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Abstract 

Companies within Artificial Intelligence are receiving increased international 

attention in many industries and the technology is affecting the everyday life of 

many people, with or without their knowledge. Simultaneous to this development, 

the BRIC countries have gained a spot in the global sitting room due to their rapid 

growth and industrialisation, which in its turn has made way for vast business 

opportunities. The purpose of this thesis has therefore been to explore how Artificial 

Intelligence companies utilise these opportunities and internationalise to the BRIC 

countries. This has been done through a qualitative study where four cases have 

been interviewed to explore whether traditional or new internationalisation 

processes are applicable in this context. Additionally, the drivers and barriers of this 

market expansion have been researched to broaden the view of the process. The 

findings reveal that Artificial Intelligence business is global and that networks are 

significant in the success of internationalising to the BRIC countries. It is also found 

that there are great drivers and challenging barriers that affect the decision to enter 

the BRIC countries and the success in these markets. Lastly, several topics for 

future research are presented in the hope of encouraging more contributions to the 

field. 
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1 Introduction 

In this chapter, the background of the thesis will be presented. Thereafter, a 

problem discussion on the findings will be given, and a discussion on the relevance 

of the thesis topic will be held. The chapter will end with the revealing of the 

research questions which conduct the thesis.  

 

1.1 Background  

Technological developments are introduced to the world at a rapid pace. These 

innovations in addition to digitalisation are changing the everyday life for many 

people. The access to information is eased, as well as the purchase of goods and 

services, plus shortening the perceived distances between people (Viswanathan, 

2017). The customer behaviour is constantly developing due to innovations and 

their launch on the global market and companies need to place great investments in 

keeping up with the action (Becker, 2018). Solely, the introduction of social media 

is constantly increasing the presence of the internet and transforming the entire 

marketing sector, a fact that does not strike as a surprise due to the 2.6 billion users 

of social media globally (Harrison, 2019). Moreover, innovations are radically 

changing the international business environment (Forbes Technology Council, 

2018). It is recognised how technological developments are enabling international 

trade in many areas and a large contributor is found to be the improved measures 

of communication.  

 

1.1.1 Artificial Intelligence 

When Forbes Technology Council (2018) acknowledges eleven notable high-

technological developments of the past three years Artificial Intelligence, AI, is the 

basis for more than half of the innovations. Chatbots, real-time language translation 

and predictive analytics are a few AI solutions on the list worth mentioning. These 

are appearing with or without individuals’ awareness frequently during the day on 

websites, acting as customer services and predicting people's next move. With all 

these functions and innovations entering the market in the past three years one can 

wonder, what is the artificial intelligence wave made of and what international 

business opportunities can it potentially be used for? 

 

High-technological AI companies provide solutions in many fields that are 

affecting how we live and work throughout our everyday life (Adam, 2017; Forbes 

Technology Council, 2018). Artificial Intelligence has throughout the years been 
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defined in many ways (McCarthy, 2004; Negnevitsky, 2011; Nilsson, 2014; Russel 

and Norvig, 2016), and Techopedia (2019), a site for simple technology definitions, 

define AI as “an area of computer science that emphasizes the creation of 

intelligent machines that work and react like humans.”. Russel and Norvig (2016) 

categorise the technology performing as humans into the four easily understandable 

areas Thinking Humanly, Thinking Rationally, Acting Humanly and Acting 

Rationally. Thinking Humanly refers to machines ability to cognitively act like 

human beings, an ability developed through the field of cognitive science which 

aims to make AI technologies act as if it had adopted human intelligence. For this 

to be possible, the phenomenon of the human mind must first be observed, in order 

to extract the cognition to a computer system (ibid).  

 

Thinking Rationally concerns the AI branch of logic cognitive abilities (Russell and 

Norvig, 2016). This logic element handles the mission of making the technology 

think wisely in all situations it comes across. The basis of this aspect is patterned 

structures which are programmed to return the correct output in every given 

situation. Naturally, this implies advanced systems as one simple input logically 

may have hundreds of outputs (ibid).  

