through 

BusSwe and SocNet higher than companies that were founded before. In relation to BusSwe 

the same explanation as for the HTA might be applicable. BusSwe was launched in the 

beginning of 2013 and this is why companies founded before 2000 had no possibility to 

access financial resources in their early stages of internationalization. Although, former 

findings (section 4.1.1.2) do not support the following assumption related to the accessibility 

of financial resources through SocNet, the impact of the economic crisis on the current 

findings should be discussed. Companies require external finances in particularly until they 

get fully operational. The economic crisis decreased the accessibility of bank loans etc. and 

especially newly founded ventures seemed to be encouraged to access financial resources 

through their families, friends and acquaintances to get financial support. Summarized, it 

needs to be taken into consideration that the participants still disagree that financial resources 

at all can be accessed through SocNet.  

Case 2. As it was indicated before, companies that had their first international sales after 2000 

had a better possibility to profit through the HTA because it was only founded after 2000. It is 

surprising that no further distinctions were detected. Comparing related literature, it is 

observed that especially investigations published after 2000 highlighted the accessibility of 

market resources compared (e.g. (Blankenburg Holm & Eriksson, 2000; Fuller-Love 

& Thomas, 2004) to literature that has been published before. However, no differences in 

relation to market resources have been found in this study. Moreover, the assumptions that 

especially SocNet gain of importance for the accessibility of certain resources for companies 

that get fully operational on a national and international basis after 2000 is not supported with 

this data. On the other hand, it needs to be taken into account that internationalization 

processes are complex and might need considerable more support than it can be provided 

through families, friends and acquaintances.  

Case 3. The results indicate that especially smaller companies with less than 250 employees 

profit from the accessibility of resources through the discussed types of networks. The results 
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related to the HTA are not surprising because targeted companies are mainly smaller firms 

that require considerable more input to become operational than larger cooperation. Moreover, 

as it was discussed before smaller companies have more difficulties to provide sufficient 

assets for financial capital. For this reason, they have to get rely on their networks. This 

assumption is supported in this case because it is pointed that especially smaller companies 

profit from OBN and SocNet when accessing financial resources. BusSwe seems important 

for the accessibility of foreign distribution channels for companies with less than 250 

employees. Especially the operations of Swecare and their established relationships to foreign 

ministries and organizations seem to provide support for smaller companies. Surprisingly, the 

results indicate that technical resources can be accessed by SMEs through SocNet. It has been 

discussed before that technical requirements related to medical technical products might be 

too complex to be accessed through families, friends and acquaintances. 

4.2 Impact of Resources on International Performance and Growth 

The performed analysis on the impact of resources on international performance and growth is 

divided into two parts. Firstly, the internal consistencies of the applied items describing the 

discussed constructs are examined as a first step for the following analysis (section 4.2.1). 

Secondly, the analysis of the relationships between the resources and their impact is 

conducted using correlation and linear regression analyses (section 4.2.2).  

4.2.1 ItemAnalysis  

The objective of the item analysis is to determine the effectiveness and quality of the applied 

items (section 3.4) as well as a reduction of data. For this purpose, it is necessary to examine 

each construct individually. Furthermore, the determination of the correlation among the 

items needs to be undertaken. A high correlation between items indicates that they are 

measuring the same construct. Correlation is expressed through the internal consistency 

(reliability) of the applied items, which is measured through Cronbach Alpha. Internal 

consistency of items is provided when the Cronbach Alpha indicates a  

value higher 0.7 (Bohrnstedt, 1983; Kaplan & Saccuzzo, 2012). Moreover, a factor analysis 

with Varimax Rotation is conducted with the objective to summarize the items to one or more 

factors (variables) and therewith, to reduce the data. A value for the factor loading higher 0.7 

indicates that items load on the same factor (variable). This implies that they can be 

summarized for further calculations (Sheskin, 2007). The results of the item analysis for the 

dependent variables (table 4) and independent variables (table 5) are presented in the 

following.  
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Construct Items Factor Loading (>0.7) Cronbach Alpha (>0.7) 

International 

Performance 

Quantitative 

InternationalPerformance_1 0,935 

0.892 
InternationalPerformance_2 0,944 

InternationalPerformance_3 0,877 

InternationalPerformance_4 0,754 

International 

Performance 

Qualitative 

InternationalPerformance_Qual_1 0,989 

0.971 
InternationalPerformance_Qual_2 0,989 

Table 4: Item Analysis for Dependent Variables. 

The items for international performance quantitative (α = 0.892) as well for international 

performance qualitative (α = 0.971) both indicate a Cronbach Alpha higher 0.7. Thus, internal 

consistency for the investigated items is provided. Moreover, it is observable that all factor 

loadings are higher 0.7. This shows that all items can be summarized to one variable.  

Construct Items Factor Loading ( >0.7) Cronbach Alpha ( >0.7) 

Market Resources 

InternationalizationKnolwedge_1 0.889 

0.925 InternationalizationKnolwedge_2 0.982 

InternationalizationKnolwedge_3 0.936 

Human Resources 

HumanResources_1 0.847 

0.873 HumanResources_2 0.972 

HumanResources_3 0.860 

Reputational 

Resources 

InternationalReputation_1 0.967 

0.958 InternationalReputation_2 0.981 

InternationalReputation_3 0.985 

Financial 

Resources 

FinancialResources_1 0.936 

0.683 FinancialResources_2 0.747 

FinancialResources_3 0.652 

Physical Resources 

PhysicalResources_1 0.694 

0.747 PhysicalResources_2 0.945 

PhysicalResources_3 0.846 

Technical 

Resources 

TechnicalResources_1 0.772 

0.850 TechnicalResources_2 0.979 

Technical Resources_3 0.900 

Table 5: Item Analysis Independent Variables. 

Similarly, it can be observed that items for the independent variables such as market  

(α = 0.925), human (α = 0.873), reputational (α = 0.958), physical (α = 0.747), and technical 

resources (α = 0.850) show values of Cronbach Alpha higher 0.7. The Cronbach Alpha for 

financial resources is 0.683 and therewith, slightly below the desired value of 0.7. In previous 

studies and literature, it is acknowledged that purposefully developed items that are used 

within a particular context might suffice a Cronbach Alpha higher 0.6 (Dimitratos et al., 2004; 
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Nunnally, 1967). Based on these findings, it is decided that financial resources possess a 

sufficient high internal consistency for this study but the interpretation is conducted with 

caution.  

Factor loadings for market, human, reputational and technical resources are higher 0.7. The 

items are summarized to one variable. Factor loadings slightly below 0.7 were detected for 

financial resources (0.652) as well as physical resources (0.694). As a result that the 

differences to the desired value of 0.7 is considered to be negligible, the items were despite 

that summarized to one variable. The interpretations will be deduced carefully.  

4.2.2 Analysis of Relationships 

The following examination is conducted by first applying a correlation analysis followed by a 

linear regression. Both types of analysis aim to determine the relationships between at least 

one dependent and one independent variable. The correlation analysis describes the degree of 

linear association between the variables. The correlation coefficient can range between -1 and 

+1. A positive value close to one indicates that two variables are positively related, while a 

negative value close to negative one indicate a perfect negative relationship. The linear 

regression further determines the relationship between the variables. The results (in R²) are an 

indicator of how much a dependent variable can be explained through the influence of an 

independent variable (Cohen, 2003).  

The relationships between the independent variable and each dependent variable are analyzed 

separately. The influence of the six resources on international performance quantitative 

(section 4.2.2.1) is followed by an analysis on the relationship between resources and 

international performance qualitative (section 4.2.2.2). Moreover, the relationships between a 

non-subjective and a sales-based measure for international performance (section 4.2.2.3) and 

international growth (section 4.2.2.4) is are examined.  

 4.2.2.1 Impact Analysis International Performance (Quantitative) 

The correlation analysis based on Pearson indicates that strong correlation exists between 

international performance quantitative and three of the six analyzed resources. Furthermore, 

the correlation between international performance quantitative and the control variables was 

analyzed (table 6). A detailed description will be provided in the following.  
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Perfor

mance 

Correlation 1 0.493 0.285 0.650
*
 0.598

*
 0.552 0.233 0.375 0.916

**
 

Significance 
 

0.087 0.369 0.022 0.040 0.063 0.466 0.230 0.000 

N 13 13 12 12 12 12 12 12 12 

Table 6: Correlation Analysis International Performance (Quantitative). 
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Firstly, significant correlation (p < 0.05) was detected for market resources (0.65), human 

resources (0.60) and technical resources (0.92). The results support that these resources have a 

significant positive impact on the international performance of companies. Secondly, no 

significant correlation (p > 0.05) was detected for reputational resources, financial resources 

and physical resources. Contrary to the other three resources, it cannot be concluded that they 

have any positive impact for the case of international performance quantitative. Lastly, it is 

important to notice that control variables do not correlate significantly (p > 0.05) with 

international performance quantitative.  

