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Abstract 

Our thesis is based on the constantly changing internal and external environment 

causing firms to increase or decrease their internationalisation efforts. The focus of 

this thesis is going to be on describing the process of re-internationalisation, 

including the different stages of de-internationalisation, time-out, and re-entry as 

well as identifying the influences of the internal and external environment on the 

process of re-internationalisation.  

 

The influences of the internal and external environmental on the process of re-

internationalisation are analysed and accompanied by secondary data about the 

German biogas market, which the case company is considering to re-entry. The aim 

of the thesis is to contribute to existing literature by exploring the process of re-

internationalisation and its stages of de-internationalisation, time-out and re-entry, 

to enhance the understanding of SME internationalisation patterns, and the 

influence of the internal and external environment 

 

The process of de-internationalisation for the case company was characterised by a 

lower degree of market commitment in contrast to a complete exit. The degree of 

commitment was maintained during time-out stage, but due to changes in the 

internal and external environment a move towards re-entering the market was 

considered. The main influences, found in this single case study, can be separated 

along the stages of de-internationalisation, time-out and re-entry. The de-

internationalisation was mainly driven by poor economic results and a lack of 

resources. During the time-out, the company’s acquisition led to a change in firm 

objectives. The re-entry was mainly influenced by changes in institutional policies 

and the previously altered company objectives caused a consequential increase in 

resources. The change in institutional policies was perceived as a business 

opportunity. However, the analysis of the case company’s market showed a 

deviation between perceived and actual business opportunity, highlighting the 

importance of acquiring up-to-date market knowledge. 

 

Keywords: re-internationalisation process, de-internationalisation, time-out, re-

entry, internal and external environment, influences. 
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1. Introduction 

1.1 Background 

Internationalisation is of increasing importance, as the majority of economic growth 

is expected to take place in foreign markets (Fouré et al., 2012). Companies and 

governments can benefit from understanding the concept of internationalisation and 

take measures accordingly to exploit the opportunities abroad, prevent falling 

behind in the race for economic growth, and secure future prosperity. Until now, 

SMEs rely on a relatively small amount of non-EU trade partners (Cernat et al., 

2014), showing the remaining potential for SME internationalisation, which poses 

future challenges for the company’s management concerning strategy and 

execution. As SMEs are equipped with fewer resources than large corporations 

(Merrilees, 2007), SME’s internationalisation strategies have to be adapted to the 

environment. Despite the lack of resources, internationalisation is a viable concept 

for SMEs to expand their customer base, increase revenues and diversify risk (Lu 

& Beamish, 2001) and represent a driving force behind economic growth.  

 

Internationalisation is a well-described phenomenon in the literature, multiple 

authors have attempted to conceptualise frameworks that describe patterns of 

internationalisation (Bilkey, 1978; Johanson & Vahlne, 1990; Oviatt & McDougall, 

1994; Madsen & Servais, 1997; McDougall et al., 2003; Crick, 2009). 

Internationalisation describes the cross-border expansion of a company’s economic 

activities (Ruzzier et al., 2006). The literature within this stream of research is 

largely focused on internationalisation as a gradual process that results in an 

increased international involvement (Bilkey, 1978; Johanson & Vahlne, 1990; 

Vissak & Francioni, 2013).  

 

As opposed to previous assumptions of internationalisation, recent research shows 

that companies international involvement can be of temporary nature (Turcan, 

2011; Kuivalainen et al., 2012; Vissak & Francioni, 2013; Trąpczyński, 2016). A 

significant amount of internationalisation is done in a nonlinear way, especially by 

SMEs (Vissak & Francioni, 2013), meaning that international commitment may be 

reduced, terminated and then increased again, which is defined as SNI, serial 
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nonlinear internationalisation (Vissak & Francioni, 2013). The stage between de-

internationalisation and re-internationalisation is described as time-out stage. 

(Welch & Welch, 2009). Within this thesis, re-internationalisation is referred to as 

a process, consisting of different stages, namely de-internationalisation, time-out 

and re-entry. The distinction between process and stages emphasises the fact, that 

internationalisation is not a process with a single destination, but rather consisting 

of forward and backward movements (Bell et al., 2003). 

1.1.1 De-Internationalisation 

Despite the focus on drivers for internationalisation, it becomes more apparent that 

internationalisation is rather nonlinear than gradual. While many theoretical 

concepts in the area of internationalisation describe the process as rather one-

dimensional with the only option to be more growth, recent economic developments 

have forced companies to de-internationalise (Mlody, 2016). De-

internationalisation does not necessarily have to be understood as a failure, rather 

as strategic decision to promote future business development (Fletcher, 2001).  

 

De-internationalisation can come in different forms and is described as 

multidimensional (Mlody, 2016): The reduction of foreign direct investments or a 

complete exit from such, is the strictest way of de-internationalisation, which often 

includes the close-down of subsidiaries. Export volumes may be reduced by 

decreasing the customer-base, reducing the export quantity or downsizing the 

product portfolio, which allows companies to continue its international activities on 

a lower level (Trąpczyński, 2016). 

1.1.2 Time-Out 

The time-out stage has been described in the literature as the period following the 

exit of the foreign market when the company does not undertake 

internationalisation efforts, followed by re-internationalisation (Welch & Welch, 

2009). The time-out stage has not received much attention, and as a result, little is 

known on what happens during this stage. Some companies may continue some 

activity on the market, while others might redraw operations altogether (Welch & 

Welch, 2009). This indicates differences between companies going through the 

time-out stage. Due to the limited research aimed towards studying the time-out 

stage further research could add considerable to both literature and the field of 
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management. The conceptualisation by Welch & Welch (2009) could be extended, 

adding factors influencing the time-out stage.  

1.1.3 Re-Entry 

The concept of re-internationalisation is a relatively novel concept within strategic 

management literature. It gained attention primarily after the article written by 

Welch & Welch (2009), who conceptualised re-internationalisation as “companies 

that have withdrawn from international operations but maintain domestic business 

activity before re-engaging in international market activity” (Welch & Welch, 

2009, p. 568). Early authors mentioned the concept of re-internationalisation, such 

as Luostarinen (1979) who defined it as withdrawal from international operations, 

followed by a subsequent re-entry. The concept of internationalisation has received 

far more attention by researchers, even though many companies withdraw from 

international operations, especially small businesses in the early stages of 

internationalisation (Bonaccorsi, 1992). Little is known about the motives and 

factors influencing re-internationalisation (Welch & Welch, 2009), and why family 

owned businesses are more likely to re-internationalise (Naldi & Kuiken, 2016). 

The current understanding of de- and re-internationalisation as failure is challenged. 

Instead, the authors encourage to see de- and re-internationalisation as a strategic 

tool to counter economic downturns and institutional changes. For that reason, 

Welch and Welch (2009) suggest that their conceptualization is tested, preferably 

through detailed case studies with an exploratory nature to add qualitative, 

empirical data to their concept. 

1.1.4 Internationalisation SME Context 

SMEs are drivers for domestic as well as international growth within the EU: In 

2011, SMEs accounted for close to 40% of provided jobs within the EU, excluding 

the finance sector (Eurostat, 2013). SMEs further account for 81% of the companies 

that export goods from the EU to other countries (Cernat et al., 2014). Besides, 

SMEs account for 56% of inter-EU trade value (arrival) and 47% of dispatches 

respectively (Eurostat, 2016). Exporting SMEs within the EU rely on a relatively 

small amount of non-EU markets: 60% of the analysed SMEs maintain ties with 

only one or two non-EU markets (Cernat et al., 2014), which shows the remaining 

potential for SME internationalisation. The majority of future economic growth 

(90%) is expected to be generated outside the EU (Fouré et al., 2012), further 
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underlining the importance of SME internationalisation. The understanding of 

SMEs importance for economic growth called further efforts to reduce barriers to 

international trade into action, aiming to provide SMEs with better support and 

helping to reveal untouched opportunities (European Commission, 2017).  

 

Three factors can be highlighted as drivers for globalisation and consequently as 

influencing factors for internationalisation (Acs et al., 2001; Gjellerup, 2000): 

Availability of low-cost information technology and increased interconnectedness; 

Secondly, lowered trade barriers and deregulated financial markets and lastly the 

opening of many previously restricted markets in Eastern Europe or Asia. However, 

SME internationalisation is not only benefit-driven. Within our globalised world, 

competition can no longer be viewed as a domestic concept. Foreign companies can 

compete within the SME home market in different forms, such as direct exports or 

direct investments. Therefore, internationalisation is not only a way of expanding 

the current customer base but also a strategy to cope with international competition 

(Ruzzier et al., 2006).  

 

Other influences within internationalisation can originate from the firm's external 

environment. An example is the agenda of the German government to close all 

nuclear plants by 2022 (Bundesregierung, 2017), potentially providing new 

challenges and opportunities for companies active in the energy sector. 

Furthermore, the move away from the utilisation of biomass for energy extraction, 

due to various environmental concerns (Umweltbundesamt, 2017b) could 

potentially threaten actors in the German biogas market.  

1.2 Problem Discussion 

1.2.1 Theoretical Problem 

The topic of internationalisation, more specifically what drives a company’s 

internationalisation, has been studied to a satisfactory depth. However, the process 

of re-internationalisation has received limited attention (Vissak, 2006; Welch & 

Welch, 2009; Vissak, 2010; Javalgi et al., 2011; Vissak & Francioni, 2013). The 

first conceptualisation of re-internationalisation as a process by Welch & Welch 

(2009) is lacking empirical evidence, however a company's internal and external 
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environment was found to have a significant influence on the re-internationalisation 

process. 

 

The influence of a company’s environment on its internationalisation process has 

been studied by different authors (Marano et al., 2016; Gaur et al., 2014; Zhu et al., 

2006). Especially the linkage between company's external environment in terms of 

institutional factors, such as laws, regulations and culture as in norms, values and 

beliefs has been shown to influence internationalisation processes (Marano et al., 

2016). However, the linkage between institutional influences and the re-

internationalisation process remains relatively unclear and therefore demands 

further research (Freeman et al., 2013).  

 

Additional research has focused on studying influences affecting certain stages of 

the re-internationalisation and triggering the movement from one stage to the next. 

Research by Fletcher (2001) suggests that de-internationalisation can be explained 

by the complexity of internationalisation, forcing companies to exit after it becomes 

clear they do not possess the capabilities needed to succeed. Mlody (2016) supports 

this view and identifies, company (Eckert & Mayrhofer, 2005) institutional (Bell et 

al., 2003; Vissak & Francioni, 2013) and economic (Javalgi et al., 2011) factors as 

important influences.  

 

All the studies mentioned above, except for Welch & Welch (2009), are case 

studies, researching either one or multiple companies who were in the process of 

re-internationalisation. However, further research into the process of re-

internationalisation is suggested in order to compare, oppose, and add to the 

findings (Bell et al., 2003; Eckert & Mayrhofer, 2005; Vissak, 2006; Vissak, 2010; 

Javalgi et al., 2011; Vissak & Francioni, 2013; Freeman et al., 2013). 

1.2.2 Managerial Problem 

Successful internationalisation is essential for a company's development, especially 

in times where economic growth is expected to take place outside of national 

boundaries (Fouré et al., 2012). To capture a share of the international growth, 

companies should increase their efforts to internationalise and stay 

internationalised. This is especially relevant for SMEs as they account for 47% 
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percent of the inter-EU trade (Eurostat, 2016) and generally have fewer resources 

available (Merrilees, 2007). 

 

Also, managerial implications for SMEs on re-internationalisation are scarce. 

