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SUMMARY

TITLE OF THE THESIS: A comparison between an Australian and a Swedish company’s
internationalization process, within the food sector.

SEMINAR DATE: 2011-10-12

COURSE/SUBJECT: International marketing, master thesis 15hp.
AUTHORS: Sanna Ekborg and Paulina Haglund.

SUPERVISOR: Svante Andersson

KEYWORDS: Internationalization process, Swedish and Australian company within the
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proactive/reactive behaviour.

PURPOSE: The purpose of our study is to describe an Australian and a Swedish company
within the food sector, and analyze which factors affect the differences and similarities in the
companies’ internationalization processes.

RESEARCH METHOD: The research is qualitative and the analysis is deductive.

EMPIRICAL STUDY:: Our Empirical study is based on two companies, Australian Gourmet
Garden and Swedish Orneborgs Delikatesser. Our empirical data consists of in depth
interviews with the CEO, Chief Operating Officer and marketing manager.

THEORETICAL FRAMEWORK: Internationalization in the food industry, the Uppsala
model approach, the network approach, international entrepreneurship and
internationalization through innovation.

RESULTS: Our research has showed that there are differences in the internationalization
process between the two companies. Our Australian company has a more proactive approach
to internationalization, while our Swedish company has a reactive approach. It may be due to
their different export traditions.
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1. Introduction

Here we will give an introduction to the concept of internationalization. We will develop
theory that leads up to our research question, and we will also formulate our purpose for this
study. Limitations and definitions are defined, and in the end a disposition will guide the
reader further.

This is a master thesis in International Marketing, and we have chosen to focus on company
internationalization. We got our interest for the subject during our first semester on the master
program, when we took a course in international marketing. We have conducted a research on
two companies within the food sector, one from Australia and one from Sweden. The purpose
for choosing this research is that we have discovered different traditions between these
countries, when exporting food products. Australia has a long tradition of food export and
Sweden’s food export has increased heavily since 1995, when Sweden entered the EU. Before
Sweden entered the EU, tariffs within the food sector was high. We find it interesting to
investigate the internationalization process of two companies within the food sector. Most
research on company internationalization focuses on the engineering industry, therefore we
find it interesting to research the field of food industry internationalization. The differences
between two companies from two countries, with different traditions in exports will therefore
be investigated.

In today’s globalized world, more and more companies are striving to have an international
presence, even though they might face many challenges. The global economy affects the
whole world and internationalization does not only involve the big companies but also many
small and medium sized companies (SMEs) (Zain & Imm Ng 2006). Globalization has
removed any prior barriers that segmented national and international markets and that
separated small and large companies’ competitive space. It is becoming harder, if not
impossible, for small companies to succeed by taking refuge in their traditional markets
(Etemad 2004). One of the critical aspects of a company’s internationalization process is the
selection of the right market (Brewer 2007; Agndal & Chetty 2006). Of course knowledge of
the market is an important part when selecting a suitable market to enter instead of just
relying on the pure chance. The importance of manager’s knowledge about
internationalization has also been documented for many years (Brewer 2007).

The internationalization process has gained a lot of interest from many researchers, but there
have only been limited attempts to develop the concept (Johanson & Vahine 1990).

In many economies the only way for companies to grow is to establish and expand sales in
other countries ( Agndal & Chetty, 2006).

Further we will describe our theoretical background, and we will also present our research
question, purpose, limitations and definitions.



1.2 Theoretical background

Internationalization means that firms choose to export, for the purpose of expanding their
business (Lau, Ngo & Yiu 2010). Omar (2009) explains that during the past three decades the
most common research area in international marketing is the internationalization of a firm.
One emerging conclusion from studies is the multidimensional and complex process of
internationalization. Factors that are causing internationalization can be divided into:
organization characteristics, which are the characteristics of an organization that strives to go
international. Management characteristics, is when the manager chooses to go international.
Finally external incentives to unite in business overseas, is other external factors that gives
opportunities and attracts firms to go international.

According to Wigmore (2007) as cited in Osarenkhoe (2009 p.287) the internationalization
process is defined as: localization is the process of adapting a product or service to a
particular language, culture, and desired local "look-and-feel™. Ideally, a product or service is
developed so that localization is relatively easy to achieve - for example, by creating technical
illustrations for manuals in which the text can easily be changed to another language and
allowing some expansion room for this purpose. This enabling process is termed
internationalization.

Since the Second World War, international economic development has had, and been
characterized by increasing international linkages and there has been an increasing of firms
with cross border business activity. This is called internationalization. There are numbers of
different ways to enter a new market. The most classical forms includes: direct export,
indirect export, joint ventures, licensing and contract production. Internationalization can be
found in both small and medium sized (SMEs) and large firms. Many SMEs have a need for
internationalization and have internationalization potential that is considerable (Backhaus,
Buschken & Voeth 2005).

The interest for studying internationalization has grown. Internationalization is a perception
that is used in wider concepts for describing that a firm chooses to export in other countries
besides the home country. Topics that have increased recently in internationalization research
are production development and distribution. Firms are different in their internationalization
process and different firm sizes are influencing that, small firms and large firm do not always
have the same pattern in their internationalization process. Large firms may have more
resources then small firms and that can be a factor that affects the process. The
internationalization process is influenced by the economical surroundings including labor
prices, competition and economic growth (Amal, Rocha & Filho 2010; Zeng, Xie, Tam &
Wan 2008). Factors that can affect the internationalization process are different cultures,
management team characteristics and international networks. Creating knowledge about these
factors in the new markets can help firms with their internationalization process (Zeng et. Al
2008). It is important that firms choose the internationalization process that is right for them,
because there are different types of processes that suits different firms (Malhotra & Hinings
2010; Qian, Li, Qian & Li 2008).



Internationalization process is a procedure of adapting firms when it comes to structure,
resources, and strategy. The traditional approach of internationalization that is the most cited
to is the “Uppsala model” by Johansson and Vahlne. The Uppsala model approach is
challenged by other newer views of theory on Internationalization, for example rapid
internationalization that is occurring in firms, which contradicts the Uppsala model. Research
about internationalization is continuing to grow and in this stage the internationalization
process is leaning more towards rapid internationalizations and networks (Chetty & Stangl
2010; Shi 2003). Internationalization theory has been studied and developed in the context of
geographical and temporal extension of firm’s international activity. Common patterns have
been the focus for researchers in the area. Internationalization is related to market entry and it
can give firms great opportunities to expand, both in their home market and in foreign
(Daekwan 2003).

Tseng and Kuo (2008) States that when a firm chooses to internationalize it is because they
want to sell their products in other markets than the home market, and also for gaining
competitive advantages. Internationalization theories often state that the international
expanding of a firm is, first gradually trying to get market knowledge, and over time try to
reduce the risk and uncertainty for the different countries markets.

Historical development of internationalization research was in the beginning dominated by the
formation of the theoretical models. Four different perspectives of internationalization are
used: internationalization theory with focus on multinational enterprises, the Uppsala model
approach by Johansson and Vahlne, the network approach and internationalizing through
international entrepreneurship (McAuley 2010). Internationalization process is a rational
progression of an international commitment that is increasing through regular acquisition of
knowledge from foreign markets (Shi 2003).

We have not found any previous studies in the field of differences between an Australian and
a Swedish company’s internationalization process, within the food sector. Therefore we
believe it is a highly important subject to investigate. Now day’s companies within the food
sector are more open for internationalization and they use different patterns when going
abroad. We believe that our findings when comparing the internationalization process of an
Australian and a Swedish company within the food sector can provide more interest for future
research.

1.3 Research question

Which factors affect the internationalization process of a Swedish and an Australian company
in the food sector, and how does the internationalization process differ?

1.4 Purpose

The purpose of our study is to describe an Australian and a Swedish company within the food
sector, and analyze which factors affect the differences and similarities in the companies’
internationalization processes.



1.5 Limitations

We have undertaken a qualitative research on two companies within the food sector, therefore
we only focus on these two companies and their internationalization process patterns. We are
not going to focus on a general pattern for a Swedish and an Australian company within the
food sector, the research is for the individual companies. Our theory is based on the most
common internationalization process theories. Therefore we are restraining ourselves from
using theory that is not the most commonly used.

1.6 Definitions

Internationalization process:
Is the process when a firm crosses borders to undertake international operations (Osarenkhoe
2009).

SME:

SMEs are companies that are small and medium-sized (Moss, Ashford & Shani 2003).
European SME companies have less than 50 employees and with a turnover that does not
exceed 10 million euros a year (Small and medium -sized enterprises (SMEs) SME Definition
2011). Australian SMEs have 20-200 employees (CSIRO’s small and medium enterprise
engagement centre 2011).

Food sector: organizations involved in processing and distributing food products (Elg &
Johansson 1996).



1.7 Disposition

Chapter 1
Introduction

Chapter 2
Theory

Chapter 3
Method

Chapter 4
Empirical data

Chapter 5
Analysis

Chapter 6
Conclusion

!

In this chapter we discuss the background and the theoretical
background that leads to our research question and purpose. We
also define our limitations and definitions.

This chapter includes theory on the chosen field that we will use as
a base for our analysis.

Here we present our research method.

Here we present the information we received from our three
interviews and other empirical data.

In this chapter we analyze the empirical material in terms of the
theories.

In this chapter we highlight our purpose and answer our research
guestion.



2. Theoretical framework
In this chapter we will describe our chosen theories. We will start of by explaining the

Uppsala model approach and the network approach. Then we will describe the phenomena
international entrepreneurship and innovation, and how they are connected to
internationalization.

2.1 Internationalization in the food industry

During the last decade there have been changes in the international environment, especially
which affects the way food companies produce and distribute their products across nations
(Anastassopoulos &Traill 1998).

Because of the economical, political changes and the development of EU in the 1990s, this
has increased the popularity of the European markets to other international actors (Larimo &
Huuhka 2007).

Some industries are called home based industries, the food sector is a good example of that.
The manufactures work almost only in the domestic market, especially companies that are
dealing with less processed products. The food sector is characterized by a network structure.
There are many benefits by extending the number of potential customers and suppliers, and
several strategies for entering an international market by creating relationships (Elg &
Johansson 1996).

The Australian food sector is an important part of the Australian economy, accounting for
approximately 20 per cent of manufacturing sector output. Growth in the Australian food
industry has been highly export oriented, with exports increasing at around 2 per cent per year
(Short, Chester, Berry & Elliston 2007).

Two of the most important inputs to the production of elaborately transformed foods are
investment funds and new technologies, because most manufacturing processes are capital
intensive (Short, Chester, Berry & Elliston, 2007).

The Swedish market has had a very concentrated structure. Three companies controlled 90 per
cent of the Swedish food market. At the producer level most sub industries have also been
concentrated, and were dominated by two or three manufacturers (Elg & Johansson 1996).
Therefore a large part of the food industry in Sweden has been protected from the
international competition.

Many markets in Europe have been protected in this way, which means that entry barriers
have been very high. Therefore opportunities for Swedish firms to go national have been
limited. When the restrictions that protected the national markets were gone, new possibilities
and threats arise for the producers and retailers (Elg & Johansson 1996). The European Union
has now eliminated these barriers (Bengtsson, Elg & Johansson 2000). Companies and
countries are now more open to adapting products for new markets, and new markets are
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more open for trying new food products that are not made in the home country. The
internationalization within the food sector is growing and more companies try to go
international (Murdoch & Miele 1999).

Sweden has rather stable and small domestic markets which only can offer limited growth, as
a result it has forced companies to enter new foreign markets (Larimo & Huuhka 2007).
Swedish companies acting in the food sector seems to have a strategy that is based on long
term relationships and alliances (Bengtsson, Elg & Johansson 2000).

2.2 The Uppsala model approach

In Nordic countries during the early 1970°s two researchers, Johanson and Vahlne did an
investigation on internationalization, with a focus on SME firms. Together the researchers
have been referred to as the “Uppsala school”, because they started their own theory structure
and they constructed the Uppsala Internationalization Model (Ruzzier, Hisrich & Antoncic
2006).