Moreover, it is important to notice that correlation exists among some independent variables 

(e.g. market and human resources (0.90), human and technical resources (0.73)). It has to be 

taken into consideration that both resources together have a considerable impact on 

international performance, however, it cannot be differentiated clearly which of the resources 

has the highest impact. 

In order to further evaluate the results of the correlation analysis, a linear regression was 

conducted (Appendix 7). The obtained results and the F-statistic show that the population size 

underlying this linear regression is too small to identify statistically significant results. 

Similarly to the correlation analysis, for the case of technical resources it can be said that they 

explain a significant share (R² = 0.87) of the success of international performance. For the 

cases of market and human resources, tendencies similar to the correlation analysis were 

found but no statistical significance could be identified.  

Summarized, among the considered resources, technical resources appear to be the most 

important resources for international performance quantitative. Moreover, human and market 

resources are of considerable importance for international performance quantitative. No 

relation between the other resources and international performance quantitative could be 

identified in this analysis. 

 4.2.2.2 Impact Analysis International Performance (Qualitative) 

For the case of international performance qualitative, the correlation analysis based on 

Pearson indicates that a strong correlation exists between international performance 

qualitative and four of the discussed resources (table 7). Two of these resources (market and 

technical resources) have already been strongly correlating with international performance 

(quantitative) in the previous analysis. Detailed results are presented in the following. 
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mance 

Correlation 1 0.537 0.326 .664* 0.519 .789** 0.41 .677* .626* 

Significance  0.059 0.3 0.019 0.084 0.002 0.186 0.016 0.029 

N 13 13 12 12 12 12 12 12 12 

Table 7: Correlation Analysis International Performance (Quantitative). 

A significant correlation (p < 0.05) can be observed for market resources (0.66), reputational 

resources (0.79), physical resources (0.68) and technical resources (0.63). The results imply 

that these resources have significant positive impact on the international performance 

qualitative of companies. However, no significant correlation (p > 0.05) is provided for 

human and financial resources. Thus, these two resources do not have any positive impact on 

the international performance qualitative. Moreover, the control variables do not correlate 

significantly (p > 0.05) with international performance qualitative either.  

Furthermore, it is important to notice that correlation exists among some independent 

variables (e.g. market and reputational resources (0.79), reputational and physical resources 

(0.82)). Similar to the previous explanations (section 4.2.2.1), it cannot be determined clearly 

which of the resources has the highest impact on international performance but only the 

impact of both resources in combination is observable.  

Summarized, within the correlation analysis, four resources (market, reputational, physical 

and technical resources) could be identified as important for international performance 

qualitative. However, due to an insufficient size of the underlying population the results could 

not be confirmed applying the linear regression.  

 4.2.2.3 Impact Analysis International Performance (Sales-Based) 

The sales-based international performance is measured as follows: 

                           
                        

                
 (5) 

The correlation analysis based on Pearson shows that two of the investigated resources 

correlated strongly (p < 0.05) with international performances sales-based (table 8). These 

resources are reputational (0.90) and physical resources (0.88). Based on these findings it can 

be said that reputational and physical resources have a positive impact on the outcome of 

international performance sales-based. However, no significant correlation  

(p > 0.05) was found for the case of market, human, financial and technical resources. Thus, 

these four resources do not positively impact international performance sales-based according 

to the results of this study. Moreover, the control variables also do not have a significant 

impact (p > 0.05) on international performance sales-based.  
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Correlation 1 0.528 0.409 0.516 0.592 0.900 0.076 0.881 0.599 

Significance  0.223 0.362 0.236 0.162 0.006 0.871 0.009 0.155 

N 7 7 7 7 7 7 7 7 7 

Table 8: Correlation Analysis International Performance (Sales-Based). 

A high correlation among the independent variables was detected for several cases (e.g. 

market and human resources (0.90), market and reputational resources (0.80), market and 

technical resources (0.82)). According to these results, also the impact of market resources in 

combination with those discussed before should not be neglected.  

Summarized, a significant correlation was found between reputational and physical resources 

and international performance sales-based. However, no support by the linear regression is 

provided as a result of the insufficient size of the research sample, as mentioned before.  

The overall results of the correlation analyses on international performance (qualitative, 

quantitative and sales-based) are summarized in table 9. It is decided that concluding findings 

of this study require that at least two of the three conducted linear regressions show the same 

results. Thus, it is found that that market, reputational, physical and technical resources have a 

positive impact on international performance. It is important to notice that financial resources 

could not be identified as important in any of the three correlation analyses.  

 Market 

Resources 

Human 

Resources 

Reputational 

Resources 

Financial 

Resources 

Physical 

Resources 

Technical 

Resources 

International 

Performance 

Quantitative 

0.65 

(p= 0.022) 

0.60 

(p= 0.040) 

0.55 

(p= 0.063) 

0.23 

(p= 0.466) 

0.38 

(p= 0.230) 

0.92 

(p= 0.000) 

International 

Performance 

Qualitative 

0.66 

(p= 0.019) 

0.52 

(p=0.083) 

0.79 

(p= 0.002) 

0.41 

(p= 0.186) 

0.68 

(p= 0.016) 

0.63 

(p= 0.029) 

International 

Performance 

Sales-based 

0.52 

(p= 0.236) 

0.59 

(p= 0.162) 

0.90 

(p= 006) 

0.08 

(p= 871) 

0.88 

(p= 009) 

0.60 

(p= 155) 

Table 9: Overview Results Correlation Analysis International Performance. 

 4.2.2.4 Impact Analysis International Growth (Sales Based) 

As it was indicated before (section 3.4.2), international growth is intended to be determined 

by: 

                      
                        

                        
 (6) 

However, the analysis of the correlation and regression analysis related to international 

growth did not provide any meaningful results. Only five of the respondents have completely 
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answered the related question in the questionnaire. Thus, the results are not sufficient to 

conduct a correlation and linear regression analysis. Due to this, it is not possible to determine 

the impact of resources on international growth within this study.  

4.2.3 Discussion 

The results of the correlation analysis provide a first indication that particularly market, 

reputational, physical and technical resources have a positive impact on international 

performance of companies. Thus, the finding that the identification of international business 

opportunities (Musteen et al., 2010), as one type of market resource, have a positive impact on 

international performance is supported in this study. However, in previous investigations it 

was also found that access to human resources has a positive impact on international 

performance (Beckman & Haunschild, 2002; Goerzen, 2007; Laursen & Salter, 2006). The 

findings related to human resources in this study are not sufficient
6
 to support this conclusion.  

Newly generated findings are that also the access to reputational, physical and technical 

resources have a positive impact on international performance. It is surprising that no 

indication related to the impact of financial resources on international performance is found. 

Financing the access to foreign distribution channels as well as the adaption of domestic 

products to international market standards require considerable monetary resources. 

Summarized, it can be said that the research sample needs to larger in order to enhance the 

outcome of a linear regression and to generate more findings related to the impact on 

international growth. Furthermore, using a larger sample would have allowed to create an 

order of the resources from important to unimportant, regarding their impact on international 

performance and growth.  

                                                 
6
 Only the result of one linear regression indicates a positive impact of human resources on international 

performance. However, the applied criteria require that at least two results have to be consistent to conclude an 

impact on international performance.  
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5. Conclusion 

In times of an ongoing globalization, international competition increases rapidly and frequent 

and radical market adaptations can be observed. Access to resources, ranging from market to 

technical, is a critical factor for companies to conduct international business operations 

successfully. Formal and informal networks can support access to resources and the process 

of overcoming obstacles of internationalization (Chetty & Campbell-Hunt, 2004; Lee et al., 

2012; Lu & Beamish, 2001; McDougall & Oviatt, 2000). However, there is insufficient 

knowledge in literature regarding which resources can be obtained through what type of 

network. This thesis investigates the accessibility of individual resources for 

internationalization processes through formal and informal networks. More specifically, it 

concentrates on the question which resources can be obtained by companies through what 

type of network (research question 1). Summarized, individual networks and their 

contribution during internationalization are scrutinized. This is not only important to be able 

to access resources but also to allocate human resources efficiently and adequately to the task 

of fostering relationships within particular networks. Furthermore, additional knowledge is 

required to clarify the impact of individual resources on the outcome of internationalization 

processes in terms of performance and growth (research question 2). Thus, determination on 

which of the resources improve international performance and growth the best is desired.  

The empirical examination of the two research questions is based on a conceptual framework 

that is divided into two parts. Firstly, accessibility of market, human, reputational, financial, 

physical and technical resources for internationalization through three different types of 

networks is analyzed. The considered networks include third-party founded business 

networks
7
, self-established business networks (OTB), as well as social networks (SocNet). 

The empirical examination is undertaken using quantitative research, a web-based survey, 

descriptive statistics, correlation analyses and linear regressions. The research sample consists 

of 21 companies operating in the health technology industry located in Southwest Sweden. 