Managers would benefit from an increased knowledge base in this area in multiple 

ways: De-internationalisation is commonly associated with failure and regression 

(Vissak & Francioni, 2013), nonetheless different authors state that this association 

is not necessarily correct and should, therefore, be challenged (Vissak & Francioni, 

2013). A change in perception would allow managers to see de-internationalisation 

and re-entry as strategic choices, rather than a failure in business. Raising awareness 

for the commonness of re-internationalisation and making the concept more well-

known could potentially prevent managers from making the wrong decisions. By 

no longer associating any stage of the re-internationalisation process with failure, 

managers could more freely decide in which markets the company should continue 

to operate, instead of maintaining unprofitable internationalisation efforts for the 

sake of being perceived as successful (Vissak & Francioni, 2013).  

 

Exploring how companies develop during the time-out stage (Welch & Welch, 

2009) and which activities benefit a successful re-entry, managers can make the 

grounded choices to utilise the time-out stage in a productive manner, to prepare 

the company for a successful re-entry. Furthermore, it is necessary to understand 

which factors within the internal and external environment affect or trigger re-

internationalisation, as such decisions are likely to influence the company’s success 

(Ruzzier et al., 2006). Certain events in the external environment may be perceived 

as business opportunities. However, the situation must be analysed carefully to 

prevent wrong decisions.  

 

By understanding the influence of the internal environment on the process of re-

internationalisation, managers can direct their efforts in such way, that 

circumstances are shaped to support the efforts. Therefore, the already limited 

amount of resources can be deployed in a more efficient manner. At the same time, 

a deeper understanding of such the re-internationalisation processes would also 

benefit trade organisations and governments in their effort to increase 

internationalisation to drive economic growth, as SMEs can be considered to be a 
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valuable driver of economic growth (Eurostat, 2013). Extended knowledge of such 

processes could enable aforementioned interest groups to make informed decisions 

about legislations and regulations that allow companies to succeed (Marano et al, 

2016). According to Welch & Welch (2009), re-internationalisers differ from 

companies that just began to internationalise regarding experience, knowledge and 

attitude toward internationalisation. Specifically supporting this group of 

companies could lead to potential economic growth, as previous internationalisers 

are usually less likely to de-internationalise again, due to their experience (Reiljan, 

2004), meaning a higher chance of success when the importance of the process of 

re-internationalisation is realised (Welch & Welch, 2009).  

1.3 Research Question 

How do the internal and external environment of a company 

influence the process of re-internationalisation? 

1.4 Purpose & Focus 

In previous research, limited attention has been given to the process of re-

internationalisation, especially compared to the abundant research of 

internationalisation. This study aims to contribute by exploring the process of re-

internationalisation and its stages of de-internationalisation, time-out and re-entry. 

By exploring the re-internationalisation process within a single case study, based 

on previous learning from the literature, we hope to enhance the understanding of 

SME internationalisation patterns and the influence of the internal and external 

environment. 

 

Exploring the process of re-internationalisation provides insights into how the 

internal and external environment influence the different stages of the process of 

re-internationalisation. Therefore, the secondary purpose of this study is to provide 

SME managers with information on the re-internationalisation process, enabling 

them to act on improving their success in internationalisation. A better 

understanding of this process can help to perceive re-internationalisation as a 

strategic tool to overcome challenges in their environment.  
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The purpose is going to be achieved by conducting a qualitative study of the 

Swedish, family owned, SME Lackeby. Within the qualitative study semi-

structured interviews are used to interview employees within Lackeby their 

distributor in the German market, GEFA.  

1.5 Thesis Outline 

The introduction chapter of this thesis is followed by five chapters, which cover the 

theoretical framework, methodology, empirical finding, analysis, conclusion and 

recommendations. The introductory chapter gives the relevant background 

information regarding the topic of re-internationalisation. Current developments in 

the literature, as well as the economy, are presented and linked to the purpose of 

this thesis.  

 

The theoretical framework is divided into three subchapters and outlines the 

developments regarding the research in the fields of de-internationalisation, time-

out and re-entry. The literature review presents relevant concepts and findings and 

prepares for the collection of empirical data.  

 

The methodology chapter describes the perspective and motivation in the context 

of a single case study, followed by a discussion of the utilised research approach 

and methods, in which the quality and validity of the collected data are discussed.  

 

The empirical findings from the conducted single case study are presented within 

the fourth chapter. The results are structured and analysed based on the theoretical 

framework.  

 

The last chapter contains conclusions and recommendations, further research and 

limitations, drawn from the empirical findings. Conclusions are presented in a 

comprehensive manner and yield to increase the understanding of the re-

internationalisation process. Deducted from the results of this thesis, 

recommendations for SME managers to improve the success of internationalisation 

activities, are presented at the end.   
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2. Theoretical Framework 

The process of re-internationalisation, including the de-internationalisation stage 

and time-out stage, is a relatively new concept and has gained limited attention until 

the conceptualisation by Welch & Welch (2009) who visualised the process as 

shown in figure 1. First, the de-internationalisation stage is discussed, considering 

what happens during this period and why. The next section focuses on the time-out 

stage, at this time no or very limited attention is given to the exit of the foreign 

market. Finally, the re-entry is discussed, describing how companies have re-

entered and what influenced the re-entry. 

2.1 De-Internationalisation 

The early development of internationalisation research was coined by the efforts to 

understand why and how companies develop internationally, in the meantime, the 

concept of internationalisation was mostly seen as a linear process, where 

companies only continue to grow (Benito & Welch, 1997). The latest developments 

in the literature show a shift in understanding internationalisation as a process that 

does not have to be purely progressive. International activities of large corporations, 

which include the withdrawal from certain markets, gained researchers attention 

and led to further exploration of this process (Benito & Welch, 1997). De-

internationalisation is furthermore considered to be an active choice of strategy for 

companies to adapt to changing international environments (Buckley & Casson, 

1998). Benito & Welch (1997) add to this understanding, that de-

internationalisation can also be forced upon a company, for example by foreign 

governments. With increasing market diversification, companies face competition 

in domestic, as well as in international markets: Increasing competition in the target 

country is often found to be the reason for de-internationalisation (Fletcher, 2001). 

 

De-internationalisation and divesting are closely related concepts, which both have 

a reduction of foreign market activities in common. The decision to divest does not 

necessarily mean an entire market withdrawal, as investments can be project bound 

or related to a particular entry mode (Mlody, 2016). While de-internationalisation 

can be regarded as multidimensional, de-investments are one-dimensional (Mlody, 

2016). De-internationalisation may occur in different forms and can be partial or 
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complete: The various forms of de-internationalisation range from a reduction of 

operations, changing operating modes to closing subsidiaries entirely (Benito & 

Welch, 1997). Reducing or adapting the product portfolio can also be considered to 

be a form of de-internationalisation (Trąpczyński, 2016). While some firms entirely 

stop their activities outside of the domestic market (Welch & Welch, 2009).  

 

De-internationalisation is increasingly understood as part of the internationalisation 

process (Benito & Welch, 1997; Reiljan, 2004; Vissak, 2006). The perception of 

withdrawals from markets being a company failure is changing into a more strategic 

understanding of de-internationalisation (Benito, 2005). Depending on the entry 

mode and the resulting commitment to the host country, frequent withdrawals can 

be seen as normality, rather than the exception (Vissak & Francioni, 2013). As can 

be seen in figure 2, showing the varying degrees of de-internationalisation 

suggested by Turcan (2011). Especially small and medium-sized companies which 

commit rather loosely by exporting to the market, are more likely to de-

internationalise and re-internationalise frequently, as the barriers to enter and exit 

the market are rather low (Vissak & Francioni, 2013). As companies increase their 

international commitment depending on their choice of entry mode, organisational 

interlinkage or percentage of revenue shares coming from international markets, 

de-internationalisation increases in complexity (Welch & Welch, 2009). 

 

Figure 1. Modes of internationalisation. Source: Turcan (2011, p.42) 

2.1.1 Influences of the Internal and External Environment on the De-

Internationalisation 

Understanding the reasons behind de-internationalisation is one of the most 

important aspects of research within the field: What are the reasons behind the 
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decision to withdraw from a market? Could the de-internationalisation be prevented 

by planning internationalisation more thorough, or are the influences mostly of 

external nature? According to Reiljan (2004), the motives behind de-

internationalisation can be grouped into four categories: Lack of international 

experience, changes in strategy, unsatisfactory economic results or increasing cost 

related factors. 

 

A lack of international experience includes a general lack of information before the 

market entry, which can be accompanied by an imperfect analysis of existing 

information or the sheer unavailability of information regarding the market (Mlody, 

2016). Such lack of information can lead to an imperfect timing of market entry, 

poor adaptation of product design towards market expectations or wrong choice of 

the target market, respectively inapt choice of entry mode (Mlody, 2016). Strategic 

decisions may include a company’s realignment regarding target markets, 

reallocating necessary resources within the organisation or a company’s efforts to 

focus on a particular market with a better earnings outlook (Mlody, 2016).  

 

Unsatisfactory economic results can be of relative or absolute nature, more precise; 

results can be relatively unsatisfactory in comparison with other target markets or 

unsatisfactory due to an utter lack of profitability (Mlody, 2016). Increasing costs 

can relate to raw materials, labour, organisational costs, taxes or even an increase 

in competition (Reiljan, 2004). However, sunk cost and switching cost are also 

believed to be relevant cost considerations (Turcan, 2011) for firms deciding to de-

internationalise or not. According to Reiljan (2004), other factors that influence de-

internationalisation can be exchange rate changes (Vissak & Francioni, 2013), 

industry changes due to shifted customer interests, as well as a change in company 

ownership. Economic crises (Gabrielsson & Pelkonen, 2008) and a high import 

penetration of the target market were also found to drive de-internationalisation 

(Harris & Li, 2011). Executive’s fear of failure is an additional reason, that was 

claimed to drive de-internationalisation, especially within SMEs (Lafuente, 2015).  

 

Besides, a factor preventing withdrawal from international markets is international 

experience, especially in the host country was found to be beneficial (Delios & 

Beamish, 2001; Ogasavara & Hoshino, 2008). In contrast, Garu & Lu (2007) found 
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such experience to have a negative impact. Internationalisation is commonly 

described as a rather complex activity in comparison with domestic business 

activities and hence might overtax a company’s capabilities (Fletcher, 2001). 

Table 1. De-internationalisation the influence of the internal and external environment. Source: 
Own Table 

Internal environment (de-

internationalisation) 

Lack of experience, change in strategy or objectives, 

executive’s fear of failure. 

External environment (de-

internationalisation) 

Economic developments, economic crisis, exchange 

rate changes, institutional change, decrease in 

demand, increase in competition, high import 

penetrations or an increase in cost. 

2.2 Time-Out 

After the de-internationalisation decision has been made, the exit of the foreign 

market follows. The period after the exit and before re-entering the market has been 

defined as the time-out stage (Welch & Welch, 2009). An important consideration 

is the fact that companies experience the time-out differently (Welch & Welch, 

2009; Vissak & Francioni, 2013), this difference in how the time-out stage is 

experienced results in diverse re-internationalisation approaches (Welch & Welch, 

2009). It is important to keep in mind that the time-out stage is the least studied 

stage and thus, limited literature is available. Therefore, the following section is 

used to describe possible scenarios, actions, and influences on companies going 

through the time-out stage based on previous research. 

2.2.1 Influences of the Internal and External Environment on the Time-out 

Firstly, some studies propose a negative relationship between time and the 

likelihood of re-internationalisation such as, Welch & Welch (2009) who suggest 

that the longer the time-out stage, the less likely companies will re-internationalise. 