Johanson and Vahlne (1977) describe that Swedish companies often develop their
internationalization process in small steps, instead of creating large production investments at
first. Usually companies starts out by exporting to a country via an agent, after that they
establish a sales subsidiary, and eventually they might start production in the foreign country.

The Uppsala models internationalization process starts from the interaction between being
committed to international business and creating knowledge about international operations
(Mohamed & Alexandre 2010). Two important aspects of Johanson and Vahlne (1977) study
is market commitment and market knowledge. Market commitment contains of two factors,
the amount of resources committed and the company’s degree of commitment. The amount of
resources committed is the size of the company’s investment in the market. The concept is
broad and it can include investment in marketing, organization, personnel and other areas.
The company’s degree of commitment can be how many resources that are put in to one
market. The degree of commitment can be perceived as higher the more resources are
integrated with different parts of the firm, and their value is resulting from these activities.
Market knowledge is important because many commitment decisions are based on
knowledge. It is important to have knowledge about opportunities and problems because this
is often what initiate business decisions. When a company needs to evaluate different business
alternatives, this needs to be based on some knowledge (Johanson & Vahlne 1977).
In Johanson and Vahlne (2009) revised article they explain that the basic structure of the
model is still the same, they have made a few changes. They added the concept of recognition
of opportunities to the knowledge concept. Opportunities are a part of knowledge, and by
adding this to the concept of knowledge they indicate that this is the most important part of
knowledge.

There is a connection between market commitment and market knowledge. Knowledge is a
form of resource, (human resource), and the more knowledge a company has about the
market, the more valuable the resource are and the commitment to the market get stronger.
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There is a distinction made between state and change aspects of internationalization. Market
commitment and market knowledge are the state aspects, and current business activities and
commitment decisions are the change aspects (Johanson & Vahlne 1990). Knowledge about
the new markets that a company enters is a crucial aspect for international expansion (Amal &
Filho 2009). Market commitment and market knowledge are expected to affect decisions
concerning commitment of resources to foreign markets and the performance of current
activities. Current activities and commitment decisions are in turn affecting market
commitment and market knowledge (Johanson & Vahlne 1990).

The major obstacles for companies are the lack of knowledge on external markets and
concerning operations. Another important factor is experience, as this provides companies
with the capability to develop new ventures and to learn from them. This can reduce the
uncertainty that can be associated with the commitment and involvement in foreign markets.
As the knowledge improves, the international expansion will increase following a linear and
gradual progression (Mohamed & Alexandre 2010; Amal & Filho 2009).

Brewer (2007) mentions that there is a connection between psychic distance and knowledge
which means that the company’s manager will tend towards those countries that is the easiest
to get to know, and they will avoid those who are harder to get to know.

Johanson and Vahine (1977, p.24) define psychic distance as “the sum of factors preventing
the flow of information from and to the market”. These factors can be language, education,
culture, business practices and industrial development (Johanson & Vahlne 1977).
It is also said that psychic distance is a result of observed business differences between the
company’s home environment, and the foreign markets environment. The bigger the
perceived risks are, the less likely it is that the firm will enter the market. Therefor companies
tend to select markets that are similar to themselves first, and later on move on to countries
that are perceived as dissimilar (Brewer 2007).

According to Sousa and Lages (2011) firm’s expansions to new markets can create growth
opportunities, but before going international the firm must chose which market they want to
enter. The process of finding the right market is in international market expansion a key
success factor. To select the correct foreign market is a crucial part of the firm’s
internationalization process.

Psychic distance is the concept of the complex differences among markets. When a firm has a
lower psychic distance to a country it is more likely that the firm will chose to go international
to that country. This is because the firm has a better understanding for a company with low
psychic distance than high psychic distance. It is most likely that firms that operate with other
firms within low psychic distance standardize their products or services. Since the countries
are similar on different aspect there is often no need for adaption. If a firm operates with
another firm within a high psychic distance it is more common that their products or services
are being adapted since the countries are not so similar according to different aspects (Sousa
& Lages 2011; Kontinen & Ojala 2009).



Key components of psychic distance are the country’s characteristic differences. Differences
between the foreign and the home country regarding competiveness, regulations,
developments and infrastructure are crucial elements of psychic distance. These factors are
key components in persuading the international operations of the company (Sousa & Lages
2011)

SMEs often chose markets with low psychic distance. Thus, as cited in the Uppsala model,
companies most likely start their foreign operations with countries that has a low psychic
distance, and after that enter countries with higher psychic distance. In other words
companies, especially SMEs favor countries that are similar and share a similar environment
as their home country. Findings from research about SMEs and psychic distance have shown
that by recruiting managers that have a lot of knowledge of the target country can help
companies in different aspect such as costs and research (Ojala & Tyrvainen 2009; Clerq,
Sapienza & Crijns 2005).

2.3 Network approach

The fact that networks are important is widely recognized in literature (Loane & Bell 2006;
Tseng & Kuo 2008). According to Hakansson and Snehota (1989) as cited in Chetty and
Stangle (2010), “no business is an island” because businesses is a part of a network context
where there’s inter-dependency amongst members of  the network.
During the firms internationalization process networks are important when identifying
opportunities. Many studies came to the conclusion that SMEs rely on network relationships
so that they can learn more about internationalization (Chetty & Stangle 2010; Agndal &
Chetty 2006).

Foreign investment is viewed as an extension of the home network and a channel for
obtaining important foreign resources (Tseng & Kuo 2008). The network approach has shown
to be mainly relevant for SMEs internationalization. When explaining internationalization
from the network approach, relationships are important. (Amal & Filho 2009)

Chetty and Stangle (2010) claim that SMEs usually have less recourses available for
internationalization and innovation, and they seem to compensate their internal resources by
obtaining external resources and assets through network relationships. These network
relationships give SMEs a diversity of knowledge which is an important factor for
recognizing potential new innovations and opportunities in international markets.

The knowledge in the long term relationships is often concentrated to one person in the
business, and this person will have a big impact on the internationalization process through
close social relationships with other individuals. These relationships are important and have a
big impact on the business (Ruzzier, Hisrich & Antoncic 2006).

Ruzzier, Hisrich and Antoncic (2006) states that a company’s position in a network can be

seen both from a macro (firm-to-network) or a micro (firm-to-firm) perspective. From the

micro perspective competitive relationships are important elements for the internationalization

process. Firms develop and establish positions in relation with other parts in a foreign
9



network, such as a firm that operates in a domestic market develop a business network with
another firm that is acting on a foreign market.

The behavioral theory of internationalization assumes that international growth can be
described as a process where the company goes through different incremental steps that
reduce the uncertainty surrounded across border activity. It is based on information from
Swedish companies, and Johanson and Vahine described both the pace and direction of
successive international activities. Their study argued that a company gradually can change
the nature of its activities in a foreign country. Companies can go from only export to fully-
owned subsidiaries within countries, and expand to countries that have a close psychic
distance (De Clercq, Sapienza & Crijns 2005).

Internationalization through networks can be when a firm has a network with another firm
that is acting international, and through this network the first firm goes international via the
other firm that is operating international. SMEs internationalization process patterns are often
linked to the network approach. The internationalization occurs through consumers that
influence the entry into foreign countries. It can also occur through suppliers, clients and even
competitors. In other words the Network internationalization process occurs mainly via
existing relationships networks (Amal & Filho 2009; Tseng & Kuo 2008). According to
Tseng and Kuo (2008) networks are important for SMEs. Through networks with other
companies or customers in other countries SMEs are able to go international, if their products
or services are suitable. Access to exterior resources can play a big part in SMEs
internationalization process.

The international markets for SMEs are generally wide and varied, and trying to decide which
markets to enter is a big decision. Therefore networks are an important part for companies,
because these networks contain partners that give guidance in foreign market selection and
suitable entry modes (Zain & Imm Ng, 2006).

Network relationships have generated knowledge opportunities for businesses and have
motivated companies to enter international markets. Working together cooperatively can help
people overcome adversity and lack of motivation (Zain & Imm Ng 2006).

De Clercq, Sapienza and Crijns (2005) suggest that knowledge renewal and exploitation
concerning foreign markets and the internationalization process can increase
internationalization by affecting the management’s perceptions offered by other international
actors. Firms that also are innovative may be more likely to develop a long term presence on
the international market, compared to companies that are more conservative and reactive.

2.4 International entrepreneurship

European Union governments are encouraging SMEs to go international and generate
earnings on other markets than just the home market. For some SMEs internationalization is
not so easy because their products or services may not be suitable for other markets than the
home market. The internationalization among SMEs is growing and their internationalization
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process pattern can be connected to international entrepreneurship (Wright, Westhead &
Ucbasaran 2006).

International entrepreneurship is a phenomenon with a growing interest for researchers in
international marketing. International entrepreneurship concerns smaller entrepreneurial firms
that are internationalizing. The defining of the phenomena is still in progress but some
definitions are given by different researchers. The newest definitions have topics concerning
international entrepreneurship and the branding strategies of born global and internet, female
entrepreneurship and micro multinationals (Fillis 2007).

One definition of international entrepreneurship that many researchers are reflecting to is
Wright and Ricks (1994) as cited in Styles and Seymour (2006) p. 134: “A firm-level business
activity crossing national borders, with the research focus being on the relation between
businesses and the international environments in which they operate- arguably more a
strategic management viewpoint”.

Another definition is: “the process of creatively discovering and exploiting opportunities that
lie outside a firm’s domestic markets in the pursuit of competitive advantage”. By (Zahra &
George 2002, p. 261 as cited in O’Cass & Weerawardena 2009).

According to Styles and Seymour (2006) entrepreneurs have increasingly gone into markets
that are international and global. In entrepreneurial internationalization the focus is on the
opportunity. Entrepreneurship and internationalization has many similar characteristics such
as; adaption of innovative behaviors, involvement of entrepreneurial managers, risk-taking in
environments that are uncertain, awareness of opportunities that are unexploited leads to new
market entries (Styles & Seymour 2006).

Research about international business has generally focused on large, established
multinational companies. When entrepreneurship researchers have primarily focused on the
medium and small-sized businesses and venture creation in the domestic market. However in
recent years international business and entrepreneurship has been connected. Business in a
growing number of countries is seeking for international competitive advantages through
innovations that are entrepreneurial (McDougall & Oviatt 2000).

According to Rundh (2010) before the role of international entrepreneurship in SMEs
internationalization has had a limited attention in the literature of international marketing. But
in recent years SMEs Internationalization has had a major interest for the international
marketing literature. Unique ways are found for SMEs to overcome their size-related
internationalization constraints. Internationalization in SMEs is seen as an entrepreneurial
activity.

Greater entrepreneurship can help SMEs to conquer their source-poverty constraints and get
on rapid internationalization. It is shown that SMEs can be more innovative than large firms
which can give SMEs competitive advantages. If a SME are able to have entrepreneurial
behavior depends on its competencies and resources such as staff (Amal & Filho 2010).
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Internationalization in a SME is an entrepreneurial activity. Firms that want to internationalize
has to undertake organizational innovations. In a firm the internationalization is driven by a
manager that has the characteristics that can be termed “international entrepreneurial
characteristics” (O’Cass & Weerawardena 2009).

SMEs have increased their exports to other countries because of the entrepreneurship in the
firms. When a SME chooses to go international they often follow a strategy that is
entrepreneurial. A market orientation that has its spotlight on understanding important needs
in other markets are connected to entrepreneurial behavior within the internationalization
sector (Rundh 2010).

Ratten (2006) states that in Europe the European Union has increased their strength and trades
that are international and they are increasingly important. Of all the businesses in the
European economy SMEs stands for 99 per cent. Often, small firms have a disadvantage
because of the lack of managerial and financial resources. Therefore it takes time for many
small firms before they feel comfortable in an environment that is international.

It is more likely that a large firm is international. Small firms use both informal and formal
networks so that they can get access to new international markets. In a study of a small
Swedish firm it points out that the network coordination can be worn to ease the use of
resources. If a company is in a domestic market that is competitive, it is more likely that it
would begin to internationalize. Nordic companies often invest in competences, such as
education, more than other countries in Europe, to be able to internationalize (Ratten, 2006).