In the following, theoretical implications are presented (section 5.1). Furthermore, managerial 

as well as government implications are deduced (section 5.2). Following this, limitations as 

well as future research opportunities are highlighted (section 5.3). 

5.1 Theoretical Implications 

During the analyses several findings could be obtained. These will be presented for the first 

research question followed by a presentation of findings for the second research question. 

Regarding the first research question, the following findings could be extracted. First of all, 

a significant difference in the degree of accessibility of resources among the considered 

networks was detected in this study. This means that the three types of networks cannot be 

considered a homogenous group. Secondly, among the considered networks, self-established 

business networks are rated the highest regarding the accessibility of all resources except 

financial resources. Thirdly, these findings are in accordance with available literature. Several 

                                                 
7
 Including the Health Technology Alliance (HTA), Business Sweden, and Swecare (BusSwe). 
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authors already found that access to market resources (Chetty & Blankenburg Holm, 2000a; 

Fuller-Love & Thomas, 2004; Greve, 2006), human resources (Blankenburg Holm 

& Eriksson, 2000; Fuller-Love & Thomas, 2004) as well as physical resources (Bell, 1995) 

can best be accessed through self-established business networks.  

Moreover, apart from confirmation of existing findings, additional new findings suggest that 

access to reputational and technical resources is also provided through self-established 

business networks. These findings are described in more detail now. Results suggest that 

self-established business networks are favorable for new joiners that want to improve their 

reputation. This is because reputation of individual actors within the network rubs off on 

newly joined actors easily (Turnbull et al., 1996). Additionally, the results indicate that 

technological knowledge is shared within self-established business networks in the health 

technology industry. Previous investigations show that distributors are likely to share their 

knowledge related to new technological developments among the actors within their networks 

(Sundermeier & Aust, 2012). Extensive bureaucratic processes as well as regulations further 

encourage cooperation among actors. Related to financial resources contradicting findings are 

observed. It is suggested in literature that expenses can be reduced by sharing of resources 

and production facilities which can be accessed through business networks (Holmlund 

& Kock, 1998). However, no support for this statement could be found in this study. 

Moreover, none of the investigated types of networks provides adequate access to financial 

resources. This is because more than 50% of the surveyed companies were SMEs, that often 

do not have the assets to back claims for borrow funds. 

Furthermore, apart from self-established networks also third-party founded networks were 

examined. Considerable differences in the accessibility of resources are detected between 

self-established and third-party founded business networks. BusSwe and the HTA, two third-

party founded networks, are less helpful in accessing internationalization resources compared 

to self-established business networks. The HTA does not provide access to any of the 

discussed resources. This is because the network became relatively passive recently. The 

comparable good results obtained by BusSwe are determined by the good accessibility of 

reputational and market resources. The reputational resources are probably provided through 

contacts to foreign ministries and important organizations in foreign markets. Their 

involvement is also likely to positively influence the reputation of the network members. 

Contrasting to the findings related to self-established business networks, it is found that 

technical resources are not likely to be accessed through BusSwe. The competitive situation 

within the health technology industry is likely to restrict the flow of technical information 

among competitors.  

The results related to social networks suggest that accessibility of human resources is favored 

through social networks. This finding is considered to be a new insight in literature. 

Additionally, the results do not support any of the identified findings in available literature. 

Ellis (2000) and Prashantham (2005) state that market resources can be obtained through 

social networks. However, the participants of this study somewhat disagree that market 

resources are accessible through social networks. It seems that for the case of the health 
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technology industry, required information is too complex to be provided by families, friends 

or acquaintances. 

Apart from an analysis of the different network types, accessibility of resources was set into 

relation with three additional factors. These are the experience gained since company 

founding (before and after 2000), company size (more or less than 250 employees), and 

international experience (more or less than 13 years international experience). For the first 

factor (experience), results suggest that there is significant difference if companies were 

founded after 2000 and if they are a member in the HTA. These companies have significantly 

more access to financial, physical and technical resources than companies that were founded 

before 2000. However, these results are biased by the fact that the HTA was only founded in 

2000. Thus, it could not provide any benefits to companies that were already internationally 

active then. Access to financial resources is easier for companies that are founded after the 

year 2000 through BusSwe and social networks than for companies founded before the year 

2000. Finally, international experience seems not to make any differences regarding the 

accessibility of resources according to the results of this study. 

Regarding the second research question, the following findings could be extracted. The 

results suggest that access to market, reputational, physical, and technical resources have a 

positive influence on the international performance of companies. This can be explained by 

fact that for companies operating in the health technology sector access to foreign distribution 

channels is limited and hard to obtain. However, it influences their success in sales and 

turnover heavily. Moreover, technical resources are of particular importance because a fast 

adaptation and development of new technology trends is essential in this and other industries 

(Fuller-Love & Thomas, 2004). Moreover, it is found that financial resources do not impact 

positively on international performance. This finding is surprising because accessing foreign 

distribution channels and adapting domestic products to international standards need 

considerable investments in terms of monetary resources. The findings for reputational, 

physical, and technical resources were not discovered in literature before. The findings for 

market resources were not surprising and already suggested by Musteen, Francis, and Datta 

(2010). However, no support could be found in this study that human resources also have a 

positive impact on international performance as suggested by Beckman and Haunschild 

(2002), Goerzen (2007) as well as Laursen and Salter (2006) 

The response rate of this survey did not allow making any analysis of the relation between 

resources and international growth rates. Therefore, no insights related to the international 

growth of companies can be provided. 

5.2 Managerial and Government Implications 

Several managerial and government implications can be derived from the presented findings. 

Firstly, managerial implications include taking the support which can be provided through 

self-established business networks serious. The accessed resources through these networks 

support the internationalization approaches for both, SMEs and large companies significantly. 

Thus, sufficient time and monetary resources to foster the relationships within self-established 
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business networks should be allocated. Secondly, the participation in third-party founded 

business networks should be examined closely before engaging in their activities. There exists 

strong variance in their helpfulness. Summarized, advantages of these networks can be the 

guidance of its members through a common goal and vision. Moreover, these networks are 

used as a common platform to share experiences and knowledge among companies. Another 

advantage is the wide operating distance of long established networks that were able to 

achieve sufficient reputational resources that are likely to rub off on the own company. 

However, also disadvantages should be taken into account when time and monetary resources 

related to the task of fostering relationships in business networks founded by a third-party are 

allocated. Third-party established business networks that do not receive sufficient input from 

their founders are less operational and less beneficial for the own company. In this case, it 

might be advantageous to take a more passive position within these types of networks but 

gather information regularly regarding possible new activities of the network. As soon as the 

additional value of these activities exceeds the cost related to participate within this network, 

a more active participation is recommended.  

The results also suggest several government implications. Firstly, governments have 

considerable impact on the success and outcome of network operations that were established 

by a third-party. Especially companies operating in very complex or highly competitive 

industries can gain considerable support from networks that were founded by government 

initiative. It is recommended to ensure that relationships to relevant foreign ministries and 

organizations are established right from the beginning in order to provide the members with 

sufficient, relevant and up to date information and resources. Secondly, the success of 

networks like Swecare provide evidence that its members gain sufficient support and show the 

necessity of structured formal networks especially for companies operating in the health 

technology industry. Thus, policy maker should take advantage of already established but 

passive networks like the Health Technology Alliance and support these networks to become 

operational again. Especially smaller companies within the health technology industry would 

profit from this and further governmental financial support. These are not sufficiently 

provided by other networks. All in all, governments profit from established networks with a 

wide operating distance as Sweden can be further promoted as an attractive business partner.  

5.3 Limitations and Future Research 

This thesis is subject to some limitations that require further research. The generalization 

possibilities of all findings are limited due to the size of the research sample. In order to 

provide sufficiently generalizable results, supportive data through a second research sample is 

considered to be helpful. The same study or a modified version of it could be used to 

determine the impact of resources on international growth of companies additionally. 

Moreover, the chosen research sample of this thesis focuses on companies operating in the 

health technology industry. Interesting insights are expected if a similar study would be 

conducted within other industries. This would increase the ability to provide more 

generalizable results.  
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Appendix 

Appendix 1: Accessing Resources through Networks (sorted by Date of Publishing). 

