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Abstract	  
Title: Decision-making and market expansion: a case study of Saab AB. 
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Research question: 

- How can Saab AB improve the decision-making process when entering new 
markets and how does the business culture affect this process? 

 
Purpose: The purpose of this study is to construct a framework for how a commercial 
company within the defence industry can decide whether to enter a new market. The 
authors ambition is to combine the better parts of the selected key terms and apply 
those to a framework which would support the decision-making process. The authors 
strive to construct one model to function as a basis within this framework. 
 
Theoretical framework: The chosen relevant theories and models are presented in 
this chapter which is of significant importance since it forms the basis of the research. 
The main theories are divided into market entry, decision-making process and 
business culture. This is followed by the subheadings: causal decision-making and 
effectual decision-making. 
 
Methodology: Choices regarding methods used during the study is presented in this 
chapter and the authors have chosen a deductive approach with qualitative interviews. 
An explanation of the different approaches to the process of work is discussed. 
Reliability, validity, and criticism of both methods and sources play a major role in 
this chapter. 
 
Empirical findings: The key-terms related to the Eastern European market are first to 
be presented. The data gathered from the interviews are henceforth highlighted 
following a short company presentation. 
 
Analysis: The analysis compares the collected empirical findings in relation to the 
theoretical framework, highlighting following key terms: market entry, decision-
making and business culture. 
 



	  

Conclusion: Based on the research conducted during the study, the decision-making 
process when entering new markets would benefit from more structured and 
systematic procedures. This would make it possible for Saab AB to make 
homogenous decisions in various situations, effectively. According to the 
interviewees the decisions are based on individual preferences based on the person 
managing the process. A more formal structure would lead to easier procedures 
regarding entry plans. One factor, essential to the decision of entering new markets 
within Eastern Europe has according to this study been local strategic partnerships. 
Having a strong strategic partner is important to break down barriers and concerns 
within the market and a key to securing contracts which improves the decision-
making process. 
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1.	  Introduction	  
This chapter is first aimed at presenting the subjects background and the problem 
discussion. It is followed by the choice of subject, involving the authors’ research 
question and the purpose of the essay. Furthermore the authors introduce the 
delimitations, key terms and the disposition of the dissertation.  

1.1	  Problem	  Background	  
Tobias Wennberg, Senior Vice President at Saab AB, Head of Marketing and Sales, 
Central & Eastern Europe has been contacted by the authors with the ambition to 
develop a process which Saab AB can make use of when entering new markets. 
According to Wennberg, Saab AB does not have a clear process for this purpose and 
when previously entering new markets, gut-feeling has played a major role. This has 
resulted in problematic decision-making with no systematic processes to assist the 
crucial internationalization. A tangible process would function as a basis and 
contribute to valid decisions in future business processes, in particular regarding the 
market entry process. This vital decisions could lead to a more efficient usage of the 
limited resources which could generate in even greater profit. Parts of this process 
could be utilized by other commercial actors when entering the Eastern European 
markets which makes this study interesting for organizations, not active within the 
defence industry. 
	  
Saab AB is a world-leading actor within the defence industry and this study is aimed 
at highlighting difficulties of decision- and screening-processes that occur in this 
competitive business environment. The relevance of the different theories and 
purposes is applicable to Saab AB due to their previous lack of a framework 
regarding expansion when looking at different important variables. Previous entry 
plans have mainly been manoeuvred by gut-feeling which again points to the fact of 
the study’s relevance. Past research has in many way focused on what Sarasvathy 
(2001) has defined as causal decision-making. An interesting aspect would be to 
involve Sarasvathy´s (ibid.) less explored effectual approach within this business area. 
Being able to work closely with senior members of Saab AB and getting an 
interesting insight to their different processes will lead to a study with the potential of 
acquiring new knowledge and draw exciting conclusions.  
 
Recently, companies could relatively easy affect and influence variables that can push 
growth forward, however in today's cost-conscious environment, it is not as simple 
anymore (Miller, 2009). This has indirectly led to the fact that companies try to 
strategically expand to new markets using different processes in the pursuit of 
achieving even greater returns. (ibid.). Sarasvathy (2001) has developed two decision-
making processes - causation and effectuation, which are applicable to the 
international market expansion processes. Considering market expansion, a vital 
strategic decision is which country to select and how to select it (Molnár & Molnár 
Nilsson, 1999), and also to what extent the decision-maker will be affected by the 
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organizational culture and if it is likely to shape the decision-maker's perceptions and 
attitudes regarding a decision (Higgs, Smith & Mechling, 2010). 
 
This is shown in country's military expenditure, which is one example of government 
controlled purchases and governments are one of the main buyers when it comes to 
the business-to-business market (Doole & Lowe, 2012). The market in which Saab 
AB is operating has been declining for several years where the economic situation of 
governments has been unstable (ibid.). The declining global defence spending is 
expected to turn as a result of geopolitical turmoil and economic growth throughout 
the world (ibid.). The turn of the defence spending is forecasted to grow at a steady 
annual rate of 2 % from 2016-2020. Looking at the sales of 2014 it is clear that 
Sweden and Europe are strategic key markets for Saab AB (Saab AB, 2015). Sweden 
represented 45 % of the annual sales while the rest of Europe accounted for 19 % 
(ibid.).  
 
There are various previous research regarding international market selection and 
market entry strategies (Fish & Ruby, 2009). This topic was approached as early as in 
the 60´s and 70´s but declined rapidly due to the struggle of testing frameworks and 
models that were introduced (ibid.). Molnár and Molnár Nilsson (1999) is describing 
the process of entering a foreign market as an important strategic decision. One of 
these vital strategic decisions are which countries to select and how to select them 
(ibid.). Young, Hamill, Wheeler and Davies (1989) is emphasizing the gravity to 
properly screen a market or a country, due to the expenses of investing both time and 
money if the outcome would turn out to be dreadful. This is a decision with a lot at 
stake and companies do various systematic processes of screening countries and 
markets to gain a positive result from their investment (ibid.). There are potentially 
hundreds of markets to enter and it is a hazard to find the suitable markets that offer 
forecasts to grow sales, yet also strategically fit with the firm (Fish & Ruby, 2009). 
According to Root (1997) there are two aberrations when it comes to screening 
markets. Firstly, there is a problem of overlooking or neglecting a market that offer 
good potential for a firm's products and simply miss out the opportunity of success 
(ibid.). Secondly, firms might allocate too much resources in searching for markets 
that turns out to be of poor prospect for the firm (ibid.).  
 
Making these vital decisions are tough and the competence to make good decisions 
may be the most beneficial skill you can achieve in life - both personally and 
professionally (Mauboussin, 2010). A model to improve better decision-making can 
contribute to all people in all industries and situations (Omar & Kleiner, 1997). It is 
impossible to acquire all information or knowledge within present and future state 
regarding a decision, and this leads decisions within organizations to be laden with 
opportunities to misjudge the trajectory of the future (Higgs, et al., 2010). Within the 
business environment a firm cannot exclude uncertainty from the decision-making, 
but only try to reduce it and as a consequence improve the chance of success in the 
efforts they decide to undertake (Higgs, et al., 2010; Omar & Kleiner, 1997). A 
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reducing process commonly used among firms would be to construct a framework or 
a model from a firm's perceptions, to guide their actions. These models are necessary, 
unavoidable and business organizations cannot succeed without using them (ibid.). It 
is proven to be useful to consider business culture as an important element in the 
construction of models, due to its reflection of the perceptions of the environment 
(ibid.). It is difficult to construct a model on which to rely for future business 
opportunities due to the rapid changes and complexity of today's business (ibid.). 
When making effective business decisions it is therefore utterly important to 
recognize situations when you need to think twice (Mauboussin, 2010).  
 
Regarding the business culture, important aspects when investigating a firm´s 
business buying decisions, are the view of how companies look at objectives and 
tasks, technology, the motivation of staff and the organisational structure within the 
firm (Doole & Lowe, 2012). These different variables are often dependent on the 
existing culture within the firm, but also the culture in which the firm operates (ibid.). 
Higgs, Smith and Mechling (2010) emphasizes not to undervalue the influence an 
organization's culture and structure might have in shaping its decision maker's 
perceptions and the organization's business environment. It is confirmed by (Gelain, 
2014) that culture within an organization is one of the most important competitive 
advantages, although it is a subject organizations seems to miss out. A possible 
explanation of why organizations are failing to take advantage of culture is the 
difficulties to measure the strength of culture with a financial indicator. However, it is 
likely that culture is the primary differentiator when examining business success in 
the long-term (ibid.). It did not come as a surprise when Harvard Business School 
revealed a study pointing in this direction (Miller, 2000). Organizations who “actively 
manage” their corporate culture showed an increase in revenue by 682 percent, while 
organizations that did not manage their corporate culture showed an increase in 
revenue by 166 percent (ibid.).  

1.2	  Problem	  Discussion	  
Cuts in government's defence budgets and the global, commercial defence market has 
urged the different companies and actors active in this field to change their strategies 
and decision making-processes to survive financially (Omar & Kleiner, 1997). The 
Economist (2013) confirm this view of a fierce defence market where relying on 
exports is an unconvincing strategy and an advantage can be found in a broad 
geographic perspective of the market. According to Omar and Kleiner (1997) these 
processes of effective decision making are vital to the business organization. Senior 
staff in the defence industry are continuously met by challenges when it comes to 
decisions of high risk and uncertainty. These decisions involve what products to offer 
potential customers and who to approach regarding offers, what companies to either 
compete or partner with, and where to locate different facilities to gain advantages. 
Furthermore, allocation of limited resources require effective decision making and 
what defines a good decision is its capability to support the goals of a firm and 
accomplishing what is important, valued and prioritized. Staying focused on the 



	   4	  

objectives the decision requires thorough appraisal of probabilities and risks (ibid.). 
The defence industry is characterized by long business cycles where the process from 
discussion to the signing of contracts can take many years, or even decades. A 
successful growth strategy need to be aware and focused on new opportunities of 
development and establish local presence in markets of importance (Saab AB, 2015).  
 
Saab AB is a world-leading actor within the defence industry and this study is aimed 
at highlighting difficulties of decision- and screening-processes that occur in this 
competitive business environment. The relevance of the different theories and 
purposes is applicable to Saab AB due to their previous lack of a framework 
regarding expansion when looking at different important variables. Previous entry 
plans have mainly been manoeuvred by gut-feeling which again points to the fact of 
the study’s relevance. Past research has in many way focused on what Sarasvathy 
(2001) has defined as causal decision-making. An interesting aspect would be to 
involve Sarasvathy´s (ibid.) less explored effectual approach within this business area. 
Being able to work closely with senior members of Saab AB and getting an 
interesting insight to their different processes will lead to a study with the potential of 
acquiring new knowledge and draw exciting conclusions.  

1.3	  Research	  question 
• How can Saab AB improve the decision-making process when entering new 

markets and how does the business culture affect this process? 

1.4	  Purpose 
The purpose of this study is to construct a framework for how a commercial company 
within the defence industry can decide whether to enter a new market. The authors 
ambition is to combine the better parts of the selected key terms and apply those to a 
framework which would support the decision-making process. The authors strive to 
construct one model to function as a basis within this framework. 

1.5	  Delimitations 
The authors made the choice to delimitate this thesis to following theoretical 
concepts; market entry, decision-making process and business culture. A choice of 
applying a case-study for the company Saab AB has been made and the purpose of 
this thesis is exclusively dedicated to this leading company within the defence 
industry. No other companies within the defence industry have been included. Due to 
a request from Saab AB´s Tobias Wennberg, Head of Marketing & Sales, Eastern and 
Central Europe a delimitation has been set to construct a framework compatible with 
the market of Eastern Europe. In models and figures, Eastern Europe has been 
delimited to be represented by Romania and Serbia, since these specific countries are 
included in the Eastern European business area by Saab AB. This means that the 
authors have chosen to solely interview staff members active within this market area. 
The authors have chosen to consider all Saab AB´s different product segments for 
potential entry possibilities.   
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1.6	  Disposition	  
 

 
Figure 1.1 - The disposition of the thesis. 
 
Introduction 
This chapter is first aimed at presenting the subjects background and the problem 
discussion. It is followed by the choice of subject, involving the authors’ research 
question and the purpose of the essay. Furthermore the authors introduce the 
delimitations, key terms and the disposition of the dissertation.  
 
Theoretical Framework 
The chosen relevant theories and models are presented. This chapter is of significant 
importance as it forms the basis of the documents supporting the research. The main 
theories are divided into market entry, decision-making process and business culture. 
This is followed by the significant subheadings: causal decision-making, effectual 
decision-making. 
 
Methodology 
The methodology chapter discusses and presents the authors’ choices of methods. An 
explanation of the approaches to the work process is discussed. Reliability, validity, 
and criticism of both methods and sources play a major role in this chapter. 
 
Empirical Findings 
Regarding the empirical findings chapter, the authors present the data gathered from 
conducting three open qualitative interviews and one interview conducted by email. A 
short company presentation is followed by data collected from each specific 
interview. 
 
Analysis 
This section is analyzing the data gathered in this study. The theoretical framework is 
intertwined with the empirical findings to see differences and similarities between 
previous research and the conducted qualitative interviews. The analysis follows the 
empirical finding´s structure. 
 
Conclusion 
The finishing chapter of this study contains the authors´ conclusions, a discussion 
which explains the outcome as well as the proposal for future research. The authors 
present the result and findings according with the chosen research question. 

1.7	  Key	  terms 
Market entry 
A market is defined by a group of people that can be profitably served through trade 
and production (Depeyre & Dumez, 2008). Entering a market is a process filled with 
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obstacles which can be eased through thorough analysis and an understanding of the 
environment. 
 
Market screening process 
According to Craig and Douglas (2005) the market screening process is a thorough 
procedure with several steps which is conducted to get an understanding of different 
markets. This is done, among other things, to retrieve information regarding whether 
to enter a market or not. 
 
Decision-making process 
A firm must evaluate and consider information as a base for their decisions 
(Hamberg, 2001). The steps taken prior, during and after the decision is made is the 
procedure defined as the decision-making process. 
 
Causation 
Causation is a decision-making concept where the focus lies on a specific goal and 
where a company try to achieve this goal by gaining the resources required to work 
towards this (Sarasvathy, 2001). 
 
Effectuation 
Effectuation is a decision-making concept with the focus put on a firm's resources 
(Sarasvathy, 2001). The goal of this concept is not specifically set but something 
which is regarded in correlation to the resources. 
 
Business Culture 
Culture is the collective programming of the mind which distinguishes the members 
of one category of people from another (Hofstede, 1994). Business culture can be 
seen as the principle of different categories of people  when it comes to different 
markets and the collective programming of people within the same market. 
 
Eastern Europe 
Eastern Europe is a region with heterogeneous markets with various conditions 
(Global Investor, 2006). This is a region chosen to be of great potential for Saab AB. 
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2.	  Theoretical	  Framework 
In the following chapter the chosen relevant theories and models are presented. This 
chapter is of significant importance as it forms the basis of the documents supporting 
the research. The main theories are divided into market entry, decision-making 
process and business culture. This is followed by the subheadings: causal decision-
making, effectual decision-making. 

2.1	  Market	  entry 

2.1.1	  The	  basics	  of	  Market	  entry 
According to Depeyre and Dumez (2008) a market is defined by a few following 
features, such as market structure, economies of scale and price uniqueness. A well-
defined market for any good or service is a collective view of the people interested in 
buying and selling this specific good or service. Furthermore, (Johanson & Vahlne, 
2009) describes the implications for the internationalization process of markets, 
dependent on the business network research. This is divided into the following two 
parts: markets are networks of relationships in which organizations are related to each 
other in invisible patterns and the second being the learning, commitment and 
building of trust a relationships offers on a mutual level (ibid.) This process is 
characterized by high degrees of uncertainty (ibid.). 
 
Empirical studies show that foreign direct investments have become much more 
common over the last years (Buckley & Casson, 1998). A company seeking to enter a 
new market has to be aware of the current situation and understand the target market 
correctly to be able to succeed with an appropriate market entry and strategy (Depeyre 
& Dumez, 2008). Furthermore Zhan (1999) instructs that the company need to 
carefully analyze what type of strategy that is to be used for establishing the new 
market. Your choice of market entry depends on your goals and with your target 
market in mind, it is significant to be perfectly clear with the desired objectives. 
 