2.6 Internationalization through innovation

Innovation and entrepreneurship are connected and Porter (1990) as cited in O’Cass &
Weerawardena (2009) defines innovation as “to include both improvements in technology and
better methods or ways of doing things. It can be manifested in product changes, process
changes, new approaches to marketing, new forms of distribution, and new conceptions of
scope.”

Internationalization and innovation is important for a small and open economy such as
Sweden and Australia, they have acknowledged the importance of encouraging their SMEs to
be more innovative and internationalize in order for them to grow (Chetty & Stangle 2010).

Innovation is defined as an ongoing process of, searching, learning and exploring, creating
new products, new techniques, new markets and new forms of organization (Gellynck,
Vermire & Viaene 2007).

Much literature agrees on the importance of technological innovation, so that organizations
can sustain economic growth and social welfare. Innovation is a key aspect for companies and
countries, and more attention is being brought to this subject (Estrada & Heijs 2006).
Andersson and Wictor (2003) also state the importance of SMEs ability to be innovative.
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Companies that are investing in innovation can develop and license new technologies, create
more efficient and less costly production techniques, develop new products and processes,
and because of this become more competitive.
Many researchers are linking innovation to internationalization. International research
partnership, international networks for innovation, comments and ideas, international
recruitment for research and managerial staff encourage exchange of ideas (Pittiglio, Sica &
Villa 2009). Pittiglio, Sica and Villa (2009) means that internationalization is an important
process underlying companies innovative activities and technological dynamism.
Gellynck, Vermire and Viaene (2007) describe that networks can be seen as resources that
provides new knowledge and capabilities.

Companies that are international are more innovative because they have access to a larger
stream of ideas from external sources. Firms that are active on an international market create
more knowledge than domestic firms. This is especially important for small companies,
because they may have limited internal resources. It can be hard for small companies to
finance R&D activities, which affects the company’s innovative capacity. Innovation requires
access to capital, or alliances can be made which can minimize the need for new investments
in complementary assets (Pittiglio, Sica & Villa 2009).

Innovation is strongly directed by co-operations in networks. If companies want to be
successful in their innovations they are dependent on interacting with outside companies and
third actors. Being able to be a part of a network and taking part in collaborations with
partners belonging to the network, will help the company to overcome internal restrictions
(Gellynck, Vermire & Viaene 2007).

The process of innovation is both driven by internal and external resources. The internal refers
to R&D, financial structure, staff, experience and managers. External can be networks,
regional markets and competitors (Gellynck, Vermire & Viaene 2007).

Pittiligo, Sica and Villa (2009) describe that when companies devote more capital, both
physical and human, to R&D, it creates a higher production of knowledge.
External factors can also make a big difference in a company’s innovation process. Many
researchers agree on the importance of networks as a channel for creating knowledge. The
external inputs can come from three different sources. The first one is that companies can
improve their innovation through making contracts and creating alliances with other
companies. The second source is taking advantage of knowledge from universities. Finally,
ideas and knowledge can be generated from sources such as customers and suppliers.
Innovating companies develop their own special knowledge and capabilities that produce
organizational performance (Knight & Cavusgil 2004).

Companies can gain advantages when exchanging information with customers. Customer
involvement can provide companies with user feedback, which can lead to product
improvements.

Other benefits that can be generated through innovative networks are, accessing new markets,
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complementing and supplementing internal products development efforts and the transfer of
knowledge (Pittiligo, Sica & Villa 2009).

The external inputs are particularly important for SMEs. Even though small companies are
often lacking R&D investments, they provide important contributions in terms of innovative
output. They tend to rely on other types of input (Pittiligo, Sica & Villa 2009).

Internationalization influences a company’s innovation in many ways. An international
company can improve its innovative capacity by being able to take advantage of more
resources, which often isn’t available on the domestic firm. Internationalization also gives
companies more opportunities to capture ideas from a larger number of new markets.
Therefore international companies have a greater opportunity to learn (Pittiligo, Sica & Villa
2009).

Large innovative companies are more likely to export, and smaller innovative companies that
only has a few innovations are less likely to export and more likely to concentrate on the
domestic market. Therefore this effect SMEs innovation options because of their constrains
(O"Cass & Weerawardena 2009). Knight and Cavusgil (2004) believe that young companies
that has a strong innovation culture and a tendency to pursue international markets, seem to
internationalize earlier than internationally oriented young companies that lack an innovation
culture.

Researchers state that innovation usually comes from two major sources. The first is internal
R&D that consists of the company’s accumulated knowledge. The second source is that
innovation comes from imitation of other firms innovations. R&D helps companies to
introduce new products and methods of production, is also creates new markets and reinvents
the company’s operations (Knight & Cavusgil 2004).

2.7 Findings

Based on the given theory, it has shown that there are many factors that are influencing
companies’ internationalization processes. We have divided them in to the four following
factors.

2.7.1 Overall strategy

According to Yeung and Chelliah (2010) the purpose of strategy is to align the company’s
resources to exploit opportunities and reduce possible threats.

Today’s technological revolution and the numerous competitors are creating many challenges for
companies. SMESs that are expanding to other countries must have a business strategy, so that
they can exploit opportunities in the best possible way (Yeung & Chelliah 2010). Since there
are many internationalization strategies, companies have to choose a strategy that is right for them
(Malhotra & Hinings 2010; Qian, Li, Qian & Li 2008). The most common and traditional
internationalization strategies are based upon the Uppsala model, network approach,
international entrepreneurship and innovation (Chetty & Stangl 2010; Shi 2003). The Uppsala
model which was inspired by the internationalization patterns of the 1970s, suggests that
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companies internationalize in small incremental steps. However the world is constantly
changing and companies are now trying to internationalize faster and faster (Barkema &
Drogendijk 2007). Therefore newer and different strategies are developed in literature, which
are challenging the traditional view of the Uppsala model ( Chetty & Stangle 2010).

2.7.2 Market choice

It is important for companies to choose the right foreign market for its internationalization
process (Sousa & Lages, 2011). The market choice for SMEs are often markets with similar
culture, tastes and values (Ojala and Tyrvéinen 2009; Clerqg, Sapienza and Crijns 2005). The
choice of market is crucial. Management’s experience and knowledge of foreign markets, and
attitude towards internationalization plays a big part in a company’s market choice (Awuah,
Gebrekidan & Osarenkhoe 2011). In foreign markets, networks provide benefits for the
choice of market. For SMEs who does not have all the resources for going abroad, the choice
of market through networks is beneficial (Hynes 2010). The choice of market is different for
different companies. Companies’ chooses the markets that are the most suitable for them.
Companies that are manufacturing its products often choose markets where they can establish
an agent or a wholly owned subsidiary (Blomstermo, Sharma & Sallis 2006).

2.7.3 Entry modes

When a company has decided to enter or expand in a foreign country, it has to decide in
which way it will be implemented. Selecting an entry mode is one of the most important
strategic decisions an international company has to make (Osland, Taylor & Zou 2001).
Several foreign entry mode options exists (Liang, Musteen & Datta 2009). Most
classifications of entry modes only contain general categories such as direct or indirect
exporting, franchising, licensing, joint venture, partially or wholly owned overseas subsidiary,
management contracting and contract manufacturing (Koch 2001; Backhaus, Buschken &
Voeth 2005). Which entry mode a company decides to use can depend on different factors,
such as market knowledge, resources and commitment (Backhaus, Buschken & Voeth 2005).

2.7.4 Proactive/reactive behavior

Companies’ behavior within the food sector can either be reactive or proactive, when
internationalizing. The reactive behavior is developed from the limited opportunities or the
lack of them, in the domestic market. Most retailers try to satisfy the demand in the domestic
market before they expand to other foreign markets. Proactive behavior is when companies
search for new foreign opportunities before the domestic market is saturated (Larimo &
Huuhka 2007). Firms that have proactive behavior are innovative and acts rapidly. Reactive
behavior means the opposite, the firm is not acting rapidly and does not have a focus on
innovation (Rundh 2011). Proactive behavior is connected to risk taking and rapid search for
new opportunities on new markets. A firm that is proactive has an innovative vision
concerning the growth strategy of the firm (Amal & Filho 2009). Lan and Wu (2010) states
that reactive behavior in firms is connected to caution. Deciding exports tactics are made
slowly. Proactive behavior is more efficient in terms of growing on foreign markets. By
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proactive behavior the firm is meeting their new markets before their competitors and forecast
demand changes.

Figure 1

This table is an overview of our theoretical findings. We have divided the theory into three
categories which is Uppsala model, Network and international entrepreneurship/ innovation.
We chose four factors that can describe a company’s internationalization process which is

overall strategy, market choice, entry mode and proactive/reactive.

Overall strategy | Market choice | Entry mode Proactive/reactive
Uppsala -Psychic distance. | -Low psychic -Small steps Reactive
distance
-often starting
- similar markets | out with an
agent. Latera
sale subsidiary,
production.
Network -Based on personal | -Based on -Based on the Reactive
and company networks external
relationships. networks and
knowledge
International -Creating new -Based on the - Based on fast Proactive
Entrepreneurship knowledge and opportunities on | establishment
J/innovation capabilities. the new
markets/finding
-Opportunity new markets
oriented.
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3. Research Method

3.1 Data collection method

When researchers have decided a research method, they need to choose which qualitative data
collection method they are going to use. The data collection methods chosen should enable
researchers to collect all the information needed to answer your research questions (Myers
2009). There are many data collection methods, each one with its own advantages and
disadvantages (Sekaran 2003). We have chosen a combination of secondary and primary data,
SO We can answer our research question in a good way.

3.1.1 Secondary data

Secondary data is data that already exist and do not have to be gathered by the researchers
Sekaran & Bougie 2009). Examples of secondary data can be published or unpublished
information, data available from previous research, journal articles, case studies and library
records, online data and company websites. (Sekaran & Bougie, 2009; Myers 2009).
Our secondary data contains of scientific articles from databases, websites and literature.

3.1.2 Primary data

Primary data is data that is collected for research from the actual site of occurrence of events
(Sekaran & Bougie 2009). Myers (2009) describes primary data as the data which is
unpublished and which the researcher has gathered directly from the people or the
organization. Primary data include data from interviews, fieldwork and unpublished
documents such as minutes of meetings and so forth. Myers (2009) describes how primary
data add richness and credibility to qualitative researches. The primary data that the
researchers have collected themselves represent a part of the added value that you bring to the
table. The primary data that have been collected is unique to the particular research project.
Our primary data is based upon interviews with two companies, Gourmet Gardens and
Orneborgs Delikatesser AB. At Gourmet Gardens we interviewed the chief operating manager
and the marketing manager, and at Orneborgs Delikatesser AB we interviewed the CEO.

3.2 Methodological approach

3.2.1 Qualitative research

Qualitative data consists of observations and different documents made by experts.
Quialitative studies where data are gathered through observations or interviews are exploratory
in nature. The data may reveal some pattern regarding the phenomenon of interest, and
theories are developed ( Sekaran & Bougie 2009). Qualitative data is used when authors want
to describe something. The authors capture and communicate other people’s experience of
the world in their own worlds.
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You can say that qualitative data tells a story, and in our case we tell the story of two
companies’ internationalization process (Patton 2002). Sekaran and Bougie (2009) mentions
that exploratory studies are essential when some facts are known, but more information is
needed for developing a sustainable theoretical framework.
Qualitative inquiry means that the authors go into the research field, in to the real world,
streets, companies and getting close to the people and circumstances, to capture what is going
on. Qualitative data usually grow out of three kinds of data collection, in-depth open- ended
interviews, direct observation and written documents. The qualitative data typically come
from fieldwork. This means that the researcher spends time in the setting under study, people
interviewed and documents analyzed. A qualitative researcher talks with people of importance
to their study about  experiences  and perceptions (Patton 2002).
We have chosen a qualitative approach because this research method suits our study in a good
way. We want to find out and describe possible differences between the Australian company
and the Swedish one, in their internationalization process. To do this we need to use the
qualitative approach because we want in-depth information. We conducted in-depth
interviews to sample information that could help us answer our research question.