The reasoning behind this proposition is based on the notion of business 

environments changing rapidly and that knowledge gained today can be worthless 

tomorrow (Javalgi et al., 2011). A study by Vissak (2006) supports this view by 

concluding; “if a very long time has passed since de-internationalisation [….] there 

is no difference whether the firm has ever been active on the market or not” (Vissak, 

2006 p. 11). The argument provided by Vissak (2006) is based on rapidly changing 
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environments, which render knowledge, gained years ago, as insignificant, when 

re-entering the markets a long time after the exit. Another study by Vissak & 

Francioni (2013) reaches the same conclusion. The researchers performed a single 

case study, investigating the behaviour of SNIs, describing “firms with several 

subsequent exits and re-entries or considerable foreign involvement fluctuations” 

(Vissak & Francioni, 2013, p.1). They mention, when time progresses the 

likelihood of re-entry decreases, especially when the exit was perceived as a failure. 

When the failure is accompanied by a lack of knowledge about the market and lack 

of confidence in successful re-internationalisation is even less likely (Vissak & 

Francioni, 2013). 

 

Other research relates time positively to the likelihood of re-internationalisation. In 

contradiction to their previous statement, Welch & Welch (2009) suggest that a 

positive relationship is possible. They suggested when the exit was a traumatic 

experience for the company, a longer time between time-out and re-entry can have 

a positive influence because in this time-out period management might change, staff 

turnover occurs, removing the traumatic experience from the company. These 

assumptions made by Welch & Welch (2009) about the time-out stage lack 

empirical evidence and imply further research into the time-out stage within the re-

internationalisation process. The view of Welch & Welch (2009) is supported by 

(Bell et al., 2003) who researched internationalisation among born-again globals 

and born-again internationals. It was found, that even after ten years or more, a 

critical event can resurrect companies, which previously de-internationalised.  

 

The researchers provide examples of critical incidents such as obtaining resources, 

access to networks through acquisitions, or following the customer (Bell et al., 

2003). Another study by Eckert & Mayrhofer (2005) supports this view and 

identifies changes in power structure such as the appointment of a new CEO or 

corporate mergers as events triggering re-internationalisation. A more recent study 

by Javalgi et al. (2011) reviewed 30 re-internationalisation processes and found that 

sixteen companies re-entered after having exited more than ten years ago, four re-

entered after six till ten years, and ten re-entered within one till five years. The 

findings by Javalgi et al. (2011) therefore support the view of Welch & Welch 

(2009), Bell et al., (2003), and Eckert & Mayrhofer (2005), that re-
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internationalisation can also be positively related to time. Besides, Javalgi et al. 

(2011) identify influences during the time-out critical to re-entry similar to the 

researchers mentioned above being, company objectives, firm-specific factors, 

country-specific factors, governmental policies, and global economic factors 

(Javalgi et al., 2011). 

 

Throughout the literature, although sometimes contradictory, some conclusions can 

be drawn. A negative relationship exists between time and the chance of re-

internationalisation (Vissak, 2006; Welch & Welch, 2009; Vissak & Francioni, 

2013). This relationship is especially true when the exit was perceived as traumatic 

or failure. However, other research suggests a positive correlation between time 

passed and the chance of re-internationalisation (Bell et al., 2003; Eckert & 

Mayrhofer, 2005; Welch & Welch, 2009; Javalgi et al., 2011). All combined, the 

influence on the time-out stage of the re-internationalisation process are; time and 

the perception about the exit (Vissak, 2006; Welch & Welch, 2009; Vissak, 2010; 

Vissak & Francioni, 2013), critical events (Bell et al., 2003), changes in power 

structure (Eckert & Mayrhofer, 2005), company objectives, firm-specific factors, 

country-specific factors, governmental policies, and global economic factors 

(Javalgi et al., 2011).  

 

 

Table 2. Time-out and the influence of the internal and external environment. Source: Own Table 

Internal 

environment 

(time-out) 

Obtaining resources, access to networks through 

acquisitions, following the customer, company objectives, 

firm specific factors, and change in power structure. 

External 

environment 

(time-out) 

Country-specific factors, government policies, and global 

economic factors. 

2.3 Re-Entry 

The process of re-internationalisation has been defined as withdrawal from 

international operations, followed by a subsequent re-entry (Luostarinen, 1979). It 

is important to understand the concept of re-internationalisation, consisting of 
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different actions, as illustrated by (Welch & Welch, 2009 p. 568): “[...] a process 

involving a period of international business activity, then exit from international 

operations, followed by a time-out period of some duration, then a process of 

international re-entry, concluding with successfully renewed international 

operations”. Re-internationalisers can furthermore be characterised as a distinct 

group among the de-internationalisers, namely as such who intend to 

internationalise again (Crick, 2002; Vissak & Francioni, 2013). Re-

internationalisers differ from new internationalisers because of their previous 

experience in internationalisation, which can either be good or bad (Welch & 

Welch, 2009). Besides, re-internationalisers possess experiential knowledge 

(Kuivalainen et al., 2012), international networks and a unique attitude towards 

internationalisation, which can be described as international heritage (Welch & 

Welch, 2009). In comparison to new internationalisers, experience in 

internationalisation leads to more cautious forms of internationalisation, regarding 

entry modes and commitment (Welch & Welch, 2009). 

 

Figure 2. Some Examples of Re-internationalizers. Source: Vissak (2010, p.567)  

2.3.1 Influences of the Internal and External Environment on the Re-entry 

Influences on re-internationalisation can be categorized into four subcategories, 

namely; international heritage (Welch & Welch, 2009), network relationships 

(Vissak, 2006; Freeman et al., 2013), external influences (Wiedersheim-Paul et al., 

1978; Vissak, 2006; Javalgi et al., 2011), and firm characteristics/capabilities (Naldi 

& Kuiken, 2016).  
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Within the category of international heritage, the existence of assets and liabilities 

increases the likelihood of re-internationalisation (Welch & Welch, 2009). Previous 

experience in internationalisation can be positive or negative, while positive 

experiences make a re-entry more likely, negative experiences tend to prevent re-

internationalisation (Vissak & Francioni, 2013). However, previous mistakes might 

enable to draw learning and therefore benefit re-entry (Kuivalainen et al., 2012). 

Financial losses during previous ventures might be seen as negative experience 

within internationalisation, and are therefore likely to stop a company from re-

internationalising (Vissak & Francioni, 2013). The accumulation of host country 

knowledge, which can be described as part of the international heritage (Welch & 

Welch, 2009), was found to be positively correlated to later re-internationalisation 

(Javalgi et al., 2011).  

 

The company’s network is often mentioned to be influential regarding re-

internationalisation (Vissak, 2006; Vissak, 2010, Vissak & Francioni, 2013; 

Freeman et al., 2013). Existing relationships, even if they remained inactive for an 

extended period of time, can be the initiator for re-internationalisation attempts 

(Freeman et al., 2013) 

 

Several external influences were found to affect re-internationalisation. Takeovers 

or acquisitions of or by other companies can have a substantial impact on a 

company’s objectives and thus influence re-internationalisation (Vissak, 2006; 

Vissak, 2010; Vissak & Francioni, 2013). External stimuli, in general, were found 

to be influential for internationalisation (Wiedersheim-Paul et al., 1978) and were 

therefore assumed to influence re-internationalisation as well (Welch & Welch, 

2009). A favourable business environment (Vissak, 2006), arising business 

opportunities and changes in governmental policies are named as such (Javalgi et 

al., 2011). Furthermore, the size of a company’s home market influenced re-

internationalisation, a small home market was positively correlated to re-

internationalisation (Vissak, 2006). 

 

The following firm characteristics are among the influencing factors for 

internationalisation: The older the company, the steadier the export patterns, while 

10-30 year being the range with the most stable patterns (Naldi & Kuiken, 2016). 
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Interestingly, family-owned businesses are more commonly found to be among the 

re-internationalisers, and less likely to exit markets permanently, (Naldi & Kuiken, 

2016) which goes against the common perception of family owned business being 

risk averse (Gomez-Mejia et al., 2010). Among the SMEs, medium-sized 

companies were found to be less likely to de-internationalise again, larger numbers 

of employees and sales revenue indicate higher stability (Naldi & Kuiken, 2016). 

Re-internationalisers were also linked to a higher management commitment 

towards internationalisation in general (Vissak, 2006). Lastly, the presence of 

absorbed slack, excess resources within the company that can not be used otherwise 

e.g. production capacity, can be seen as indicator of higher commitment to 

internationalisation endeavours, enabling a company to absorb external shocks, 

thus supporting re-internationalisation (Naldi & Kuiken, 2016) 

 

Re-internationalisation can be achieved in different forms in terms of speed, the 

level of commitment, market choice and entry mode. Re-Internationalisation can 

happen fast, slow or in moderate pace (Vissak, 2006). The amount of commitment 

can be lower than in previous attempts of internationalisation but is often found to 

be significantly higher (Freeman et al., 2013). The chosen mode of entry can deviate 

from past choices, which is often influenced by a better understanding of the market 

(Javalgi et al., 2011). However, deviations in re-internationalisation are not only 

limited to commitment or entry mode, but the company can also choose an entirely 

different target market for its re-internationalisation efforts (Javalgi et al., 2011; 

Vissak & Francioni, 2013). Besides the factors mentioned above of scope and 

mode, Javalgi et al. (2011) found the timing to be the most influential factor for re-

internationalisation. However, firm-specific factors, country-specific factors, 

governmental policies, and global economic factors are important for re-

internationalisation (Javalgi et al., 2011). 
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Figure 3. An international market re-entry matrix: Host country attractiveness, risk, and 

firm resources and capabilities. Source: Javalgi et al., (2011, p.386) 

 

Understanding the concept of re-internationalisation, the drivers behind it and the 

forms of its appearance is necessary to interpret the meaning of re-

internationalisation for companies and the economy as a whole. Re-

internationalisation can be used to provide flexibility in times of economic 

turbulence, rather than to remain in tough markets with low profitability, re-

internationalisers make decisions based on their network and capitalise 

opportunities, even if that means a withdrawal from other markets (Freeman et al., 

2013). Decreasing sales volumes deliberately and not insisting on formed contracts 

was shown to enhance customer relationships and enable seamless re-

internationalisation as soon as the customer’s economic situation improved 

(Freeman et al., 2013). 

Table 3. Re-entry and the influence of the internal and external environment. Source: Own Table 

Internal 

environment (re-

entry) 

International heritage, existence of assets and liabilities, 

networks, company objectives, firm characteristics & 

capabilities, firm-specific factors. 

External 

environment (re-

entry) 

Acquisition by another company, arising business 

opportunities, change is legislative or government policies, 
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size of the home market, country-specific factors, 

governmental policies, and global economic factors. 

2.4 Theoretical Synthesis 

The theoretical synthesis presented here is meant to provide a theoretical answer to 

the research question and to provide a description of the re-internationalisation 

process, based on the literature currently available. Foregoing to the re-

internationalisation process with the de-internationalisation, time-out and re-entry 

stages is the internationalisation. 

 

Figure 4. Theoretical model. Source: Own Figure  

2.4.1 De-internationalisation 

Influences related to de-internationalisation are linked to economic developments 

(Buckley & Casson, 1998; Mlody, 2016). Other influences are claimed to be 

changes in the institutional environment, lack of experience, change in strategy or 

objectives, decrease in demand, increase in competition or an increase in cost 

(Reiljan, 2004). Additional suggested influences in literature are; exchange rates 

changes (Vissak & Francioni, 2013), economic crisis (Gabrielsson & Pelkonen, 

2008), high import penetration (Harris & Li, 2011), and executive’s fear of failure 

(Lafuente, 2015). The influence of institutions on de-internationalisation is 

supported by Benito & Welch (1997). 