Global competition and technological development have changed the way in which 
firms conduct business significantly. The market entry mode and strategy has become 
a crucial implication for competitive advantage (Madhok, 1997). Morschett, 
Schramm-Klein and Swoboda (2010) defines (cited by Sharma & Erramilli, 2004) an 
entry mode as “a structural agreement that allows a firm to implement its product 
market strategy in a host country either by carrying out only the marketing operations 
(i.e., via export modes), or both production and marketing operations there by itself or 
in partnership with others (contractual modes, joint ventures, wholly owned 
operations)”. The significant importance of relationships regarding the market entry 
process has been showed by several studies which has led to increased joint activity 
(Johanson & Vahlne, 2009). 

2.1.2	  The	  country/market	  screening	  approach 
Entering the right country or market is of vital importance (Young, Hamill, Wheeler 
& Davies, 1989). There is a lot at stake when entering a new market. A company has 
to invest both money and time and failure could be very costly (ibid.). According to 
Johanson and Vahlne (2009) the market entry process will continue as long as the 
prospects are encouraging. The procedure of screening a market or country should be 
used systematically to reduce the risks of failure prior to taking the step of market 
entry (Young et al., 1989). Studies have proven that successful companies often use 
systematic processes of screening countries and markets which further proves the 
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importance of this task. The screening process vary from being very complex with 
thorough information search, data collection and analyzation to more simpler methods 
which are both easier and less expensive and time consuming (ibid.). 
 
Craig and Douglas (2005) presents a model that can be used when screening and 
evaluating countries. There are three stages to the model which involve screening 
criterias, variable selection and weights to be determined for the last stage which is 
country evaluation. This is shown in figure 2.1. 
 

	  
Figure 2.1 - Country/Market screening model 
 
The first stage is used to quickly exclude countries in the process by finding 
information such as bans and restrictions of certain products (Young et al., 1989). 
Companies usually have specific criteria that could be used in this first stage to 
eliminate countries who do not fulfil these (ibid.). It is important to use the ruling out 
criterias in the right way when excluding countries since the order a company places 
the criterias at will heavily influence if the country is to be excluded or not (Molnár & 
Molnár Nilsson, 1999). A company will need to look at the ruling out criteria in a 
consequential way and use them in for example order of importance (ibid.).  
 
According to Young et al. (1989) there are a couple of variables important to look at 
during the second stage. These variables vary in their relevance and the variables that 
should be considered are for example the market potential and growth capacity of a 
country, potential competitor strength and risks involved when entering a new market 
or country (ibid.) The risks could include political factors, legal factors, operational 
costs in a specific country and financial factors (ibid.). The variables different 
relevance can for example depend on certain countries where one variable might be 
more important than the other or specific criterias set by the company in question. An 
analysis of these different variables will determine if a country is attractive seen from 
a perspective of market entry where the screening will show if the competition is too 
fierce, the market too small or other barriers of entry to the potential country or 
market (Porter, 1990). The final step of the second stage is to weigh the variables 
according to relevance to determine the most important and applicable ones (Young et 
al., 1989). Once the variables and weightings are set, this information is used to 
evaluate the countries at the final and third stage (ibid.). 

2.1.2.1	  The	  importance	  of	  variables	  concerning	  the	  market	  screening	  approach 
According to Buerki, Nandialath, Mohan and Lizardi (2014) all variables become 
increasingly more important when looking at less developed markets during the 
market selection process and the screening approach method (ibid.). There is a lot of 
doubt among managers of what variables to include during the screening and 
selection process. Buerki et al. (2014) identifies eight variables that should be taken 
into account because of their strong research backing. These eight variables are: 
market potential, available financial resources, political stability, competitive 
strengths, foreign market experience, market orientation, customer receptiveness and 
institutional environment. Research has clearly shown that the most important 
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variable when selecting what foreign markets to enter is market potential which also 
support prior research on this topic (ibid.) Many variables related to the firm made it 
into the top of their list regarding their importance even though the traditional view of 
market selection has been focused on market-related variables. These firm-related 
variables with a high importance are financial resources and experience which 
highlights the value of looking at assets within the firm and utilizing these for 
strategic purposes. Of the market-related variables, the one’s placed at the top of 
importance included political stability, market potential and the strength of 
competitors (ibid.). 

2.2	  Decision-‐Making	  Process 

2.2.1	  The	  basics	  of	  Decision-‐Making 
When consciously selecting from ways of action involving more than one option, it is 
known as making a decision (Omar & Kleiner, 1997). Inevitably some decisions will 
be great and some will be worse, and there will always be different options with 
foreseen outcomes of shifting desirability (ibid.). Within Firms and as a manager, the 
decision you make assume to vitally impact the success of the business organizations 
in which you operate (Higgs, Mechling & Smith, 2010).  It is widely known that 
management decisions sometimes are poor and made out of stubbornness which has 
led to abominable results (ibid.).  
 
Hamberg (2001) describes the importance of rationality in financial decision-making 
and that it is possible to disaggregate the actual process individual investors or firms 
go through when it comes to decisions. For the sake of simplicity Hamberg (2001) 
divide this process in two parts being: (1) the process of gathering information, and 
(2) the process of interpreting the gathered information. This will further on generate 
a decision with an outcome which will reflect the performance of the gathered 
information (ibid.). This is shown in figure 2.2 and it is important to understand that 
this separation is a simplification of the concept, as decision-making is an  on-going 
process and the mentioned two parts constantly interact (ibid.). 
 

	  
Figure 2.2 - Decision-making model 
 
In a specific case, there could be a tremendous amount of information that potentially 
could be gathered, however it is known that the capacity to receive information is 
limited and hence there must be a selection of information (Hamberg, 2001). In reality 
a firm could never consider all the information and alternatives due to its complexity, 
but instead they try to evaluate and bundle the information to maximize the basis for a 
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valid decision. Firms have a tendency to stop searching for information when they 
have reached a satisfying level and are certain that the information will be enough to 
do fairly well (ibid.). The concerns that emerge from this, Hamberg (2001) explains 
as following; what information do we pay consideration to and select, when do we 
stop searching and handling information and, is there a difference between how firms 
search and interpret information. A disadvantage is according to Hamberg (2001) the 
risk of being overconfident or imitating other decision-makers. The reasons most 
likely are due to low quality of existing information and when there is much 
uncertainty (ibid.).   

2.2.2	  Causation	  and	  Effectuation 
When examining decision-making Sarasvathy (2001) advocates two concepts of 
application which are causation and effectuation. Causation is defined as having given 
effects and focusing on the means to generate that specific effect. The process of 
effectuation is in contradiction defined as having given means and focusing on the 
potential effects that can be achieved by the given means (ibid.). To simplify these 
concepts an example could be made when looking at preparing a meal. The example 
of causation would be to receive a menu and then acquire the ingredients and cook the 
meal according to the menu. In this scenario you have a given menu and focus on 
efficient ways to prepare the meal (ibid). Effectuation can be exemplified by looking 
through the kitchen for ingredients to prepare the meal. The ingredients are then 
looked at to select the menu, followed by preparing the meal. In this scenario there 
could be several outcomes with a given set of ingredients, where the focus lies on the 
preparation to achieve a desirable outcome (Sarasvathy, 2001).  
 
The main difference between causation and effectuation can be seen when analyzing 
the decisions. Causation creates a desired effect when deciding between means, while 
the decision of effectuation comprises of desired effects with a clear set of means 
(ibid.). According to Sarasvathy (2001) these two different decision-making logics 
can overlap and occur in combination. Gabrielsson and Politis (2011) argue that 
effectuation and causation can be used in accordance to the different situational 
circumstances and different times might call for different approaches, sometimes 
intertwining the two. Chandler, DeTienne, McKelvie and Mumford (2011) strengthen 
the method of combining the approaches saying that it might be beneficial for an 
organization who uses a causal method to consider an effectual one, and vice versa. 
 
When looking at causation and effectuation in business processes there are four 
general principles according to Sarasvathy (2001): 
 

1. The causation process focus on applying the best possible strategy to 
maximize the return on investment, while effectuation experiments with 
various strategies in accordance of what is affordable. 

2. The causation process focus on conducting competitive analysis, while 
effectuation focuses on strategic partnerships and implementing entry barriers 
to reduce uncertainty. 

3. The causation process apply knowledge to gain competitive advantages, while 
effectuation make use of uncertainties that arise over time. 

4. Causation processes looks to predict an uncertain future, while effectuation 
focuses on control of an unpredictable future.  
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The decision-making approach determines two fundamentally distinct logics being 
causation and effectuation, applicable when conducting business. As in table 2.1, 
Sarasvathy (2001) distinguish the two approaches in a set of variables.  
 

Table 2.1 - Causation and effectuation logic contrasted against each other. 

 Causation Effectuation 

Nature of unknowns Focus on predictable aspects of an 
uncertain future. 

Focus on controllable aspects 
of an unpredictable future. 

Market definition Using techniques of analysing and 
estimation to explore existing and 
latent markets. 

Using synthesis and 
imagination to create new 
markets that do not already 
exist. 

Goal orientation Seeking to identify the optimal 
alternative to achieve a given 
goal. 

Allowing goals to emerge 
contingently over time. 

Relation to uncertainty Avoiding uncertain situations to 
the greatest possible extent. 

Seeking uncertain situations 
in the hope of being able to 
exploit them. 

Stakeholder relationships Goal-oriented relationships with 
strategically-selected 
stakeholders. 

Means-oriented relationships 
with self-selected 
stakeholders. 

Market research Pre-calculated and detailed 
competitive analyses for 
investigating the need for or 
interest in product or service. 

Informal methods for 
investigating the need for or 
interest in product or service. 

2.2.2.1	  Causal	  Decision-‐Making	  
Sarasvathy’s studies (2001) has shown that the causal decision making focus on a 
specific target or goal to be achieved. To achieve this goal it is important to predict 
different outcomes and focus on market related factors and variables to be able to set 
up a strategy that will reach the desired goal. Using a causal approach, a firm relies on 
external data and customer validation (Sarasvathy, 2015). The causal approach is 
dependent on valuable input from like-minded people and investors in order to 
succeed (Sarasvathy, 2014). An entrepreneur, organization or decision-maker is 
expected to prefer causal decision-making when their character is influenced by being 
successful, with the wish to perform in predictable environments and keep on within 
their profession and current business area (Gabrielsson & Politis, 2011). The 
environment in which a firm operates is important since it will decide which approach 
is to be preferred. A causal decision-making approach is generally to be favored when 
the market is easy to define and measure (ibid.). As shown in figure 2.3, Fisher (2012) 
has created a model that exemplifies the causal approach. 
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Figure 2.3 - The causal approach 
 
Since the process of causation involve predetermined goals, there is always the 
chance of thinking too narrow-minded and missing out on business opportunities 
(Sarasvathy, 2001). This is strengthened by Fiet (2002) who shows that decisions 
based on the causal approach selects the alternatives with the highest expected returns 
based on future predictions which might lead to a focus that is outside the company’s 
control. 

2.2.2.2	  Effectual	  Decision-‐Making 
Approaching a decision using an effectual method will most likely lead to a process 
where an organisation or entrepreneur will focus on factors within their control (Dew, 
Read, Sarasvathy & Wiltbank, 2009). Specific goals are not predetermined but will 
appear during the process as a result of experience, skills and resources. An effectual 
approach is composed of means which will lead to unexpected results (Dew et al., 
2009 & Holt, 2009) and characterized by flexibility in its openness when it comes to 
achieving these results based on a company’s “know how” and not outside factors 
(Sarasvathy, 2001). Effectual decision-making is a continual experimentation, with 
unknown potential effects occurring over time (Holt, 2009). The focus on firm related 
factors makes effectual decision-making especially applicable when it comes to 
environments with a high level of uncertainty and where future conditions and 
circumstances are hard to predict. This is strengthened by Brettel, Mauer, Engelen and 
Küpper (2012) explaining that corporations in innovative climates with varying 
predictions of future conditions have a hard time composing strategies and suggest 
effectual-decision making as the most favorable approach.  
 
In senior management, firms are well aware of the extensive state of the economy, 
numerous possible markets and developing regulatory environments (Holt, 2009). 
Knowing this type of information is likely to create growing constraints, for example: 
demographic habits, the impact of personal bias and expectations in which 
atmosphere the firm operates in, all affecting the decision-making process. These 
constraints are not as relevant using an effectual method, hence the support for this 
approach is permeated with awareness of possibilities and preferences rather than 
causal chains (ibid.). The effectual philosophy emphasizes what can be done: a 
company with few resources, can act within affordable losses; with no market data, 
you can still create products and fledgling markets; if you lack a constant business 
presence, you can forge opportunities to grasp (ibid.). Effectual decision-making 
enlists rather than describe human nature by searching for sufficient rather than 
mandatory conditions (ibid.). An example of an effectuation model is shown in figure 
2.4 (Sarasvathy & Dew, 2005). 
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Figure 2.4 - The effectuation approach 
 
The environment and climate of the market the firm potentially wants to penetrate is 
important when choosing a decision method. According to Gabrielsson and Politis 
(2011) the effectual approach is best suited if the market is new or lacking 
measurability. Furthermore, strategic partnerships and collaborations are important 
when it comes to the innovational aspect of more advanced technological firms 
(Mhtanti & Urban, 2014). This element of the effectual approach reduces uncertainty 
risks to different extents depending on the number of suppliers, partnerships with 
organisations, people and agreements with customers (ibid.). 
 
Goel and Karri (2006) examine the probability of over-trust among these partnerships 
and collaborations in relation to an effectuation approach which means to apply trust 
to a higher extent than what is justified. This is, among other things, caused by the set 
of given means which necessitates intuition to form the view of the entrepreneur in 
question and increase the likeliness of over-trust. The positive aspect of being aware 
of the phenomena of over-trust is the risk factor when it comes to business since 
recognizing over-trust will help decision-makers to reduce the potential risks that 
over-trust can involve (ibid.). 

2.2.3	  Risk	  and	  uncertainty 
More than often, in terms of financial decision-making, you come across the concepts 
of economic risk and economic uncertainty (Hamberg, 2001). Economic risk is the 
unusual event, when all the actors are aware of the current and future possible 
outcomes, and the probabilities of these possible outcomes of future situations. This 
indicates that it is reasonable to assume a low probability of facing economic risks in 
a real life situation and instead humans tend be confronted with the other concept, 
which is economic uncertainty (ibid.). Hilmersson and Jansson (2012) describes 
uncertainty as a concept which arise due to lack of information and experience. In a 
situation of economic uncertainty the actors in general know about the different 
possible outcomes, but do not know about its probability (Hamberg, 2001). This is 
characterized due to the individual's subjective view and own interpretation of a 
situation (ibid.). However, when making decisions under economic uncertainty or risk 
it still conforms to the same rational variables, if you ignore the subjectivity that 
comes with economic uncertainty.  
 
According to Hamberg (2001) economic uncertainty will always be exposed to firms. 
Hamberg (2001) means that it is only necessary to handle uncertainty when it is 
possible that this will broadly impact the firm within near future. Hilmersson and 
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Jansson (2012) express that research show uncertainty to be dependent of whether the 
home environment is similar to the target market. The more similar the environment 
between the home and host country, the less uncertainty and vice versa (ibid.). An 
example to decrease uncertainty when doing business is to sign a contract between 
two firms, thus result in a more safe and certain future (Hamberg, 2011). To further 
reduce uncertainty, firms strive to add more information and knowledge in the process 
of making decisions (Hamberg, 2011; Hilmersson & Jansson, 2012).  
 
Managers and firms tend to see a different perspective when talking about risk 
(Hamberg, 2001). When a firm examines risk, it´s commonly seen from a perspective 
of estimated “worst outcome” or the “maximum loss”. Such a key value, is more 
crucial than the idea of probability in the decision-making process (ibid.). A close-
related criteria with the perspective of estimated “worst outcome” is the amount of 
money a firm possibly risk losing, and that is why firms see risk as a hazard. When 
dealing with risk, most research show that firms try to act and react, in the short-term 
to ongoing events. Firms tend to ignore the future and be as reactive as possible 
(Hamberg, 2001).  

2.3	  Business	  Culture	   

2.3.1	  The	  Basics	  of	  Business	  Culture 
People can be understood by understanding their background and this will help to 
predict their present and future behaviour (Hofstede, 1994). According to Hofstede 
(1994), people’s background has provided them with a specific culture, where culture 
is being used in the sense of “the collective programming of the mind which 
distinguishes the members of one category of people from another”. The “category of 
people” may for example be a nation, a region, it may also refer to gender culture, 
occupational culture, a type of business or a business culture. 
 