Market Resources 

Type of Resource Author Type of Network Company Size Sample Methodology 

General knowledge about 

marketing practices and skills 

in foreign markets 

Stopford and Wells 

(1973) 

Not specified Not specified 187 U.S. MNCs Multiple Case Study 

International opportunity 

identification 

Aldrich and Zimmer 

(1986) 

Social Networks Start-ups None Literature Review 

Information regarding foreign 

projects and already existing 

networks 

Sharma and Johanson 

(1987) 

 

Business Networks Large Companies Two Swedish technical 

consultancies 

Case Study 

Knowledge about foreign 

institutions (awareness of 

current rules and regulations) 

Johanson and Mattsson 

(1988) 

Business Networks Not specified Not specified Not specified 

Learning in relationships how 

to build and maintain 

relationships abroad 

Johanson and Mattsson 

(1988) 

Business Networks Not specified Not specified Not specified 

Strategic and operational 

knowledge 

Teece (1992) Strategic Alliances Not specified None Literature Review 

Knowledge that supports 

market selection and the 

choice of entry mode 

Coviello and Munro 

(1995) 

 

Formal and Informal 

Networks 

SMEs 4 New Zealand-based 

software developers 

Multiple Case Study 

Technical knowledge Mowery, Oxley, and 

Silverman (1996) 

Strategic Alliances Not specified 792 Alliances (with at 

least one US partner) 

Multiple Case Study 

Knowledge about both 

markets and managing 

relationships 

Coviello and Munro 

(1997) 

Formal and Informal 

Networks 

Small Companies 4 New Zealand-based 

software developers 

Multiple Case Study 

General internationalization 

knowledge 

Chen and Chen (1998) Business Networks SMEs Taiwanese 

manufacturing 

Literature Review 



7. Appendix  XVI 

 

companies 

Knowledge sharing of foreign 

market characteristics 

Dyer and Singh (1998) Not specified Not specified None Literature Review 

Knowledge that guides foreign 

market selection 

Coviello and McAuley 

(1999) 

Formal and Informal 

Networks 

Small Companies 4 New Zealand-based 

software developers 

Multiple Case Study 

Knowledge about international 

business opportunities 

Chetty and 

Blankenburg Holm 

(2000) 

 

Business Networks SMEs 4 manufacturing firms 

in New Zealand 

Longitudinal Case 

Study 

Knowledge about international 

business opportunities 

Ellis (2000) 

 

Social Networks SMEs 11 manufacturing firms 

in Australia and Hong 

Kong, (representing 5 

industries) 

Case Study 

Knowledge about: 

 cultural and politcial 

signals 

 changing market 

conditions 

 competitive conditions 

 technological 

development 

Andersen and Buvik 

(2002) 

 

Business Networks Not specified None Literature Review 

Knowledge about and learning 

from each other’s experiences 

Chetty and Patterson 

(2002) 

Soft and Hard 

Networks 

Not specified 15 New Zealand based 

Telecommunication 

Exporters 

Multiple Case Study 

Sharing Ideas and gaining 

confidence  

Chetty and Patterson 

(2002) 

Soft and Hard 

Networks 

Not specified 15 New Zealand based 

Telecommunication 

Exporters 

Multiple Case Study 

Knowledge about market 

trends, competition, and latest 

technological developments 

Yli-Renko, Autio, and 

Tontti (2002) 

 

Social Networks Not specified 134 companies 

operating in the Finish 

electronic industry  

Survey 

Knowledge about foreign 

markets and local managerial 

skills 

Chen (2003) 

 

Not specified Not specified 10 Taiwanese 

electronic firms  

Multiple Case Study 

Experiential knowledge that Blomstermo, Eriksson, Not specified SMEs 256 companies Survey 
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implies the sharing of network 

development routines 

Lindstrand, and 

Sharma (2004) 

 

operating in the 

manufacturing and 

service industry 

Access to market and 

experiential knowledge 

Chetty and Campbell-

Hunt (2004) 

Business Networks Not specified 16 New Zealand based 

Born Globals 

Multiple Case Study 

Access to crucial knowledge 

in a less costly way regarding 

economy, market and legal 

issues 

Fuller-Love and 

Thomas (2004) 

 

Business Networks SMEs 50 manufacturing 

companies in Mid 

Wales 

Survey 

Knowledge about international 

business opportunities 

Fuller-Love and 

Thomas (2004) 

 

Business Networks SMEs 50 manufacturing 

companies in Mid 

Wales 

Survey 

Knowledge that supports 

problem solving processes 

related to internationalization 

problems 

Fuller-Love and 

Thomas (2004) 

 

Business Networks SMEs 50 manufacturing 

companies in Mid 

Wales 

Survey 

Access to internationalization 

knowledge 

Prashantham (2005) Social Networks Small Companies  None Literature Review 

Knowledge resulting from the 

sharing of experiences (e.g. in 

relation to entry modes) 

Greve (2006) 

 

Not specified Not specified Banks in Tokio Case Study 

General Knowledge  Mejri and Umemoto 

(2010) 

Social and Business 

Networks 

SMEs None Literature Review 

Table 10: Literature Review Market Resources. 
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Human Resources 

Type of Resource Author Type of Network Company Size Sample Methodology 

Access to existing 

relationships in foreign 

markets  

Welch (1992) Strategic Alliances SMEs None Literature Review 

Access to social 

networks (= additional 

relationships) that are 

especially important in 

countries like China 

Björkman and Kock 

(1995) 

 

Business Networks  Not specified None Literature Review 

Access to existing 

relationships in foreign 

markets 

Coviello and McAuley 

(1999) 

Formal and Informal 

Networks 

Small Companies 4 New Zealand-based 

software developers 

Multiple Case Study 

Access to existing 

relationships in foreign 

markets 

Blankenburg Holm and 

Eriksson (2000) 

Business Networks Not specified 142 manufacturing 

companies 

Survey 

Access to existing 

relationships in foreign 

markets 

Fuller-Love and Thomas 

(2004) 

 

Business Networks SMEs 50 manufacturing 

companies in Mid 

Wales 

Survey 

Access to people with 

local managerial skills 

Zain and Ng (2006) Not Specified SMEs  3 Malaysian-based 

software developers 

Multiple Case Study 

Table 11: Literature Review Human Resources. 
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Reputational Resources 

Type of Resource Author Type of Network Company Size Sample Methodology 

Credibility, reputation Turnbull, Ford, and 

Cunningham (1996) 

Not specified Not specified None Literature Review 

Credibility Coviello and Munro 

(1997) 

Formal and Informal 

Networks 

Small Companies 4 New Zealand-based 

software developers 

Multiple Case Study 

International reputation Coviello and McAuley 

(1999) 

Formal and Informal 

Networks 

Small Companies 4 New Zealand-based 

software developers 

Multiple Case Study 

Social 

status and recognition 

Stuart (2000) Strategic Alliances Not specified 150 companies 

operating in the 

semiconductor industry 

Survey 

Trust Chetty and Patterson 

(2002) 

 

Soft and Hard Networks Not specified 15 New Zealand based 

telecommunication 

exporters 

Multiple Case Study 

Trust, confidence, 

credibility 

Zain and Ng (2006) Not specified SMEs  3 Malaysian-based 

software developers 

Multiple Case Study 

Table 12: Literature Review Reputational Resources. 
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Financial Resources 

Type of Resource Author Type of Network Company Size Sample Methodology 

Access to financial 

resources 

Coviello and Munro 

(1997) 

Formal and Informal 

Networks 

Small Companies 4 New Zealand-based 

software developers 

Multiple Case Study 

Save costs by sharing 

capital and production 

with network partners 

Holmlund and Kock 

(1998) 

Business Networks SMEs 312 Finish 

manufacturing firms 

Survey 

Reduced financial and 

market risks  

Coviello and McAuley 

(1999) 

Formal and Informal 

Networks 

Small Companies 4 New Zealand-based 

software developers 

Multiple Case Study 

Access to financial 

resources 

Zain and Ng (2006) 

 

Not specified SMEs  3 Malaysian-based 

software developers 

Multiple Case Study 

Table 13: Literature Review Financial Resources. 

Physical Resources 

Type of Resource Author Type of Network Company Size Sample Methodology 

Access to foreign 

distribution channels 

Welch (1992) 

 

Strategic Alliances SMEs None Literature Review 

Access to foreign 

distribution channels 

Bell (1995) Business Networks Small Companies Not specified Cross-National Multiple 

Case Study 

Access to foreign 

distribution channels 

Coviello and Munro 

(1997) 

Formal and Informal 

Networks 

Small Companies 4 New Zealand-based 

software developers 

Multiple Case Study 

Access to foreign 

distribution channels  

Zain and Ng (2006) 

 

Not specified SMEs 3 Malaysian-based 

software developers 

Multiple Case Study 

Table 14: Literature Review Physical Resources. 
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Technical Resources 

Type of Resource Author Type of Network Company Size Sample Methodology 

Access to technical 

knowledge 

Mowery, Oxley, and 

Silverman (1996) 

Strategic Alliances Not specified 792 Alliances (at least 

one US partner) 

Multiple Case Study 

Table 15: Literature Review Technical Resources. 