3.3 Sample

For our study we wanted two companies that were in the same industry and that where
dealing with similar products (food). We wanted to investigate companies that were
reasonably similar in size, i.e. SME companies, so that we could compare them and analyze
possible differences. Even though Orneborgs Delikatesser and Gourmet Garden both are
SMEs, Gourmet Garden is a much bigger one.

Our Swedish company Orneborgs DelikatesserAB is a company that has existed for a long
period of time, however they still have not managed to internationalize extensively. The
Australian company Gourmet Gardens was established in 1998, and has since then
internationalized rapidly. While the companies on the one hand are similar they also have
many differences, which made them a good choice for our research.

Our interview objects were also selected carefully. We wanted to collect much information,
and therefore we needed to interview people that possessed this. At Orneborgs Delikatesser
we chose to interview the CEQO, since he was the one that had most knowledge about the
company. To Interview him was an obvious choice for us, since he had the best insight and
information to give us. At Gourmet Gardens the choice was not that obvious. It is a bigger
company and there are more individuals that possess valuable knowledge that could gain our
study. We decided to interview the chief operating manager of Gourmet Gardens in Australia,
because he had the best knowledge on the Australian market. We also chose to interview the
marketing manager, so we could collect more information from another point of view.

3.4 Interview guide

Interviews are one of the most important data gathering techniques for qualitative researchers,
and that is way it is important to create a good interview guide (Myers 2009). Questions or
issues that the authors want to explore are listed in an interview guide.
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The interview guide can provide different topics or subjects areas within which the
interviewer can explore and ask questions that will clarify and illuminate that particular
subject. However the interviewer remains free to create a conversation within a particular
area, and ask questions spontaneously, and to establish a conversation but still with the focus
on a particular area that has been predetermined (Patton 2002). After we had done a thorough
literature search and finalized our theory part, we started to create our interview guide. We
based our interview guide on different areas from our theory that is important to our research.
Although we created relatively specialized questions, we still kept some degree of openness
so that the respondents could talk freely about possible thoughts that were important to
him/her.

An advantage with having an interview guide is that is makes sure that the interviewer
carefully has decided how to use and take advantage of the limited time available in an
interview situation (Patton 2002). We sent our interview guide to our respondents before we
conducted it, so they could prepare and gather information that they might not have been able
to give us otherwise. By sending our interview guide ahead we got all the answers and
information we were needed.

In contrast to quantitative finding, the qualitative findings are longer, more detailed. To do an
analysis is more difficult because the responses are neither systematic nor standardized.
However the open-ended responses make researchers understand the world as seen by the
respondents. The purpose of collecting responses to open-ended questions is to allow the
researcher to understand and capture points of view of other people (Patton 2002)

3.5 Interview process

The information collected from the interviews should be as free as possible from bias. Bias is
the errors or inaccuracies in the data collected. Biases can be created by the interviewer. The
interviewer could bias the data if responses are either misinterpreted or distorted (Sekaran
2003). To avoid misinterpreting and misunderstandings we asked our interview objects many
follow-up questions. Even after our interviews we had good contact with our respondents. We
have had much contact through e-mail, if we had any more questions or concerns.

In depth interviewing is the best way to find out what the respondent feels or thinks. The
interview should be conducted in a place that is safe and comfortable for yourself and the
participant (Bouma & Ling 2004). In 2011-02-20 we conducted our interview with Gourmet
Gardens at their office, a familiar and comfortable environment for them. Our first interview
was with the chief operating officer Andrew Eves-Brown. During approximately an hour we
were able to collect valuable and interesting information that gained our research. We also
conducted an interview with the marketing manager Jacqui, which was able to give us
complementary information about the company. Our interview with the CEO of Orneborgs
Delikatesser was conducted 2011-02-24. Because the CEO is located in Sweden we had a
meeting through Skype. The interview lasted for approximately 90 minutes and we were able
to get a lot of valuable information.
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Bouma and Ling (2004) mentions that a common way to document the interview is by
recording the interview. This creates a thorough collection of the data, which later can be
viewed as many times that’s needed. However this documentation does not record body
language and gestures, which is important to be aware of. We recorded the interview with a
tape recorder so that we could get access to the material easier, and process it at a later time.

3.6 Analytic method

It is important that the conclusions that are drawn are verified in one way or another. This
means that researchers must make sure that the conclusions that are derived from the
qualitative data is valid and reliable (Sekaran & Bougie 2009).

3.6.1 Validity

Sekaran and Bougie (2009) explain that how can we be reasonably certain that we are indeed
measuring the concept we set out to measure and not something else? This question can be
determined by applying certain validity tests. There are different types of validity tests that are
used to test the validity. According to Neuman (2006) validity is defined as truthfulness and
how well your empirical reality is measured, and fits with your mental image of an idea. To
describe it more easily, validity is how well the part of reality that you measure, matches with
the thoughts you is using to recognize that part of reality. According to Eriksson and
Kovalainen (2008) Validity is when the research should give an accurate explanation of the
event, and the research must be true. We believe that our research has high validity because
we have conducted three interviews with individuals that possess the best and most valuable
knowledge for our research.

3.6.2 Internal validity

Internal validity is primarily concerned with the logical relationship between a study and
existing theory in the area (Johnson & Clark 2006))

Validity is defined as the extent to which an instrument measures what it purports to measure.
It refers to the extent to which the research result accurately represents the collected data and
can be generalized or transferred to other contexts or settings (Sekaran & Bougie 2009). By
controlling experimental designs and experimental situations, internal validity permits you to
view out potential different causes (Neuman 2006). We believe our research has high internal
validity because we have interviewed the two persons that have the most knowledge about the
companies. Our questions have been answered in a way that we had expect, which also
increases the internal validity.

3.6.3 External validity
External validity raises issues about the generalizability of the findings or the settings.

Interactive testing and selection effects may restrict the external validity of our findings
(Sekaran & Bougie 2009).

External validity is related to the possibility of generalizing results beyond the actual study
area.
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External validity exists if results can be used in other events or characteristics that are
contemporary with, but not of main interest, the study, or as a basis for making a forecast of
future consequences. Crucial for external validity, is the relation (fit) between our
measurement and the actual manifestation of other external correlated indications (Johnson &
Clarke 2006).

3.6.4 Reliability

The reliability of observations techniques can often be questioned. Will one person’s
observations be the same as another person’s observation? (Sekaran & Bougie 2009).

Sekaran (2003) mentions that the reliability of a measure shows to which it is without bias
(error free). Eriksson and Kovalainen (2008) states that reliability shows the degree to which a
procedure, instrument or a measure on repeated trials gives the same result. Our research has
high reliability because both of us participated at the interviews, and focused on chosen
aspects to get the information that we wanted. Our information is conducted in a way that it is
relevant for our research question.

3.7 Deductive analysis

There are two main research methods, inductive and deductive. Inductive reasoning is a
process were researchers observe specific phenomena and on this basis makes general
conclusions (Sekaran & Bougie 2009). The deductive mode means that the creator of
knowledge goes from theory to facts (Johnson & Clarke 2006)

In deductive reasoning, researchers start with a general theory and then apply this theory to a
specific case (Sekaran & Bougie 2009).The data is analyzed according to an existing
framework.

Deductive reasoning, or hypothetic deductive method, is when theoretical propositions or
hypotheses are generated in advance of the research process, and then modified (Mason
2002). Deduction is when theory is the first cause of knowledge. What is theoretically known
about a phenomenon can be deduce on one or more hypothesis by a researcher. The
hypothesis is then issued to empirical study. The deduction process is linear, starts from
theory to empirical research. Eriksson and Kovalainen (2008) define deduction as when the
researcher starts with theory research and when finding the research, move on to empirical
research.

We have chosen to do a deductive research because we think this is the most suitable
approach for our study. We started with searching for suitable theory, after that we created our
research questions, and from these questions our empirical material was developed.
The most common criticism directed at the pure deductive approach is precisely its
dependence on the theory and the observations. There is a risk that those observations that are
made will not fit that reality which they are meant to describe (Johnson & Clarke 2006). We
believe that our observations fit the reality because they describe the genuine reality. Because
of the fact that we were two people conducting the interview, the chance of misinterpretation
is lower.
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3.8 Operationalization

Operationalization is when a concept goes from abstract to measurable. Operationalization is
done by different steps, the first step is finding a definition of what you want to measure.
After that the content of the measure is necessary to think about, it can be different questions.
Finally a response format should be done and the reliability and validity of the measurement
has to be reviewed (Eriksson & Kovalainen 2008).We have not found any studies that handle
the differences between a Swedish and an Australian food company, and their
internationalization process. To operationalize and clarify our research question we have
chosen to focus on theories that are dealing with topics that are connected to the
internationalization process.

4. Empirics
Here we will present our empiric work which is based on interviews with two companies, and
secondary data from their websites. The first company is Gourmet Gardens, an interview with
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Andrew Eves- Brown, the Chief Operating Officer in Australia and the marketing manager
Jackie was conducted 2011-02-20. The second company is called Orneborgs Delikatesser AB,
and we conducted an interview with the CEO Lars Haglund in 2011-02-24. We will also
present Sweden and Australia’s exports traditions within the food sector from secondary data.

4.1 Sweden’s internationalization within the food sector

Sweden is a small country, and their welfare depends on its trade with other countries.
Sweden imports almost twice as much food products than they export. In 2008 the export was
worth 48 billion SEK and the import 88 billion SEK. Both exports and imports are increasing
each year. Sweden exports mainly bread, cereals, various processed food and beverages. They
deal mostly with other EU- countries and neighbor countries, especially Finland, Denmark,
Germany and Netherlands, since these countries are EU-countries there are no duties on the
products. Norway is also an important trading partner for Sweden but they are not included in
the EU. This has made it more difficult for Sweden to trade with Norway, since they have
very high tariffs on the products (Export och import av livsmedel, Jordbruksverket 2011).
Before Sweden entered the EU, the export within the food sector to other countries was lower.
This was because of the high tariffs and different rules between countries. The difficult import
restrictions and high tariffs often made it hard for companies within the food sector to go
abroad before they entered the EU. The EU opened a door for Sweden to export food products
without any high tariffs and import restrictions. After entering the EU 1995, the Swedish
export has increased heavily with 97 percent.  (Sveriges internationalisering under 50 ar
2011);( Sveriges livsmedelsexport 2011);(Livsmedelsexport 2011).

4.2 Australia’s internationalization within the food sector

In the late 1800, Australia had a period of rapid technological innovation, which formed the
way for successful exports, such as the food industry. During late 1980s and 1990s, many new
industries within the food sector were established with a focus on export (Food industry
2011). Australia is an export-oriented country, and they have a policy of free trade and trade
relations with their neighbors that are diplomatic and close (Sveriges forbindelser med
Australien 2011).

Australia’s food industry covers a wide range of products. Their climate and cutting edge
technology makes Australia a dependable long-term supplier within the food sector to global
markets. Today the food industry is an important component of the economy in Australia.
Australia has a worldwide reputation for their superior and premium quality food production.
In 2007 Australia’s food export was worth 30.8 billion AUD. Australia’s largest market for
their export are United states and Japan, followed by New Zealand, Indonesia, United
Kingdom and the republic of Korea. After first only exporting to countries with the closest
distance, the Australian food sector is now exporting to countries with higher distance (Food
industry 2011).
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4.3 Gourmet Gardens

In the middle of 1990, two scientists were unsatisfied with the flavor of dry herbs and the
herbs that only was available for a short season, every year. This was the main reason that led
them to discover a unique process to take advantage of the fresh herbs and spices and store
them under refrigeration. In 1998 Gourmet Garden was established in Palmwoods, and
Queensland became the base for the company. Their vision was to package the herbs and
spices fresh, without cooking or any dying procedures. They wanted to ensure the best aroma
and fresh flavor, with a high value (History of the company, 2011). So they managed to put
fresh herbs and spices in a tube. The traditional way of doing this is by cooking, drying or
pickle them, and by doing this the natural oils and flavor destroys. In short terms it was all
about extending the shelf life of the products, which now can last up to three months. The
technique they used to create a longer shelf life for the products is called hurdle technique
(personal interview).