There are different components that define a framework from a marketing perspective 
when analyzing culture (Doole & Lowe, 2012). One important component is social 
organisation which depends on the way in which a society organises itself. This 
involves how for example, social 
institutions, interest groups and status 
systems are considered within a certain 
culture and what values are important. 
Another aspect of the framework is 
focused on technology and material 
culture. This involves how a culture looks 
at and deals with modern and up to date 
technology. An aspect that plays a really 
important role in the framework is the 
political and legal environment which 
often stem from the market’s culture. The 
values and norms of a culture can often be 
interpreted by looking at law and politics 
since it set’s the basis for what is accepted 
within a specific culture (Doole & Lowe, 
2012). The framework regarding the 
cultural aspects are shown in figure 2.5.  Figure 2.5 – Cultural aspects 
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2.3.3	  Organizational	  Culture	  
There is a very clear correlation between the business culture of a firm, its strategies 
and reaching the strategic goals. According to Eaton and Kilby (2015) the culture 
within an organization is important so that people can act appropriately and 
understand the behavioural norms to achieve the desired strategies. Organizational 
culture can be a company’s most immense strength (Hudrea, 2006). The culture of a 
firm provides the organization with a strong base for problem solving, collaboration 
and communication (ibid.). In many ways, the culture is the key ingredient for 
success. This is why it is so important for a company to understand its cultural 
environment and values. The importance is highlighted by Schein (2004) who implies 
that the increased competition, globalization, and acquisition procedures plays a big 
part of the need to understand a company and its culture. Today's cultural aspects 
must promote leadership and educate employees at all levels as a key approach where 
decision making is an important task and responsibility of employees an important 
factor considering today's environment. 
 
The culture of a company is deeply rooted in its DNA (Eaton & Kilby, 2015). It is 
embedded in values, behaviours, beliefs and has followed the company from the start 
and grown with its success and expansions. Strategies are successful depending on the 
people of the organisation and culture sets the basis for the behaviour and controls the 
entire group of staff. If the workforce does not align themselves with the right values, 
behaviours, and beliefs of the company they will be working against the desired 
strategy which means that culture owns the power of the company strategy and is an 
important factor not to be taken lightly. 
 
The organizational culture sometimes require change. If the change is necessary the 
company might fail miserably if the their transition is not successful (Hudrea, 2006). 
Expanding globally is one change in strategy that may require cultural change (Eaton 
& Kilby, 2015) because of the merger of executives and workforce who are from 
different cultures and geographic locations. Cultural differences and issues may be 
apparent but is not always easy to navigate through. In many ways, the strategic 
success of a company hinges on cultural agility. Culture capture is another strategic 
change that may require cultural change. The base of this aspect is to identify and 
preserve features that has made a company grow and be successful so they are not lost 
in the process of expansion. 

2.3.2	  Cultural	  Aspects	  of	  Negotiations 
When it comes to negotiation, culture plays a huge role in the possible success of a 
firm (Doole & Lowe, 2012). Doole & Lowe highlight the fact that certain 
commentators propose that there is a difference between the success or possible 
failure of a negotiation process when it comes to awareness of different cultures. 
These commentators suggest that this awareness plays a small part in the success of 
the negotiation process while it has a much bigger impact when it comes to failure. 
According to Usunier and Lee (2005) it is important to reduce the risk of cultural 
awareness having a negative effect on international negotiation processes. There are 
different ways presented where the risk of this could be reduced. It is important to be 
well-prepared for conducting business on a global scale and preparing for cultural 
differences is a vital part of this preparation to avoid the risks different cultures can 
bring. It is also important to have stereotyping in mind and be sure to not let this have 
a negative impact on either preparations or negotiations. Adapting is another way to 
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reduce negative impacts of differences in cultures and this can not be done without 
the right preparation (ibid.).  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  



	   17	  

3.	  Methodology 
The methodology chapter discusses and presents the authors’ choices of methods. An 
explanation of the approaches to the work process is discussed. Reliability, validity, 
and criticism of both methods and sources play a major role in this chapter. 

3.1	  Research	  approach 
When conducting scientific research, the first step is to think of what problem the 
study should focus on (Wallén, 1996). The problem will then help to decide the 
choice of data collection, methodology, and the theory approach. There are many 
different reasons to conduct empirical research, but the one characteristic all studies 
have in common is the willingness to acquire knowledge (Jacobsen, 2002). Jacobsen 
(2002) continuously explains that authors have a tendency to generalize the result 
from previous research, but that it is also common that the previous research is not 
applicable to a certain organization. It is important to have in mind that research may 
acquire new knowledge for a specific organization in a chosen situation, time or 
economic situation (ibid.).  
 
The choice of research question will decide the thesis delimitations. If the 
delimitations clearly pinpoint the focus of the study it is called explicit delimitations 
and if the delimitations are outlined by the circumstances in an unforeseen way it is 
called implicit delimitations (Jacobsen, 2002). The authors have decided on using 
explicit delimitations for this thesis since this study will in many ways develop and be 
characterized based on structured delimitations to give a comprehensive view of the 
problem question. 
 
According to Jacobsen (2002) there are two different approaches to the design or 
structure of a thesis. The authors have chosen an intensive design approach which 
looks at a specific problem in a more detailed manner. This is to be prefered when 
studying one or few components to get relevant and rich information. The downside 
to the intensive approach is the limited possibility to generalize the information and 
findings. An extensive approach is used when looking at a wider range of components 
to get a broad view of the problem spectra. This approach is easier to generalize but 
there could be a problem of not getting the rich and detailed knowledge needed for 
certain studies. The authors chose the intensive approach because of its relevance 
connected to a case study where the aspect of generalization is not as important. 
 
Furthermore, The authors have chosen a problem seeking research approach. A 
problem seeking research approach is used when researching an issue where there is 
limited previous knowledge, starting with finding out what aspects within the problem 
area that are interesting and important. To find out the relation between the different 
aspects of the problem is then the next step of the process. The methods used should 
be diverse and give these different aspects of the problem a coherent context (Winter, 
1983). 

3.1.1	  Inductive	  or	  deductive	  approach 
There are two main approaches to have in mind when it comes to selecting scientific 
research. These are according to Saunders, Lewis and Thornhill (2009); an inductive 
or a deductive approach. An inductive approach is when the theory will be developed 
and decided after the researcher have gathered all the empirical findings (Saunders et 
al., 2009). Further on Mauch and Park (2003) explains that an inductive approach 
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relies on finding generalizations by collecting, examining, and analyzing specific 
cases and that it is commonly used when doing quantitative research. A negative 
aspect when using an inductive approach could be the difficulties of researching a 
topic without having any previous knowledge in that particular subject (Jacobsen, 
2002). Regarding the deductive approach Birkler (2008) describes that with support 
from theory, the authors create a hypothesis to later on test in reality. The conclusions 
will be defined after reasoning or inferring from general principles to particulars and 
is most often used when doing qualitative research (Mauch & Park, 2003). The 
disadvantage of using this alternative is according to Jacobsen (2002) that the authors 
may exclude relevant aspects which could impact the result. There is a tendency that 
the authors look from their own point of view within the subject and misses the 
possibility of finding new valuable information in the field (Patel & Davidson, 2011). 
 
After reviewing the different scientific research approaches, the deductive alternative 
was chosen by the authors. This was chosen due to lack of previous knowledge in 
appropriate theory and models regarding market entry, decision-making processes and 
business culture. According to Jacobsen (2002) there is a possibility of 
unintentionally missing key information when starting out with collecting theory 
followed by primary data. The authors truly believe that this choice of approach will 
generate the best possible outcome although there are negative aspects. It is the most 
valid approach according to the research question and also that a qualitative 
methodology will be the most suitable alternative for this thesis according to the 
authors.  

3.1.2	  Choice	  of	  qualitative	  or	  quantitative	  approach 
There are two choices of methodical approaches when it comes to collecting 
empirical data, and those are the qualitative and quantitative approaches (Jacobsen, 
2002). According to Mauch and Park (2003) one research approach is not better than 
another but it is still essential to choose the right approach. This will help generate a 
believable and dependable solution according to the chosen research question.  
 
Saunders et al. (2009) describes a qualitative approach as a technique that collects 
data that generates or uses non-numerical data. This is further explained by Mauch 
and Park (2003) that the qualitative approach share the characteristic of data not 
gathered for immediate quantification, specification, objectification or classification. 
This research approach is to recommend when the author requires to get deep specific 
information about a phenomena in all their complexity. It is beneficial when the thesis 
aims to study few units and exclude the chance of generalizing the findings (Jacobsen, 
2002). A qualitative research find the context of words and events a crucial part of the 
primary data (Mauch & Park, 2003). In opposite of the qualitative approach, Saunders 
et al. (2009) describes a quantitative approach as a technique that generates or uses 
numerical data. This approach encourages the study of large samples and values 
representativeness. The focus lies on testing existing theories and be able to 
generalize the result (Mauch & Park, 2003).  
 
Considering the research question and the purpose of this study, the authors have 
chosen a qualitative approach. Saunders et al. (2009) describe a quantitative approach 
as a technique that generates or uses numerical data and this would not contribute to 
the chosen research question. A disadvantage by using a qualitative approach is 
according to Jacobsen (2002) that it is time consuming and also hard to generalize the 
result. With this in consideration the authors still found it more appropriate to go by 
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the qualitative approach since the purpose of this study is not to generalize but to 
obtain deeper and more specific knowledge within the subject. Jacobsen (2002) 
explain that a qualitative approach is preferable when the authors have limited 
knowledge within the topic and a correct choice when the research needs to be open 
for unexpected events. To be able to find an efficient decision-making process for 
Saab AB when entering new markets and find out how the business culture can affect 
this process, the choice of the qualitative approach seemed natural and necessary.  

3.1.3	  Case	  Study 
The authors have chosen to approach this problem by conducting a case study of Saab 
AB. Mauch and Park (2003, p. 127) describe a case study as “the background, 
development, current conditions and environmental interactions of one or more 
individuals, groups, communities, businesses, or institutions are observed, recorded, 
analyzed for stages or patterns in relation to internal and external influences”. 
According to Yin (2003) a case study is to prefer when the study is complex and that 
the choice of research objects is to be chosen by the authors. Denscombe (2004) and 
Lipson (2005) describe this method as suitable when doing a qualitative research and 
when the purpose is to examine a specific phenomena and be able to extract deeper, 
and valid information of a single event. According to Lipson (2005) the gathered data 
will be used to explore complex situations, test theories or explain outcomes. Cohen, 
Manion and Morrison (2011) are describing that the result will be more convincing 
when working close with competent and professional people with great knowledge 
within the chosen subject.  
 
The unavoidable disadvantage when choosing only to get information from a single 
company is the difficulties to generalize the study and make it reliable (Denscombe, 
2004; Jacobsen, 2002). The authors have made the conclusion that the advantages of 
being able to interview and work with competent and professional people at Saab AB 
and extract depth knowledge according to the chosen research question, are vital and 
therefore greater than the disadvantages of doing a case study. The authors do not 
seek to generalize the outcome since the interest lies in a specific organization and 
scenario (Jacobsen, 2002). The authors choice is strengthened by Denscombe (2004) 
who implies that deeper studies will generate valuable information which a 
quantitative study would miss. 

3.2	  Data	  collection 
According to Jacobsen (2002) there are two main types of data, these two types are 
primary and secondary data. Primary data is information collected first hand for a 
specific purpose from the first source. Secondary data is not collected from the 
original source but based on information already gathered from other sources. It is 
ideal to use different types of data due to the support between them and the possibility 
to strengthen the result (ibid.).  

3.2.1	  Primary	  data 
Interviews, observations, and questionnaires are three methods used to collect primary 
data from an original source (Jacobsen, 2002). The primary data gathered for this 
thesis has been collected by conducting interviews. According to Jacobsen (2002), 
interviews are better suited when examining few objects, phenomenon and 
respondents. There is a risk of collecting too much information when interviewing a 
lot of respondents which is important to keep in mind and avoid. This problem is 
limited since the authors focus on a single company. Conducting interviews is not 
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only the most common method when collecting information for a qualitative study but 
also the method which gives the most appropriate result according to Yin (2003). 

3.2.1.1	  Conducting	  interviews 
The interview effect arise because of the personal interaction during an interview. 
There is usually a mutual set of role expectations when conducting an interview that 
will influence the answers (Winter, 1983). This influence is what Winter (1983) 
define as the interview effect. 
 
There are two types of interviews according to Winter (1983). These two types are 
unstructured interviews and structured interviews. The unstructured interview is 
conducted in a manner where the interviewer is familiar with the topic but asking 
questions according to the situation. The interviewer then chooses how to formulate 
these questions regarding to the interaction between the interviewee and the 
interviewer without a set list of questions. This free interaction is used to get deep and 
rich information from the interviewee. The structured interview is less affected by the 
interview effect because the personal interaction plays less of an important role. This 
is due to a set list of questions where both the questions and the order of the questions 
are already decided. The structured method is used to achieve a neutral interaction 
between the interviewer and the interviewee (ibid.). For this study the authors have 
chosen to combine the two methods to get the best possible result. This is what 
Saunders et al. (2009) and Eliasson (2013) describes as a semi-structured interview. 
The authors have used a set list of questions but at the same time adapted and 
followed up on interesting aspects according to the situation. This is done to both 
minimize the risk of the interview effect and to get more neutral responses but at the 
same time trying to collect rich information which an unstructured interview can 
achieve. 
 
Saunders et al. (2009) differentiate types of interviews in relation to the nature of 
interaction between the researcher and the interviewee. The authors have chosen to 
conduct interviews on a one-to-one basis and the meetings will be performed face to 
face. The authors are aware of the fact that it is more cost-effective to conduct an 
interview by phone but believe that the outcome will improve by the choice of face to 
face interviews (Jacobsen, 2002). However, one interview will be counducted by 
email due to the long distance between the authors and the interviewee. Jacobsen 
(2002) further talks about the context effect which could happen when the interview 
takes place in an artificial environment. The context effect is shown according to 
previous research that the choice of place to conduct the interview is of great 
importance and will affect the final result. With this knowledge the authors have 
chosen to conduct the interviews in a familiar and natural environment from the 
interviewee's perspective (Saunders et al., 2009; Jacobsen, 2002). It is certain that the 
context will affect the interview, however, not if it is for better or worse (Jacobsen, 
2002). This is important for the authors to be aware of and analyze the impact of the 
context to determine the credibility (Trost, 2010).  
 
An important aspect of the interview is to consider the language used. Winter (1983) 
points out the importance of using common language and not involve words or 
expressions that could be unfamiliar to the interviewee. It is also important to 
formulate questions to avoid yes or no answers. Another aspect to avoid is 
formulating questions where the expected answer is obvious to the interviewee 
(Winter, 1983). Continuously Saunders et al. (2009) highlights the importance to not 
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impose your own beliefs, frame or reference through the questions being asked since 
this might create bias and negatively affect the outcome. Trost (2010) advocates the 
importance of understanding the interviewee and his or her way of thinking even if 
the interviewer does not share these views.  These aspects have been examined and 
taken into consideration by the authors during the different interviews. The authors 
strive to carefully develop neutral questions throughout the interview guide, which 
will generate reliable and unforced answers.  
 
Eliasson (2013) advocates that interviews should be documented by audio recordings 
or taking notes. The authors have chosen to, if possible, audio record every interview 
if the interviewee gives it consents. Eliasson (2013) and Jacobsen (2002) mentions the 
advantages of audio recordings, being the possibility to listen to the interview several 
times and be able to cite the interviewee literally, something that not would be 
possible if taking notes. A possible downside when doing audio recordings is 
according to Jacobsen (2002) that some interviewees becomes mute and finds it hard 
to express themselves in a natural way. By conducting the interviews in a familiar 
environment for the interviewee, the authors believe the respondent will act in a 
natural way, while using audio recordings.  
 
According to Trost (2010), an interview of about 60 minutes is of reasonable length 
when conducting a well measured interview and extract depth knowledge. The 
authors strive to not exceed this length and has therefore focused on constructing a 
well-thought interview guide with essential questions according to the research 
question.  