Multiple Resources  

Type of Resource Author Type of Network Company Size Sample Methodology 

Access to tangible and 

intangible resources 

Klein, Crawford, and 

Alchian (1978) 

Not specified Not specified Various companies 

operating in the 

automobile, 

manufacturing and 

petroleum industry 

Multiple Case Study 

Access to tangible and 

intangible resources 

Hamel, Doz, and 

Prahalad (1989) 

Strategic Alliances Not specified 15 strategic alliances 

operating in the 

manufacturing industry 

Multiple Case Study 

Access to tangible and 

intangible resources 

Teece (1992) Strategic Alliances Not specified None Literature Review 

Access to tangible and 

intangible resources 

Coviello and Munro 

(1995) 

 

Formal and Informal 

Networks 

SMEs 4 New Zealand-based 

software developers 

Multiple Case Study 

Access to resources that 

accelerated 

internationalization 

Coviello and Munro 

(1995) 

 

Formal and Informal 

Networks 

SMEs 4 New Zealand-based 

software developers 

Multiple Case Study 

Increasing capability of 

product development 

Coviello and McAuley 

(1999) 

Formal and Informal 

Networks 

Small Companies 4 New Zealand-based 

software developers 

Multiple Case Study 

Access to tangible and 

intangible resources 

Dana (2001) Not specified Not specified None Literature Review 

Access to tangible and Fuller-Love and Thomas Business Networks SMEs 50 manufacturing Survey 
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intangible resources (2004) 

 

companies in Mid 

Wales 

Identification of foreign 

partners and customers  

Arenius and Clercq 

(2005) 

Social Networks Not specified None Literature Review 

Access to resources that 

accelerated 

internationalization 

Belso-Martínez (2006) 

 

Business Networks SMEs Manufacturing Industry  Multiple Case Study 

Overcome lack of 

internal resources 

van Ruth (2008) 

 

Business and Social 

Networks 

SMEs Not specified Multiple Case Study 

Table 16: Literature Review Multiple Resources.
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Appendix 2: Questionnaire for Survey 
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Appendix 3: Operational Measures 

Market Resources (Internationalization Knowledge) (Blomstermo et al., 2004) 

1. Our company has international experience in development and adaptation or products. 

2. Our company has international experience in doing business in new markets. 

3. Our company has international experience in cooperation with other firms. 

(Response format: 1= strongly disagree, 7= strongly agree). 

Human Resources (Lepak & Snell, 2002) 

1. Our company has access to people who have skills that contribute to the development 

of new market/product/service opportunities abroad. 

2. Our company has access to people with skills that enable our firm to respond to 

changing foreign customer demands. 

3. Our company has access to individuals with skills that help our firm to provide 

exceptional customer service abroad.  

(Response format: 1= strongly disagree, 7= strongly agree). 

Reputational Resources  

1. Our company has achieved a level of international trust towards our products and 

services. 

2. Our company has achieved a level of international credibility. 

3. Our company has achieved a level of international recognition.  

 

(Response format: 1= strongly disagree, 7= strongly agree). 

Financial Resources 

1. Our company has access to financial resources at attractive terms and conditions for 

internationalization purposes. 

2. Availability of additional monetary resources for internationalization purposes is 

provided for our company. 

3. Our company has access to outside capital and equity at market-driven conditions for 

internationalization purposes.  

 

(Response format: 1= strongly disagree, 7= strongly agree). 

Physical Resources  

1. Our product manufacturer in Sweden has access to foreign distribution channels. 

2. Our products are places in foreign markets through foreign distribution channels. 

3. Foreign distribution channels support us to market our products in foreign markets.  

 

(Response format: 1= strongly disagree, 7= strongly agree). 
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Technical Resources 

1. Our company obtains technical resources to adapt domestic products to standards in 

foreign markets. 

2. Using technical resources, we manage to achieve product standards in international 

markets. 

3. Various kinds of technical resources support the adaptation of processes of our 

products to foreign market standards.  

 

(Response format: 1= strongly disagree, 7= strongly agree). 

International Performance (Nummela et al., 2004) 

1. Quantitative Measures 

a. We have met our international market-share objectives. 

b. We have achieved the turnover objectives we set for internationalization. 

c. In general, we are satisfied with our success in the international markets. 

d. Internationalization has had a positive effect on our company’s profitability. 

 

2. Qualitative Measures 

a. Internationalization has had a positive effect on our company’s image. 

b. Internationalization has had a positive effect on the development of our 

company’s expertise. 

(Response format: 1= strongly disagree, 7= strongly agree). 
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Appendix 4: Analysis of Variance (one factor ANOVA) 

Dependent Variable: Market Resources (Internationalization Knowledge) 

 
(I) (J) 

Mean Difference 

(I-J) 
Standard Error Significance 

95%-Confidence Interval 

 Lower Limit Upper Limit 

Tukey-HSD 

HTA 

BusSWE -2,26667
*
 ,56259 ,001 -3,7563 -,7770 

OTB -4,86667
*
 ,56259 ,000 -6,3563 -3,3770 

SocNet -1,60000
*
 ,56259 ,031 -3,0897 -,1103 

BusSWE 

HTA 2,26667
*
 ,56259 ,001 ,7770 3,7563 

BusSWE -2,60000
*
 ,56259 ,000 -4,0897 -1,1103 

OTB ,66667 ,56259 ,639 -,8230 2,1563 

OTB 

HTA 4,86667
*
 ,56259 ,000 3,3770 6,3563 

BusSWE 2,60000
*
 ,56259 ,000 1,1103 4,0897 

SocNet 3,26667
*
 ,56259 ,000 1,7770 4,7563 

SocNet 

HTA 1,60000
*
 ,56259 ,031 ,1103 3,0897 

BusSWE -,66667 ,56259 ,639 -2,1563 ,8230 

OTB -3,26667
*
 ,56259 ,000 -4,7563 -1,7770 

Dunnett-T (<Control)
b
 

BusSWE HTA 2,26667 ,56259 1,000  3,4520 

OTB HTA 4,86667 ,56259 1,000  6,0520 

SocNet HTA 1,60000 ,56259 1,000  2,7854 

*. The mean values are significantly different between the networks with a significance level of 0.05. 

b. Dunnett-T-Tests treats one group as a control group and compares all groups with this particular group. 

Table 17: One Factor Anova Market Resources. 
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Dependent Variable: Human Resource 

 
(I) (J) 

Mean Difference 

(I-J) 

Standard Error Significance 95%-Confidence Interval 

 Lower Limit Upper Limit 

Tukey-HSD 

HTA 

BusSWE -1,33333 ,59495 ,125 -2,9087 ,2420 

OTB -3,60000
*
 ,59495 ,000 -5,1754 -2,0246 

SocNet -2,53333
*
 ,59495 ,000 -4,1087 -,9580 

BusSWE 

HTA 1,33333 ,59495 ,125 -,2420 2,9087 

BusSWE -2,26667
*
 ,59495 ,002 -3,8420 -,6913 

OTB -1,20000 ,59495 ,194 -2,7754 ,3754 

OTB 

HTA 3,60000
*
 ,59495 ,000 2,0246 5,1754 

BusSWE 2,26667
*
 ,59495 ,002 ,6913 3,8420 

SocNet 1,06667 ,59495 ,288 -,5087 2,6420 

SocNet 

HTA 2,53333
*
 ,59495 ,000 ,9580 4,1087 

BusSWE 1,20000 ,59495 ,194 -,3754 2,7754 

OTB -1,06667 ,59495 ,288 -2,6420 ,5087 

Dunnett-T (<Control)
b
 

BusSWE HTA 1,33333 ,59495 ,999 
 

2,5869 

OTB HTA 3,60000 ,59495 1,000 
 

4,8536 

SocNet HTA 2,53333 ,59495 1,000 
 

3,7869 

*. The mean values are significantly different between the networks with a significance level of 0.05. 

b. Dunnett-T-Tests treats one group as a control group and compares all groups with this particular group. 

Table 18: One Factor Anova Human Resources. 
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Dependent Variable: Reputational Resource (International Reputation) 

 
(I) (J) 

Mean Difference 

(I-J) 

Standard Error Significance 95%-Confidence Interval 

 Lower Limit Upper Limit 

Tukey-HSD 

HTA 

BusSWE -2,33333
*
 ,58959 ,001 -3,8945 -,7722 

OTB -3,46667
*
 ,58959 ,000 -5,0278 -1,9055 

SocNet -1,13333 ,58959 ,231 -2,6945 ,4278 

BusSWE 

HTA 2,33333
*
 ,58959 ,001 ,7722 3,8945 

BusSWE -1,13333 ,58959 ,231 -2,6945 ,4278 

OTB 1,20000 ,58959 ,188 -,3612 2,7612 

OTB 

HTA 3,46667
*
 ,58959 ,000 1,9055 5,0278 

BusSWE 1,13333 ,58959 ,231 -,4278 2,6945 

SocNet 2,33333
*
 ,58959 ,001 ,7722 3,8945 

SocNet 

HTA 1,13333 ,58959 ,231 -,4278 2,6945 

BusSWE -1,20000 ,58959 ,188 -2,7612 ,3612 

OTB -2,33333
*
 ,58959 ,001 -3,8945 -,7722 

Dunnett-T (<Control)
b
 

BusSWE HTA 2,33333 ,58959 1,000 
 

3,5756 

OTB HTA 3,46667 ,58959 1,000 
 

4,7089 

SocNet HTA 1,13333 ,58959 ,998 
 

2,3756 

*. The mean values are significantly different between the networks with a significance level of 0.05. 

b. Dunnett-T-Tests treats one group as a control group and compares all groups with this group. 