Gourmet Gardens started in their sister company which is called Tropics, and this is actually
where the company was born. The first two- three years was spent to prove that their
technique worked and to establish if there was a market for it. Once these two things were
done they started to build their own facility, which is the one that they currently are located in.
In 1998 in Queensland Australia, Gourmet Garden began commercializing the patented
process so they could ensure that the herbs were picked at the best time, so that the flavor and
aroma of the herbs were premium.
Their idea was to resolve an issue of seasonality pressure and to create something more than
what was already out on the market (personal interview).

Gourmet Gardens base was located in Australia and that was also the first market they
introduced there products to. At this time they did not have many competitors. There was one
company in United States that that created herbs in a tube, but they were not using the same
technology as Gourmet Gardens, because of the patent they have. Instead this company
worked around their patent but could not create a similar product because of the special
technique that was required. There were also a couple of other companies in Australia and
United States that tried to preserve herbs and spices, but they tend to use one of the other
preserving methods, which did not give the same quality and taste.
All the herbs and spices are grown in central Queensland, and some further down the cost.
Today they export to more than 18 countries around the world, and their products are sold to
more than 12000 retailers (personal interview).

In 1999 Gourmet Gardens has grown from a small and privately-owned organization that only
had success in Australia to a global success company. Gourmet Garden is now a big SME
emerging to a medium sized company, with about 140-150 employees. Today they export to
United States, United Kingdom, Canada, Europe, New Zealand and Asia and have had great
success. In the future more international markets are planned to penetrate (History of the
Company, 2011) and (personal interview).
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4.3.1 Internationalization process
Gourmet Gardens aim has always been to internationalize too many countries, and grow.

Their strategy was to find countries that had the same type of cuisine and taste as Australia,
and that was westernized. They wanted to enter countries that used the same types of herbs
and spices, and that was used to cooking with them. This was because these countries were
easier to enter because of the similar cultures.
They wanted to start at their home market Australia, and establish themselves as a strong
Australian brand. Therefore the first market that was entered was Australia. They entered the
market with ten products, despite many challenges (personal interview).

In 1999 they started to enter the UK market. Gourmet Garden first sold their rights to another
UK business, British peppers and spices, so that they could distribute their products. They
thought this could be an advantage for them since this company already had networks and an
established market. This company owned the rights in UK and Europe. In 2004 Gourmet
Garden bought back the rights from British peppers and spices because they felt that they had
a conflict of interest (personal interview).

In 2001 Craig Agnew was appointed CEO. Now the management team set up aims to grow by
20 per cent to 40 per cent, year-on- year, every year. It was also in 2001 that Gourmet Garden
secured a retail presence in Ireland. The manger of Gourmet Gardens in UK was originally
from Ireland, and it was from this network they entered Ireland (personal interview).

In 2002 they launched in the United States, using a 3" part storage company that data coded
and distributed for them. This company also employed their US team as consultants, this
enabled them to test and grow the market. In 2006 they had reached great success in the US,
they now had 10 000 outlets confirmed. Gourmet Gardens revenues where now raising, and a
threefold growth was achieved. In 2008 Gourmet Gardens set-up a legal entity in the U.S and
transferred the employment of their consultants to that entity. Setting up their own entity was
a big market decision, but is something they only have gained from (personal interview).

In 2002 Gourmet Gardens products was introduced in Sweden and Denmark.
In 2004 Gourmet Gardens started to enter the Canadian market. They started to enter the
Canadian market with American tubes, because of the different regulations there. But in
2005/2006 they launched a Canadian tube. In 2004 Gourmet Garden was also introduced in
the Netherlands. In 2005 they expanded in Europe, introducing their products in Germany and
Spain. In 2006 they also entered New Zeeland. And shortly after this they entered Singapore
and Hong Kong. After that Gourmet Gardens was introduced in North America, Spain and
Portugal. In 2010 they entered Slovenia. The latest markets that was entered in 2010 and
2011was South Africa and the united emirates. They are at the moment getting some interest
from Russia (personal interview).

The biggest difference between the markets is how focused they are on their own labels. UK
is a country that is very focused and fixated on their own country labels.
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This has made it difficult for Gourmet Gardens when entering there, because their strategic
plan has always been to be a labeled brand (personal interview).

The intention and strategy of Gourmet Garden has always been to go internationally. They
have always wanted to enter the big markets such as, United States, Asia and UK. The other
markets have developed from requests by countries.

They started by entering the countries that was easiest for them to enter, and then they moved
on to the markets that was more of a challenge. Entering the countries that was easiest in the
beginning was a strategic move, because then they could create more resources, experience
and knowledge.

The ways in which they have entered their markets have varied slightly. In the US they
immediately put in entities. The UK market was different because as mentioned above they
sold their rights to another company in UK and then bought them back again. In all the other
countries they have entered the markets through brokers. Brokers were used as a low risk
option of entering into markets where there were possible cultural and language barriers that
were better managed by local brokers. The disadvantages of brokers are the margin impact on
the business and the knowledge and focus gaps with a new category.
When Gourmet Gardens entered United States, Canada and UK, these markets needed a lot of
resources, compared to the others that were entered through brokers. The main resources to
start with were account managers to service the major accounts and operations staff that
handle the products. The reason for not using brokers when entering U.S, UK and Canada was
because they needed to have a greater control and focus on the brand as opposed to brokers.
They needed to set-up date-coding hubs in different geographies to enable them to service
their global expansion, and distribution operations. It has been important for Gourmet
Gardens to have knowledge about the markets they wanted to enter. They were lucky to
employee a Canadian national account manager that was based in Australia, who understood
the US market. He manages the account managers located in both the US and Canada.
The reason for selling the rights for the brand to British Pepper and Spice, was because they
had an intimate knowledge of the industry.

All of their products are made in the same way, because of the special technology. So when
entering different countries and cultures they do not make any special changes to the product.
Instead they change the variety of the products.

For example when trying to enter the Norwegian market they added the herb dill to the
assortment, because this is a very popular herb there. And in Asia they have added herbs and
spices that are popular in their cuisine.

They consider their internationalization process as relatively conservative. Most of the
countries entered have been planned and evaluated carefully, so they could establish if there
were suitable markets.
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Most of the markets entered have not had any competitors, except for South Africa. This has
also been an advantage for them.

Innovation is a big part of Gourmet Garden, especially concerning their technology. They are
constantly trying to develop and improve it. They have a R&D team of 17 people that are
trying to refine their technology and production process. Since the technology is a crucial part
of their business, they work hard on developing it. One thing that they are working on is
creating a clean label. Some countries prefer a clean label, an example of this is UK. Gourmet
Gardens as noticed that the UK market thinks it is important to have a clean label, without any
conservatives and e-numbers, so this is something that they are trying to improve.
They also take advantage of their customer’s opinions and thoughts, so they can improve their
products and techniques. They have a number of avenues to collect this information. The run
consumer awareness days and invite known uses to the facility for consumer groups as well as
giving consumers the ability to comment on-line through social networks. They have also
created a customer complaint process that captures any issues they have with the product on
the market.

Entrepreneurship is an important factor in Gourmet Gardens success. The whole company is
basically born on entrepreneurial systems. Their biggest market is in retailing, but they have
also extended their markets by selling to the industrial sector and food sectors, such as
restaurants and big chains for example Mc Donald’s.

4.4 Orneborgs Delikatesser AB

Orneborgs Delikatesser was established in Sweden 1969 by Willy Orneborg. In the beginning
the firm was primarily focusing on horseradish products. The firm produced horseradish on
tube and sold it to consumers in Sweden. As the demand increased, they started to figure out
if they could develop their product line and focus on more products than their main product,
horseradish. They started to create ways for product development, the firm had its premises
near the ocean and therefore they decided to start manufacturing mayonnaise based salads
with seafood in it. Their new products became successful and as the product line grew with
salads and as the demand was increasing, the needs for larger premises grew. In 1981 the firm
moved to new premises in Kungsbacka. The new premises were great for producing the
products and the location was suitable for them. In 2002 Stefan Hamrin took over Orneborgs
Delikatesser after Willy Orneborg and the product line grew even more with marinades and
sauces. The firm is continually expanding and during 2009 the firm’s turnover was 90 million
SEK. Today the firm is producing a large range of sauces, mayonnaise, mayonnaise and
yoghurt-based salads, dips, marinades, horseradish, mustard, cream cheese and dressings.
Besides the line of own productions, Orneborgs Delikatesser is also producing for many of
Sweden’s largest food companies and food wholesalers. Producing for other companies has
given them big opportunities with their products. Orneborgs Delikatesser is a part of the
Nordic food group, which is a group of Nordic companies in the food sector with a mission to
be the leading supplier to the European food industry (Historia, 2011).
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Their core values are: high quality, 100 percent safety deliveries, clear information and a
straight dialogue with customers and suppliers, safety, production in Kungsbacka and
cooperation with local suppliers, innovative and qualified product development. Orneborgs
Delikatesser states that “they do not sell a product, they sell an experience of taste” (personal
interview).

“The impossible only exists until we find a way to make it possible ”(personal interview)

Omeborgs Delikatesser’s mission is: few managers, clear areas of responsibility, no
hierarchy- everyone can be involved in making decisions and create a familiar relation with
customers and suppliers (personal interview).

The first years they were producing horseradish on tube and during the 1970’s they started to
produce other products that are in their product range today. Their latest products are tapas
food and they started to sell that in 2010. Tapas food is popular in Sweden and therefore they
saw an opportunity with this, the new CEO also had experience within that field which made
it easier. When the new CEO entered the company they decided to rebuild the manufacturing,
storage and office area. The company is growing and now they have the ability to grow even
more. Quality is important for Orneborgs Delikatesser. They use good quality ingredients
when producing the products and they have very high standards for cleanliness in the
manufacturing area. Orneborgs Delikatesser’s base is in Sweden. It is the first market they
introduced their products to and it has been the first market since 2008. They are
manufacturing and selling products that are already existing on the Swedish market, therefore
they have some competitors in Sweden. Through superior agreements with customers and
chains, they have a good position on the Swedish market among companies that are
manufacturing and selling the same sorts of products. Orneborgs Delikatesser is a flat
organization. The CEO states that he does not want any hierarchy on the company. Everyone
is equaled important, and ideas from everyone within the company is welcomed (personal
interview).

Their top seller is potato salad and skagen salad. Totally measured in potato and shrimps they
are selling 600 tons potato a year and 200 tons shrimps a year. Today they exports to four
countries in Scandinavia and Europe. In 2009 the company grew from being a small company
in Sweden to being a SME to medium sized company in Sweden with 25 employees. They
exports to Norway, Denmark, Germany and Lithuania.

4.4.1 Internationalization process

Orneborgs Delikatesser’s strategy when entering new markets was not to find a specific
country or market. Since the products are based on Swedish tastes they did not see an
opportunity for internationalization in the beginning and they did not have the resources in
terms of financial and employees for enter new markets. The sustainability of the products
also reduced the thought of internationalization. But when the new CEO entered the company
they were more open for the opportunities to enter new markets, such as enter new markets
through networks.
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Two big customers of Orneborgs Delikatesser in Sweden are Statoil and Netto, and these
companies played a big role in Orneborgs Delikatesser’s internationalization process.