 

The aim of machines ability to Act Humanly refers to people’s inability to tell the 

difference of whether AI technology or humans have performed certain tasks 

(Russell and Norvig, 2016). The functionality available relates to the different 

fields: natural language processing, knowledge representation, automated 

reasoning, machine learning, robotics and computer vision. This aspect of the 

phenomenon is currently very discussed, as the existence and its capacity already 

threaten the human occupation to some extent. If the technique is developed enough 

it will have the same or more improved abilities as humans and perhaps be seen as 

cheaper than contracting workers (ibid).  

 

Acting Rationally relates to machines ability to perform not necessarily the precise 

correct decision, however, based on the circumstances make the best-expected 

return (Russell and Norvig, 2016). Although making the correct decision is always 

the aim for AI technology, the situation may at times hinder a definite correct way. 

Hence, the acceptable option of these circumstances is the best-expected return. 

These intelligent machines enable the automation of many tasks previously 

performed by humans and ease the vast analysis of data (ibid).  

 

AI technology is vastly diverse and can be used in different areas, where some 

technologies are autonomously self-driving cars, behavioural algorithms and 

personalised searches (Adams, 2017). Systems like Apple’s Siri, Amazon’s Alexa, 
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Tesla’s innovative cars and the streaming website Netflix are some examples of 

where AI technology is greatly used. Furthermore, there is a variety of AI solutions 

available to improve a company’s marketing: Buyer Personas, Social Media 

Monitoring, Customer service and social engagement, and Content Optimisation 

(Harrison, 2019). For example, content optimisation through recommended 

purchases is heavily used by Amazon and generates one-third of their business 

revenue (Conick, 2017). This AI solution is not only increasing sales however it is 

also assisting Amazon in offering the right product for the buyer. Further, three-

quarters of the watched movies on Netflix are discovered by watchers through their 

recommendation system which is also a sort of content optimisation with the help 

of AI (ibid). Evidently, AI technology can be used in many areas of businesses in 

varying industries (Negnevitsky, 2011; Forbes Technology Council, 2018). Hence, 

this ground-breaking technology represents great business opportunities.  

 

1.1.2 Internationalisation 

As technological developments are made, the internationalisation and spread of 

these becomes a fact (Forbes Technology Council, 2018). However, what are the 

drivers for these high-technological companies to expand outside of their domestic 

markets? There are many reasons for companies to expand their business to become 

a part of the global arena. It is now easier than ever, because of digitalisation and 

the simplification of being present on different markets (Agrawal, 2017). Further, 

Agrawal (2017) explains that internationalising to new markets can create brand 

awareness, increase sales, represent opportunities in countries with less 

competition, decrease cost, etcetera. These internationalisation drivers can be the 

result of both the company’s initiative or by being the only solution for the survival 

of the company. 

 

In an internationalisation context of AI companies, one can wonder whether there 

is a universal strategy to be used, or if the internationalisation differs according to 

the circumstances. Johanson and Vahlne (1977) propose a framework of 

internationalisation where the studied firms are found to internationalise through a 

learning-by-doing approach, which is called the Uppsala model. As the firms 

increased their knowledge, the risk was reduced, and the market expansion was 

believed to be more secure (ibid). Further, firms are found to internationalise to 

geographically close markets initially and spread to further close markets like rings 

on the water. This is also thought to be a side effect of the greater extent of 

knowledge a firm naturally has of countries close by (ibid). However, there are 

firms that follow a different internationalisation approach than the one previously 

mentioned. Firms that meet the description of Born Global’s tend to be seeking 
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international operations where opportunities arise, rather than following a specific 

pattern of which countries to start in (Oviatt and McDougall, 1994; Madsen and 

Servais, 1997). Lastly, the Network theory represents another perspective of 

internationalisation. Coviello and Munro (1995) describe that a company’s network 

can be the help the company needs to reach new markets. This is another example 

of how firm’s do not necessarily follow a step-by-step approach, as it is shown that 

the relationship of the firm can both reveal international opportunities and assist in 

the utilising of them. Followingly, the network can greatly influence the choice of 

markets and the success in internationalising to those markets (ibid).  