2.4.2 Time-out 

The time-out stage is defined as the period after the market exit and before it is re-

entered (Welch & Welch, 2009). Welch & Welch (2009) mention the importance 

of time, as either having a negative or a positive influence on the chance of re-
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internationalisation. This view is supported by Vissak & Francioni (2013), who 

mention as time progresses the chance of re-internationalisation becomes less 

likely, especially when the firm perceived the internationalisation effort as a failure. 

Whether the internationalisation experience has been negative or positively further 

influences the likelihood of re-internationalisation (Welch & Welch, 2009). 

Extended time-out periods can relativise previous traumatic experiences (Bell et al., 

2003). Obtaining resources, access to networks, and following the customer are 

critical events that can lead to re-entry when they occur in the time-out stage (Bell 

et al., 2003). Another suggested influence is a change in power structure, such as 

the appointment of a new CEO (Eckert & Mayrhofer). Lastly, Javalgi et al., (2011) 

claim that changes in; company objectives, firm-specific factors, country-specific 

factors, government policies, and global economic factors can influence the move 

from the time-out stage to re-internationalisation. 

2.4.3 Re-entry 

Influences on re-entry can be grouped into four categories being, international 

heritage (Welch & Welch, 2009; Javalgi et al., 2011), network relationships (Vissak 

2006; Vissak 2010; Vissak & Francioni, 2013; Freeman et al., 2013), external 

influences (Wiedersheim-Paul et al., 1978; Vissak, 2006; Welch & Welch, 2009; 

Javalgi et al., 2011), and firm characteristics and capabilities (Vissak, 2006; 

Gomez-Mejia et al., 2010; Freeman et al., 2013; Vissak & Francioni, 2013; Naldi 

& Kuiken, 2016).  

 

International heritage was positively related to the chance of re-entry and represents 

the accumulated knowledge of the host country (Welch & Welch, 2009; Javalgi et 

al., 2011). Within international heritage, the existence of assets and liabilities 

influence the chance of re-internationalisation, but also whether the perception 

about the internationalisation was positive or negative (Vissak & Francioni, 2013). 

The effect of network relationships is mainly mentioned as a facilitator for re-entry 

later, when these relationships exist (Vissak 2006; Vissak, 2010; Vissak & 

Francioni, 2013; Freeman et al., 2013), even when they have been inactive for a 

long time (Freeman et al., 2013).  

 

The external factors, in general, are believed to influence for internationalisation 

(Wiedersheim-Paul et al., 1978). This is supported by Welch & Welch (2009) who 
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believe as the external environment influences internationalisation, it must also 

affect re-internationalisation. An example is Vissak (2006) and Vissak & Francioni 

(2013), who found that acquisition or take-over by another firm can influence 

company objectives, and therefore re-internationalisation initiatives. Other 

examples are arising business opportunities, and change is legislative or 

government policies (Javalgi et al., 2011). Besides, Vissak (2006) also argues for 

the influence of the size of the home market, where a small home market is 

positively related to a bigger chance of re-internationalisation.  

 

Furthermore, firm characteristics and capabilities were found to impact re-

internationalisation. One characteristic is age, the older the company, the steadier 

their export patterns (Naldi & Kuiken, 2016). In addition, family owned firms were 

found to be more likely to re-internationalise than non-family owned firms (Naldi 

& Kuiken, 2016). The more employees the firm had and the higher their revenue 

indicated greater stability (Naldi & Kuiken, 2016). Related to this is the notion by 

Naldi & Kuiken on absorbed slack, meaning excess resources in the company that 

cannot be used otherwise, such as developed production capacity. The presence of 

absorbed slack increases the chances of re-internationalisation (Naldi & Kuiken, 

2016). Besides, Vissak (2006) found that managers with a commitment towards 

internationalisation were more likely to re-internationalise than those averse to 

internationalisation.  

 

In addition to the above-mentioned influences falling in one of the four above 

mentioned categories are those by Javalgi et al. (2011) firm-specific factors, 

country-specific factors, governmental policies, and global economic factors are 

important for re-internationalisation (Javalgi et al., 2011). 

 

The theoretical synthesis shows, that different stages of the re-internationalisation 

process can influence each other. Events, occurring in earlier stages of the process 

can influence the chances for successful re-entry in a negative or positive way.  
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3. Methodology 

3.1 Research Approach  

To label a research approach as deductive, the hypothesis should origin from the 

theory which is then tested against observations (Saunders et al., 2009). For 

inductive approaches the opposite applies, where reality is taken as a starting point, 

and a theory is developed based on empirical evidence (Saunders et al., 2009). 

Considering the limited literature on the process of re-internationalisation, neither 

the deductive nor the inductive approach described above are correct; rather the 

abductive approach seems to be the right approach. The abductive approach falls 

in-between the deductive and inductive approach described before and has the 

objective of challenging, extending or confirming existing reality by utilising 

empirical evidence collected in a real-life context (Saunders et al., 2009). 

Furthermore, Dubois & Gadde (2002) claim that the abductive approach is 

especially useful for generating new concepts and development of theories, by for 

example adding new variables or relationships. Besides, by realising the limits of 

the research approach, the single case study still has its strengths of offering rich 

(Dubois & Gadde, 2002), in-depth (Piekkari et al., 2009) empirical data. However, 

an abductive approach needs a starting point in either deduction or induction. In the 

thesis, the starting point is deductive, as the thesis is built on the conceptualisation 

of re-internationalisation by Welch & Welch (2009) aims to develop this 

conceptualisation further. 

 

The characteristics described by both Saunders et al. (2009) and Dubois & Gadde 

(2002) match very well with the purpose of this thesis, which is to explore the 

process of re-internationalisation and enhance the understanding of the influence of 

the internal and external environment. Besides, due to the limited literature on the 

topic, a deductive approach is not the right fit. Whereas the inductive approach 

would assume no research exists on the subject, which also is not the case. The 

abductive research offers the best of both inductive and deductive research 

approaches and allows for theory development (Dubois & Gadde, 2002). 
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3.2 Research Method 

Due to the nature of the research question, the research method used for this thesis 

is a qualitative method. The research question as formulated “How do the internal 

and external environment of a company influence the process of re-

internationalisation?” requires a description and explanation automatically 

excluding the quantitative studies, whose aim is to test for example the frequency 

of events or the attitude towards a certain subject (Saunders et al., 2009). 

 

Within the field of academic research, different methods for conducting research 

are available. Depending on the nature of the study objective and question, a 

particular approach is preferable. However, much debate exists among researchers 

which approach is best in certain situations. This is especially true for case studies, 

which have experienced lots of criticism (Yin, 2009). Despite the criticism above, 

this thesis will utilise the case study approach to collect the empirical evidence. The 

employed research method is a single case study with a holistic perspective. The 

holistic perspective is added, as no logical sub-units were found and to ensure the 

collection of rich (Dubois & Gadde, 2002), in-depth (Piekkari et al., 2009) 

empirical data.  

3.2.1 Case Study  

The three factors essential for determining the most suitable research method 

proposed by Yin (2009) are: The nature of the research question; The degree of 

control over actual behavioural events; Whether the issue focuses on contemporary 

or historical events. According to Yin (2009), a case study is the most suitable 

research method when the research question is designed to answer how, and why 

something happens; No control over behavioural events is required;  

 

The focus of the research question focuses on contemporary events. The research 

question formulated previously has both a descriptive and explanatory nature, as it 

has both the purpose of answering a how and a why question. For this case, it is not 

desired, nor possible, to control the events, as they occur as business is undertaken 

by firms. Besides, the purpose of this study is not to control behaviour, but rather 

to interpret, analyse, and describe the conduct of designated individuals within the 

entities. Lastly, the research question aims to answer a contemporary event, as it is 
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formulated first to describe a process based on current literature and then explore 

additions to or deviations from that same process. Due to the nature of the research 

question, the case study approach is considered to be suitable.  

3.2.2 Single Case Study  

Yin (2009) lists five situations in which a single case study is the right approach, 

being: critical, unique, typical, revelatory, or longitudinal case. The circumstances 

most applicable for this thesis can be described as a critical case, as it can be 

characterised as a situation where propositions, made in the literature, are believed 

to be applicable (Yin, 2009). The critical case is meant to test an established theory 

and has the aim of confirming, challenging, or extending the existing theory (Yin, 

2009). For this thesis that means describing the process of re-internationalisation, 

the influence of the internal and external environment, and then comparing this 

process to that of the case company. The critical case approach can add to, or 

challenge existing literature and theory (Yin, 2009). 

3.2.3 Case Study Criticism 

According to Yin (2009), the four main forms of criticism regarding case studies 

concern lack of rigour, generalizability, time, and the use of “true experiments”. 

Firstly, conducting research in a rigorous manner should be practised by any 

researcher and does not depend on the method, limiting different forms of bias, 

together with providing reliability of the study is key to secure rigour (Yin, 2009).  

 

Secondly, the critique of limited generalizability of case studies is mentioned 

especially in the context of single case studies (Flyvbjerg, 2006). Research 

conducted by both case studies and experiments aims to expand and generalise 

theory by analytical generalisation (Yin, 2009). In contrast to statistical 

generalisation, this form of generalisation seeks to conclude results from single case 

studies by comparing results with previously developed theory and replicating the 

results across different cases (Neergaard & Ulhøi, 2007) 

 

Thirdly, the criticism labelling case studies as time-consuming and resulting in 

massive, difficult to understand reports relates mostly to the old way of doing a case 

study with a lengthy narrative. However, an alternative approach, with a more 

focused design has been developed by Yin (2009). The case studies referred to as 
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being lengthy, usually involve using ethnography or participant observation for data 

collection (Yin, 2009), none of which will be utilised in this thesis.  

 

Lastly, the criticism of “true experiments” addresses the inability to deviate causal 

relationships, as such can only be obtained by conducting real experiments (Yin, 

2009). The critique of “true experiments” does not apply in this context, as this 

study aims to explore and describe, instead of finding causal relationships. 

 

Despite the criticism, there are also benefits linked to utilising single case studies: 

Tsoukas (2009) argues, that due to the increased focus, single case studies can 

provide a better view, exploring the case in greater detail, thus possibly providing 

better findings. Single case studies are mentioned to be especially useful in early 

stages of research, where the theory has not yet been fully elaborated (Platt, 2007). 

Furthermore, single case studies are suitable for falsifying results (Flyvbjerg, 2001) 

and studying phenomena in an embedded context (Gibbert et al., 2008). Therefore, 

the single case approach is utilised in this thesis. 

3.3 Data Collection & Case Selection 

Since the data is going to be collected from a single case, the concept of sampling 

is less important but is close to convenience or theoretical sampling. However, case 

selection becomes more important, meaning how and why the case selected is the 

right fit for collecting the empirical evidence. The case chosen for this thesis is 

Lackeby, a Swedish SME, active in the manufacturing of industrial machinery for 

water treatment, biogas production and waste disposal. The company has recently 

shown interest in re-entering the German market and approached the university, 

asking for students interested in researching this phenomenon and providing 

feedback to the firm, to support their re-entry. Lackeby’s behaviour of previous 

involvement in the German market, a period of reduced commitment and now 

renewed interest in the market fits very well with the process of re-

internationalisation, described by Welch & Welch (2009). Therefore, Lackeby is a 

suitable case to study and collect qualitative data from, in order to challenge, 

contradict or extend the conceptual framework developed by Welch & Welch 

(2009). 
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Within Lackeby the individuals were selected based on their involvement with the 

process of re-internationalisation and their function within the entities part of the 

single case (Lackeby and GEFA). There were four interviewees with knowledge 

about the internationalisation efforts towards the German market being, Mattias 

Johnsson (Lackeby), Michael Fridolfsson (Lackeby), Sven Wyrth (GEFA), Robert 

Holm (Lackeby). The interviewees were interviewed for about 45 minutes to get a 

detailed, in-depth view of the process of re-internationalisation. The interviews with 

employees of Lackeby were performed on site, whereas Sven Wyrth was contacted 

via phone. During the interview, probes were used to dig deeper and find interesting 

insights to challenge or add to existing theory (Saunders et al., 2009). The semi-

structured approach for conducting interviews allows for flexibility to explore 

interesting areas, within the predetermined topics, representing a major strength 

compared to structured interviews with a set of predetermined closed questions 

(Saunders et al., 2009). 