3.2.1.2	  Choice	  of	  case	  business	  and	  interview	  respondents 
During the spring, while writing this bachelor thesis, the authors were both stationed 
in Prague. The essence of the thesis had been decided long before then, however, the 
knowledge within this subject was limited and it was important to specify exactly 
what needed to be researched. Given the opportunity to perform a case study of Saab 
AB and through several discussions with senior management, the purpose of the 
thesis was decided. According to Denscombe (2004) and Lipson (2005) a case study 
is suitable, when the purpose is to examine a specific phenomena and extract deeper, 
and valid information of a single event or company. Saab AB is active within the 
defence industry and is seen as a world-leading company within their industry. 
According to Cohen, Manion and Morrison (2011) working with competent and 
professional people with a high level of knowledge within the research subject, will 
affect and generate a more reliable outcome. Considering these aspects Saab AB was 
a fairly easy choice with valid properties that fits well with what the authors are 
striving to achieve. 
 
The authors had the pleasure to interview several highly competent employees of 
Saab AB, with various positions. By involving personnel from different levels, the 
gathered information is seen as reliable and valid according to the authors’ research 
question. The initial contact with Saab AB was through Tobias Wennberg, Senior 
Vice President at Saab AB, Head of Marketing and Sales, Central & Eastern Europe. 
Wennberg introduced the subject of the thesis, and has together with the authors’ 
mentor, been of significant importance through the working process. The process of 
locating the best possible interview respondents were according to Denscombe (2004) 
a case of the snowballing effect. A snowballing effect is dependent on references 
from one person to another and as a result lead to the selection of interviewees (ibid.). 
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Wennberg shares interest in the subject of the thesis and therefore confirmed when the 
authors approached with the question if he personally could assist in locating suitable 
participants for the interviewing process. Continuously Wennberg referred to a few 
people being beneficial as interview respondents due to their position within Saab AB 
and their knowledge within the subject. This resulted in four interviews, all 
contributing with useful information of high relevance according to the chosen 
purpose.  
 

Interview Compilation Saab AB 

Interviewee & Position Type of 
Interview 

Date 

Pontus Djerf 
Senior Director, Head of Naval Products and Sales 

Personal 
interview 

2015-05-01. 

Robert Daunfeldt 
Senior Director, Naval Segment - CEE, Market Area Europe and 
Greater Middle East.  

Personal 
interview 

2015-04-29. 

Vladimír Ficenec 
Director of Marketing & Sales, Country Manager Czech Republic & 
Slovak Republic. 

Personal 
interview 

2015-04-21. 

Alexandru Alexe 
Pr-Agent working for Saab AB. 

Email 
interview 

2015-05-03. 

3.2.2	  Secondary	  data 
Collecting secondary data can be a complex process. It is of significant importance to 
view the information gathered critically and use trustworthy sources to be sure that 
the information used is correct and reliable (Jacobsen, 2002). Eliasson (2013) 
advocates the uncertainty of using secondary data due to the differences of research 
questions. The data gathered for a specific cause and research question may not fit 
very well with the purpose of another research question (ibid.). Using secondary data 
is much less expensive and time consuming which were reasons to use this type of 
data (Saunders et al., 2009).  
 
The secondary data collected by the authors for this specific thesis has been gathered 
from different platforms. Google scholar and Summon are two of these databases 
where reliable and credible articles have been found. Most of the collected articles 
have been written in English and the authors are aware of the possible problem due to 
the language barrier. This problem has been reduced by carefully reading and 
examining each article by both authors. Other secondary data used for this thesis are 
books. The authors of the thesis have carefully chosen books written by reliable 
authors since books are not always scientifically examined. 

3.2.3	  Analyzing	  data 
The data analyzation compares the empirical findings to the gathered theoretical 
findings. The internal validity can be strengthened by finding patterns regarding 
concepts and aspects (Yin, 2003) which the authors find important because of their 
deductive method. 
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Starting with the data analyze the authors began reading the empirical findings and 
evaluating the different results. A systematic breakdown of the findings made the 
matching of material easier. All this was conducted due to Jacobsen’s (2002) 
description of the process of qualitative analyze in three phases. The first phase is the 
description, the second phase is categorization and systematization, and the last and 
third is combination. The categorization was done with consideration of the main 
topics and keywords of the thesis, market entry, decision making and business culture. 
This categorization will lead to an easier comprehension of the thesis structure for 
both the reader and the authors (Yin, 2003). 
 
The empirical findings of the interviews conducted formed the basis of the authors 
analysis, result and conclusion. The process of analyzing the data was begun shortly 
after the interviews because of the positive aspects of doing this with the information 
still fresh in mind (Patel & Davidsson, 2011). The validity was strengthened by 
finding patterns which would help to find a solution for the problem questions at 
hand. Interesting aspects regarding the research topic found along the way were 
suggested under proposition for further research. 

3.3	  Reliability	  and	  validity 
It is important to gather reliable, valid and relevant data during the collection process 
(Winter, 1983). The preciseness of the data's reliability, relevance and validity will set 
the basis for future conclusions. The relevance of the data depends on if the 
information collected can highlight and be adapted to the research question.  
 
Reliability is according to Winter (1983) the parameter that indicates to what extent 
the results of a method is not influenced by different circumstances. Eliasson (2013) 
explains that if you can repeat the research and achieve similar results, this indicates 
on a high level of reliability. The authors are conducting several interviews face to 
face and Jacobsen (2002) explains that it is close to impossible to perform the 
interview in the exact same way throughout the different occasions. The authors are 
aware of the possibility that different interviewees receive different stimuli and verbal 
emphasizing which could impact the outcome negatively, which Jacobsen (2002) 
agrees with. The authors have tried to standardize the interview to reduce this type of 
risks. To increase the reliability of the primary data, the authors strive to avoid what 
Jacobsen (2002) advocates in the interview guide, being questions with obvious 
answers, the use of unclear questions and questions involving more than one question. 
In accordance with Eliasson (2013) the authors strive to set clear goals and be as 
prepared as possible according with the purpose, which would lead to an increase of 
the overall reliability. Eliasson (2013) shows a distinct connection between reliability 
and validity and explains that a high level of reliability sets up greater conditions for a 
higher level of validity.  
 
The validity indicates how precisely a method measures what the study is aimed at 
measuring. The reliability is vital when it comes to validity but if the method or the 
measuring instrument is not precise, then it is impossible to precisely measure what 
the study is focused on. There are two types of validity that are important to 
distinguish according to Jacobsen (2002). These types are internal and external 
validity. The external validity is not relevant when it comes to qualitative studies 
since it is to what extent the study is possible to generalize. The internal validity is 
what Jacobsen (2002) refer to as Winter’s (1983) definition of how precisely a 
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method measures what it is supposed to measure. According to Jacobsen (2002) it is 
important to continuously ask yourself throughout the research if the indicators are 
measuring interesting and valid parts within the chosen subject. To increase the level 
of validity the authors chose to discuss the interview guide with several people with 
knowledge within the subject to make sure the terms are reasonable and meaningful. 

3.4	  Criticism 
A quantitative study acquire more information than a qualitative one and this 
information is much easier to generalize when conducting a quantitative study 
because of the amount of respondents (Jacobsen, 2002). The intensive design 
approach used during the study is also limited when it comes to generalization (ibid.). 
There is also a risk of subjectivity when only examining one company since the 
authors might only get one specific view of the study area. Furthermore, the deductive 
approach used have a disadvantage considering excluding relevant information (ibid.). 
The authors are aware of lacking width regarding information when conducting a 
qualitative study and the aspect of subjectivity but since the purpose is to acquire deep 
knowledge the authors found the qualitative, intensive and deductive approaches to be 
the best methods to generate an interesting and valid study. 
 
The risk of collecting too much information when conducting interviews according to 
Jacobsen (2002) is limited because of the fact that only one company is involved in 
the study. The choice of using a combination of a structured and unstructured 
interview further limit the risk of the interview effect which is described by Winter 
(1983) and tend to affect the unstructured interview to a greater extent. Conducting 
personal interviews take more time according to Jacobsen (2002). All these aspects 
have been considered but has been chosen because of the improved results as a 
consequence of the positive outcomes. 
 
Using secondary data is problematic because of the different research questions and 
purposes which may not fit the data of another study with another research question 
according to Eliasson (2013). Despite this, the positive aspects of cost-, and time-
effectiveness regarding secondary data were considered too important and a reason 
for using this during the study. 
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4.	  Empirical	  Findings	  
Regarding the empirical findings chapter, the authors present the data gathered from 
conducting three open qualitative interviews and one interview conducted by email. A 
short company presentation is followed by data collected from each specific 
interview. 

4.1	  Secondary	  data 

4.1.1	  Company	  profile	  Saab	  AB 
Saab AB is one of the most influential actors within the defence industry worldwide 
with leading positions in a number of different segments ranging from the ground, in 
the air and at sea. Saab AB is a defence and security company with state-of-the-art 
military and civilian solutions on a global scale. The product portfolio includes fighter 
aircraft, radar solutions, weapon systems and civilian surveillance systems (Saab AB, 
2015). A focus area of Saab’s strategy is profitable growth. This is to be achieved by 
becoming closer to key customers in important markets and improve efficiencies. 
Improving efficiencies is connected to another priority area of the strategy, which is 
Saab AB’s performance. Efficiencies will be improved by creating processes for 
procurement, sales, products and quality among other things (ibid.). 

4.1.2	  The	  market	  of	  Eastern	  Europe 
As early as in 1996, Saab AB had several nations within Eastern Europe under 
prospect as emerging markets with potential business opportunities (Morrocco, 1996). 
The collapse of the communist system, taking place almost 25 years ago, was the 
starting point into which nations from the Eastern Europe was given the opportunity 
to abandon centrally planned economies to market-oriented economies (Stundza, 
2003). This has initiated the desire to expand by numerous countries and position 
their production facilities within Eastern Europe, due to less expensive operating costs 
(ibid.). A scientific article by Global Investor (2006) indicates that the long-term 
economic direction of Eastern European markets remains impressive and as a result 
draws attention of the global investment community, to maintain and enlarge 
investments in the forthcoming years.  
 
According to Sackman (2013) and Global Investor (2006) it is significant whether an 
Eastern European country is heading towards harmonizing with EU regulations or 
not. A country within Eastern Europe may vary depending on the pace of their 
progression towards fulfilling these specific EU regulations (Sackman, 2013). The 
Eastern European market is changing swiftly and to ensure market entry success it is 
important to find dependable partners, and anticipate forthcoming trends. Despite the 
fact several countries are heading to meet the requirements of EU regulations, the 
degree and sources of variability in Eastern Europe are not to be neglected by treating 
countries with complete uniformity. Countries regulations differs from informal 
processes with requirements to abide customs and countries with sophisticated 
regulatory processes, due to further advance towards EU regulations (ibid.). This is 
confirmed by the Global Investor (2006) which emphasizes the heterogeneity of 
Eastern European markets, with various conditions. Continuously the more countries 
within Eastern Europe continue to develop, the more EU will become standardized 
with regulatory processes, resulting in improvement and understanding of cultural- 
and demographic differences (ibid.). Krizner (2012) advocates manufactures of high-
end technological items to locate a production site in Eastern Europe with possibilities 
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to expand its current footprint in the European marketplace. A successful factor when 
locating to the Eastern European region is to gain an understanding of the local 
business environment in advance, hence support the company's operational level 
quicker and more efficiently (ibid.).  
 
The Eastern European market has as any other market, experienced bumps in the road 
and in the year of 2009 considering the financial crisis, governments struggled with 
the worst downturn since the fall of the Berlin Wall, significantly affecting the 
political environment. (Keay, 2009). Recovering from the financial crisis, the Eastern 
Europea once again seemed as a prosperous economic market, until another decline in 
the year of 2012 (Kirkby, 2012). This is confirmed when witnessing the figure 4.1, 
retrieved from The World Bank (2015).  
 

 
Figure 4.1 - GDP growth (annual %) 
 
Figure 4.1 shows the annual percentage growth rate of GDP at market prices based on 
constant local currency (The World Bank, 2015). 
 
In 2013, Romania and Serbia´s annual GDP growth, rose above the World and the 
European Union average (The World Bank, 2015).  

4.1.3	  Decision-‐making	  regarding	  entry	  of	  Eastern	  Europe 
Grigoriadis (1995) describe variables of the Eastern European economy as tough and 
as a result is characterized with problematic decision-making regarding market entry. 
In recent years, foreign direct investments into Eastern Europe have increased 
significantly, due the accession to the European Union by several countries 
(Kuznecovs & Maslovs, 2005). As a result of the accession, previous investment 
barriers has been erased, which has generated in lower risk and assessments by 
organization to enter markets within this area. However, treating the Eastern 
European market as a homogenous region is not recommended and deciding whether 
to enter a country should be carefully measured according to a study by Kuznecovs 
and Maslovs (2005). Before the decision to enter an Eastern European market, 
organizations must be clear of their intentions, and choose their locations accordingly 
(ibid.).  
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According to Krizner (2012) organizations that are looking to set up a new facility or 
finding strategic relationships when entering Eastern European markets, should 
evaluate following variables: 
 

Table 4.1 - Evaluation of numerous variables when entering Eastern European 
markets. 

Logistics Highway and rail infrastructure are continuously progressing to 
improve. To reduce costs, foreign-based organizations use these 
transportation networks for shipment to Western markets. 

EU 
membership 

Companies that strive to foresee the future, may achieve greater 
success if the chosen country is a member of the European Union. To 
predict the future, is seen as one of the most important variable of any 
potential market entry. The Eastern European countries being part of 
the EU are bound to its laws and oversight.  

 
To ease the decision whether to enter the Eastern European market or not, Krizner 
(2012) advocates following conclusion to guide your decision. The workforces within 
Eastern Europe is professional and modern infrastructure is facilitating the potential 
of market entry. Commonly, countries offer a business-friendly tax environment and 
economic incentives to offset the cost of the expansion (ibid.).  

4.1.4	  Business	  culture	  within	  Eastern	  Europe 
Regarding the business culture within Eastern Europe, Oxford Analytica (2007) 
describes the concept of a hidden economy which in great extent affect the business 
environment. The definition of the hidden economy covers legal but unrecorded 
activities, whether involving monetary or nonmonetary transactions (ibid.). The 
hidden economy situation within Eastern Europe at the time when communism ended 
was measured at approximately 10% of GDP in comparison with 30% today. As a 
result, the hidden economy damages the business culture significantly by prohibiting 
competitiveness and growth. Oxford Analytica (2007) emphasize the deeper causes of 
the hidden economy, such as culture and employment opportunities. These causes 
being affected through disbelief of officials, governments and other state institutions. 
Continuously Oxford Analytica (2007) identifies a connection between larger hidden 
economies and a higher level of corruption within that specific country. Corruption 
prohibit business due to increasing costs, but also encourages firms to hide production 
and sales from officials. Officials tend to investigate firms in greater extent regarding 
hidden economies with a higher level of corruption, due to speculations of bribery 
(ibid.). 
 
According to studies, Oxford Analytica (2007) describes a relation between a hidden 
economy and corruption, depending on the incomes level of an Eastern European 
country. In higher income countries, the bureaucracy is more adequate in contrary of 
lower income countries, where small entrepreneurs and even larger producers are 
tempted to hide their production to avoid taxes (ibid.). 
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4.2	  Qualitative	  interviews 

4.2.1	  Interview	  1 
Respondent: Vladimír Ficenec - Director of Marketing & Sales, Country 
Manager Czech Republic & Slovak Republic, Saab AB.  
Interview conducted 2015-04-21. 
 
Vladimír Ficenec has been a Saab AB employee since the 1st of January 2013. Since 
the start of 2015 Ficenec has worked as a country manager responsible for the Czech 
Republic and the Slovak Republic. His role involve working with land segments, by 
being responsible for mobile air-defence radars and Ficenec is part of constructing 
country marketing plans in this region. Ficenec has previously worked in the military 
and has earned three post-graduate certificates. 

4.2.1.1	  Market	  entry 
According to Ficenec the current methods used for identifying market entry 
opportunities involves many sources. Public documents, strategy visions of countries, 
newspapers and magazines, and interactions with different ministries are used in this 
process to find bigger projects and procurement plans of the target market. Tender 
documentation is another source of information used by EU countries and a thorough 
investigation of these documents can lead to the identification of procurement plans. 
Some of these tender documentation is only issued in the country’s native language, 
which the stationed PR-agent is responsible to evaluate. Ficenec emphasizes the 
primary source for identifying opportunities as the strategic defence documents, 
published every 4-5 years. If the identification process leads to an interesting 
opportunity, the market appraisal is conducted. During this appraisal Saab AB tries to 
fit their product portfolio, and adapt their strategy to realize every opportunity for the 
chance of profit. The basic steps of conducting a market appraisal are always similar, 
however the entry processes differ regarding the product portfolio. “There are usually 
early indications if the target country’s budget is too low or if the government support 
local companies which would prohibit the opportunity”. Another indication would be 
a country's corruption level, where Saab AB do not make deals where corruption 
levels are high. 
 