Statoil which is a gas station chain has a large range of gas stations in Sweden, but even in
other countries. Orneborgs Delikatesser is selling some of their yoghurt based salads and
dressings to Statoil in Sweden, and the products are selling well. Therefore in 2008 Statoil
wanted to start selling some of Orneborgs Delikatesser’s products at their gas stations in two
countries in Scandinavia and Europe: Denmark and Lithuania. These countries have similar
taste to Sweden when it comes to food, and therefore Statoil asked Orneborgs Delikatesser if
they could produce and transfer some of their dressings and yoghurt based salads to these two
countries. Orneborgs Delikatesser’s accepted the offer and their first export was in 2008. They
started to go international because of the customer inquiry by Statoil. Statoil was not a new
customer, Orneborgs Delikatesser had a network with them from previous and existing
purchases of their products for four years. At first they did not have the intention to go
international because of their product range, which is based on Swedish flavors and because
of the sustainability of the products, which is two months. Fortunately the opportunity suited
their products and they started to export. In 2008 Orneborgs Delikatesser got a new customer
inquiry from Netto, which is a grocery store chain and Orneborgs Delikatesser has had a
network with Netto for seven years in Sweden. Netto has several stores in Sweden and other
countries, and one of these countries is Germany. The export to Statoil went well and they
therefore decided to start export their Scandinavian salads to Netto in Germany. Once again
the customer was someone that Orneborgs Delikatesser had a network with and the
opportunity for going international was due to the network. They started to export to Netto in
Germany in 2008, and they had to change the labels on the products so that the text was in
German. During one year they went from only selling their product in Sweden to going
international and export some of their product to three countries in Scandinavia and Europe.
The export was successful and they were excited about having their products on other markets
than just Sweden (personal interview).

In 2009 they got another inquiry from a company in Norway to start export horseradish. Their
previous export was going well and they therefore felt the opportunity was suitable. Norway
is close to Sweden and they have similar taste in food. Because of the fact that Norway is not
a part of the European Union the taxes are very high. This was a problem at first. They were
worried that it maybe could be too expensive to export to Norway, but it turned out fine and
the export to Norway is now successful. The export to Norway was also through a customer
inquiry.

Today five percent of the products that are sold are from the export. The manufacturing is still
done from Sweden and also the sale and marketing (personal interview).

From the beginning Orneborgs Delikatesser’s intention was not to go international but
because of the opportunities they got they started to export. Mostly of their products are not
suitable for exporting to countries that are far away because of the sustainability.
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Therefore the export fits countries that are within a reasonable distance and has a taste pallet
that is similar to Sweden. The CEO says that they are interested in other exports if the
opportunities comes along, but they are not searching for export in countries like the US and
Asia. It is too far away and the sustainability of the products is too low, and the taste pallet is
also different from Sweden. The main reason why they started to go international was because
of the customer inquiry that they got from the companies that they were already exporting to
in Sweden (with exception from the company in Norway). These companies were operating
international and brought Orneborgs Delikatesser’s products with them. The network with
Netto and Statoil helped Orneborgs Delikatesser to go international. The CEO also states that
right now they are in a position that they are satisfied with, but if they get another opportunity
from a network to enter a new market they will consider it. However they are not searching
for enter many new markets because than they have to expand their manufacturing and
storage area even more. Even if they get new market shares it would maybe not be profitable
for them because the expanding of the building is very expensive (personal interview).

Orneborgs Delikatesser has not changed their products for their new markets. But if it would
be necessary to change a product so the taste suits the new market, they would do it.
Innovativeness is something that is important for them, product development, such as new
salads and also brand new products like “tapas” products. Though it is still important to hold
on to the top sellers and not change it too much. They are also being innovative in terms of
finding new sale channels like industries. The products that they are exporting to Denmark,
Norway, Germany and Lithuania are products with a Swedish taste. And through this exports,
the CEO states that they are getting out their products to new customers and at the same time
“building the Swedish food and kitchen”. The products has worked well in the new markets
and therefore they are using an agent in Finland, which is a market with similar taste to
Sweden and not so far away. It is a suitable market and therefore Orneborgs Delikatesser
chooses to have an agent there. Their intention has not been to go international but when the
CEO entered the company in 2008 they were more open to the opportunities with going
international. Therefore they choose to have an agent in Finland and the possibility to entering
Finland with their products is looking good. The CEO states that he has worked with, and has
a network with several firms within the food sector in Scandinavia and Europe, so he has a lot
of knowledge of these markets. He has worked within the food industry for 25 years and he
has recognized that it is easier for companies within EU to go international since there are no
trade barriers any more. Even though it is easier to get their products out on new markets, the
competition is much harder since there are no trade barriers (personal interview).
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5. Analyze
In this chapter we will connect our empirical study with our theoretical framework based on

four aspects, overall strategy, market choice, entry modes and proactive/reactive behavior.
We will analyze these aspects and define the main differences and similarities between the
two companies internationalization process.

5.1 Overall Strategy

5.1.1 Gourmet Gardens

Gourmet Gardens overall strategy has been to develop and grow through entering and finding
markets according to the markets psychic distance.

Johanson and Vahnlne (1977) describe that psychic distance is a factor that can have a huge
impact on companies’ internationalization process. Gourmet Gardens has followed Johanson
and Vahlnes theory about psychic distance. They started by entering countries with low
psychic distance, and eventually moved on to the markets with higher psychic distance.

Psychic distance is the perceived differences between the companies in different countries.
Therefore companies usually enter the markets that are the most similar to them, and after that
try to enter the markets that is perceived as more dissimilar (Brewer 2007).
Sousa and Lages (2011) explain that psychic distance can be divided into high and low.
Countries that have low psychic distance will probably be entered first, and countries with
high psychic distance are usually harder to enter because of cultural differences. United
States, UK and Canada had low psychic distance for Gourmet Garden, they have similar
cuisine, language and culture. Gourmet Gardens have entered the markets that are the most
similar to the Australian market. They wanted to start entering the countries that had similar
tastes and cuisine as Australia, and that were westernized. They did this because they thought
that it would be easiest to enter these countries first, and later take on markets that are
different. After they launched their products in Australia, they chose to enter the Unites
States, UK and Canada as these were markets that were fairly similar. Shortly after
penetrating those markets, they entered New Zeeland. New Zeeland is also a country with low
psychic distance which made Gourmet Gardens internationalization easier there.
After companies have entered markets with low psychic distance, they will try to penetrate
markets with high psychic distance (Ojala & Tyrvéinen 2009; Clerq, Sapienza & Crijns
2005). After they entered the markets with low psychic distance they started to look for new
and suitable markets, even though they had a higher psychic distance, they tried to enter Asia,
which had a high psychic distance. In 2004 they entered Singapore and Hong Kong, these
markets where  harder to enter because of the cultural differences.
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An advantage with entering markets with low psychic distance is the company’s ability to
standardize their products. When the countries are similar on different aspects, they do not
have to adapt the products so much (Sousa & Lages 2011). When Gourmet Gardens entered
the United States, the UK and Canada, they did not have to adapt their products except for the
UK, as they preferred clean labels which were something that Gourmet Gardens started to
work on.

It is common that companies adapt their products when they are operating with a country with
high psychic distance (Sousa & Lages 2011). When entering Asia and a part of Europe, which
has a high psychic distance, Gourmet Gardens was forced to adapt their products. They had to
change the variety of their products so it would suit the new markets better. The cuisine and
tastes in Asia and countries in Europe are different from the ones in Australia. In both Asia
and Europe they had to add other herbs and spices as these are popular and common in their
cuisine.

If companies recruit managers with much knowledge about the foreign country, this can help
the company to overcome different obstacles when exporting to markets with high psychic
distance (Ojala & Tyrvéinen 2009) and Clerq, Sapienza & Crijns 2005). In all of the markets
that have had high psychic distance Gourmet Gardens has employed external actors that have
helped them with knowledge, research and costs.

Gellynck, Vermire and Viaene (2007) describe that innovation can be when companies
constantly  search and  develop new products and new technologies.
When companies are investing in innovation this can help them to develop new technologies,
and develop production techniques that are less costly (Pittiglio, Sica & Vills 2009). Gourmet
Gardens are very innovative, especially concerning their product techniques.
Innovation is both driven by internal and external resources, R&D is an important internal
resource (Gellynck, Vermire and Viaene 2007).
Knight and Cavusgil (2004) claim that R&D helps companies to create new products and
methods for the production. Pittiligo, Sica and Villa (2009) states that companies who devote
more capital and resources to R&D, usually creates a higher production of knowledge.
Gourmet Gardens has a R&D team that constantly is trying to refine their technique, since this
is one of the most important parts of their products. Their technique is always improving
which creates advantages for them, such as faster production and better quality.

Gourmet Gardens is constantly looking for new opportunities to grow even more. They are
very innovative in terms of product development and the search for new markets. Their
strategies are to be innovative and find opportunities before their competitors. Styles and
Seymore (2006) states that innovative behavior is an entrepreneurial act. the focus is on the
opportunities in entrepreneurial internationalization. Entrepreneurship and innovation are
connected (Porter 1990) Gourmet Gardens strategy has been very entrepreneurial since they
constantly have been searching for new opportunities to entry a market. Their innovative
technology on their products has helped them to get advantages over competitors.
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5.1.2 Orneborgs Delikatesser

Networks have been broadly recognized in literature (Loane & Bell 2006; Tseng & Kuo
2008). When identifying opportunities networks are important, and networks is something
that SMEs rely on to learn more about internationalization (Chetty & Stangle 2010; Angndal
& Chetty 2006). Networks has played a big part in Ornerborgs Delikatesser
internationalization process, and have helped them to create opportunities for going abroad.
When a firm invest in foreign markets, networks are crucial, especially for SMEs (Tseng &
Kuo, 2008; Amal & Filho 2009). This is because of the restricted internal resources
(Gellynck, Vermire & Viaene 2007). Orneborgs Delikatesser has had to rely on their networks
because of their internal restrictions such as, financial and employment.
External networks gives SMEs different knowledge that is crucial for recognizing potential
new opportunities, which they otherwise could not obtain (Chetty & Stangle 2010).
Orneborgs Delikatesser obtained important knowledge from their networks, when they
entered new markets, which otherwise would have been hard to obtain. It would have cost
them much resource to get the information about the new markets without their networks.
Ruzzier, Hisrich and Antoncic (2006) states that companies establish and develop different
positions with other companies in foreign networks. A company that only operates in the
domestic market can develop their business through collaborations with other companies.
Orneborgs Delikatesser’s first international collaboration was with a big Swedish company
called Statoil, this meant that they could develop their company and create a bigger market for
them. The collaboration was established by working with each other for a long time, which
has created a strong network between the companies’. The collaboration allowed them to
enter both the Danish and the Lithuanian market, which otherwise would have been hard for
them. In 2004 they created collaboration with another big company called Netto. The network
was established in the same way as with Statoil. The collaboration with Netto gave Orneborgs
Delikatesser valuable knowledge and made them enter the German market.

It is a big decision for SMEs to decide which markets to enter because they are generally wide
and varied (Zain & Imm Ng 2006). Orneborgs Delikatesser’s products are foremost based on
Swedish tastes and cuisine, therefore their products do not suit all foreign markets. They had
to consider this when they entered the new market through their networks. They knew that
only a certain amount of countries in Europe would appreciate their products. The new
markets that were offered through their networks were suitable for Orneborgs Delikatesser,
since they had similar tastes in cuisine as Sweden.

International companies have access to a larger stream of ideas from sources that are external,
and are therefore more innovative (Pittiglio, Villa & Sica 2009). Because of Orneborgs
Delikatesser’s external partnerships they have gained access to useful ideas and contributions
when going abroad. Collaboration within networks is connected to innovation. Innovation in
terms of interacting with foreign companies is important when they want to be successful and
gain new markets (Gellynck, Vermire & Vyaene 2007).
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5.1.3 Main differences and similarities

The similarities between Gourmet Garden and Orneborgs Delikatesser’s overall strategies are
that they have chosen countries that are similar to their culture. The countries that Gourmet
Garden first entered were countries with low psychic distance, and after they entered those
markets they moved on to countries with higher psychic distance. Orneborgs Delikatesser has
had a similar process, they also entered countries with lower psychic distance. Gourmet
Gardens made a conscious choice regarding which markets would be entered. However
Orneborgs Delikatesser did not have the same choice opportunities. It was not a question
about choice; they were more relaying on their networks. The differences among Gourmet
Gardens and Orneborgs Delikatesser’s overall strategies are that Orneborgs Delikatesser has
used a network perspective, while Gourmet Garden has internationalized through psychic
distance.