 

1.1.3 Emerging markets/BRIC 

Emerging markets are becoming attractive markets to internationalise to for many 

companies from developed countries (Serrato and Morales, 2014). These markets 

are considered countries with rapid industrialisation and growing economies, which 

puts them in between developing and developed countries (Cavusgil, Ghauri and 

Akcal, 2013). Countries that are being considered emerging markets are shifting 

annually. These changes are identified by various institutions, such as banks, and 

can be spotted through indicators and growth projections (ibid). An example of this 

is a growing GDP rate and level of international trade. Emerging markets are 

contributing to the global economy by improving education and technology. This 

is done by focusing on becoming a part of the global economy, as major players, 

through example improving and increasing foreign direct investment (ibid). 

However, it is essential to emphasise that emerging markets differ from each other 

regarding the market and demographic structure, culture, politics and economy.  

 

Important to consider are differences in doing business in emerging markets, 

compared to developed countries. Cavusgil et al. (2013) and Sandberg (2012) 

emphasise the importance of building strong business relations and that it is 

essential to gain business relations with all the companies involved in the network. 

This is of importance since the business environment is very different from 

developed countries because of the limited infrastructure and support, as well as the 

different culture, regulation and varying institutional structures (ibid).  

 

BRIC is an acronym of the countries Brazil, Russia, India and China. These 

countries are considered the four major emerging markets in the world and the name 

BRIC was firstly used in 2001 by the chief economist Jim O’Neill (O’Neill, 2001). 

These countries have the potential of overtaking the largest economies in the world 

because of their growth rate (Pelle, 2007; Cavusgil et al., 2013). According to the 

World Data Bank (2017), the total population of the BRIC nations is above 3 billion, 
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which represents over 42 percent of the world’s population. The middle class in 

these nations are growing because of the higher incomes, which is increasing the 

consumption behaviour (Cavusgil et al., 2013). This contributes to the constant 

growth of these markets and their contribution to the world market.  

 

The fact that the BRIC countries stand for great business opportunities due to their 

speedy development towards industrialised countries is natural (Pelle, 2007). The 

four nations have decided to collaborate to mutually reach a greater overall 

development, and as of 2018, the importance of collaborating in the area of 

digitalisation, as it is predicted to bring countless growth opportunities, was 

highlighted (Mhlanga, 2018; The Financial Tribune, 2018). Investments are 

planned and practically, this implies policy developments, strengthening 

technological educations as well as making education accessible for more citizens. 

Further, research and development are important areas to highlight and the BRIC 

countries are mainly challenging the developed countries in the fields of product 

development and the improvement of processes (The Economist, 2010; Tseng, 

2009). This indicates how the nations work to become competitive in the global 

arena and emphasise the importance of doing business with the nations.   

 

As the middle-income population is increasing in emerging markets, the specific 

desire and consumption of IT solutions and technology are growing (Murugesan, 

2011). The Financial Tribune (2018) recognises how the BRIC nations have an 

advantage in matters of digitalisation, as technology nowadays is well developed, 

and the countries lack outdated systems that need to be modernised. Because of this, 

the countries are not required to make way for the time-consuming alteration of 

outdated systems. Hence, their digitalisation is seen to happen smoother and at a 

quicker pace than was previously possible. It is also highlighted how AI technology 

will be a main contributor to this advantage (ibid). Jain (2006) complies with this 

technical advantage and describes how emerging markets have the benefit of using 

technologies from more developed markets in their own development. The 

Financial Tribune (2018) also emphasises how this is synonym with extensive 

business opportunities. In line with this, Pelle (2007) claims that a business that 

wants to maintain its economic growth does no longer face the question of whether 

or not to do business with a BRIC country, rather how to initialise it.  

 

1.2 Problem discussion 

Schwab (2016) describes how digitalisation is transforming business as no other 

revolution has in the past. This phenomenon is simultaneously bringing 

opportunities and implications to businesses, as billions of people are connected 
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through the access to the internet, extensive knowledge is available and 

unparalleled processing possibilities are innovated. Simultaneous to peoples’ online 

opportunities, unprecedented sets of data are created and with the help of the 

developing field of AI these data sets can be exploited (Schwab, 2016; Negnevitsky, 

2011).  