Due to Ficenec relatively short Saab AB employment, he has personally not been 
involved in any failed entry opportunities. However, there has been postponed deals. 
These postponements is not seen as deals where Saab AB could have made an impact 
but mainly due to the target country’s internal resources, like their budget or in some 
cases political factors. When looking at the political factors concerning Saab AB the 
barrier is usually the Swedish government since they issue export licenses regarding 
products produced in Sweden. If the products are produced in another country, that 
specific country issue the export license, however it is important not only for Saab AB 
but for Sweden as a nation to maintain their strong bond and Saab AB’s image as a 
Swedish company. Therefore, products produced by Saab AB in a country outside of 
Sweden still has to go through the procedure of the Swedish government prior to 
export. According to Ficenec, environmental uncertainties within Eastern Europe does 
not immediately affect Saab AB´s market entry, as usually presumed, due to the fact 
that budgets are usually strict and hard to urgently change.   
 
According to Ficenec Saab AB set up goals in the countries where they’re active and 
use their resources in effective ways to achieve the goals set, and adapt the resources 
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for these purposes when needed. These goals are prepared in two or five year country 
management plans which can be adapted and re-evaluated during the process. This 
plan, defines opportunities through the previously mentioned strategic documents, 
where they also consider probability for contract awards. In countries where Saab AB 
is not active there are no country based goals but the different segments within Saab 
AB prepare opportunities for their specific products in these countries. “Saab AB´s 
primary goal is to sell and make profit, however they set up minor goals, which varies 
from each scenario and work with the main goal in focus to achieve the minor ones 
along the way depending on the scenarios”. A basic goal should always be to reduce 
losses, hence the importance being put on prioritizing goals. 

4.2.1.2	  Decision-‐making 
Ficenec explains the importance of an EU membership and that it certainly affect 
business within the defence industry since the regulations are very strict. Ficenec 
personal opinion is that previously, a good relationship between Saab AB and 
customers could heavily influence the contract award, however this does not work 
anymore. Regulations are toughening the market conditions and the acquisition 
process is far more complex due to the requirement of these tender documents. This 
has led to price effectiveness where the cheaper product usually wins the contract 
because of the technical specifications developed by the customer countries. This due 
to the fact that the countries in Eastern Europe usually have quite low specifications 
leading to Saab AB competing for contracts with cheaper products. In a broader view 
Ficenec sees EU membership as something positive because of its transparency. 
 
According to Ficenec the most important variable from Saab AB´s perspective is 
different countries defence budgets, in other words what they can afford. The focus 
lies on variables outside the firm’s control, external variables such as competitive 
situation and market potential. These variables should be the driving factors and by 
customizing and adjusting Saab AB´s product portfolio, it should fit better with the 
target market. From Ficenec experience, Saab AB is not considering internal 
resources during market appraisals. Ficenec emphasizes the importance of strategic 
partnerships, which on the other hand is an internal factor, due to the critical 
advantages, such as governmental support and a better positioning. The competitive 
situation is another important variable although Ficenec says that is not as prioritized 
as the ones mentioned above. 
 
Strategic partnerships are always important according to Ficenec. Ministries of 
Defence can ask for local cooperation, especially if the country has direct 
requirements. “Finding the right partner is vital since it affects the market entry 
process”. The benefits of having a local partner is their knowledge about the market 
and in many cases they have good relationships with customers. “If you have support 
from local industry you can use this to your advantage since politicians are looking 
for local presence, especially during bigger projects where local labor and 
production are involved in the process”. According to Ficenec, Saab AB does not 
consider infrastructure a major concern although labour skills can influence the 
process when partnerships are involved.  
 
Regarding affordable loss and maximizing profit Ficenec´s opinion is that it differs a 
lot from time to time. It is sometimes important to gain presence and to do this some 
loss may be necessary. This presence contribute to the opportunity to build cases, 
improve the brand image and indicates a willingness for cooperation in the future. 
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The different divisions within Saab AB usually work to achieve their specific goals 
and loss might not be accepted in these cases even if it would be better for Saab AB 
as a company in the long run. These divisions are responsible for their own profit and 
when looking at maximizing profit or affordable loss, it always depends on the 
different situations.  
 
Risks and uncertainties are part of the market entry process and the winning business 
procedure. The risks and uncertainties are weighed against profit opportunities 
through different assessments. According to Ficenec there are both positive and 
negative aspects of uncertainties and Saab AB have to be prepare for this. It would be 
better to plan every step but this is not possible in the changing business environment. 
It is always better to be proactive according to Ficenec and a passive behaviour is 
something to avoid. “This is the most important step in winning contracts and waiting 
for the customers through a reactive approach would be devastating to achieve 
contract awards”. 

4.2.1.3	  Business	  culture 
The core values of Saab AB are according to Ficenec, the basic principle to be honest 
and transparent. This is important when it comes to discussion promises and the trust 
both within the firm and when it comes to customer relations. Regarding the 
organizational structure, Ficenec personal opinion is that Saab AB undergo too many 
changes in short periods of time. Currently Saab AB is undergoing a reorganization, 
although they recently finished restructuring the segment units. Furthermore, Ficenec 
opinion is that the current structures are kept for a shorter time than needed to be able 
to identify positive and negative aspects of the structure. This affects the customer 
focus which should be prioritized. One reason for this is decisions made at top level 
management where they don’t have the same daily presence which might be needed 
to make these organizational restructuring decisions. Ficenec believes that having 
regional offices within each country or area is important and Ficenec miss the 
presence of Saab AB representatives in certain markets. 
 
The business culture within the target markets does not really affect Saab AB 
according to Ficenec, because of the already established credit regarding the 
company. Saab AB is considered very fair, transparent and reliable which takes the 
focus off the target markets business culture and makes the process easier. Some 
Eastern European countries are very close to the US defence industry and 
government, which has led to procurements especially from the United States and 
excludes the opportunity of winning contracts for Saab AB. This is unfortunate due 
many countries within Eastern Europe has a lot of potential business opportunities 
with promising growth potential. Ficenec emphasizes the importance of keeping Saab 
AB’s values and norms during negotiations and discussions with customers. It is Saab 
AB’s culture that has built the credit which breaks down a lot of cultural barriers and 
adapting would jeopardize this credibility. 

4.2.2	  Interview	  2 
Respondent: Robert Daunfeldt, Senior Director, Naval Segment - CEE, Market 
Area Europe and Greater Middle East, Saab AB.  
Interview conducted 2015-04-29. 
 
Robert Daunfeldt has been a Saab AB employee for 3 years, and has already had 
various positions and been working with several markets. Within Saab AB, Daunfeldt 
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has been working towards the Indian and Brazilian market, as a group leader for land 
products regarding C2S and is currently working within the marketing department of 
naval products towards the Eastern European market. Daunfeldt is a former military 
and Lieutenant Colonel, but has also worked with similar organizations to Saab AB, 
for a bit less than 10 years before his employment at Saab AB started.  

4.2.2.1	  Market	  Entry 
According to Daunfeldt, Saab AB is dependent on intelligence, and gathering 
information is vital regarding the identification of market opportunities. This 
intelligence is gathered from numerous sources, such as contacts, attachés, a country´s 
long term programs and budgets in order to broaden the view and insight of the 
market. Daunfeldt continuously describes that Saab AB is using the PESTLE analysis 
to investigate further aspects of the target country, to broaden the view, obtain a 
superior understanding of how the market is acting and simply form a basis of the 
current situation within the country. “The market has to reflect Saab AB´s ambitions 
and values in order for Saab AB to enter the market which directly emphasizes the 
importance of reliable information during this process”. Within the defence industry 
and for Saab AB, ISP (Inspectorate of strategic products) prohibits certain markets 
and does not allow Saab AB to conduct business within these areas. Some countries 
are considered to be in the borderline between the allowance of conducting business 
or not and within these countries Saab AB is performing deeper analysis of the 
political situation, social reforms and the economic situation in relation of what this 
could generate in profit. In general, Saab AB need to analyze all information and 
intelligence which further down the process generates a decision whether to enter a 
certain market or not. 
 
According to Daunfeldt every market needs to be treated as unique. Saab AB adapts 
their market entry strategy after every situation due to the fact that markets and 
countries are different. There is no general strategy, hence it is important to evaluate 
every market even though the fact that some markets may be very similar. Daunfeldt 
explains that every market has different conditions since business may have been 
conducted within this market before, an existing strategic partner may act within the 
market or in some cases Saab AB does not have any previous benefits. During this 
market entry process, Daunfeldt emphasizes the importance of revaluation to maintain 
the right strategy towards desired goals. Within the Market Areas of Saab AB, 
Daunfeldt describes an approach or strategy applicable to significant markets, where a 
person always should be situated physically and to hire labour force locally. 
 
“Working for Saab AB, Daunfeldt has never experienced a failed market entry, where 
the result led to the exit of that specific market”. However, this could happen when 
evaluating the business opportunities on faulty basis and to save resources the 
organization exit the market. Daunfeldt describes the defence industry as being too 
optimistic which results in minor complications regarding the market entry process. 
These complications are in great extent affecting all market entry processes with 
delay due to variables Saab AB can not affect, such as political mind games, budget 
cuts and other economic influences. Time is always affecting business, and a market 
Saab AB entered 3 years ago may be completely different from today´s business 
perspective. 
 
Regarding Daunfeldt´s view on factors that might prohibit the market entry process, 
he explains about several basic factors that could affect the entry process. The factors 
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being carefully investigated are: a country's democracy level, ISP´s values, the legal 
situation within the country, the corruption level and if the judiciary is functioning. If 
any of these factors are in contrary of Saab AB´s code of conduct, it would be wasted 
resources due to the fact that Saab AB is not allowed to conduct business with this 
country.  
 
According to Daunfeldt, Saab AB is constantly working towards goals to guarantee 
the approach of the market as intended. These goals are evaluated 2-4 times a year 
depending on its importance and time, and also during each budget cycle. Daunfeldt 
defines two different types of goals: “hard” goals and “soft” goals. “The “hard” goals 
could be actual sales figures which are easier to evaluate than the “soft” goals which 
could be to establish strategic partnerships or develop a certain company structure 
within the country”.  
 
Daunfeldt describes the working process towards achieving goals, not surprisingly 
dependent on what type of goals you are trying to achieve. For instance physical 
presence, a consistent dialogue with customers, pushing information through Saab 
AB´s communication channels and being reactive towards customer needs are 
examples of working processes. Daunfeldt´s personal opinion regarding the Market 
Area is that too much time is spent on internal factors. When evaluating the entry of a 
new market and being able to actually enter, it is required to get internal support from 
that specific product unit which often is time consuming. Approximately 50 % of the 
working hours are spent in the process of gaining resources and support internally, 
and this is according to Daunfeldt, time better spent externally on conducting 
business. However, Daunfeldt is aware of the fact that resources are limited and 
deciding the allocation of resources are tough.  

4.2.2.2	  Decision-‐making 
From Daunfeldt´s personal experience, countries being members of the EU does not 
affect Saab AB in great extent. When working within the Market Area it could in fact, 
possibly impact the business process negatively from Saab AB´s perspective due to 
regulations and the need to be updated of the swiftly changing business conditions.  
 
The Eastern European political climate is affecting the market entry process and is 
different from the Western world due to its recent history of communism. Saab AB 
recently began their market expansion to the Eastern European markets and within 
these countries partners are not as commercially aware. However, the Eastern 
European market has great knowledge regarding technology which could simplify the 
business process according to Daunfeldt. Furthermore, Daunfeldt´s opinion is that the 
political and administrative systems regarding procurements are less developed in this 
area, and companies are not structured to work with bigger commercial businesses. 
Having local strategic partners are vital when examining market entry to the Eastern 
European market, and the solution by governments is to always involve an 
organization within the region to take part in the business process, Daunfeldt explains. 
Finding the right strategic partner could be problematic and regarding some complex 
products Saab AB needs to find the partner before the country´s government informs 
about their procurement plan. This results in uncertainty, and could lead to wasted 
resources when business might never occur.  
 
According to Daunfeldt, logistics and infrastructure may play an important role if part 
of the production will take place in the specific country. However, most of the time it 
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does not affect their business. Furthermore, Daunfeldt explains that the logistics and 
infrastructure of Eastern Europe still is underdeveloped but is undergoing constant 
improvement.  
 
When it comes to affordable loss and maximizing profit, Daunfeldt’s view is that it is 
more important to maximize profit than reducing affordable loss because the profit is 
what gives return on investment. An offensive approach and maximizing 
opportunities it what drives business forward. 
 
PESTLE is the first approach used when evaluating a country or market. Daunfeldt 
stresses the importance of having at least two or three different sources that strengthen 
different informational finding prior to entering a new market. Previous failed entry 
plans have done this because of lack of sources. One example of a failed opportunity 
just had information from one source. It is also fundamental to have an ongoing 
dialogue with people familiar with the market to enter and get their views on different 
situations. Open sources used in the process often have to be confirmed by these two 
to three other used sources. 
 
The external variables form the base of how the company acts in different situations. 
The internal variables are found in the details of how to approach a problem. Both of 
these variables are important and none are neglected. They can’t be used independent 
of each other and looking at external variables, they need to be viewed in contrast to 
the internal ones and vice versa. The external variables can’t be controlled hence the 
importance of putting a lot of focus on the internal variables but still have the 
awareness of the external factors. The most important variables are time, 
money(budget) and competition. 
 
In Eastern Europe, having a positive relation to a strategic partner is more important 
than what the competitive situation looks like. A strategic partnership often work as a 
crucial gatekeeper to secure a contract. “Strategic partnerships break down 
competitive barriers in many situations”, according to Daunfeldt. Growth potential 
and capacity is a lot more important than organizational resources. These variables 
decide if a company is active or reactive. Prioritizing goals weighs heavier than 
reducing loss. An offensive approach is important and a resource thinking can’t set 
the basis for actions since it makes it much more harder to move forward if always 
thinking about resources and what can and can’t be done with them. Certain 
restrictions are of course important to keep in mind but the importance should not be 
placed on these variables. 
 
“Risks and uncertainties are part of the daily process when it comes to the marketing 
& sales department”. The experienced risks and uncertainties play different roles 
regarding the product involved. Certain units do not have any problems when it 
comes to risks because of their large volumes and resources which makes it easier to 
handle risks. Risks and uncertainties become more apparent when it comes to 
solutions in Saab AB’s product portfolio where the prices range from 100 million to a 
billion, hence the impact of uncertainties playing a major role regarding Saab AB’s 
bigger units where thorough analysis are required. The risks have to be calculated to 
achieve an internal balance. This sometimes require adaptation to be able to win 
contracts because of the huge numbers and risks involved. There are a lot of 
procedures dealing with risks when looking at the winning business process of Saab 
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AB and if the analysis conducted prior to contract negotiations are done correctly a lot 
of the risks can be minimized. This highlight the importance of analysis. 
 
In general Daunfeldt view uncertainties as opportunities because the approaches to a 
problem become wider with several different angles of impact. If a business 
opportunity is fixed with no uncertainties there are usually just one way to approach 
the problem, this is often preferred when looking from a product perspective and seen 
as positive if the customers need match what Saab AB has to offer. Daunfeldt’s 
opinion is that uncertainties often are positive seen from a marketing and sales 
perspective. 

4.2.2.3	  Business	  culture 
The culture within Saab AB looks different depending on what business unit the 
person is part of according to Daunfeldt. There is a local culture to different offices 
which is natural to a global company with locations on several different places. “One 
policy is to employ staff native to countries where Saab AB is active to adapt to 
different cultures in an easier way”. This is sometimes a factor which makes 
processes within Saab AB difficult because different organizations within the 
company have a hard time understanding each other. 
 
Core values and norms are symbolized by the performance and aim to always deliver 
the best possible solutions to a problem. Saab AB always deliver top technological 
solutions and adapt to customer needs which is something steeped in traditions, to 
always be on top. This stem from Saab AB’s previous discussions and partnership 
with the Swedish government which has been characterized by an open and 
transparent discussions where Saab AB has been required to always provide answers 
to different questions. 
 