5.2 Market choice

5.2.1 Gourmet Gardens

The Australian food industry is very export focused, and has had high growth during the last
decades. (Short, Chester, Berry & Ellistion 2007). Australia has a long tradition in food
exports, and in the late 1980s and 1990s companies within the food sector began to focus on
export. Free trade agreements are a big benefit for Australia when exporting food to other
countries. Gourmet Gardens has always had an export focus, and their strategy has been to
export to countries that are similar to them in terms of culture and cuisine. Ojala and
Tyrvéinen (2009); Clerq, Sapienza and Crijns (2005) state that SMEs are often choosing
markets that has similar values, culture and tastes, because these markets are easier to enter
than countries that are dissimilar.

To find and select the right foreign market is important for a country’s internationalization
process (Sousa & Lages 2011). Gourmet Garden has selected markets that have been right and
suitable for them, this has made them able to grow even further and create a bigger market
chair. Since they have chosen the rights markets from the beginning, Gourmet Gardens have
had the ability and resources to enter new markets rapidly. It was important for them to
choose the right markets, and that had similar tastes in food, in order to be successful. When
they enter markets that are different from Australia’s cuisine and taste, they adjust the herbs
and spices to the new market.
Companies often chose markets that have low psychic distance (Brewer 2007). Gourmet
gardens have gone from choosing markets that has had low psychic distance to markets that
have higher psychic distance. This is because they have grown so much that they have had to
find new markets even though the markets are not so similar to them. As mentioned above the
herbs and spices are adjusted, so they can suit the new market. Gourmet Gardens have found a
way to be successful on markets that has both high and low psychic distances. Their products
suits many markets and they have a wide range of herbs and spices, that can be adopt
differently on different markets.
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If a company is entrepreneurial, it can lead to rapid internationalization. When a SME
operates internationally it is an entrepreneurial act (O’Cass & Weerawardena 2009; Rundh
2010). Gourmet Gardens market choice has been to operate on foreign markets. The company
has been entrepreneurial since they have had a rapid internationalization during a 13 year
period. Their focus has been on constantly finding new markets to enter.

5.2.2 Orneborgs Delikatesser

Currently Orneborgs are represented in Sweden, Denmark, Norway, Germany and Lithuania.
The market choice was not made solely by Orneborgs, all of the markets they currently are in
is based on inquiries from companies in the countries.

Previously the opportunities for companies to go abroad have been limited, but now since the
European Union was initiated many of these barriers are now eliminated (Elg & Johansson
1996; Bengtsson, Elg & Johansson, 2000). The CEO of Orneborgs Delikatesser has been in
the food industry for 25 years, and he has noticed a big difference since the EU agreements
was initiated. He believes that it is now easier to penetrate foreign countries. Although there is
harder competition since there are no trade barriers. Ever since Sweden entered the EU, the
food export has increased heavily with 97 per cent. The trade barriers that no longer exist for
countries within the EU have made it much easier for Swedish food companies to export. The
EU wants SMEs to go international, therefore they are encouraging SMEs to go abroad and
generate earnings on other foreign markets (Wright, Westhead & Ucbasaran 2006). Today
five per cent of Orneborgs Delikatesser’s turnover is based on export to foreign countries. The
beneficial agreements among EU countries helped them to create profitable earnings on the
foreign markets. EU countries is foremost the markets that are chosen if they get new
customers enquiry’s.
The domestic market in Sweden is stable and small, which only offers limited growth, this
force companies to enter new foreign markets (Larimo & Huuhka 2007). Because of the
limited market in Sweden, Orneborgs Delikatesser did not hesitate to enter other countries
when the opportunity was given to them by their long term organizational networks Statoil
and Netto. Swedish companies within the food sector have strategies that are based on long
term relationships (Bengtsson, Elg & Johansson 2000). Even though Orneborgs Delikatesser
are satisfied with their market in Sweden they are still open for new markets, however they do
not have the resources to enter new markets. It can only be done through customer enquiries.
Today they are not searching for many new foreign markets because they do not have the
storage and manufacturing area that is needed for producing products to several new markets.
If so they have to expand their premises which cost a lot of money, and might not be
profitable in the end. Their market choices have been based on good networks and markets
that are close to Sweden both in distance and tastes. If the opportunity for entering a new
market comes along in the future, countries with low psychic distance will be chosen.
Companies that are in the food sector primarily enter countries that have similar cultures,
similar values and taste (Larimo & Huuhka 2007). Norway, Denmark, Finland, Germany and
Lithuania are all countries that have relatively similar cultures, tastes and cuisine to Sweden.
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Resources for getting the knowledge about tastes are therefore easier to foresee and more cost
efficient. This was an important factor for Orneborgs Delikatesser.

5.2.3 Main differences and similarities

There are mostly differences when it comes to the two company’s market choices. Orneborgs
Delikatesser has not made any choices by themselves since they only got enquiries from
customers and networks. However they still had to make a decision if the markets would be
suitable for their products. Gourmet Garden’s has foremost searched for new markets. Their
choices of markets are not based on customer enquiries (except from one country). They had a
clear aim of the markets they wanted to enter and this was the big markets with low psychic
distance, and after this was fulfilled they then searched for new markets even though they had
higher psychic distance.

5.3 Entry modes

5.3.1 Gourmet Gardens

Gourmet Gardens has used two entry modes, which is networks and brokers.
The main entry mode for Gourmet Gardens is brokers.
SMEs are often using external resources to get the needed knowledge to penetrate foreign
markets (Chetty & Stangle 2010). The foremost reason for using external brokers is because
they have crucial knowledge that is needed when entering new markets. Gourmet Gardens
have different brokers for different markets, which all have special knowledge about their
markets. Using external brokers is an advantage for them because they provide knowledge
and expertise that they otherwise wouldn’t have, and that would be harder obtain. The second
reason for using brokers is that they manage the financial resources, which means that these
brokers invest in them and take care of the financial aspects of entering the new market.
Johanson and Vahlne (1990) describe that knowledge is a human resource that is important
for companies to possess. Mohamed & Alexandre (2010) and Amal and Filho (2009)
mentions that a major obstacle for companies is that they are lacking knowledge on external
markets.

Gourmet gardens realized that they did not leverage all the necessary knowledge about the
markets they wanted to enter, and therefore they made the wise decision to use brokers.

Being a part of a network and taking advantage of collaborations with partners already
existing in their networks can help a company to overcome internal restriction (Gellynck,
Vermyre & Vyaene 2007) In 2003 Gourmet Gardens wanted to enter the British market.
However this started a bit different from how they usually enter new markets. Gourmet
Gardens sold their rights to an already established company called British peppers and spices,
this company already had existing networks and knowledge about the market. British peppers
and spices started to distribute Gourmet Gardens products, but only five years later they
bought back their rights because of a conflict of interest. Gourmet Gardens felt that they had a
conflict of interest and this collaboration did not work for them.
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Networks can give SMEs opportunities for going international (Chetty & Stangle 2010). Zain
and Inmm Ng (2006) also state that networks can create new opportunities for companies. In
2001 The Irish market was entered, this was because the manager in the UK had an Irish
background and he had networks within the food sector in Ireland. Gourmet Gardens then got
the opportunity to export their products into the Irish market. Still the most used entry mode
for Gourmet Gardens is to use brokers.

5.3.2 Orneborgs Delikatesser

Orneborgs Delikatesser has used two different entry modes, an agent and customer enquiry.
Johansson and Vahlne (1977) states that before entering a new market, many firms uses an
agent in the foreign markets for gaining knowledge about the market and to see the
possibilities and opportunities for entering their products on the new market. It is a cost-
efficient way for a company to obtain the needed knowledge. Orneborgs Delikatesser is aware
of this and their agent in Finland is getting the valuable knowledge for entering their products
on the finish market. The most used way for Orneborgs Delikatesser to go abroad is through
their networks. Zain & Imm Ng (2006) mentions networks are motivating firms to go
international.

Orneborgs Delikatessers networks motivated them to go international.

Financial restrictions were one aspect for why Orneborgs Delikatesser has not introduced
their products on new markets before. The entry modes for the new markets were cost
efficient because they did not have to market their products, since the networks are well-
known chains and they did the marketing. The entry mode through networks was suitable for
them since the firm did not have the financial resources or employees to market their products
on new markets. According to O’Cass & Weerawardena (2009) and Amal and Filho (2008)
different ways for going abroad are used by SMEs to overcome different constraints, such as
financial constraints.

Through networks SMEs can get valuable knowledge about foreign markets, which they
could not obtain without the network. Entering a new market through networks are a suitable
way for going abroad for a SME that does not have the resources to operate in foreign
countries (Chetty & Stangle 2010; Agndal & Chetty, 2006). Since it can be expensive to
operate on new markets, Orneborgs Delikatesser is saving a lot of resources when they are
operating international through their networks, Netto and Statoil. Netto and Statoil have a lot
of knowledge about the new markets that Orneborgs Delikatesser is exporting to, which is a
big benefit for Orneborgs Delikatesser. Netto and Statoil also have knowledge about
Orneborgs Delikatesser’s products since they have been their customers for several years.
Therefore Orneborgs Delikatesser did not have to do any research about the new markets,
since Statoil already had the knowledge about their products and the markets. Orneborgs
Delikatesser did however have to change the labels on the products for Netto, so that the
labels had the same language as in the new markets.

Because of the fact that the products has sold well on the foreign markets, the decision for
choosing an agent on the finish market was made.
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Finland have similar taste in food as Sweden and the products does not have to be exported a
long way. If the opportunity comes along for going abroad through networks or other
customer’s enquiry, Orneborgs Delikatesser would be interested. They are not planning to
search for new markets, their entry modes will be done through customer’s enquiry, networks
or new customers. Tseng & Kuo (2008) states that networks are the factor that ties
organizations together, which is clearly an aspect that is connected to Orneborgs Delikatessers
first entry modes.

5.3.3 Main differences and similarities

Orneborgs Delikatesser has been using their networks to enter new markets. Without these
networks they would have find it harder to penetrate the markets. Their entry modes have
been cost efficient since they have two big companies backing them up and managing the
financial aspects. Gourmet Gardens is mainly using brokers as an entry mode, however they
entered the Irish market by a personal network. This was just because the UK manager was
originally from Ireland and he had connections that helped Gourmet Garden to enter the Irish
market. Otherwise they are not using personal networks when entering new markets. So their
main similarity is that they are using cost efficient entry modes. The differences are that
Orneborgs Delikatesser is only using their networks when entering new markets, and only
markets with low psychic distance. Gourmet Garden is using external brokers in many
countries when entering new markets, both with low and high psychic distance.

5.4 Proactive/reactive behavior

5.4.1 Gourmet Gardens

Gourmet Gardens intention has always been to grow and internationalize. Their products are
suitable and appeal to many countries which have also affected their abilities to find and
create new markets.

Proactive behavior is when companies are acting towards a rapidly internationalization, and
are constantly trying to find new markets and opportunities (Larimo & Huuhka 2007). Since
Gourmet gardens started in the middle of the 1990s, they have had a rapidly
internationalization. It has now been 13 Years since their business started and they have
during this time entered 18 countries. This shows that Gourmet Gardens have had a rapid and
large internationalization in a relatively short period of time, which shows that they have had
a proactive behavior. Gourmet Gardens has created and found good opportunities, which has
made them able to grow fast. Their intention has always been to expand internationally, and
their proactive behavior has given them an enormous growth on a short time period.

Since Gourmet Gardens internationalization pattern has been rapid with innovative changes
on their products and technology, they have been able to get access to many foreign markets.
They have not been afraid of going in to new markets, and through their good innovative
technology they have competitive advantages on the foreign markets. If Gourmet Gardens get
a chance to enter a new market, they will not hesitate. Their behavior is highly proactive since
they are constantly searching for new opportunities.
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According to Rundh (2011) and Amal and Filho (2009) proactive behavior is connected to
innovative and rapid behavior when going international.