 

Besides, secondary data in the form of previous case studies are used as a basis for 

comparing our findings. Secondary data is also collected to support, contradict, or 

challenge the findings during the interviews. This is especially relevant for the 

interview with a representative of GEFA, who will provide a description of the 

market in German. In this case, secondary data sources about the German market 

are used to compare with GEFA’s description of the market, to identify differences 

or similarities. To increase the validity and reliability of this study, measures are 

taken during different stages of the research study. These measures can be found in 

the section, quality of research. 

3.4 Operationalisation 

The operationalisation provides a graphical representation of the concepts, sub-

concepts, and the interview questions used to answer the research question and 

explains how they are all connected. For the main concepts the paper by Welch & 

Welch (2009) is used, who provided the first conceptualisation of the complete 

process of re-internationalisation, starting with a general description of Lackeby’s 

internationalisation efforts in Germany. Followed by the de-internationalisation, 

the time-out stage, re-entry of the before exited market and a description of the 

previous and current market situation in Germany.  
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The sub-concepts were collected from academic papers by authors, who mostly 

built on the conceptualisation of Welch & Welch (2009) and either tested the 

complete process or a single stage. First questions are asked to assess the current 

state of the external and internal environment followed by questions about changes 

during the de-internationalisation, time-out, and re-entry. The topics covered are; 

the business network, management structure, market knowledge, firm 

objectives/commitments, institutions, government policies, economic climate, 

competition, and resources unavailable at the home market (only for re-entry). 

These influences within the internal and external environment were found to be 

most influential according to the previous literature and are therefore used as topics 

to study and analyse Lackeby’s re-internationalisation process. The topics were 

used to find out if and how they influence the different stages and if there have been 

changes that affected the stage.  

 

Lastly, the German biogas market is covered by discussing the market in the past 

and currently, changes in; market knowledge, laws, regulations, government 

policies, business environment, economic climate, and relationship with Lackeby. 

Below, Table 4, the central concepts, sub-concepts, and related interview questions 

can be found. 
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Table 4. Operationalisation. Source: Own Table 

Main concept Sub concept Interview 

questions 

Internationalisation Market entry, German market, experience, 

characteristics. 

Question  

1 till 12 

De-

internationalisation  

Business network, Management structure, 

Market knowledge, Firm 

objectives/commitment, Institutions, 

Government Policies, Economic climate, 

and Competition 

Question 

11 till 13 

Time-out stage Business network, Management structure, 

Market knowledge, Firm 

objectives/commitment, Institutions, 

Government Policies, Economic climate, 

and Competition 

Questions 

14 till 17 

Re-entry Business network, Management structure, 

Market knowledge, Firm 

objectives/commitment, Institutions, 

Government Policies, Economic climate, 

Competition, and Unavailable resources in 

the home market. 

Question 

18 till 24  

German biogas 

market 

Market description past/current, changes in 

Market knowledge 

Laws, regulations, government policies, 

Business environment, Economic climate, 

and relationship. 

Questions 

25 till 31 

3.5 Method of Analysis 

The analysis of the interviews will be done by utilising the audio recordings. In 

addition to these recordings, transcripts of record will be written. The transcripts 

serve the purpose of providing a summary of the interviews, only summarising 
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information relevant for answering the research questions. In certain cases, such as 

when the interviewee repeats him/herself or did not respond to the question that 

was asked, the information will be not be included in the transcripts. 

 

After the audio recordings and transcripts have been made and analysed, the 

findings will be compared against the conceptualisation of the process of re-

internationalisation by Welch & Welch (2009). Also, previous case studies 

performed by Vissak (2006) on the behaviour of Estonian companies, Freeman et 

al. (2013) study on nine, born-global Australian companies, and Vissak & Francioni 

(2013) study on an Italian machinery manufacturer, are used to compare the 

findings of Lackeby. The comparison will allow finding similarities and differences 

in the process of re-internationalisation and the influence of the internal and 

external environment. In contrast, the conceptualisation (Welch & Welch, 2009) 

and the case studies (Vissak, 2006; Freeman et al., 2013; Vissak & Francioni, 2013) 

are also used to challenge the status quo and to contribute to the concept of re-entry, 

de-internationalisation and the time-out stage. 

3.6 Quality of Research 

According to Yin (2009), external, internal and construct validity, as well as 

reliability, are the main elements to ensure the quality of research within a case 

study context. External validity is defined as, “deals with the problem of knowing 

whether a study’s findings are generalizable beyond the immediate case study” 

(Yin, 2009., p.43). However, for this study, external validity does not need to be 

established as the nature of a single case study is not meant to be generalised to the 

same extent as a survey, which has the objective of generalising a demographic for 

example (Yin, 2009). The goal of case studies is to realise analytical generalisation, 

meaning testing a set of results against an existing theory Yin (2009). Which in this 

situation would mean testing the concept of re-internationalisation with the aim to 

challenge, complement or support the current literature. However, to ensure the 

quality of the study the interview questions will be subjected to external reviewing, 

and an interview guide will be handed out so that the interviewees can prepare 

themselves, this can increase the chance of discovering interesting findings 

(Saunders et al., 2009). 
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Secondly, to ensure validity during analyses of the data literature argues for 

establishing internal validity. Internal validity is about developing and proving a 

causal relationship between two variables, for example why situation y led to 

situation z (Yin, 2009). However, the concept of internal validity is not applicable 

in this case as the nature of this study is to describe and explore and not to explain 

or establish a causal relationship. Only for the latter case, internal validity needs to 

be established (Yin, 2009). 

 

Construct validity can be established during the data collection period. This can be 

achieved by defining the terms and concepts studied, relating them to the objective 

of the research, and by identifying existing literature, supporting the previously 

defined terms and concepts (Yin, 2009). In this thesis, the process of re-

internationalisation, including the stages of de-internationalisation, time-out and re-

entry, is studied. As suggested by Yin (2009), multiple sources of evidence are 

utilised within the case study, representing the different interview partners, from 

Lackeby as well as GEFA.  

 

Reliability, meaning whether other researchers would have revealed similar results 

within this very case, is the last step to ensure the quality of research (Yin, 2009). 

To ensure reliability, both researchers will be present during the interviews to limit 

the chance of interviewer bias occurring, and to increase responsiveness in case of 

the emergence of interesting topics. (Saunders et al., 2009). Furthermore, the 

interview guide and description of data collection will enable other researchers to 

get similar results.  
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4. Empirical Findings  

The empirical data has been collected through a single case study of the Swedish 

manufacturing SME Lackeby. First, a company description is given summarising 

the characteristics of the company. Secondly, the names of the interviewees are 

mentioned and their position in the company to increase comprehensibility of the 

findings. The company description is followed by a description of the German 

biogas market. Lastly, the information obtained during the interviews covering the 

process of re-internationalisation, including a description of Lackeby’s initial 

internationalisation efforts, is presented.  

4.1 Company Description 

Lackeby, a family owned, Swedish manufacturing company, specialised in heat 

recovery and mechanical particle separation has operated in the market since 1965. 

Lackeby is currently owned by Famax AB (Axelsson family) and was owned by 

the Fagerberg Group until 2013. The company has an annual turnover of 9-9.5 

million euro. Their products are sold all over the world with the primary markets 

being Sweden, the USA, Norway, and France. In addition to these countries, 

Lackeby is also active in China, Malaysia, Singapore, Israel, Canada, Mexico, 

Australia, New Zealand, and in most countries in Europe (Lackeby, 2017). 

Depending on the year the export to sales ratio is between 60% and 80%, so only 

20% to 40% of their yearly sales originate in Sweden. This thesis specifically looks 

at the re-internationalisation efforts of Lackeby towards the German market, where 

GEFA is their distributor. In the past Lackeby has experienced re-entry in both 

Norway and the USA. 

 

Interviewees: 

• Mattias Johnsson, Area Sales Manager America and Africa, Lackeby. 

• Michael Fridolfsson, Area Sales Manager Germany, Poland, Middle East 

and Southeast Asia, Lackeby. 

• Sven Wyrth, Product manager for liquid filtration, separation and conveying 

technology, GEFA. 

• Robert Holm, Marketing & Sales Director, Lackeby. 

 



  

 

 32 

  

4.2 The German Biogas Market 

To understand the significance of the biogas market in Germany, it is important to 

distinct the concept of biogas from biomass. Biomass is used as an umbrella term 

for energy production from renewable sources, such as wood, corn or manure, 

concerning heat and electricity (Wellinger et al., 2013). The biomass term also 

includes concepts where biomass, such as wood, is burned for energy extraction 

(Wellinger et al., 2013). Whereas energy extraction from biogas describes a 

concept, where the process of fermentation is utilised to produce biogas, which then 

fuels power plants, creating heat and electricity (Wellinger et al., 2013). The main 

advantage of this concept is the ability to extract energy from biomass with high 

moisture content, such as manure or corn (Deswarte, 2015). According to Holm and 

Fridolfsson, Lackeby hopes to re-enter in the German markets by positioning its 

products, especially the heat exchanger, on the biogas market.  

 

In the year 2016, the biomass sector accounted for 51,6 TWh of Germany’s 

electricity production, representing nine percent of Germany’s total electricity 

generation (Fraunhofer ISE, 2017). Out of the total electricity generation from 

biomass, biogas with 31,2 TWh accounted for the majority (60,47%) of it, 

representing 5,44% of Germany’s total electricity production (Umweltbundesamt, 

2017a). Power generation from sewer gas, a by-product of wastewater treatment, 

accounts for roughly 1,5 TWh and is also numbered among the electricity 

generation from biomass (Umweltbundesamt, 2017a).  

 

The German biogas market was heavily influenced by government subsidies, which 

aimed to expand the installed electric capacity, to make the energy mix more 

sustainable and reduce the dependency on fossil fuels (Bundesministerium für 

Wirtschaft und Energie, 2017). The relevant legislation for biogas subsidies, the 

“Erneuerbare Energien Gesetz” (EEG) has been revised in the years 2004, 2009, 

2012 and 2017 (Bundesministerium für Wirtschaft und Energie, 2017). The 

revision in 2004 has been marked as a first step towards increasing the subsidies 

for electricity generation from biogas (Bayerische Landesanstalt für 

Landwirtschaft, 2005). Followed by a significant raise in the revision of 2009 (Tüv 

Süd, 2011), which led to a steep increase in construction of biogas plants (Statista, 

2016). This was then followed by a substantial reduction in subsidies in 2012 
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(Purkus et al., 2014), even though it was decided to shut down all German nuclear 

power plants by 2022 (Bundesregierung, 2017).  