Table 19: One Factor Anova Reputational Resources. 
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Dependent Variable: Financial Resources 

 
(I) (J) 

Mean Difference 

(I-J) 

Standard Error Significance 95%-Confidence Interval 

 Lower Limit Upper Limit 

Tukey-HSD 

HTA 

BusSWE -1,28571 ,60219 ,156 -2,8840 ,3126 

OTB -1,28571 ,60219 ,156 -2,8840 ,3126 

SocNet -,28571 ,60219 ,964 -1,8840 1,3126 

BusSWE 

HTA 1,28571 ,60219 ,156 -,3126 2,8840 

BusSWE ,00000 ,60219 1,000 -1,5983 1,5983 

OTB 1,00000 ,60219 ,355 -,5983 2,5983 

OTB 

HTA 1,28571 ,60219 ,156 -,3126 2,8840 

BusSWE ,00000 ,60219 1,000 -1,5983 1,5983 

SocNet 1,00000 ,60219 ,355 -,5983 2,5983 

SocNet 

HTA ,28571 ,60219 ,964 -1,3126 1,8840 

BusSWE -1,00000 ,60219 ,355 -2,5983 ,5983 

OTB -1,00000 ,60219 ,355 -2,5983 ,5983 

Dunnett-T (<Control)
b
 

BusSWE HTA 1,28571 ,60219 ,999 
 

2,5567 

OTB HTA 1,28571 ,60219 ,999 
 

2,5567 

SocNet HTA ,28571 ,60219 ,888 
 

1,5567 

*. The mean values are significantly different between the networks with a significance level of 0.05. 

b. Dunnett-T-Tests treats one group as a control group and compares all groups with this particular group. 

Table 20: One Factor Anova Financial Resources. 
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Dependent Variable: Physical Resources 

 
(I) (J) 

Mean Difference 

(I-J) 

Standard Error Significance 95%-Confidence Interval 

 Lower Limit Upper Limit 

Tukey-HSD 

HTA 

BusSWE -1,71429
*
 ,58801 ,026 -3,2749 -,1536 

OTB -3,50000
*
 ,58801 ,000 -5,0606 -1,9394 

SocNet -1,64286
*
 ,58801 ,036 -3,2035 -,0822 

BusSWE 

HTA 1,71429
*
 ,58801 ,026 ,1536 3,2749 

BusSWE -1,78571
*
 ,58801 ,019 -3,3464 -,2251 

OTB ,07143 ,58801 ,999 -1,4892 1,6321 

OTB 

HTA 3,50000
*
 ,58801 ,000 1,9394 5,0606 

BusSWE 1,78571
*
 ,58801 ,019 ,2251 3,3464 

SocNet 1,85714
*
 ,58801 ,014 ,2965 3,4178 

SocNet 

HTA 1,64286
*
 ,58801 ,036 ,0822 3,2035 

BusSWE -,07143 ,58801 ,999 -1,6321 1,4892 

OTB -1,85714
*
 ,58801 ,014 -3,4178 -,2965 

Dunnett-T (<Control)
b
 

BusSWE HTA 1,71429 ,58801 1,000 
 

2,9553 

OTB HTA 3,50000 ,58801 1,000 
 

4,7410 

SocNet HTA 1,64286 ,58801 1,000 
 

2,8839 

*. The mean values are significantly different between the networks with a significance level of 0.05. 

b. Dunnett-T-Tests treats one group as a control group and compares all groups with this particular group. 

Table 21: One Factor ANOVA Physical Resources. 
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Dependent Variable: Technical Resources 

 
(I) (J) 

Mean Difference 

(I-J) 

Standard Error Significance 95%-Confidence Interval 

 Lower Limit Upper Limit 

Tukey-HSD 

HTA 

BusSWE ,38462 ,59584 ,917 -1,2011 1,9704 

OTB -3,23077
*
 ,59584 ,000 -4,8165 -1,6450 

SocNet -1,07692 ,59584 ,282 -2,6627 ,5088 

BusSWE 

HTA -,38462 ,59584 ,917 -1,9704 1,2011 

BusSWE -3,61538
*
 ,59584 ,000 -5,2011 -2,0296 

OTB -1,46154 ,59584 ,081 -3,0473 ,1242 

OTB 

HTA 3,23077
*
 ,59584 ,000 1,6450 4,8165 

BusSWE 3,61538
*
 ,59584 ,000 2,0296 5,2011 

SocNet 2,15385
*
 ,59584 ,004 ,5681 3,7396 

SocNet 

HTA 1,07692 ,59584 ,282 -,5088 2,6627 

BusSWE 1,46154 ,59584 ,081 -,1242 3,0473 

OTB -2,15385
*
 ,59584 ,004 -3,7396 -,5681 

Dunnett-T (<Control)
b
 

BusSWE HTA -,38462 ,59584 ,477 
 

,8754 

OTB HTA 3,23077 ,59584 1,000 
 

4,4908 

SocNet HTA 1,07692 ,59584 ,997 
 

2,3369 

*. The mean values are significantly different between the networks with a significance level of 0.05. 

b. Dunnett-T-Tests treats one group as a control group and compares all groups with this group. 
 

Table 22: One Factor Anova Technical Resources. 
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Appendix 5: Mean Values and Standard Deviations for Cases Distinction 

Case 1: Year of Founding 

 
Market 

Resources* 

Human 

Resources 

Reputational 

Resources 

Financial 

Resources 

Physical 

Resources 

Technical 

Resources 

HTA 
μ= 1.20  

σ= 0.447 

μ= 1.20  

σ= 0.447 

μ= 1.20  

σ= 0.447 

μ= 1.00  

σ= 0.00 

μ= 1.00  

σ= 0.00 

μ= 1.00  

σ= 0.00 

BusSwe 
μ= 3.80 

 σ= 2.168 

μ= 4.00  

σ= 2.121 

μ= 4.20  

σ= 2.558 

μ= 1.40  

σ= 0.548 

μ= 3.00  

σ= 2.000 

μ= 1.20  

σ= 0.447 

OBN 
μ= 7.00 

σ= 0.000 

μ= 6.00  

σ= 1.225 

μ= 5.60  

σ= 1.140 

μ= 2.80  

σ= 2.683 

μ= 5.20  

σ= 2.000 

μ= 5.80  

σ= 1.304 

SocNet 
μ= 2.60  

σ= 1.510 

μ= 3.80  

σ= 1.483 

μ= 2.80  

σ= 1.643 

μ= 1.20  

σ= 0.447 

μ= 3.00  

σ= 1.871 

μ= 2.00  

σ= 1.732 

Population n = 5 n = 5 n = 5 n = 5 n = 5 n = 5 

Table 23: Companies Founded Before 2000. 

 

 Market 

Resources* 

Human 

Resources 

Reputational 

Resources 

Financial 

Resources 

Physical 

Resources 

Technical 

Resources 

HTA 
μ= 1.90 

σ= 1.287 

μ= 1.90 

 σ= 1.287 

μ= 2.60 

 σ= 1.075 

μ= 2.00  

σ= 1.118 

μ= 2.11  

σ= 1.167 

μ= 2.38 

σ= 0.916 

BusSwe 
μ= 4.00 

σ= 1.886 

μ= 2.50 

σ= 1.780 

μ= 4.60  

σ= 2.011 

μ= 3.78  

σ= 1.856 

μ= 3.67  

σ= 1.658 

μ= 1.63 

σ= 0.744 

OBN 
μ= 6.30 

σ= 1.059 

μ= 4.90 

σ= 1.912 

μ= 5.60  

σ= 1.265 

μ= 3.00  

σ= 1.803 

μ= 5.22  

σ= 1.563 

μ= 4.63  

σ= 2.066 

SocNet 
μ= 3.60  

σ= 2.119 

μ= 4.40 

σ= 1.647 

μ= 3.50  

σ= 1.900 

μ= 2.33  

σ= 1.225 

μ= 3.56 

σ= 1.810 

μ= 3.50  

σ= 2.204 

Population n = 10 n = 10 n = 10 n = 9 n = 9 n = 8 

Table 24: Companies Founded After 2000. 