Lan and Wu (2010) states that if a firm wants to grow rapidly on foreign markets, their
behavior should be proactive. Find new markets before competitors are connected to proactive
behavior. Gourmet Gardens is a relatively new company and their proactive behavior has
resulted in many earnings and market shares on several foreign markets. Their focus is to
concur more markets and do it before competitors, or better than their competitors. Their
excellent product technology, which they have patent on, is a big threat for many
competitors..

5.4.2 Orneborgs Delikatesser

Swedish companies’ internationalization process is often developed in small steps (Johansson
& Vahlne, 1977). Orneborgs Delikatesser’s internationalization process has been slow and in
small steps. They started the firm in 1969 and they began to enter new markets in 2008. Their
focus has been on the Swedish market and Swedish tastes. Later when customers were asking
for their products in new countries, they saw the opportunity and did not hesitate to take it.

Companies within the food sector can either act reactive or proactive when going abroad.
Reactive behavior within the food sector is when a company does not have the resources or
opportunities to go international, and therefore they try to satisfy the domestic market before
going international (Larimo & Huuhka 2007). Orneborgs Delikatesser has had a reactive
behavior in their internationalization pattern. For a long time they were only focusing on the
Swedish market. It was the market that was most suitable for their products, and the market
that they had the most knowledge about. Their focus has been to grow a strong market in
Sweden and to get good agreements with customers in Sweden.

Miele (1999) states that more companies within the food sector are choosing to go abroad and
customers are today more open for products that are not made in the home country.
Going abroad has not been possible for Orneborgs Delikatesser before they got customer
enquiries. The resources have not been there and they have taken small steps towards their
internationalization. They recently expanded their premises for having the ability to produce
even more. Although they still needed to expand their premises even more to be able to get
new markets, and it will cost a lot of money to be able to produce and export their products.
Even if their intention right now is not to find many new markets, they are trying to find new
customer ways, such as new industries in Sweden. Lan and Wu (2010) claim that reactive
behavior is when companies are acting with caution, which is connected to Orneborgs
Delikatesser’s behavior towards internationalization.

Orneborgs Delikatesser sees their internationalization in a long-term perspective. They have
just started to internationalize, they are a SME company in Sweden, and it will take a lot of
resources and time before they can enter many new markets. Their intention however is not to
enter many new markets, but if the opportunities and the resources are there, they will not
hesitate.
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According to Amal, Rocha and Filho (2010) and Zeng, Xie, Tam and Wan (2008) Large firm
does often have more resources for going international than small firm, because they have the
resources that is needed for getting new markets.

5.4.3 Main differences and similarities

Orneborgs Delikatesser and Gourmet Gardens behavior in their internationalization process
has been very different. Gourmet Garden has been proactive while Orneborgs Delikatesser
has been reactive. Gourmet Garden has had a rapidly and big expansion and they have been
innovative with their products. Their main focus has been to grow and they are constantly
gaining new market shares through finding new markets. Orneborgs Delikatessers
internationalization has been reactive and not so extensive, and they are not searching for new
foreign markets. Their focus has not been on foreign markets, and they have acted cautiously
towards internationalization.

The similarities are that both companies can be connected to the theory of psychic distance.
Gourmet gardens chose to first internationalize to countries with similar culture, language and
cusine. Orneborgs delikatesser has also internationalized to countries that has similar culture
and cusine.

5.4.4
Figure 2

To illustrate the differences between Gourmet Garden and Orneborgs delikatessers
internationalization process we created a table.

The table consists of our four aspects, Overall strategy, market choice, entry mode and
proactive/reactive. These four aspects were compared and analyzed with our two empirical
companies. Through this we wanted to formulate a clear overview of the main differences
connected to our four aspects. We developed key words that would describe how the two
companies relate to our aspects.
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Orneborgs Delikatesser

Gourmet Garden

Overall strategy

-Network approach

- International
entrepreneurship/innovation

- Psychich distance

Market choice

-Based on customer enquieries

- Markets with low psychic
distance

-First markets with low
psychic distance (culture)

-Eventually markets with
higher psychic distance

Entry mode -Direct exporting -Brookers
- Agent - wholly owned subsidiaries
Proactive/reactive - Reactive - Proactive

6. Conclusion

In this chapter we answer our research question. Through theoretical and practical
implications we motivate our answer. We will also suggest and discuss future research within

the field of internationalization.
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6.1 Research question

Which factors affect the internationalization process of a Swedish and an Australian company
in the food sector, and how does the internationalization process differ?

6.1.1 Theoretical implications

There are many researchers discussing the phenomena of internationalization. Johanson and
Vahlnes study on internationalization has played a big part in our study. The concept of
psychic distance and networks are factors that have showed to be very influencing to
companies that are trying to internationalize (Johanson & Vahlne 1977).
Research have showed that there are many factors that can influence a company’s
internationalization, we have found that some has been more distinguishable than others.

We have come to the conclusion that the Australian company has a much more proactive
approach to their internationalization than the Swedish company, which has been more
reactive. This is consistent with many theories that claim that Australia is an export oriented
country with a long tradition of internationalization (Sveriges forbindelser med Australien
2011). Since the 1800 Australia has developed success in exporting goods to other countries
(Food industry 2011). We believe that the Australian company’s proactive behavior can be
connected to the international entrepreneurship which can be defined as “the process of
creatively discovering and exploiting opportunities that lie outside a firm’s domestic markets
in the pursuit of competitive advantage”. By (Zahra & George 2002, p. 261 as cited in O’Cass
& Weerawardena 2009).

Sweden on the other hand has had many regulations and rules which has affected their
internationalization (Sveriges internationalisering under 50 ar 2011). We believe that this has
been a big factor that has affected Swedish companies’ internationalization. Many studies
agree with us and claim that before Sweden entered the EU exports were limited. Entering the
EU in 1995 has made it easier for Sweden to trade with many of the other member countries
(Sveriges internationalisering under 50 ar 2011);( Sveriges livsmedelsexport
2011);(Livsmedelsexport 2011).

Even though Sweden now is a member of EU and their trade abilities have increased heavily,
they still have much less experience in exporting, when compared to Australian food
companies. And we believe that this is one of the major factors that affect the
internationalization of the two companies.

6.1.2 Practical implications

Our research shows that the internationalization process in a Swedish and an Australian
company within the food sector is different. The main factors that have affected the
differences are Sweden and Australia’s export history. Our Australian company, Gourmet
Garden, has an internationalization process that can be connected to Johanson and Vahlne’s
“Uppsala model” approach.
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They first chose to export to countries with low psychic distance and eventually export to
countries with higher psychic distance. They enter their markets with brookers and wholly
owned subsidiaries and they have used innovation and international entrepreneurship in their
internationalization process, in terms of creating new products and techniques and always
trying to find new markets. Gourmet Garden has had a proactive approach in their
internationalization process. Their proactive and entrepreneurial leaders have helped the
company to expand rapidly. They have creatively discovered new markets to enter and their
goal has always been to export too many new markets on a short period of time.

Our Swedish company, Orneborgs Delikatesser, has an internationalization process that can
be connected to the Network approach. They have chosen to export through their networks to
markets with low psychic distance, and they have entered new markets through direct
exporting and an agent. Orneborgs Delikatesser has had a reactive approach in their
internationalization process. We believe that the internationalization process in the two
companies is different because of the differences in their export traditions, and this has
affected the internationalization approach. We also think that the difference depends on their
proactive and reactive behavior.

6.2 Future research

We believe that it would be interesting to study which of the internationalization processes in
Australia and Sweden within the food sector is the most common and if our study could be
generalizable. Another factor that could be interesting to study is the internationalization
process of two other companies within the food sector, from two other countries.
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CSIRO’s small and medium enterprise engagement center, Retrieved March 21, 2011 from
website: www.csiro.au/solutions/SMEEngagement.htmI#3

Historia, Retrieved February 18, 2011 from website:
http://www.orneborgs.se/historia.html

Export och import av livsmedel, Jordbruksverket, Retrieved April 17, 2011 from website:
http://www.sjv.se/omjordbruksverket/dusomarkonsument/exportochimportavlivsmedel.4.72e5
195412548d58¢2¢80001374.html

Sveriges internationalisering under 50 ar, Retrieved April 17, 2011 from website:
http://www.regeringen.se/content/1/c6/09/58/26/f21229ab.pdf

Sveriges livsmedelsexport, Retrieved April 17, 2011 from website:
http://www.sjv.se/download/18.7502f61001ea08a0c7fff141567/Livsmedelsrapport.pdf

Livsmedelsexport, Retrieved April 17, 2011 from website:
http://www2.jordbruksverket.se/webdav/files/SJV/trycksaker/Pdf rapporter/ra04 9.pdf

Sveriges forbindelser med Australien, Retrieved April 17, 2011 from website:
http://www.sweden.gov.se/sb/d/2520/a/13972

Food industry, Retrieved April 17, 2011 from website:
http://www.dfat.gov.au/facts/foodindustry.html
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Attachments

1.

1)
2)

3)
4)
5)

6)

7)

8)

9)

Interview guide

Information about the company.
Background about you, education, former work, experience?

Describe the company’s internationalization process, which year and countries where
entered?
What were the reason/motives for entering these countries in this order?

Why did the company choose to go international, what was the purpose?

How did the company enter the new markets, agent, subsidiary, own production, and
why so?

What kind of commitment was made to the new markets, resources?

Did you have much knowledge about the new markets and countries before entering
them?

Did you do any research about the new markets (culture, competition, economic
growth etc.)?

10) How was the markets/new opportunities discovered?

11) Have you had any special networks in the entered countries?

12) How did your networks affect the company’s internationalization process?

13) What do you do to create and sustain your networks?

14) How would you consider the company’s internationalization, careful or risky?

15) Have you used innovation in terms of product development, new ways of entering a

market, etc. as a factor for internationalization?

16) Do you think that your entry modes, when entering new markets was suitable?

17) Has there been any complication when entering a new market?
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18) Have you discovered and entered a new market before competitors, and therefore
gained advantages?

19) Do you ever change or develop your products?
20) Do you ever change or develop your distribution channels?
21) Is your marketing the same in all countries where you act?

22) Do you consider any of your managers entrepreneurial? If so, has this entrepreneurial
behavior lead to internationalization?

23) Do you think entrepreneurship is important if you want to enter new markets?
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Gourmet Gardens awards

Gourmet Gardens has been given many awards throughout the years:
Sunshine Coast Export Excellence awards 2001- Emerging Exporter and
Agribusiness.

The Rabobank Agribusiness Award for technology and innovation 2001- Monash
University, VIC

Australian Fiery Food Awards 2002 for packaging (2" place)
Tube Council of North America Awards 2002- Tube of the year

Australian British Chamber of Commerce Export Award- QLD Division 2003-
Emerging Exporter

Sunshine Cost Export Awards 2003- Emerging Exporter

Premier of Queensland Export Awards 2003- Queensland Emerging Exporter of the
year

Australian Export Awards 2004- Finalist, P&O Agribusiness Exporter of the year

Sunshine Cost Region Export Awards & Excellence in Business Awards 2004-
Queensland Exporter of the year, and Excellence in Business for Manufacturing/
Construction/Agribusiness

Premier of Queensland Export Awards 2004

The winner of the Queensland Agribusiness Exporter of the year is Gourmet Gardens
Australian British Chamber of Commerce Export Award- QLD Division 205
Premier of Queensland Export Awards 2005- Queensland Innovation Export award

Sunshine Coast Region Export awards & Excellence in Business Awards 2005-
Queensland Exporter of the year and winner Agribusiness for large manufacturer
category

Premier of Queensland Smart State Awards 2005- Queensland Agribusiness
2006 Agri business of the year
Premier of Queensland Smart Awards 2006- Food and Agribusiness winner

Premier of Queensland Export awards 2006- Large Advanced manufacturer award,
Regional Exporter of the year, and Agribusiness Award

Austarlian Export Awards 2006
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ACCI Agribusiness award

New Product award for Best New products at the May 2009 CPMA (Canadian
Produce Marketing Association)

Fresh Blends announced as product of the year 2010 (Sauces and Marinades category)

Fresh Blends Thai wins global STAL Award for “Best Australian Grocery Product”
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