 

 

Figure 5. The number of biogas plants in Germany. Adapted from Statista (2016)  

 

The latest revision of this bill limited the amount of additional installed biomass 

power generation capacity until 2019, to 150 MW per year (§ 4 EEG 2017). This 

limit will then be increased to 200 MW per year until 2022 (§ 4 EEG 2017). Based 

on the average capacity of 0,5 MW per site, the number of new biomass power 

plants can be expected to cap out at around 300 plants per year.  

 

Besides the legislations, other factors should be considered while looking at the 

biogas sector: As stated by Wyrth, biogas plants generally have a heat surplus, 

which reduces the need for efficient heat exchangers. Biogas plants with block-type 

thermal power stations reach an approximated efficiency of above 90%, of which 

35% is electricity, the remaining 65% is excess heat (Rutz et al., 2012). The 

problem of dealing with the heat surplus was also addressed in the EEG revision in 

2009, which specifically benefits biogas plants with heat utilisation concepts, 

making the usage of heat from electricity production mandatory (Tüv Süd, 2011). 

 

Furthermore, the application of biomass for energy extraction poses risks to the 

environment (Umweltbundesamt, 2017b). In comparison to other crops, corn has 

been shown to contain the most extractable energy in the form of methane 
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(Umweltbundesamt, 2013). Therefore, it has become the primary power source for 

biogas plants (Umweltbundesamt, 2013). From 2000 until 2010, the crop area for 

corn increased by 51% (DESTATIS, 2017). Mono-cropping of corn leads to various 

risks for soil, fauna and flora (Umweltbundesamt, 2013). Since corn tolerates large 

amounts of nutrients, excessive fertilisation of crop fields has been used to increase 

the biomass output and profitability of crop areas (Umweltbundesamt, 2017b). 

Excessive fertilisation can lead to nitrate pollution of groundwater reservoirs and 

various other risks (Savci, 2012).  

 

The association of risks with biomass cultivation has led to a paradigm shift: “Due 

to the various risk and disadvantages from large scale utilisation of energy use 

from cultivated biomass, the federal environmental agency recommends to restrict 

the extension of such practices [...]” (Umweltbundesamt, 2017b). 

4.3 Internationalisation 

The internationalisation efforts of Lackeby directed towards the German market 

started when Lackeby started cooperating with Roto Sieve, which was owned by 

the Fagerberg Group, as was Lackeby at that time. Roto Sieve had a distributor on 

the German market called GEFA, and because Roto Sieve used this distributor, it 

made sense for Lackeby to do the same during the early 80’s. The group owning 

both Lackeby and Roto Sieve decided to sell Roto Sieve to an investment company. 

However, in 2003 Lackeby bought Roto Sieve and they became part of the Lackeby 

group. During the acquisition, GEFA was still the distributor used by Roto Sieve, 

and so Lackeby entered the market with more products via this distributor.  

 

The main reasons for Lackeby entering the German market was the fact that 

Germany represents the biggest market in Europe and because they already had a 

way into the market, namely GEFA. Besides, Lackeby entered multiple other 

countries in the same period such as the USA, the UK, Norway, Denmark, France, 

Poland, and basically all countries in Western Europe. In many of the causes 

companies from these countries contacted Lackeby, showing interest in their 

products and that way became distributors of the Lackeby products. Johnsson 

explained, when he was asked if internationalisation was an objective,” It wasn’t 

really set as an objective, it just happened that companies wanted to sell Lackeby 
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products”. In this period, all of the commitments to the different market were 

financially viable, as can be deducted from the response to the question whether the 

efforts were financially rewarding, of Johnsson who said: “Absolutely, we are still 

alive!”.  

4.4 De-Internationalisation 

The opening statement of Johnsson, when we asked him about the reason for 

leaving the market was: “We never left the German market, we haven’t taken that 

step, and I hope that Sven understands that hopefully, that we never left him”. 

However, during the de-internationalisation stage, commitment, resources, and 

staff hours towards the German market were reduced.  

 

The first reason was an unexpected drop in sales in the German market (Holm). 

Recently employed Fridolfsson indicated that the reduction in subsidies for biogas 

plants around the year 2014, could be seen as the reason for this market downturn.  

 

Another reason for lowering the commitment was the limited amount of resources 

available within Lackeby, while at the same time other markets were showing more 

potential. Johnsson, who was responsible for the German market before Fridolfsson 

was hired, said: “We didn’t have the resources […] and we noticed it is more 

rewarding to focus our resources on other markets”. He mentioned he spent most 

of his time, during the de-internationalisation in Germany, on the US market, which 

was growing on a yearly basis. At the same time, connections in South Africa, 

Norway, and Mexico were established (Johnsoson). The more promising prospects 

of these countries and the limited availability of resources supported the decision 

to de-internationalise, which can be deducted from Johnsson's remarks: “We have 

to focus our time on the regions that actual buy some stuff […] unfortunately, there 

is a limited amount of hours in a day”.  

 

The third reason to reduce the commitment was the intense competition on the 

German market, according to Johnsson: “The competition is Germany is huge!”. 

He mentioned that the biggest players are; the Swedish firm Alfa Laval and the 

Spanish company HOS. These competitors, according to Wyrth, are offering 

similar products as Lackeby, however, at lower prices, which makes it difficult for 
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Lackeby to compete on the German market “ [...] but the products are cheap, and 

by this, I mean it in the truest sense of the word”. Besides, Wyrth mentions “The 

competition has changed dramatically [...] the market is characterised by crowding 

out”, emphasizing the increase in competition since the starting days during which 

the products of Lackeby sold well. Wyrth describes Lackeby’s products as almost 

too good; the quality exceeds that of competitors, but also restricts possible sales 

from replacements or upsell. A good example for Lackeby's product quality is the 

drum screen, which operated for 29 years before it had to be replaced.  

 

Lastly, the commitment to the market was reduced because, “We felt maybe that 

our distributor GEFA didn’t put that much effort into our products, so we simply 

said let’s prioritise others (markets)” (Holm). There was also a short period during 

which Lackeby switched the distributor for the German market. However, this 

cooperation was soon to be revoked leading Lackeby back to GEFA.  

4.5 Time-Out 

No exact dates for the beginning and the end of the time-out stage have been 

specified. However, all interview partners within Lackeby as well as GEFA noticed 

a significant reduction in sales over an extended period of time (Holm), which will 

be referred to as Lackeby’s time-out stage.  

 

During the time-out stage, Lackeby entered other international markets, such as 

South Africa, Italy, and Mexico, while increasing their commitment in the United 

States of America. According to Johnsson, especially South Africa and the USA 

have been perceived as valuable business opportunities and were therefore entered 

with the help of local distributors. Johnsson also mentioned that Lackeby did not 

acquire other companies or other resources and stuck to the utilisation of 

distributors for entering new markets, as Lackeby appreciated the low resource 

requirements of this mode of entry. This can be derived from his remark: “We don’t 

have to pay salaries, building rent or anything, so it is a good way for us to do 

business”. 

 

This statement fits to Holm’s description of the time-out stage as being 

characterised by a low commitment to the German market. Besides few suggestions 
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for potential customers and product applications, there has not been a driving force 

from Lackeby pushing GEFA to explore the market and close new clients. 

However, according to Holm, the business relationship with GEFA has been 

maintained by managing GEFA’s requests. Wyrth perceived the time-out stage in 

a similar way and mentioned that GEFA continued to keep promoting Lackeby’s 

products as part of their product portfolio. Selling Lackeby’s products during that 

time was perceived as a relatively slow business which was also due to the product's 

nature of being investment goods. He also mentioned that the fact that Lackeby and 

GEFA share a common history as former part of the Fagerberg Group. This shared 

history was said to be a reason for GEFA’s commitment towards Lackeby.  

 

During the time-out stage, a change in management took place. According to Holm, 

Lackeby had to rely on the available resources. When Famax took over the 

company in 2013 it was decided that additional resources would be applied to drive 

internationalisation (Holm). Besides a re-branding strategy to give Lackeby a more 

international appeal, Lackeby’s shift towards re-entry was characterised by hiring 

Fridolfsson, who has experience in the German market. According to Holm, this 

action was intended to help Lackeby’s re-entry within the German market.  

4.6 Re-Entry 

Lackeby’s re-entry into the German market is driven by external as well as internal 

reasons. Two interview partners within Lackeby (Johnsson & Holm) mention the 

plans of the German government to shut down all nuclear plants by 2022 to be a 

strong reason for Lackeby’s increase in re-entry efforts. This change in government 

policies, which is likely to alter the energy mix in Germany towards a higher 

percentage of renewable energy, in combination with the size of the German 

market, represents an attractive business opportunity for Lackeby. Despite the hope 

for re-entry, due to the policy changes, Holm remains curious if the market 

conditions for Lackeby’s products are right. According to Fridolfsson, the German 

market represents an attractive opportunity due to the presence of biomass in the 

wood industry and waste water plants. Furthermore, its proximity, cultural 

similarity and the increasing acceptance of the English language enable Lackeby to 

conduct business there.  
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In addition to the external environment, Johnsson & Holm mention an increase in 

resources, after the acquisition of Lackeby by Famax, to be a driver for Lackeby’s 

re-entry. By hiring Fridolfsson, Lackeby gained an employee with previous 

experience in the German biogas sector and a business network in the German 

market. According to Holm, Lackeby is hoping to gain a better understanding of 

the market and increase the commitment towards the German market, with the aim 

of increased sales and successful re-entry.  

 

Lackeby has gained experience on the German market by being active there as early 

as the 1980’s. At this point, it seems necessary for Lackeby to collect market 

information, as can be learned from Johnsson response on the topic of what 

Lackeby would do differently this time: “Finding out how the market looks like”. 

However, when asked if they considered using a different distributor the answer 

was clear, that they would stick to GEFA. Johnsson added “GEFA is also 

struggling with competition”, indicating that Johnsson does not blame GEFA for 

the drop in sales. Besides, GEFA is the one who has provided Lackeby with market 

information, as can be derived from Johnsson remark: “I would say our knowledge 

about Germany right now is from GEFA”. Fridolfsson, who gained experience in 

the biogas market in Germany at a different company, thinks, based on his market 

knowledge, that Lackeby offers qualitative products for reasonable prices. 

However, the competition is fierce in the German biogas market. Besides, the 

uncertainty where the market is moving is a fundamental element for re-entry 

according to Fridolfsson. When asked about whether Lackeby’s products could also 

be used on smaller biogas plants, such as farms, Johnsson answered: “Absolutely, 

because of the efficiency and slow flow rate the machines of Lackeby can also be 

used in smaller plants”. Showing that besides, municipalities the product range of 

Lackeby can also be used for different customers.  

 

Besides the perceived opportunity, there are also concerns about Lackeby’s re-

internationalisation. Wyrth argues that a variety of factors influences the market 

conditions: Due to the latest cut in subsidies the rentability of many biogas plants 

is questionable, which is supported by Wyrth’s statement: “The subsidies have been 

cut, which led to the ruin of many”. The government reduced the number of 

subsidies for biogas plants that will be constructed in the future, besides, old plants 
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will be affected by the cuts. Overall, the changes in government policies are likely 

to reduce the number of new construction contracts. According to Wyrth, excessive 

enforcement of regulations for subterranean water exacerbates the situation, forcing 

old biogas plants to undertake costly renovations.  

 

Furthermore, Wyrth mentions that most biogas plants already produce vast amounts 

of heat, which reduces the need for very efficient heat exchangers. Operators often 

fall back to competitor products, which are often regarded as less efficient, but also 

significantly cheaper. The heat existence of the surplus allows them to neglect 

efficiency. Overall, the competition in the German Market is listed as the primary 

concern, opposing Lackeby’s efforts in re-entering. 
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5. Analysis 

5.1 De-Internationalisation 

The literature on the topic of de-internationalisation describes the process of 

internationalisation as a rather gradual move and mentions economic developments 

as forces for de-internationalisation (Buckley & Casson, 1998; Mlody, 2016,). 