.
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Case 2: Year of Internationalization 

 

Market 

Resources* 

Human 

Resources 

Reputational 

Resources 

Financial 

Resources 

Physical 

Resources 

Technical 

Resources 

HTA 
μ= 1.25  

σ= 0.500 

μ= 1.25 

σ= 0.500 

μ= 1.25  

σ= 0.500 

μ= 1.00  

σ= 0.00 

μ= 1.00  

σ= 0.00 

μ= 1.00  

σ= 0.00 

BusSwe 
μ= 3.75  

σ= 2.500 

μ= 3.25  

σ= 1.500 

μ= 3.75  

σ= 2.754 

μ= 1.50 

σ= 0.577 

μ= 2.25  

σ= 1.258 

μ= 1.25  

σ= 0.500 

OBN 
μ= 7.00  

σ= 0.000 

μ= 5.75  

σ= 1.258 

μ= 5.25  

σ= 0.957 

μ= 1.75 

σ= 1.500 

μ= 4.75  

σ= 1.500 

μ= 5.50  

σ= 1.291 

SocNet 
μ= 2.75  

σ= 1.708 

μ= 4.25  

σ= 1.258 

μ= 3.00  

σ= 1.826 

μ= 1.25 

σ= 0.500 

μ= 3.25  

σ= 2.062 

μ= 2.25  

σ= 1.893 

Population n = 4 n = 4 n = 4 n = 4 n = 4 n = 4 

Table 25: Fist Year of International Sales Before 2000. 

 

 

Market 

Resources* 

Human 

Resources 

Reputational 

Resources 

Financial 

Resources 

Physical 

Resources 

Technical 

Resources 

HTA 
μ= 1.82  

σ= 1.250 

μ= 1.82  

σ= 1.250 

μ= 2.45  

σ= 1.128 

μ= 1.90  

σ= 1.101 

μ= 2.00 

σ= 1.155 

μ= 2.22  

σ= 0.972 

BusSwe 
μ= 4.00  

σ= 1.789 

μ= 2.91  

σ= 2.166 

μ= 4.73  

σ= 1.954 

μ= 3.50  

σ= 1.958 

μ= 3.90  

σ= 1.729 

μ= 1.56  

σ= 0.726 

OBN 
μ= 6.36 

σ= 1.027 

μ= 5.09  

σ= 1.921 

μ= 5.73  

σ= 1.272 

μ= 3.40  

σ= 2.119 

μ= 5.40  

σ= 1.578 

μ= 4.89  

σ= 2.008 

SocNet 
μ= 3.45  

σ= 2.067 

μ= 4.18  

σ= 1.722 

μ= 3.36  

σ= 1.859 

μ= 2.20 

σ= 1.229 

μ= 3.40  

σ= 1.776 

μ= 3.22  

σ= 2.224 

Population n = 11 n = 11 n = 11 n = 10 n = 10 n = 9 

Table 26: First Year of International Sales After 2000. 
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Case 3: Number of Employees 

 

Market 

Resources* 

Human 

Resources 

Reputational 

Resources 

Financial 

Resources 

Physical 

Resources 

Technical 

Resources 

HTA 
μ= 1.33  

σ= 0.577 

μ= 1.33  

σ= 0.5677 

μ= 1.00  

σ= 0.00 

μ= 1.00 

 σ= 0.00 

μ= 1.00 

σ= 0.00 

μ= 1.00  

σ= 0.00 

BusSwe 
μ= 3.67  

σ= 3.055 

μ= 2.67  

σ= 1.155 

μ= 3.33  

σ= 3.215 

μ= 1.33  

σ= 0.577 

μ= 1.67 

σ= 0.577 

μ= 1.33  

σ= 0.577 

OBN 
μ= 7.00  

σ= 0.000 

μ= 5.67 

σ= 1.528 

μ= 5.33  

σ= 1.155 

μ= 1.00  

σ= 0.00 

μ= 4.33 

σ= 1528 

μ= 5.67  

σ= 1.528 

SocNet 
μ= 2.00  

σ= 1.000 

μ= 3.67  

σ= 0.577 

μ= 2.33  

σ= 1.528 

μ= 1.00  

σ= 0.00 

μ= 2.33 

σ= 1.155 

μ= 1.33  

σ= 0.577 

Population n = 3 n = 3 n = 3 n = 3 n = 3 n = 3 

Table 27: Companies With More Than 250 Employees. 

  

 

Market 

Resources* 

Human 

Resources 

Reputational 

Resources 

Financial 

Resources 

Physical 

Resources 

Technical 

Resources 

HTA 
μ= 1.75  

σ= 1.215 

μ= 1.75  

σ= 1.215 

μ= 2.42  

σ= 1.084 

μ= 1.82  

σ= 1.079 

μ= 1.91  

σ= 1.136 

μ= 2.10  

σ= 0.994 

BusSwe 
μ= 4.00  

σ= 1.706 

μ= 3.08  

σ= 2.151 

μ= 4.75  

σ= 1.865 

μ= 3.36  

σ= 1.912 

μ= 3.91  

σ= 1.640 

μ= 1.50  

σ= 0.707 

OBN 
μ= 6.42  

σ= 0.996 

μ= 5.17  

σ= 1.850 

μ= 5.67  

σ= 1.231 

μ= 3.45  

σ= 2.018 

μ= 5.45  

σ= 1.508 

μ= 4.90  

σ= 1.969 

SocNet 
μ= 3.58  

σ= 2.021 

μ= 4.33  

σ= 1.723 

μ= 3.50  

σ= 1.834 

μ= 2.18 

σ=1.168 

μ= 3.64  

σ= 1.859 

μ= 3.40  

σ= 2.171 

Population n = 12 n = 12 n = 12 n = 11 n = 11 n = 10 

Table 28: Companies With Less Than 250 Employees. 
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Appendix 6: Results Correlation Analysis 
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IntPer_Avg 

Correlation~ 1 0.493 0.285 0.650* 0.598* 0.552 0.233 0.375 0.916** 

Significance~~ 
 

0.087 0.369 0.022 0.040 0.063 0.466 0.230 0.000 

N 13 13 12 12 12 12 12 12 12 

International Since 

YRS 

Correlation~ 0.493 1 0.801** 0.336 0.381 0.602* 0.694* 0.486 0.439 

Significance~~ 0.087 
 

0.001 0.286 0.221 0.038 0.012 0.109 0.153 

N 13 16 14 12 12 12 12 12 12 

# of employees 

Correlation~ 0.285 0.801** 1 0.275 0.362 0.321 0.565 0.144 0.333 

Significance~~ 0.369 0.001 
 

0.413 0.275 0.336 0.070 0.672 0.317 

N 12 14 15 11 11 11 11 11 11 

Market Res Avg 

Correlation~ 0.650* 0.336 0.275 1 0.903** 0.791** 0.407 0.418 0.815** 

Significance~~ 0.022 0.286 0.413 
 

0.000 0.002 0.189 0.176 0.001 

N 12 12 11 12 12 12 12 12 12 

Human Res Avg 

Correlation~ 0.598* 0.381 0.362 0.903** 1 0.767** 0.287 0.378 0.729** 

Significance~~ 0.040 0.221 0.275 0.000 
 

0.004 0.365 0.225 0.007 

N 12 12 11 12 12 12 12 12 12 

Reputat Res Avg 

Correlation~ 0.552 0.602* 0.321 0.791** 0.767** 1 0.446 0.822** 0.638* 

Significance~~ 0.063 0.038 0.336 0.002 0.004 
 

0.146 0.001 0.026 

N 12 12 11 12 12 12 12 12 12 

Financ Res Avg 

Correlation~ 0.233 0.694* 0.565 0.407 0.287 0.446 1 0.328 0.341 

Significance~~ 0.466 0.012 0.070 0.189 0.365 0.146 
 

0.299 0.278 

N 12 12 11 12 12 12 12 12 12 

Physic_Res_Avg 

Correlation~ 0.375 0.486 0.144 0.418 0.378 0.822** 0.328 1 0.414 

Significance~~ 0.230 0.109 0.672 0.176 0.225 0.001 0.299 
 

0.181 

N 12 12 11 12 12 12 12 12 12 

Technical_Res_Avg 

Correlation~ 0.916** 0.439 0.333 0.815** 0.729** 0.638* 0.341 0.414 1 

Significance~~ 0.000 0.153 0.317 0.001 0.007 0.026 0.278 0.181 
 

N 12 12 11 12 12 12 12 12 12 

*. The correlation is significant for the level of 0.05 (double sided).  