The organizational structure of Saab AB is decentralized, flat and market based. It is 
characterized by a lot of independent responsibility and dynamic frames of reference 
considering decisions. 
 
The business culture of the market to enter influences processes and decisions. When 
conducting business the usual approach is to deliver directly to the end customer. In 
Eastern Europe a lot of businesses are characterized by acting as a subcontractor to a 
local company and this is something to adapt to and be aware of. Partnerships are 
important to the Eastern European culture. This is often the entrance to the market and 
new contracts. It is very important to understand the business culture when entering a 
new market and it can sometimes be the factor which decide the success of a 
company. To succeed with the cultural factors local presence is needed. Saab AB’s 
core values and norms always have to be kept intact but it is crucial to adapt to 
different business cultures within the details of processes and where it is needed. 
Conclusively, Daunfeldt believes parts of Eastern Europe to be of high interest and as 
prosperous. 

4.2.3	  Interview	  3 
Respondent: Pontus Djerf, Senior Director, Head of Naval Products and Sales, 
Saab AB.  
Interview conducted 2015-05-01. 
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Djerf is a former employee of the military but after 25 years of service he started 
working in the private sector and has been employed by Saab AB for roughly three 
years. Djerf has not an education within economy nor marketing, but has previously 
been working with revenue-funded activities. However, Djerf has a master's degree in 
Electronic Warfare and System Engineering which he received from a Naval 
Postgraduate School.  

4.2.3.1	  Market	  Entry	  
According to Djerf, the process of finding market entry opportunities has changed 
over the last 3 years. Previously, Saab staff had the responsibility to keep themselves 
updated through internet sources, military market research services and exhibitions. 
Today, Saab AB´s Market Areas are mainly responsible to find market entry 
opportunities and identify the different barriers which may affect the entry process. 
“The Market Area is identifying opportunities through all possible communication 
and information channels and is maximizing their local knowledge”. These channels 
are several, such as, old colleagues and contacts, investigation of the political 
environment, ISP-approval, defence budgets, long-term plans regarding a 
market/country and the evaluation of the competitive situation. Saab AB does not 
enter markets with dictatorship, high level of corruption nor country's restricted by 
ISP. By tradition, Saab AB does not sell munitions to Russia, exemplifies Djerf.  
 
When the same set of Saab AB employees are deciding what strategy to use when 
entering new markets, Djerf´s personal opinion is that a similar strategy according 
with previous involvement often is favoured. Hamberg (2001) describes this as a 
disadvantage as the risk of imitating other decision-makers is a sign of lack of 
information. However Djerf emphasizes, it is not a problem to use the same type of 
strategy in the process of identifying market entry opportunities and not until an 
existing market has been identified the adaption of strategy regarding the entry 
process becomes vital. In this stage, Djerf´s personal opinion is that Saab AB needs a 
framework regarding the evaluation of what strategy to operate in which specific 
market or country. This is according to Djerf, an important process and believes the 
adaption is crucial in terms of success.    
 
In general, Saab AB sets specific goals regarding the amount Saab AB has to sell in 
terms of products and in relation with the identified business opportunity, according 
to Djerf. These goals are constantly evaluated and adapted during the business 
process, when more information is received. The evaluation process consists of 
factors, such as: what needs to be upgraded in terms of modernizing current 
equipment; what can Saab AB offer; is the size of the business opportunity enough in 
relation to entry costs; and if the offset requirements are exorbitant. This evaluation 
process is crucial in order for Saab AB to fulfill their set goals, concludes Djerf. 

4.2.3.2	  Decision	  Making 
“My estimation is that an EU-membership is not significant”. Furthermore, Djerf 
emphasizes that customers do not seek business with Saab AB due to Sweden's EU-
membership. An EU-membership may however affect the business process due to its 
regulations and standards. “It does affect the actual business process but not the 
decision of doing business” concludes Djerf. 
 
“We are more careful with Eastern European countries due to the connection or 
history as former Soviet Republics”. By being careful, Djerf explains Saab AB as 



	   36	  

counteractive regarding interceptions and whom Saab AB shares information with. 
Furthermore, Djerf informs about corruption, bribery and the leak of information 
which affects the political situation within the Eastern Europe and how Saab AB 
prevents involvement with these countries by being responsive. In some Eastern 
European countries it is required to have local strategic partnerships, according to 
Djerf, in order to do business.  
 
Logistics and infrastructure may play an important role regarding offset requirements 
according to Djerf. “Transfer of technology is a factor, vital in terms of finding offsets 
and is a transfer of knowledge to that specific country in order to receive the deal”. 
To exemplify, Djerf explains about educating the local labour force in terms of 
installation and service of the procured products to fulfill these offset requirements. 
Another aspect regarding the fulfillment of offsets is the requirement to buy services 
from the buying country which is related to the expense of the deal. 
 
“Traditionally, gut feeling has been more important when conducting business and 
making decisions rather than differentiating internal and external variables when it 
comes to market entry plans of Saab AB”. Employees of Saab AB work in a very 
dynamic environment which leads to unstable conditions. This had lead to an 
individualistic approach where different employees focus on different variables 
considering their preferences and what kind of deal is to be made. The variables that 
are important when it comes to market entry according to Djerf differ depending on 
the customer’s needs. The needs and requirements of the customer is always to be 
prioritized which makes every process unique. 
 
It is difficult to say whether the competition or strategic partnership in a target market 
is more important, it depends on the deal and the product according to Djerf. “Some 
products require partnerships and would not be able to sell without a strategic 
alliance and the competition in some markets is so fierce that it makes business very 
hard”. These factors make these variables differ in importance considering the 
circumstances. When thinking about organizational resources and market potential 
and growth capacity, the biggest importance should be put on the potential of a 
market. This is emphasized by Djerf who explains that if it’s a big business 
opportunity resources can in some cases be reallocated to match the requirements of 
the market to take advantage of the potential and reach the desired goals set within 
Saab AB. Prioritizing goals is more important than reducing risk in Djerf’s opinion. 
This is not always seen in Saab AB’s business plans where risks sometimes are 
focused on to a high degree. 
 
“Within Saab AB, there is a special department working with the concepts of risks 
and uncertainty”. This department is performing risk assessments, strategic 
agreements and evaluations of organizations. Saab AB is working with set regulations 
and documents regarding these concepts. Saab AB handles risks and uncertainties as 
barriers to business which needs to be evaluated and processed, this is due to their 
conservative approach to different aspects. Djerf’s opinion is to focus on maximizing 
profit rather than affordable loss, although this always has to be balanced in an 
effective way. This is due to the goal to deliver profit to stakeholders. 

4.2.3.3	  Business	  Culture 
According to Djerf, Saab AB is in many ways characterized by a hierarchical 
structure, although a lot of decision making and responsibility is put on an individual 
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level. There are different approaches regarding the value of a contract, the recent 
performance of Saab AB or how the company is doing financially. When business are 
good a lot of contracts and business procedures are done on a lower level compared to 
if business has had a rough time. During these periods upper management might step 
in in the process of a contract worth less than what it would take during a period of 
high performance. 
 
Values and norms of Saab AB are the focus on ethical and moral responsibility 
according to Djerf. “A lot of focus is put on transparency and reduction of all levels 
of corruption and clean business types both within Saab AB and the companies and 
markets which are part of the business processes.” This can be seen when looking at 
the business cultures of markets Saab AB wants to enter and conduct business within. 
The impact of these traditional market values need to be evaluated and if the market 
has a rich history of corruption Saab AB is very thorough in their work to prevent 
conducting business where this prevails. The business cultures of potential markets 
play a major role during business procedures and Saab AB’s approaches have to be 
adapted at all times as long as the ethical and moral aspects are kept intact. “We have 
to be flexible when dealing with new and different cultures, this is sometimes the key 
to winning a contract and securing a deal”. 

4.2.4	  Interview	  4 
Respondent: Alexandru Alexe, PR-Agent, Cook-communication, Country 
Manager - Romania.  
Interview conducted 2015-05-03. 
 
Alexandru Alexe has been working for Saab AB since 2008, promoting the Gripen 
fighter until Romania decided to procure another fighter aircraft in 2012. Since then, 
Alexe has been involved in consulting work regarding other programmes of interest to 
Saab AB. Alexe has a background in economics and journalism and has a Master´s 
degree in Science (interdisciplinary - Economics, Political Science and Journalism). 
Alexe has previously been working as a journalist in Romania and Moldavia, but is 
since 2008 employed by Cook Communications in PR and marketing for clients such 
as Saab AB, Selex ES, Rolls-Royce, PLC, etc. 

4.2.4.1	  Market	  Entry/Decision-‐making 
According to Alexe, the gathering of information regarding the Romanian market is 
from public sources. Media monitoring provides important leads into the decision-
making process of the Ministry of Defence and the government. Furthermore, Alexe 
states that they have formal and informal contacts at exhibitions and other venues, 
such as presentations organized for Saab AB to the Ministry of Defence. Information 
is collected when being active on the market, where the exchange of opinions and 
mutual learning regarding various industry sources, what they work on and what their 
view is about current events and expected programmes. “We also are in contact with 
diplomatic sources who are active in Romania”. Alexe is assisting Saab AB with the 
identification of business opportunities which may be of interest, and also help the 
company in the process of developing the market by locating industrial partners, 
making introductions of products to the end users, helping to match customer 
requirements from the technical and operational point of view with Saab AB products 
and provide information.  
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The fact that Romania and Sweden are part of the EU facilitates business as more 
political and economic ties are developed and there is potential of growing trust 
between these parties, describes Alexe. According to Alexe, Romania has had an 
unstable political environment during the years of crisis which has led to 
postponement of major decisions and a reduction in overall Ministry of Defence 
procurement. 
 
Alexe can't express any factors that could prohibit Saab AB entering the Romanian 
market, however, Sweden not being part of NATO is a disadvantage in some 
programmes, which has to be compensated with competitive prices and cutting edge 
technologies. Alexe emphasizes the importance of having a local strategic partner 
when entering the Romanian market, since this would be an advantage due to Saab 
AB´s currently lack of a local footprint and customers favour to have a local partner 
who would support the products. Continuously according to Alexe, a local partner is 
an important source for market intelligence and support. Saab AB can benefit from a 
previous relationship between the customer and the local strategic partner, enhancing 
the trust between Saab AB and the customer, Alexe concludes.  
 
Very good risk management is crucial within the defence industry and from Alexe's 
point of view, reputation risk and crisis communication are important due to the news 
headlines manufacturing aircrafts may result in. Readiness is always important and 
Alexe develops strategies how to manage various types of risks. Uncertainties occur 
when major programmes begin and what happens during the process definitely affect 
the plans, including budgets allocated to campaigns. The more uncertainty, the more 
difficulties and having market intelligence reduces uncertainty and improves decision-
making. “We try to gather as much information as possible from media and other 
public sources to improve our understanding of a given situation”, Alexe concludes. 
This is strengthened by Hilmersson and Jansson (2012) as the gathering of 
information, reduces the uncertainty.  
 
An especially important variable regarding the defence industry of Romania is 
according to Alexe, its history. Romania used to have a strong defence industry under 
the communism, with aerospace and land forces equipment especially well developed 
for a country its size. “Much of the traditional industry has been closed, and now 
there are only a few strategic companies which still operate at a fraction of their 
capacity”. There are however many new small and medium sized companies which 
are competent for various niches. The lack of domestic defence spending in recent 
years however deteriorated their position and they also find it difficult to export 
according to Alexe. 
 
Conclusively, Alexe would describe Romania as a promising expansion opportunity 
for Saab AB. Due to its strategic position at the Black Sea with important energy 
resources on the one hand and its traditionally conflicting position with Russia, 
Romania is expected to have a bigger defence profile, second after Poland in the CEE 
(Central & Eastern Europe) region. All political parties recently signed a pact to 
gradually increase defence spending to 2% of GDP by 2017. A larger defence 
procurement, with diverse needs, big, medium and small, will offer many 
opportunities for Saab AB´s market entry.  
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4.2.4.2	  Business	  Culture 
Alexe describes working with Saab AB as positive and describes a very good working 
relationship and especially with the various people in the organization who were 
running the Gripen campaign, which Alexe personally was involved with. There has 
been established a mutual trust based relationship and this has made it easy to 
collaborate.  
 
Alexe, employed as a marketing/PR company or not quite part of the defence 
industry. However, Alexe working close with Saab AB describes the industry as 
composed of communist-era state companies, new private companies and security and 
electronics companies which are trying to migrate into the defence area or vice versa. 
The business culture, Alexe states as cooperative, and most Romanian defence 
companies are not internationalized. Regarding business culture, Alexe's personal 
opinion is that the local culture does not affect Saab AB due to the great opinion of 
the company shared by the Romanian civilian and military. However, Alexe express 
the business culture in Romania as dual, where there is one multinational culture, 
which is similar to the Western Europe and a culture shared by the rest of the 
companies which are daily struggling to operate on a difficult market. Corruption has 
been an issue in Romania for decades, but there has been improvements recently in 
this area, concludes Alexe. In general, Alexe believes Saab AB and the swedish 
business culture to be compatible with the international business culture in Romania, 
where previous swedish companies are held in great regard and have adapted well. 
“Many swedish businesses thrive in Romania, including Ikea, Lindab, H&M, 
Ericsson and Electrolux”. Saab AB can work well on this market with some cultural 
sensitivity adaptations and development of an understanding of local culture, i.e. 
dealing with Romanian bureaucracy, will be needed but shouldn´t be a major 
obstacle.  
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5.	  Analysis 
This section is analyzing the data gathered in this study. The theoretical framework is 
intertwined with the empirical findings to see differences and similarities between 
previous research and the conducted qualitative interviews. The analysis follows the 
empirical finding´s structure. 

5.1	  Market	  entry 

5.1.1	  Market	  identification 
Young, Hamill, Wheeler and Davies (1989) advocates the importance of entering the 
right country or market. The importance is highlighted due to the costly and time 
consuming investment, companies spend on using systematic processes of screening 
countries and markets in order to reduce risk (ibid.). However, regarding the 
conducted interviews, Saab AB does not seem to have a systematic screening process 
and the market identification varies from time to time. Djerf believes the process of 
identifying market opportunities within Saab AB could be systematic and does not see 
the need to change it as Saab AB currently does. Young et al., (1989) refers to studies 
which indicates that successful organizations tend to use a systematic screening 
processes. 
 
According to Ficenec, Saab AB identify market opportunities through several sources, 
such as, public documents, strategy visions of countries, newspapers and magazines, 
interaction with different ministries and the EU´s tender documentation. Daunfeldt 
and Djerf, share several of Ficenec identification factors, although they use other 
methods as well. Daunfeldt describes the screening process as dependent on 
intelligence and the gathering of information is vital. “The Market Area is identifying 
opportunities through all possible communication and information channels…” 
(personal communication, Djerf, 1 may 2015), indicates a shared view in terms of 
identifying market opportunities. Alexe concurs, and emphasizes the importance of 
information which he provides from public sources, such as media, formal and 
informal contacts at exhibitions and other venues. Conclusively, information is 
collected from actively taking part in the market with mutual exchange of opinions 
and learning of various industries. This is strengthened by Johanson and Vahlne 
(2009) who describes the implication of the internationalization process dependent on 
creating mutual networks and relationships. Depeyre and Dumez (2008) describe a 
company which is seeking to enter a new market, required to be aware of the current 
situation and understand the target market correctly in order to succeed with the 
market entry. This is in line with the respondents view regarding the relevance of 
collecting information.  
 
In the process of identifying market opportunities Alexe is assisting the process of 
which Morschett, Schramm-Klein and Swoboda (2010) define as entry mode where it 
in some cases is significant to combine production and marketing operations in 
partnerships with others. Alexe assists in locating industrial partners and making 
introductions of products to the end users. 

5.1.2	  The	  screening	  process 
Companies usually have specific criterias regarding the market screening process 
which could be used to eliminate countries who do not fulfil these and it is important 
to use the ruling out criterias in the right order, since the order will heavily influence 
if the country is to be excluded or not (Molnár & Molnár Nilsson, 1999). Criterias are 
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investigated through the PESTLE analysis, the relation between Saab AB´s ambition 
and the current market situation and deeper analysis of the political situation 
according to Daunfeldt. However, Ficenec is advocating a market appraisal where 
Saab AB tries to fit their product portfolio to every opportunity and in this stage early 
indications of exclusion are common as if the target county's budget is too low or if 
the government support local companies. Djerf supports Ficenec criteria of defence 
budgets, but also emphasizes the evaluation of competitive situation and long-term 
plans in order to rule out countries in the initial stage of the screening process. 
According to Buerki, Nandilath, Mohan and Lizardi (2014) there is a lot of doubt 
among managers of what variables to include during the screening and selection 
process. This is shown by the respondents as Saab AB does not have a systematic 
screening process as previously mentioned. 
 