Mlody (2016) characterises de-internationalisation as multidimensional, ranging 

from reducing FDI to exiting the foreign market completely and for example 

closing a foreign subsidiary. This view is supported by Welch & Welch (2009), 

who mention that while firms de-internationalise some might continue promotional 

efforts in the market or keep close contact with the business relationships in the 

foreign market. Trąpczyński (2016) further suggest reducing or adapting the 

product portfolio as options to de-internationalise, as an alternative to leaving the 

market entirely. Lackeby never actually left the market but realised it was more 

rewarding to focus the resources on other markets (Johnsson). They still handled 

inquiries as they came from GEFA for the German market, but did not put a lot of 

time and effort in other activities for the German market (Holm). The behaviour 

shown by Lackeby is in line with the views of Buckley & Casson (1998); Welch & 

Welch (2009), and Mlody (2016). It shows that although firms de-internationalise, 

in many cases they remain active to some extent on the market. Although limited 

resources were used, Lackeby did not completely leave the market but kept a 

presence on the German market through GEFA.  

 

Also, Fletcher (2001) mentions that de-internationalisation does not necessarily 

need to be seen as a failure, but rather as a strategic decision, utilising the firm’s 

limited resources where they reap the most profits. The empirical evidence shows 

this is the case for Lackeby as they focused their resources on other countries, 

showing more potential (Johnsson; Holm). Besides, it was perceived that GEFA, 

their distributor, was not putting enough effort in Lackeby's products, leading 

Lackeby to prioritise other markets (Holm). Therefore, de-internationalisation does 

not need to be seen as a failure, but more as a way to switch limited resources 

around, where they yield the most profits. This is in line with the literature on the 

behaviour of SNIs, describing “firms with several subsequent exits and re-entries 

or considerable foreign involvement fluctuations” (Vissak & Francioni, 2013, p.1).  
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Possible reasons for de-internationalisation mentioned in literature are the lack of 

international experience, change in strategy, unsatisfactory economic results or 

increasing costs (Reiljan, 2004). Benito & Welch (1997), support the notion that 

institutional changes can cause de-internationalisation. The empirical evidence 

shows Lackeby has reduced their commitment towards the German market 

gradually, as the market dropped and sales went down (Johnsson; Holm). This 

supports the claim made by Reiljan (2004) that unsatisfactory economic results, e.g. 

lower sales, motivate a firm to de-internationalise. In contrast, a lack of 

international experience was not found as Lackeby was successfully active in 

multiple other countries. However, they were depended upon their distributor, 

GEFA, as they were the ones providing Lackeby with market information 

(Johnsson). 

 

During the interview, it was mentioned that competition is strong on the German 

market (Johnsson) with big corporate players offering products at a lower price, 

such as Alfa Laval and HOS. The strong competition was mentioned as one of the 

influences causing the de-internationalisation. Therefore, it is possible that intense 

competition can lead firms to de-internationalise. Which supports the claim from 

Reiljan (2004) on the influence of competition. Besides, economic crises 

(Gabrielsson & Pelkonen, 2008) and high import penetration of the market (Harris 

& Li, 2011), are argued to influence the exit of firms as well. The German market 

has changed significantly since the 1980’s and is currently characterised by 

crowding out (Wyrth). Even though the products offered by Lackeby provide a 

high-quality standard, the high quality also has a downside as it restricts 

opportunities for upsell and replacements (Wyrth). These product characteristics 

are potentially making their products less desirable for the distributor, compared to 

the competition. Whether the economic crisis in 2008 had an influence remains 

unclear. However, the presence of strong competition in the market, in combination 

with high import penetration, is influencing the firm’s decision to de-

internationalise or continue operations.  
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5.2 Time-Out 

The literature describes the time-out stage as the period after the exit and before the 

re-internationalisation, during which no internationalisation efforts in the 

previously exited market are made (Welch & Welch, 2009). A significant influence 

during the time-out stage, according to Bell et al. (2003), are critical events, which 

can cause firms to re-internationalise or prevent them from re-internationalising. 

An example of such a significant event was the plan of the German government to 

shut down all nuclear plants by 2022 (Holm). This critical event falls in the 

influence category government policies (Javalgi et al., 2011) and shows that critical 

events, and more specifically in this case government policies, do indeed affect the 

time-out stage and trigger motives for re-internationalisation.  

 

In addition, country-specific factors seem to have played a significant role in 

explaining the sudden market downturn and low sales. However, Lackeby was 

unaware of these developments on the German market, and mention they did not 

know why there was a decline in sales (Holm). Furthermore, based on the secondary 

data it can be said that country-specific factors, such as changes in rules and 

regulations, play a major role during the time-out stage, as they influence the 

business environment. Lastly, no connection that general economic factors 

influenced the time-out stage.  

 

Other influences are changes in power structure (Eckert & Mayrhofer, 2005), 

company objectives, country-specific factors, and general global economic factors 

(Javalgi et al., 2011). In 2013 the Fagerberg Group sold Lackeby to Famax (Holm), 

this change in ownership resulted in increased marketing efforts and more resources 

being made available, leading to hiring Fridolfsson's as new area sales manager for 

Germany (Holm). Therefore, a change in power structure, in this case, change of 

ownership, can influence firms to move from the time-out stage to re-entry. 

Besides, while a change in power structure happened, the company objectives 

changed as well, resulting in more resources for re-branding efforts and human 

capital (Holm). Hence, it can be said that changing objectives influence a firm’s 

time-out stage.  
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5.3 Re-Entry 

Re-Internationalisation can be achieved in different manners; it may vary in speed, 

commitment, entry mode and target market (Vissak, 2006; Javalgi et al., 2011; 

Vissak & Francioni, 2013). The empirical findings do not indicate an increased 

commitment in comparison to previous ventures; the re-entry stage can rather be 

characterised by a general curiosity to explore market opportunities (Johnsson). A 

change in entry mode has not been observed; the company appreciates the small 

resource requirements that are linked with the choice of distributors as entry mode 

(Johnsson). However, a shift in target market focus has been observed, as stated by 

Vissak & Francioni (2013), a company can change the target market, which is often 

induced by enhanced market knowledge. The primary target market focus shifted 

from drum screens towards heat exchangers, which was influenced by an increase 

of competition in the original target market (Wyrth) and a change in government 

policies (Fridolfsson). As competitors and institutions can be seen as part of the 

market, a better understanding of such can be seen as a deeper understanding of the 

market.  

 

Continuous internationalisation efforts have been shown to leave a mark in 

companies, in the form of knowledge (Javalgi et al., 2011), experiences (Fletcher, 

2001; Vissak, 2006) and an attitude towards internationalisation, which is also 

described as international heritage (Welch & Welch, 2009). Previous positive 

experiences or a financially rewarding outcome of earlier ventures were found to 

drive re-internationalisation (Welch & Welch, 2009). Lackeby’s 

internationalisation ventures have been described as financially rewarding 

(Johnsson) and generally good times (Wyrth). Therefore, it can be assumed, that 

the experience was positive and supported the re-entry decision. If and how 

Lackeby’s other international ventures influence the re-entry in the German market 

remains unclear. According to Welch & Welch (2009), re-internationalisers are 

more cautious than companies that just began to internationalise, which can be 

linked to Lackeby’s choice of low-risk entry mode. 

 

Business relationships play a crucial role in re-internationalisation, previous as well 

as emerging relationships can trigger re-internationalisation (Vissak, 2006; 

Freeman et al., 2013). In this case, business relationships relate to the distributor 
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GEFA. The relationship is described as originating from the companies' common 

history within the Fagerberg Group (Wyrth). Even though the relationship lay 

relatively vacant during the time-out stage, Lackeby has high faith in GEFA and 

obtains all their market knowledge about Germany from them (Fridolfsson). 

However, the relationship between the two companies plays an important role, it 

did not initiate the re-internationalisation attempts, which contrasts the findings 

from Freeman et al. (2013).  

 

The company’s internal environment can influence re-internationalisation: Firm 

age and ownership (Naldi & Kuiken, 2016), as well as company objectives (Vissak, 

2006) were found to influence the process. Naldi & Kuiken (2016) found mature 

firms, in general, to be more likely to re-internationalise. Also, family ownership 

was found to have a positive influence on re-internationalisation (Naldi & Kuiken, 

2016). Lackeby, established in 1965 and now owned by the Axelsson family 

(Famax) qualifies for both criteria. According to Holm, the company objectives 

recently changed, which led to a re-branding campaign and the deployment of 

additional resources, manifested in hiring Fridolfsson. Which, according to Holm, 

allowed Lackeby to focus on re-internationalising in the German market.  

 

External stimuli were consistently found to influence re-internationalisation 

(Vissak, 2006; Welch & Welch, 2009; Javalgi et al., 2011). More specifically, a 

favourable business environment (Vissak, 2006), arising business opportunities and 

changes in governmental policies were named as stimuli (Javalgi et al., 2011). The 

findings are consistent with what was observed at the case company. Within the 

company, all three interview partners mentioned a change in institutional policies 

to be the main reason for Lackeby’s re-entry efforts (Holm, Fridolfsson, Johnsson). 

The plans of the German government to shut down all nuclear power plants by 

2022, triggered by the disaster in Fukushima in 2011, manifested in a perceived 

business opportunity. Electricity from biogas was therefore seen as viable 

alternative to support Germany’s new, more sustainable energy mix (Holm, 

Fridolfsson, Johnsson).  

 

However, it is important to distinct between perceived and actual business 

opportunities. After gathering data on the German biogas market and the 
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institutional changes, the opportunity turned out to be significantly smaller than 

assumed. The biogas sector experienced its peak during 2008 and 2012, with 4260 

biogas plant being built during this period (Statista, 2016), which was fueled by 

governmental subsidies, raised in the EEG revision of 2009. Due to the latest 

changes in the EEG, the number of new biogas plants is expected to cap out around 

300 plants per year, which equals to roughly 30% of its previous market growth 

potential, based on the period from 2008-2012. The German federal environmental 

agency aims to stop expanding biomass energy utilisation, because of various 

environmental risks, being associated with this practice. Due to the significant 

reductions in subsidies and the new direction away from utilising energy production 

from biomass, the future growth potential of the German biogas market is 

questionable.  

 

Furthermore, the market for heat exchangers (utilised in biogas plants) is 

characterised by crowding out (Wyrth), less efficient competitor products represent 

a low-priced alternative for Lackeby’s product. By design, most biogas plants 

generate vast amounts of excess heat, which remains largely unused (Rutz et al., 

2012). Hence, competitor products which provide lower efficiency but more 

affordable prices are often preferred (Wyrth).  

 

According to Fridolfsson, Lackeby obtains most of its market information from 

GEFA and does not involve in other activities to gather market knowledge. This 

dependency indicates that up-to-date and accurate market knowledge is an 

important influencer of how business opportunities are perceived. Especially 

considering the characteristics of the market, in rapidly changing business 

environments, knowledge gained today, can be worthless tomorrow (Javalgi et al., 

2011).  
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6. Conclusions 

6.1 Answer to the Research Question  

The research question formulated in the beginning of this thesis was: "How do the 

internal and external environment of a company influence the process of re-

internationalisation?" Below the process analysed within the case company is 

presented together with the influences of the internal and external environment.  