**. The correlation is significant for the level of 0.01 (double sided). 

Table 29: Correlation Analysis International Performance (Quantitative) Full Details. 
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IntPer_Qual Avg 

Correlation~ 1 0.537 0.326 .664* 0.519 .789** 0.41 .677* .626* 

Significance~~  0.059 0.3 0.019 0.084 0.002 0.186 0.016 0.029 

N 13 13 12 12 12 12 12 12 12 

International Since 

YRS 

Correlation~ 0.537 1 .801** 0.336 0.381 .602* .694* 0.486 0.439 

Significance~~ 0.059  0.001 0.286 0.221 0.038 0.012 0.109 0.153 

N 13 16 14 12 12 12 12 12 12 

# of employees 

Correlation~ 0.326 .801** 1 0.275 0.362 0.321 0.565 0.144 0.333 

Significance~~ 0.3 0.001  0.413 0.275 0.336 0.07 0.672 0.317 

N 12 14 15 11 11 11 11 11 11 

Market Res Avg 

Correlation~ .664* 0.336 0.275 1 .903** .791** 0.407 0.418 .815** 

Significance~~ 0.019 0.286 0.413  0 0.002 0.189 0.176 0.001 

N 12 12 11 12 12 12 12 12 12 

Human Res Avg 

Correlation~ 0.519 0.381 0.362 .903** 1 .767** 0.287 0.378 .729** 

Significance~~ 0.084 0.221 0.275 0  0.004 0.365 0.225 0.007 

N 12 12 11 12 12 12 12 12 12 

Reputat Res Avg 

Correlation~ .789** .602* 0.321 .791** .767** 1 0.446 .822** .638* 

Significance~~ 0.002 0.038 0.336 0.002 0.004  0.146 0.001 0.026 

N 12 12 11 12 12 12 12 12 12 

Financ Res Avg 

Correlation~ 0.41 .694* 0.565 0.407 0.287 0.446 1 0.328 0.341 

Significance~~ 0.186 0.012 0.07 0.189 0.365 0.146  0.299 0.278 

N 12 12 11 12 12 12 12 12 12 

Physic_Res_Avg 

Correlation~ .677* 0.486 0.144 0.418 0.378 .822** 0.328 1 0.414 

Significance~~ 0.016 0.109 0.672 0.176 0.225 0.001 0.299  0.181 

N 12 12 11 12 12 12 12 12 12 

Technical_Res_Avg 

Correlation~ .626* 0.439 0.333 .815** .729** .638* 0.341 0.414 1 

Significance~~ 0.029 0.153 0.317 0.001 0.007 0.026 0.278 0.181  

N 12 12 11 12 12 12 12 12 12 

*. The correlation is significant for the level of 0.05 (double sided).  

**. The correlation is significant for the level of 0.01 (double sided). 

Table 30: Correlation Analysis International Performance (Qualitative) Full Details. 
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IntPer_Qual Avg 

Correlation~ 1 0.528 0.409 0.516 0.592 0.900** 0.076 0.881** 0.599 

Significance~~  0.223 0.362 0.236 0.162 0.006 0.871 0.009 0.155 

N 7 7 7 7 7 7 7 7 7 

International Since 

YRS 

Correlation~ 0.528 1 .801** 0.336 0.381 .602* .694* 0.486 0.439 

Significance~~ 0.223  0.001 0.286 0.221 0.038 0.012 0.109 0.153 

N 7 16 14 12 12 12 12 12 12 

# of employees 

Correlation~ 0.409 0.801** 1 0.275 0.362 0.321 0.565 0.144 0.333 

Significance~~ 0.362 0.001  0.413 0.275 0.336 0.07 0.672 0.317 

N 7 14 15 11 11 11 11 11 11 

Market Res Avg 

Correlation~ 0.516 0.336 0.275 1 0.903** 0.791** 0.407 0.418 0.815** 

Significance~~ 0.236 0.286 0.413  0 0.002 0.189 0.176 0.001 

N 7 12 11 12 12 12 12 12 12 

Human Res Avg 

Correlation~ 0.592 0.381 0.362 0.903** 1 0.767** 0.287 0.378 0.729** 

Significance~~ 0.162 0.221 0.275 0  0.004 0.365 0.225 0.007 

N 7 12 11 12 12 12 12 12 12 

Reputat Res Avg 

Correlation~ .900** .602* 0.321 0.791** 0.767** 1 0.446 0.822** 0.638* 

Significance~~ 0.006 0.038 0.336 0.002 0.004  0.146 0.001 0.026 

N 7 12 11 12 12 12 12 12 12 

Financ Res Avg 

Correlation~ 0.076 .694* 0.565 0.407 0.287 0.446 1 0.328 0.341 

Significance~~ 0.871 0.012 0.07 0.189 0.365 0.146  0.299 0.278 

N 7 12 11 12 12 12 12 12 12 

Physic_Res_Avg 

Correlation~ 0.881** 0.486 0.144 0.418 0.378 0.822** 0.328 1 0.414 

Significance~~ 0.009 0.109 0.672 0.176 0.225 0.001 0.299  0.181 

N 7 12 11 12 12 12 12 12 12 

Technical_Res_Avg 

Correlation~ 0.599 0.439 0.333 0.815** 0.729** 0.638* 0.341 0.414 1 

Significance~~ 0.155 0.153 0.317 0.001 0.007 0.026 0.278 0.181  

N 7 12 11 12 12 12 12 12 12 

*. The correlation is significant for the level of 0.05 (double sided).  

**. The correlation is significant for the level of 0.01 (double sided). 

Table 31: Correlation Analysis International Performance (sales based) Full Details. 
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Appendix 7: Results Linear Regression.  

Model 1 

 Dependent Variable: International Performance Quantitative 

       

Variables R² 
Adjusted 

R² 
F statistic 

Significance 

F statistic 

SD 

coefficient 

beta 

Significance  

SD beta 

No. of employees* 
0.216 0.020 1.101 0.378 

-0.0207 0.687 

International experience* 0.606 0.255 

       No. of employees 
0.542 

(+0.326) 
0.346 4.992 0.121 

0.55 0.216 

International experience -0.327 0.448 

Market resources 0.595 0.061 

       No. of employees 
0.457 

(+0.241) 
0.225 3.111 0.208 

-0.757 0.271 

International experience 1.194 0.474 

Human resources 1.764 0.121 

       No. of employees 
0.377 

(+0.161) 
0.109 4.363 0.318 

-0.218 0.621 

International experience 0.275 0.834 

Reputational resources 0.477 0.221 

       No. of employees 
0.228 

(+0.012) 
-0.103 0.689 0.587 

-0.183 0.740 

International experience 0.682 0.272 

Financial resources -0.146 0.749 

       No. of employees 
0.254 

(+0.038) 
-0.066 0.793 0.535 

-0.132 0.811 

International experience 0.469 0.433 

Physical resources 0.215 0.570 

       No. of employees 
0.867 

(+0.651) 
0.809 15.146 0.002 

-0.248 0.294 

International experience 0.279 0.256 

Technical resources 0.883 0.001 

Table 32: Linear Regression International Performance Quantitative. 
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Model 2 

 Dependent Variable: International Performance Qualitative 

       

Variables R² 
Adjusted 

R² 
F statistic 

Significance 

F statistic 

SD 

coefficient 

beta 

Significance  

SD beta 

No. of employees* 
0.186 -0.018 0.913 0.439 

-0.060 0.908 

International experience* 0.476 0.372 

       
No. of employees 

0.472 

(+0.286) 
0.246 2.085 0.191 

-0.173 0.704 

International experience 0.424 0.362 

Market resources 0.557 0.093 

       
No. of employees 

0.342 

(+0.156) 
0.342 1.212 0.374 

-0.166 0.746 

International experience 0.414 0.424 

Human resources 0.426 0.239 

       
No. of employees 

0.457 

(+0.271) 
0.224 1.962 0.208 

0.073 0.874 

International experience 0.047 0.927 

Reputational resources 0.620 0.104 

       
No. of employees 

0.189 

(+0.003) 
-0.159 0.544 0.668 

-0.048 0.932 

International experience 0.514 0.410 

Financial resources -0.073 0.875 

       
No. of employees 

0.305 

(+0.119) 
0.007 1.022 0.439 

0.072 0.892 

International experience 0.234 0.680 

Physical resources 0.381 0.311 

       
No. of employees 

0.462 

(+0.276) 
0.231 2.001 0.203 

-0.087 0.848 

International experience 0.263 0.579 

Technical resources 0.575 0.100 

Table 33: Linear Regression International Performance Qualitative. 
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Model 3 

 Dependent Variable: International Performance Sales-based 

Variables R² Adjusted R² 
F 

statistic 

Significance 

F statistic 

SD coefficient 

beta 

Significance  

SD beta 

No. of employees* 
0.315 -0.027 0.920 0.469 

-0.476 0.670 

International experience* 0.965 0.405 

       
No. of employees 

0.555 

(+0.240) 
0.240 1.246 0.431 

0.087 0.940 

International experience 0.456 0.692 

Market resources 0.539 0.294 

       
No. of employees 

0.658 

(+0.343) 
0.316 1.923 0.302 

0.552 0.631 

International experience 0.18 0.987 

Human resources 0.715 0.181 

       
No. of employees 

0.897 

(+0.581) 
0.793 8.669 0.55 

0.894 0.217 

International experience -0.890 0.264 

Reputational resources 1.112 0.026 

       
No. of employees 

0.385 

(+0.070) 
-0.230 0.626 0.645 

-0.408 0.744 

International experience 1.092 0.415 

Financial resources -0.326 0.600 

       
No. of employees 

0.826 

(+0.511) 
0.652 4.748 0.117 

0.638 0.436 

International experience -0.597 0.510 

Physical resources 1 0.059 

       
No. of employees 

0.691 

(+0.376) 
0.382 2.237 0.263 

0.476 0.649 

International experience 0.121 0.903 

Technical resources 0.722 0.152 

Table 34: Linear Regression International Performance Sales Based. 

 