Criterias that should be considered are for example, potential competitor strength and 
risks involved when entering a new market or country (Young et al., 1989). This is 
strengthened in accordance of all conducted interviews. According to Ficenec the 
political factor is in some cases important. The political factor regarding Saab AB is 
usually the Swedish government since they issue export licenses regarding Saab AB 
products produced in Sweden. According to Alexe, this should not be a problem when 
entering the Romanian market as the relationship between the governments are 
encouraging. This is strengthened by Buerki et al. (2014) who placed political 
stability and the strength of competitors as the most important market-related 
variables.  
 
Continuously Djerf explains some criterias directly affecting Saab AB´s market entry. 
Saab AB  does not enter markets with dictatorship, high levels of corruption nor 
country's restricted by ISP (Inspectorate of strategic products). Daunfeldt agrees with 
Djerf on this matter, and express that any factors in contrary of Saab AB´s code of 
conduct will lead to prohibition of business. Ficenec also states that Saab AB does not 
do business where the corruption levels are high. This is seen in first stage of the 
Country/Market screening model where Young et al. (1989) explains the first stage as 
the process of finding information such as bans and restrictions in order to directly 
exclude potential countries. However, Alexe does not express any factors that could 
prohibit Saab AB entering the Romanian market, more than Sweden not being part of 
NATO which is a disadvantage in some specific programmes.  

5.1.3	  Strategy 
Zhan (1999) instructs the company to carefully analyze what type of strategy to be 
used when establishing a new market. The choice of strategy regarding the market 
entry depends on goals and desired objectives, suitable with the target market (ibid.). 
Daunfeldt concurs with Zhan, and expresses that every market needs to be treated as 
unique, and Saab AB needs to carefully adapt the market entry strategy after every 
situation consider markets and countries differences. Furthermore, Daunfeldt states 
that Saab AB does not have a general strategy, hence it is significant to evaluate every 
markets different conditions in order to maintain the right strategy towards desired 
goals. However, Djerf´s personal opinion is that similar strategies according with 
previous involvement often is favoured and used when the same set of Saab AB 
employees are responsible of the market entry. Djerf believes Saab AB needs a 
framework considering the evaluation of what strategy to operate, in which specific 
market or country, and consider the adaptation of strategy crucial in terms of success. 
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This is in line with Sackman (2013) which reveal that Eastern European countries are 
not to be treated similar due to variabilities within the region.  
 
Competition and technological development have changed the way firms conduct 
business and the strategy has become crucial and seen as a competitive advantage 
(Madhok, 1997). Depeyre and Dumez (2008) emphasizes companies to be aware of 
the current situation within a market in order to apply an appropriate strategy 
regarding market entry. According to Daunfeldt the evaluation of business 
opportunities on faulty basis could lead to Saab AB exiting a specific market in order 
to save resources. The defence industry is too optimistic, resulting in minor 
complications during the entry process, such as budget cuts, delays and other 
economic influences. Johanson and Vahlne (2009) states the market entry process will 
continue as long as the prospects are encouraging. Ficenec agrees with Daunfeldt that 
a major factor is postponements and even the market or country´s internal resources is 
affecting Saab AB´s strategy by political factors.  

5.1.4	  EU-‐membership 
Companies strives to see the future and when a country is a part of the EU this is 
facilitated due to its laws and oversight (Krizner, 2012). It is significant whether an 
Eastern European country is part of the European Union and several countries are 
heading to meet the requirements of the EU regulations (Sackman, 2013). The degree 
and sources of variability are not to be neglected by treating countries with complete 
uniformity (ibid.). Djerf does not estimate that an EU-membership is significant. 
According to Djerf, companies do not seek to conduct business with Saab AB due to 
Sweden's European Union membership. However, Djerf emphasizes that an EU-
membership may affect the business process due to its regulations and standards. 
Ficenec agrees with Djerf that regulations affects business within the defence industry 
and these regulations are strict, however Ficenec emphasizes its importance. 
Furthermore, Ficenec´s personal opinion is that EU-memberships has complicated the 
process of good relationships directly resulting in to business opportunities due to the 
regulations which are toughening the market conditions and the acquisition process. 
Conclusively Ficenec recognize an EU-membership as something positive due to its 
transparency. Regarding Daunfeldt´s personal experience, EU-membership does not 
affect Saab AB in high degree. Daunfeldt concurs with Djerf and Ficenec, and 
working within the Market Area, it could possibly impact the business process 
negatively due to regulations and the requirement to be updated regarding quickly 
changing business conditions. This is contrary to Kuznecovs and Maslovs (2005) as 
investments into Eastern Europe have increased significantly due to the accession to 
the European Union by several countries. Alexe agrees with Kuzencovs and Maslovs 
(2005) and express the EU-memberships of Romania and Sweden to facilitate 
business as more political and economic ties are developed.  

5.1.5	  Political	  situation 
The Global Investor (2006) emphasizes the heterogeneity of Eastern European 
countries and states various conditions among these markets. According to Young et 
al. (1989) a risk during the variable selection regarding the screening model is the 
political factors. Buerki et al. (2014) concurs, and lists political stability as a factor of 
strong research backing regarding the screening approach. All the respondents believe 
the political factor affects the market entry of Eastern European markets. “We are 
more careful with Eastern European countries due to the connection or history as 
former Soviet Republics” (personal communication, Djerf, 1 may 2015). Furthermore, 
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Djerf states corruption, bribery and leak of information as affecting the political 
situation within Eastern Europe and it may be required to have a local strategic 
partner in order to conduct business. Daunfeldt agrees with Djerf of the vital 
importance regarding strategic partnerships and emphasizes the problems trying to 
locate the right partner. This is evident as Krizner (2012) explains how a successful 
factor when entering the Eastern European market is to gain an understanding of local 
business environment and support the company's operational level quicker and more 
efficiently. Johanson and Vahlne (2009) concurs, and express that several studies 
show an increase of joint activity and the significant importance of having 
relationships regarding the entry market process. “If you have support from local 
industry you can use this to your advantage since politicians are looking for local 
presence, especially during bigger projects where local labor and production are 
involved in the process” (personal communication, Ficenec, 21 april 2015). 
Regarding the Romanian market Saab AB use PR-agents to assist in locating strategic 
partners. Alexe describe Saab AB´s lack of local footprint and sees a local partner as 
an advantage in the support of the products. Saab AB can even benefit from the 
previous relationship between a local partner and the government, resulting in 
enhanced trust between Saab AB and the customer, Alexe concludes.  
 
However, Ficenec express the Swedish government as the barrier regarding political 
factors due to the export licenses they issue in order to receive allowance to conduct 
business. Continuously, Ficenec states environmental uncertainties does not 
immediately affect Saab AB´s market entry due to the fact that defence budgets are 
usually strict and hard to urgently change.  
 
As of 1996, Saab AB has several nations within Eastern Europe under prospect as 
emerging markets with potential business opportunities (Morrocco, 1996). However, 
Daunfeldt express that Saab AB recently began their market expansion towards the 
Eastern European markets and it is problematic due to partners are not as 
commercially aware. However, the Eastern European market has deep technological 
knowledge which is simplifying the business process according to Daunfeldt. Krizner 
(2012) agrees with Daunfeldt and express the workforces within Eastern Europe as 
professional. Alexe describe the Romanian market as a promising expansion 
opportunity for Saab AB, due to its strategic position and increase of defence budget. 
A larger defence procurement, with diverse sizes of needs, will offer plenty of 
opportunities for Saab AB´s market entry. 
 
Keay (2009) describes the financial crisis of 2009 as the worst downturn regarding the 
Eastern European region, since the fall of the Berlin Wall, affecting the political 
situation within Eastern Europe. Daunfeldt express that crisis do affect the political 
environment and relates to the Crimea Crisis in Ukraine when the safety awareness 
rose instantly leading to a perceived business interest when governments started 
asking about product specifications and price proposals in greater extent than 
normally Keay´s (2009) view is shared by Alexe who concurs that Romania has had 
some rough years during the crisis, resulting in an unstable political environment 
leading to postponement of major decisions and reduction of procurement by the 
Ministry of Defence. 

5.1.6	  Logistics	  and	  Infrastructure 
According to Krizner (2012) organizations that are looking to find strategic 
relationships when entering Eastern European markets, should evaluate logistics and 
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infrastructure. Continuously, Krizner (2012) states Eastern Europe as having a 
modern infrastructure with a professional labour force. This is contrary to Daunfeldt 
who express the logistics and infrastructure of Eastern Europe as underdeveloped but 
is seeing noticeable improvement. However, Daunfeldt believes logistics and 
infrastructure is important if the production will be located in the specific country. 
Ficenec partially agrees with Daunfeldt and believes that local labour skills influence 
the business process when partnerships are involved. Conclusively, Ficenec does not 
consider infrastructure and logistics as a major concern from Saab AB´s perspective. 
Djerf does not agree with Ficenec in this matter as logistics and infrastructure may 
plan an important role regarding offset requirements. According to Djerf, educating 
the labour force in terms of installation and service of the procured products is vital in 
order to sign contracts and do business. In the fulfillment of offsets, this crucially 
important along with the requirement of buying services from the country which is 
purchasing. This is in line with Krizner (2012) who describes the Eastern European 
market as business-friendly with economic incentives to offset the cost of a market 
expansion.  

5.2	  Decision-‐making 

5.2.1	  Causal	  Decision-‐Making 
Causal decision-making is characterized by working towards a set goal and adapting 
resources for this specific purpose (Sarasvathy, 2001). According to Ficenec, 
Daunfeldt and Djerf Saab AB always set up goals to be achieved. These goals are 
according to Daunfeldt continually evaluated depending on their importance and 
value to the company. Ficenec explain that the resources of Saab AB are used to 
achieve the goals and when needed, resources need to be adapted for specific plans to 
be able to realize the goals. Saab AB’s tendency to adapt resources to reach goals is 
strengthened by Djerf who explain that resources sometimes are reallocated to fulfill 
needs to be met when striving to reach the goals set by the company. 
 
Sarasvathy (2015) explain the importance of using external data during causal 
decision-making and Gabrielsson & Politis (2011) advocates this approach when the 
market is easy to measure and define. Both Ficenec, Daunfeldt and Djerf stresses the 
importance of using external data sources when analysing new markets. Sources used 
are previously explained and defined by Ficenec as public documents, newspapers, 
strategy visions of countries, and tender documentation to name a few. The use of 
several different external sources is the key to a successful entry plan according to 
Daunfeldt. Daunfeldt says that it is vital to confirm information using at least two or 
three independent sources to be sure that the information is valid. Being stationed in 
Romania, Alexe is one of these sources and use external data from public sources and 
diplomatic sources in order to analyze the market entry possibility for Saab AB. 
 
The causal decision-making approach focuses on market related variables when it 
comes to the screening process (Sarasvathy, 2001). Market related variables include 
market potential, strength of competition and political stability according to Buerki et 
al. (2014). Ficenec explain that the focus should lie on the market related variables 
when conducting an analysis and highlight market potential, defence budgets and 
competitive situation as important factors. Daunfeldt strengthen the importance of 
these external variables when explaining that they form the base of how the company 
act. Djerf have a different view of the importance of variables and explain that this 
importance is different depending on the individual conducting the analysis and the 
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customer’s needs. Alexe advocates the history as being an especially important 
variable of Romania. “Much of the traditional industry has been closed, and now 
there are only a few strategic companies which still operate at a fraction of their 
capacity” (personal communication, Alexe, 3 may, 2015). Under the communism, 
Romania had a strong defence industry with well developed equipment regarding its 
size, however, the domestic spending within the Romanian defence industry has 
declined in recent years.  

5.2.2	  Effectual	  Decision-‐Making 
Effectual decision-making is defined by Dew et al. (2009) as an approach where there 
are no predetermined goals. The focus lie on the resources within a company and the 
strengths that these resources can utilize. Ficenec, Daunfeldt and Djerf explain 
decision-making within Saab AB as an approach where goals are practiced and 
important which is in contrast to the effectual method. Although Saab AB work in a 
goal-oriented manner, Daunfeldt describes the importance of resources in the 
processes of Saab AB. According to Daunfeldt 50% of the time is spent on gaining 
internal support and resources which according to him, is too much. 
 
The effectual decision-making approach focus on firm-related variables (Holt, 2009). 
This is extra useful when operating in an uncertain environment where predictions are 
hard to make. According to Djerf, the environment in which Saab AB operates is 
dynamic and characterized by an unstable nature. Having a strategic partnership is 
one firm-related variable both Ficenec, Djerf and Daunfeldt find important. Daunfeldt 
explain a strategic partnership as a gatekeeper to secure contracts. Ficenec strengthen 
Daunfeldt’s view of this variable and highlights having a local presence in a local 
strategic partner as important to politicians who are part of the business procedures. 
“Finding the right partner is vital since it affects the market entry process” (personal 
communication, Ficenec, 21 april, 2015). Djerf agrees with the importance of the 
strategic partnership but also says that the importance of this variable depends on the 
deal and the product to sell. “Some products require partnerships and would not be 
able to sell without a strategic alliance” (personal communication, Djerf, 1 may, 
2015). Alexe agrees with the other respondents and emphasize the importance of 
strategic partnerships, which is something Saab AB is lacking within the Romanian 
market. “A local partner is an important source for market intelligence and support” 
(personal communication, Alexe, 3 may, 2015). However, Goel and Karri (2006) 
describes the phenomena of over-trusting a strategic partner, resulting in a trust of 
higher extent than justified and impacting the strategic partnership. 
 
When looking at uncertainties the effectual decision-making approach seek to exploit 
these uncertain situations which are viewed as opportunities to take advantage of 
(Sarasvathy, 2001). Daunfeldt is positive to the factors regarding the effectual 
approach when talking about uncertainties. Daunfeldt’s opinion is that uncertainties 
make the different approaches to a problem broader and that this is positive from a 
marketing and sales perspective but can be difficult from a product perspective. 
Ficenec support Daunfeldt on this when explaining that there are both positive and 
negative aspects of uncertainties and risks which are part of the regular business 
procedures. Djerf’s opinion is different from Daunfeldt and Ficenec and according to 
Djerf uncertainties are usually handled as barriers to business and not something 
positive. Alexe agrees with Djerf, and believes the more uncertainty, the more 
difficulties. To improve decision-making it is important to have market intelligence 
since this reduces uncertainty (Djerf ; Hilmersson & Jansson, 2012). “We try to 
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gather as much information as possible from media and other public sources to 
improve our understanding of a given situation” (personal communication, Alexe, 3 
may, 2015). Alexe is trying to be proactive and develops strategies of how to manage 
different risks, which are plausible for Saab AB´s market entry of Romania. However, 
Hamberg (2001) emphasizes that a firm could never gather all needed information 
and sometimes stop searching when a satisfied level is reached regarding the 
collection process. 

5.2.3	  Causal	  vs	  Effectual	  Decision-‐Making 

Table 5.1 - Saab AB´s position regarding causation and effectuation 
The concepts are distinguished and chosen by Sarasvathy (2001). 

Concepts Causation Effectuation Saab AB´s view 

Nature of 
unknowns 

Focus on predictable 
aspects of an 
uncertain future. 

Focus on 
controllable 
aspects of an 
unpredictable 
future. 

Causation/Effectuation 

Market 
definition 

Using techniques of 
analysing and 
estimation to explore 
existing and latent 
markets. 

Using synthesis 
and imagination to 
create new markets 
that do not already 
exist. 

Causation 

Goal 
orientation 

Seeking to identify 
the optimal 
alternative to achieve 
a given goal. 

Allowing goals to 
emerge 
contingently over 
time. 

Causation/Effectuation 

Relation to 
uncertainty 

Avoiding uncertain 
situations to the 
greatest possible 
extent. 

Seeking uncertain 
situations in the 
hope of being able 
to exploit them. 

Causation/Effectuation 

Stakeholder 
relationships 

Goal-oriented 
relationships with 
strategically-selected 
stakeholders. 