 

The case company's de-internationalisation is characterised by reduced 

commitment, instead of an entire market exit; the case company chose to keep a 

market presence through their distributor. However, no significant effort was made, 

nor resources committed to the market during their movement towards de-

internationalisation. In addition, the results show that de-internationalising, in this 

case by reducing commitment, does not have to be seen as a failure, but rather as a 

strategic decision, utilising limited resources where they yield the most benefits.  

 

The drivers for de-internationalisation originated from both the internal and 

external environment of the case company: Unsatisfactory economic results, 

dependency on the business network, e.g. single distributor, intense competition, 

product characteristics in combination with changing market conditions, e.g. 

change in rules and regulations were found to drive the de-internationalisation. 

These influences also remain important during the time-out and re-entry stage.  

 

During the time-out stage the level of commitment to the market was similar to that 

in the de-internationalisation. The most influential factor on the time-out stage 

originate from the external environment, namely, the changes in government rules 

and regulations. The most relevant changes are the initiative to close all nuclear 

plants by 2022, indicating a potential business opportunity. However, at the same 

time, a reduction in subsidies and increased regulation for utilisation of biomass for 

energy extraction were initiated, decreasing the attractiveness of the market. 

Highlighting the importance of up-to-date market information, in this case gained 

from secondary data.  
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Moreover, the change of ownership can be characterised as an event, impacting the 

internal environment of the case company during the time-out stage. The change in 

ownership resulted in a shift of company objectives and associated resources, 

driving the company towards a market re-entry, which highlights the importance of 

the time-out stage as preparation within the re-internationalisation process. 

The re-entry is characterised by a renewed commitment towards the market and 

influenced to a large extent by the developments during the time-out stage. The 

biggest stimulus for re-entry was observed within the external environment, namely 

turning away from nuclear power. This change led to the realisation within the 

company that this might pose a valuable business opportunity. Positive experience 

within the market, which was gained during previous internationalisation efforts, 

fuelled the decision to increase the commitment towards the market once more. The 

change in company objectives after its acquisition enabled the deployment of 

additional internal resources, which can be seen as an internal influence initiating 

re-entry. If the company had not obtained additional resources, the re-

internationalisation would have been unlikely to gain momentum.  

 

However favourable the opportunity at hand seemed, a significant difference 

between perceived and actual opportunity was observed. This difference implicates 

that changes in the external environment might lead to re-entry attempts, even 

though the actual market conditions are not as favourable as expected. This once 

more illustrates the importance of market knowledge, for which in this case, the 

company was solely relying on its distributor.  

6.2 Theoretical Implications 

The theoretical conceptualisation of re-internationalisation processes 

acknowledges the influence of internal and external factors. During this single case 

study, congruent observations were made. Additional refinements could benefit a 

better understanding of re-internationalisation as such: A clear distinction between 

the terms re-entry and re-internationalisation, as applied within this thesis, would 

allow a distinct description of both phrases. Re-entry being the stage in which the 

company attempts to enter a market again, and re-internationalisation describing 

the whole process including de-internationalisation, time-out and re-entry. On a 
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further note, de-internationalisation does not necessarily mean that the company 

will not further internationalise in different markets.  

 

Furthermore, a distinction between perceived and actual business opportunities 

could add to the theoretical model of re-internationalisation, as a company can 

likewise be influenced by the perception of an opportunity, as well as an actual 

opportunity. This influence goes along with another suggested extension toward the 

theoretical model or re-internationalisation: Market knowledge and whether it is 

accurate and complete can determine success or failure of re-entry initiatives. 

6.3 Managerial Implications 

Multiple managerial implications can be derived from the findings of this thesis: 

Rather than seeing de-internationalisation, retreating from a market or reducing 

commitment as a failure, such processes should be viewed as a strategic tool to 

focus resources on the most profitable areas of business. This point of view could 

allow managers to make decisions more freely and rationally, using resources 

where they yield most benefits, instead of aiming to save face.  

 

As business opportunities can be an important factor for driving re-

internationalisation, companies should aim to obtain up-to-date market knowledge 

to a) discover such opportunities and b) to distinct perceived from actual 

opportunities to prevent wrong decisions. Therefore, the choice of information 

source should be considered carefully. The dependence on a single source of 

information can lead to incomplete information distribution among source and the 

recipient, and should hence be avoided. In addition, availability of resources was 

observed to be the stimulus for achieving re-entry, and therefore managers should 

pay attention to employing the necessary resources when aiming for a re-entry. 

Lastly, managers of family owned businesses can benefit from understanding the 

process of re-internationalisation, as they are more likely to face re-

internationalisation than managers within non-family owned businesses.  

6.4 Managerial Specific Recommendations for Case Company 

Based on the analysis the following recommendations are written for the case 

company; collecting market knowledge is a key consideration before 

internationalising, but also when considering to re-enter a market, as this market 
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knowledge can provide valuable insights into the market potential and determine 

resource deployment. More specifically, based on the information from Wyrth in 

combination with the secondary data about the German biogas market, committing 

additional resources for the German biogas market is not recommended. The main 

reasons for this recommendation are the reduction in subsidies and increase in 

regulations, together with the advice of the environmental committee to limit 

energy from biogas due to the environmental issues associated with them. However, 

other industries in need of heat exchangers, such as those involved in food 

processing could prove a promising opportunity, e.g. by utilising heat exchangers 

for pasteurisation. Pasteurisation could furthermore be used, to reduce the number 

of bacteria in biomass waste, which could then be applied as fertiliser on 

agricultural land, or exported.  

 

Furthermore, by maintaining close ties with distributors, up-to-date market 

knowledge can be collected. Therefore, it is recommended to keep in regular 

contact with the distributor and potentially ask for updates whenever relevant 

developments in the market have happened or are about to happen that could 

influence the company. In addition, collecting market data, independent from the 

distributor, could increase the knowledge about the actual potential of the market.  

6.5 Research Limitations 

The thesis could have been extended if more individuals within the case company 

would have been available for interviews, to add more empirical evidence for 

building the theory. However, no additional interviewees, that had been actively 

involved in the process of re-internationalisation, were identified.  

 

In addition, as discussed in the methodology chapter, case studies have 

shortcomings. The generalisability of case study results, especially from single case 

studies, can only be achieved in an analytical way. Nonetheless, the results can 

represent a valuable addition to the current literature and theory. The applicability 

of the results may vary for other companies. The utilisation of semi-structured 

interviews poses the risk of producing different results when repeating the case 

study. However, the interview guide and the operationalisation should limit the 

effect of this risk.  
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Furthermore, the focus on the process of re-internationalisation and the influences 

of the internal and external environment on the German biogas industry is another 

limitation of this thesis, as it restricts the applicability outside of the German 

market. Secondly, the study was performed from the viewpoint of a Swedish, 

manufacturing SME, specialised in equipment for mechanical particle separation 

and efficient heat recovery. Hence, the process of re-internationalisation and the 

particular influences of the internal and external environment might be less relevant 

for other industries. Lastly, the thesis studies a B2B relationship, making the results 

for B2C companies less applicable.  

6.6 Further Research 

Further research can be directed at exploring additional influences within the 

internal and external environment of a company going through the process of re-

internationalisation. Depending on the company’s internal and external 

environment, the influences are most likely going to be different, at least to some 

extent.  

 

That introduces the second suggestion for future research being, conducting a study 

into how the internal and external environment of a company influence the process 

of re-internationalisation in a different country, market or industry context. Mainly 

because the influence of the internal and external environment depends largely on 

the context in which the process of re-internationalisation is studied.  

 

The last suggestion for further research is to test the theoretical implications found 

in this study to see whether they can be confirmed in a different context. Thereby, 

the possibility exists to either confirm or contradict the findings presented in this 

thesis. 
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Appendix 

1. Interview guide 

Thank you for participating in this interview, which is being conducted as part of a 

master thesis studying “the process of re-internationalisation”, by Menno den 

Adel and Tobias Muller, Linnaeus University, Kalmar, Sweden.  

 

The interview is expected to last around 45 minutes, notes are being taken by the 

interviewers. In addition, the interview will be audio recorded to allow for an in-

depth analysis after the interview has been completed. Your responses can be made 

anonymous if desired and if you feel uncomfortable at any time the interview can 

be terminated. If you agree to participate please fill out the information below and 

sign where it says “interviewee”. 

 

Company:  

Location:  

Date:  

Interviewee:  

Role within the firm:  

 

 

……………..... ……………… ……………… ………………. 

Interviewee  Interviewer  1 Interviewer 2  Date 

 

Please take some time to read through the questions below to prepare yourself for 

the interview.  

 

Internationalisation (All participants within Lackeby) 

1. When did you enter the German market for the first time? 

2. Why did you enter the German market? 

3. How did you approach entering the German market? (Direct export, 

distributor, etc…) 

a. Business Network (How did you establish connections?) 

b. Influence of Gefa (Describing background and relationship) 



  

 

 II 

  

4. How important is the German market for the firm in comparison to other 

markets? 

5. Did you enter any other countries at the same time? 

6. How profitable is the German market in comparison to other markets? 

7. How would you describe the commitment towards the market? 

8. Was the venture financially rewarding? 

9. How did you experience the market entry? 

10. How would you describe the company’s objectives at that time? 

 

De-internationalisation (All participants within Lackeby) 

11. Why did you leave the German market? 

12. How did you perceive/experience ……  

Internal environment 

a. Business network 

b. Management structure 

c. Market knowledge 

d. Firm objectives/commitment 

External environment 

e. Institutions 

f. Government policies 

g. Economic climate 

h. Competition 

13. Was there any change in the “………..” causing Lackeby to leave the 

German market? 

Internal environment: 

a. Business network 

b. Management structure 

c. Market knowledge 

d. Firm objectives/commitment  

External environment: 

e. Institutions 

f. Government policies 

g. Economic climate 

h. Competition 

i. Probe: If so how did it impact the de-internationalisation 

phase? 

 

Time-Out (All participants within Lackeby) 

14. Was any action taken involving the German market during the time-out 

phase? 

15. Was there any change in “..............” during the time-out phase? 

Internal environment: 
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a. Business network 

b. Management structure 

c. Market knowledge 

d. Firm objectives/commitment 

External environment: 

e. Institutions 

f. Government policies 

g. Economic climate 

h. Competition 

i. Probe: If so how did it impact the time-out phase? 

16. Did Lackeby enter another foreign country during the time-out phase? 

17. Did Lackeby acquire another company during the time-out phase? 

 

Re-Internationalisation (All participants within Lackeby) 

18. What have you learned from the previous attempt on the German market 

(international heritage)? 

19. What changes have been made to make the re-internationalisation 

successful? 

20. What will you do different this time? 

21. Why does Lackeby want to re-enter the German market? 

22. How do you approach entering the German market? (Direct export, 

distributor, etc…) 

23. How big is the home market for Lackeby’s products 

a. Does the market size influence decisions to expand abroad? 

24. Have there been any changes in “........” influencing the decision to re-

enter the German market? 

Internal environment: 

a. Business network 

b. Management structure 

c. Market knowledge 

d. Firm objectives/commitment 

External environment: 

e. Institutions 

f. Government policies 

g. Economic climate 

h. Competition 

i. Resources unavailable in the home market 

 

GEFA (Only for Sven Wyrth): 

25. How would you describe the German market back in the 1980’s when 

Lackeby entered the market? 

26. What has changed in the meantime? 

27. How would you describe the market today? 



  

 

 IV 

  

28. Have there been any changes in “.....” lately influencing the market in 

Germany? 

a. Market knowledge 

b. Laws, regulations, and/or government policies 

c. Business environment 

d. General economic climate 

29. How would you describe your relationship with Lackeby? 

30. How has your relationship changed with Lackeby over the years? 

31. How do you see the relationship develop over the coming years? 
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