Means-oriented 
relationships with 
self-selected 
stakeholders. 

Effectuation/Causation 

Market 
research 

Pre-calculated and 
detailed competitive 
analyses for 
investigating the 
need for or interest in 
product or service. 

Informal methods 
for investigating 
the need for or 
interest in product 
or service. 

Causation/Effectuation 

Saab AB´s view is divided into the four following categories:  
Causation: Saab AB is completely using a causal approach. 
Effectuation: Saab AB is completely using an effectual approach. 
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Causation/Effectuation: Saab AB is mainly using a causal approach, however, 
effectual indications exists. 
Effectuation/Causation: Saab AB is mainly using an effectual approach, however, 
causal indications exists. 
 
Nature of unknowns: Saab AB is focused on predictable aspects of an uncertain 
future by evaluating market-related factors, such as, defence budgets and the political 
environment. This is connected with the causal approach, however, Saab AB also 
investigates controllable aspects in line with the effectual approach, such as, internal 
resources and partnerships.  
 
Market definition: The causal approach regarding market definition is clearly 
defined by all interviewees. The effectual method is not used or considered in this 
process. 
 
Goal orientation: Djerf explain that Saab AB always set goals in accordance to the 
causal approach but that these goals are re-evaluated and can be adapted during the 
process which is related to the effectual approach. This is strengthened by Ficenec. 
 
Relation to uncertainty: The majority of the respondents believe that uncertainty is 
something to avoid which is according to the causal approach, however, Daunfeldt 
have more of an effectual approach as he looks to exploit uncertainties. 
 
Stakeholder relationships: All the respondents agree that having a local strategic 
partner is important and sometimes even required. A means-oriented relationship is 
related with the effectual approach, however, these partners may be strategically-
selected which indicates connection with the causal approach. 
 
Market research: According to both Ficenec, Daunfeldt, Djerf and Alexe the 
detailed analysis is an important part of the market research where several sources are 
used during the process which is connected to the causal approach. It is not always 
done in a formal way, and sometimes contacts can play a major role which relates 
more to the effectual approach. 

5.3	  Business	  Culture 

5.3.1	  Basics	  of	  Business	  Culture 
Doole & Lowe (2012) have developed components of a business culture from a 
marketing perspective when analyzing cultures. One aspect is technology and material 
culture which involves how a company deals with technology. Daunfeldt describe 
Saab AB as a company that always perform at its best and when technology is 
involved, Saab AB deliver some of the best solutions on the market. The political and 
legal environment is a factor of great importance where what is accepted within a 
culture is shown (ibid.). This can be seen when Djerf explain that Saab AB does not 
conduct business with customers where there is a risk of corruption. Corruption has 
been an issue within Romania for decades, according to Alexe, but has 
been witnessing recent improvement. Another aspect is social organisations where the 
importance of status systems and the view of institutions is involved (ibid.). This is 
connected to all of the answers Daunfeldt, Ficenec and Djerf have delivered during 
the subject and the look at values and norms.  
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5.3.2	  Organizational	  Culture	  and	  Values 
A firm’s culture is embedded in its values, behaviours and beliefs and it is of great 
interest for a company to have employees aligning themselves with the values of the 
firm (Eaton & Kilby, 2015). Honesty and transparency is according to Ficenec Saab 
AB’s core values while Daunfeldt view the ability to always deliver the best possible 
results as Saab AB’s basic principle while expressing that the culture and values are 
different within the organization depending on different units and offices in different 
countries. Djerf highlight ethical and moral responsibility as values and norms which 
is similar to Ficenec view and also add transparency as a cultural tool to reach the 
cultural goals. Hudrea (2006) define culture as a factor to potentially be the 
company’s most valuable strength. Culture is according to Hudrea (2006) a key 
ingredient for success which is why understanding cultural values is so important. 
Eaton & Kilby (2015) concur with this importance and further explain that the culture 
is important to understand to achieve desired strategies of the firm. 
 
Daunfeldt define Saab AB’s organizational structure as flat with a lot of responsibility 
put on the individual employees. Djerf has another view considering Saab AB as 
having a hierarchical structure although agreeing with Daunfeldt to some degrees 
regarding individual responsibility and saying that the structure can look differently 
depending on different situations and how Saab AB is doing. Schein (2004) promotes 
flat structures in today’s global and competitive environment where leadership at all 
levels of a firm is something to strive for to be successful which is related to 
Daunfeldt’s view of Saab AB’s structure. Ficenec support Djerf saying that there are 
too many restructuring procedures which is decided at a higher level where they don’t 
have the local knowledge to decide the best results at all times. 

5.3.3	  Business	  culture	  within	  Eastern	  Europe 
Eastern Europe has according to Oxford Analytica (2007) a hidden economy situation 
which damages the business culture and prohibits competitiveness and growth. This 
lead to distrust of officials, governments and state institutions, and firms are being 
investigated for accepting bribery as part of a high level of corruption within this 
region (ibid.). All respondents agree that Saab AB does not conduct business with 
countries where the corruption level is high. That is why factors like the corruption 
level are carefully investigated in the early evaluation stages according to Daunfeldt 
and Djerf. However, Daunfeldt and Ficenec believe some Eastern European countries 
has great market potential with promising growth capacity and Saab AB is already 
conducting business within this region. This is strengthened by The World Bank 
(2015) which indicates that Serbia and Romania´s annual percentage of GDP growth, 
rose above the EU and the World average. Overall Alexe see Romania's business 
culture as cooperative, with great compatibility with the swedish business culture. 
“Many swedish businesses thrive in Romania, including Ikea, Lindab, H&M, 
Ericsson and Electrolux”.  
 
According to Ficenec, the business culture within the host market does not affect Saab 
AB in great extent due to Saab AB´s already established credibility which simplifies 
the business process by taking the focus of cultural implications. In romania, Ficenec 
is right according to Alexe, who believes that the local culture does not affect Saab 
AB, due to its high credibility among the civilian and military.  
 
Furthermore, Ficenec states that some Eastern European countries are close to the US 
defence industry and government, resulting in exclusion of Saab AB in the 
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opportunity of winning contracts. This is strengthened by Alexe, who believes that 
Saab AB miss out on some procurement programmes due to the fact that Sweden is 
not a part of NATO.   

5.3.4	  Cultural	  adaptation 
The culture of a firm may require change and might fail if the change is not successful 
(Hudrea, 2006). Global expansion is one factor that might lead to a required change of 
a firm’s culture which is not always easy to navigate through according to Eaton & 
Kilby (2015). Usunier & Lee (2005) agree with the concept of required change and 
explain the importance of adapting to different cultures during for example 
negotiations. The ability to adapt to different cultures is sometimes vital and having 
an awareness of cultural differences and to be prepared for this is sometimes what 
makes a negotiation process successful. Djerf concur with this and explain that 
business cultures of potential markets are of vital significance to Saab AB where they 
always adapt as long as it does not oppose Saab AB’s ethical and moral aspects. This 
is strengthened by Daunfeldt who says that the core values and norms of Saab AB 
always have to be kept intact but the crucial factor is to adapt to the details of business 
cultures. Alexe believes this is the right approach and believe Saab AB can work well 
on the Romanian market with some cultural sensitivity adaptations, development of 
an understanding of the local culture and deal with the Romanian bureaucracy. 
Ficenec view is different where he stresses the importance of keeping to the norms 
and values of Saab AB during negotiations and discussions with customers. This is 
due to the credibility of Saab AB which is built on values according to Ficenec.  
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6.	  Conclusion	  
The finishing chapter of this study contains the authors´ conclusions, a discussion 
which explains the outcome as well as the proposal for future research. The authors 
present the result and findings according to the chosen research question. 

6.1	  Conclusion	  and	  findings 
The purpose of this study is to construct a framework for how a commercial company 
within the defence industry can decide whether to enter a new market. The authors 
ambition is to combine the better parts of the selected key terms and apply those to a 
framework which would support the decision-making process. The authors strive to 
construct one model to function as basis within this framework. 
 
Research question: How can Saab AB improve the decision-making process when 
entering new markets and how does the business culture affect this process? 
 
Based on the research conducted during the study, the decision-making process when 
entering new markets would benefit from more structured and systematic procedures. 
This would make it possible for Saab AB to make homogenous decisions in various 
situations, effectively. According to the interviewees the decisions are based on 
individual preferences based on the person managing the process. A more formal 
structure would lead to easier procedures regarding entry plans. Studies have proven 
that successful companies often use systematic processes of screening countries and 
markets (Young et al., 1989). One factor, essential to the decision of entering new 
markets within Eastern Europe has according to this study been local strategic 
partnerships. Having a strong strategic partner is important to break down barriers and 
concerns within the market and a key to securing contracts which improves the 
decision-making process. 
 
The authors chose to construct a model based on the two decision-making approaches 
presented in the theoretical framework considering causation and effectuation. Both 
these approaches share valuable aspects which Saab AB could benefit from which 
lead to a combination of the two as the most appropriate option to improve the 
decision-making process when entering new markets. Presented in figure 6.1, the 
authors combine these concepts with important empirical findings in the construction 
of a reliable and valid decision-making model which Saab AB could consider during 
this crucial procedure. Business culture, especially the organizational culture and the 
market screening process has been added to the model because of its influence during 
market entry processes. 
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Figure 6.1 - Eriksson & Djerf model of systematic market expansion. 

6.2	  Discussion 
Overall the causal approach has shown to be the most appropriate and compatible 
concept considering market entry from a Saab AB perspective. Prior to the interviews, 
the authors expected results influenced heavily by the causal decision-making 
approach due to Saab AB´s size which requires formalized and bureaucratic routines 
which characterize the causal procedure. In many ways this was strengthened, and by 
being listed on the stock exchange often requires formal procedures due to the input 
of shareholders. Gabrielsson and Politis (2011) concur with this and explain that an 
organization often prefer causal decision-making when the character of the company 
is influenced by being successful, with the wish to perform in predictable 
environments and keep on within the current business area. However, the empirical 
findings also supported the effectual approach in great extent regarding certain 
aspects. Means-oriented relationships has been significantly important within Eastern 
Europe due to the impacts of a hidden economy which characterize the business 
culture of this area. 
 
It is important to adapt to the business culture of the market in question but at the 
same time keeping the core values and norms regarding the organizational culture 
within Saab AB intact. It certainly affects the market entry process, however, having a 
strong brand and credibility seem to break through the target markets business culture, 
making it less significant. Saab AB has great reputation due to its transparency and is 
known for delivering products of absolute high qualitative technology.  
 
A critical source regarding the screening process is the defense budget of the relevant 
country. This validates the target markets’ procurement plans and their resources 
which is why it is an important part of the model developed. A focus on budgets is a 
natural part of the process which has been shown useful and necessary. When the 
screening and identification process is completed intelligence gathering is conducted 
to confirm the credibility of previous sources during the opportunity identification. 
When entering an Eastern European market, evaluating the political situation and 
having an EU-membership may facilitate the decision-making. For example, if a 
target country is characterized by corruption, Saab AB neglects this market. However, 
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due to the regulations and standards of the EU it could possibly affect the deal 
negatively. The respondents point out infrastructure and logistics as less important 
except when it comes to specific deals with offset requirements. The authors were 
surprised that an EU-membership could impact a deal negatively, but has never before 
come across an industry this complex which would explain the problematic approach. 
 
During the establishment of strategy in order to fulfil goals and plans it is of vital 
importance that Saab AB adapt the market entry strategy to each target market due to 
its heterogeneity. The authors expected these findings as the theoretical framework 
heavily supported the need of adaptation. 
 
The authors believe that the model constructed is appropriate because it involves the 
most important aspects of both effectuation and causation in regard to the problems 
perceived from a Saab AB perspective. The choice to combine these two approaches 
felt natural because of the strong empirical backing. The effectual elements of the 
framework were especially interesting because of its unexpected high relevance 
within this industry. The conducted empirical findings has been gathered from several 
highly competent people which share great knowledge of how Saab AB currently do 
business. The result has been dependent on their insight and influenced the presented 
model in great extent, in relation with an appropriate theoretical framework.  

6.3	  Recommendations	  for	  further	  research 
The authors suggest for further research a similar case study for one, or potentially 
several companies which could lead to more generalizable findings. This would be of 
high interest but requires a lot of time and money to achieve reliable results.  
 
Due to the complexity of the defence industry, it would be interesting to witness 
similarities and differences in a related study on a company active within a different 
sector. 
 
During this study, the authors have come across the importance of strategic 
partnerships regarding the market entry process of Eastern Europe within the defence 
industry. It would be interesting to investigate the aspect of having strategic partners 
on a deeper level and declare its importance and correlation among various industries. 
 
The authors would happily suggest further research of variables which can affect the 
decision-making process when entering new markets. It would be interesting to 
specifically concentrate the entry approach to a certain market and follow its process, 
and extract the real outcome of the process. 
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8.	  Appendix 

8.1	  Interview	  guide	  1 
Saab AB - Vladímir Ficenec, Robert Daunfeldt, Pontus Djerf. 
 
Introduction questions 

1. For how long have you been a Saab AB employee? 
2. What does your work at Saab AB involve? 
3. What is your academic background and what are your previous employments? 

 
Market entry and decision-making 

1. How do you identify opportunities for market entry? 
2. Do you always use a similar strategy when entering a new market or do you 

adapt the strategy to different situations? 
3. Does an EU membership of a country impact the market entry strategy? Why? 
4. Are there any previous entry strategies that have failed? Why? 
5. Are there any factors that would prohibit entering a market? 
6. Do you usually have set goals when entering a new market? Do you usually 

evaluate these goals during the process? Are they flexible in any way? 
7. How do you work to achieve these goals? 
8. Does the political environment in Eastern Europe influence your ways of 

conducting business? 
9. How important are the logistics and the infrastructure of a potential country to 

enter? 
10. How does strategic partnerships affect the entry process? 
11. How do you deal with the concepts of risk and uncertainty? 
12. Are uncertainties something to avoid or seen as an opportunity? Explain. 
13. Would you focus more on affordable loss than maximizing potential profit? 
14. What variables do you evaluate when entering new market? Do you 

distinguish between variables the firm can control and variables outside the 
firm’s control? 

15. What variables are important? 
16. Which of the following variables would you prioritize? Why? 

Competitive situation vs Strategic partnership 
Organizational resources vs Market potential & growth capacity 
Reduce risk of potential loss vs Prioritizing goals 

 
Business Culture 

1. How would you define the organizational culture within Saab AB? 
2. What are the core values and norms? 
3. Can you explain Saab AB’s organizational structure? 
4. How does the business culture of the target markets in Eastern Europe affect 

the entry process?  
5. Would you consider business culture as an important factor when doing 

business? Why? 
6. Is it more important to hold on to the organization’s culture than adapting to 

the target markets culture during negotiations? Why? 
 
Finishing questions 

1. Anything you would like to add? 
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2. Is it OK to email you with further questions if we have anything to add later 
on? 

 

8.2	  Interview	  guide	  2 
Alexandru Alexe, PR-Agent Saab AB. Interview conducted by email. 
 
Introduction questions 

1. Could you please, tell us a little bit about yourself and your background? 
2. For how long have you been involved with Saab AB and what does your work 

with Saab AB involve? 
 
Market entry and decision-making 

1. How do you gather information about the Romanian market and how do you 
evaluate this information? 

2. Are you part of the process of finding market entry opportunities for Saab 
AB? if YES, how does this work? 

3. Romania is part of the EU, how does this affect Saab AB´s business within 
this market? 

4. How does the political environment within Romania affect Saab AB´s ways of 
conducting business? 

5. Are there any factors that could prohibit Saab AB entering the Romanian 
market? 

6. Is it important to have a local strategic partner when entering the Romanian 
market? and why? 

7. Within the defence industry there are always risks and uncertainties, how do 
you deal with these concepts and do these affect your work? 

8. Are there any especially important variables regarding the defence industry of 
Romania? (such as the competitive situation, defence budgets etc.) 

9. Would you describe the Romanian Market as a market with promising growth 
capacity and market potential for Saab AB? Why? 

 
Business Culture 

1. How would you define the organizational culture within Saab AB? What is it 
like working with this specific company? 

2. How would you define the business culture of Romania? What's it like within 
the defence industry? 

3. Is the business culture within Romania affecting Saab AB´s market entry 
process? Why? 

4. Would you consider Saab AB as a company with a culture compatible with the 
current business culture of Romania? If not, is it important to adapt? 
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