 

The name Artificial Intelligence (AI) was first used in 1956 by John McCarthy, 

most often called the founder of AI (Russell and Norvig, 2016; Negnevitsky, 2011). 

However, the first research within AI has been dated back to 1943. McCarthy has 

done an extensive research throughout his lifetime, which has contributed to the 

theory. Initially, AI research was based on the studies of neurons in the human 

brain, early computer science, automata theory and intelligence as well as how these 

areas could be intertwined (ibid). Further, the theory has been defined in different 

ways throughout the years (McCarthy, 2004; Negnevitsky, 2011; Nilsson, 2014; 

Russell and Norvig, 2016). Simon and Newell (1958, pp.8) offered a clear 

definition of the phenomenon already in the ’50s:  

 

“It is not my aim to surprise or shock you- but the simplest way I 

can summarize is to say that there are now in the world machines 

that think, that learn and that create. Moreover, their ability to do 

these things is going to increase rapidly until- in a visible future- 

the range of problems they can handle will be coextensive with the 

range to which the human mind has been applied.”  

 

Despite the many years of research, the practical usage of AI is still a fairly new 

field in business (Negnevitsky, 2011; Russell and Norvig, 2016). Today, AI is 

known as a field in computer science and engineering which implicates the creation 

of machines that act and react like human beings (McCarthy, 2004; Russell and 

Norvig, 2016; Negnevitsky, 2011). An important aspect is that AI systems can now 

learn on its own, it is aware, becomes smarter and enhances its knowledge and 

capabilities over time (Russell and Norvig, 2016; Negnevitsky, 2011; Adam, 2017). 

These intelligent machines enable the automation of many tasks previously 

performed by humans and ease the vast analysis of data available today. The field, 

however, is very diverse in the aspects of usage, which makes certain parts more 

relevant than others, in regard to this thesis. AI has proven to represent great 

business opportunities as it, amongst other things, can provide a forecast for 

businesses as well as provide a view of an ideal customer (Russell and Norvig, 

2016; Negnevitsky, 2011).  
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However, it is not a technology solution that attracts all businesses because of the 

difficulties regarding its implementation, facts that could challenge the success of 

AI companies. Marr (2017), Bughin and Manyika (2018) and Joshi (2017) 

emphasise that the lack of skilled people to utilise technology is a major aspect for 

companies to not adopt AI solutions. Because of this, the technological adoption of 

AI is believed to be too high and advanced. Bughin and Manyika (2018) at 

McKinsey highlight other difficulties for AI companies to sell their high-

technological solutions, namely lack of commitment to AI from business leaders. 

Lastly, the monetary investment of AI technologies is considered an extensive 

investment for many companies, even though the AI solution could contribute to 

lowering costs in the long-term (Joshi, 2017; Bäckström and Larsson, 2018).  

 

Could these identified challenges be the barriers that hinder the internationalisation 

to the BRIC countries? Previous research has proven that the adoption of an AI 

strategy even for companies in developed countries has been too expensive 

(Bäckström and Larsson, 2018), and that AI companies strive to internationalise to 

other developed markets where demand is high (Johansson and Persson, 2018). 

Moreover, the emerging markets have shown great business opportunities as of the 

constant development in various sectors (Cavusgil et al., 2013). A study that shows 

how AI companies focus on utilising the present market opportunities of emerging 

markets, despite the cost of the solution it delivers, has not been found.  

 

The internationalisation of high-technology companies has been seen to follow 

different approaches to internationalisation (Wu and Hsu, 2013), in comparison to 

classic internationalisation theories which emphasise incremental 

internationalisation (Johanson and Vahlne, 1977). Wu and Hsu (2013) propose a 

study which recognises that high-technology firms skip traditional 

internationalisation steps and take the role as Born Globals. Blomqvist, 

Hurmelinna-Laukkanen, Nummela and Saarenketo (2008) comply with this and 

claim that the increasing competitiveness globally demands quicker responses of 

companies, making the Born Global approach appropriate for the development and 

sustainability of the firm. Previous research in the field of internationalisation of AI 

firms is limited. A study on high-technological companies highlights the 

importance of establishing relationships for the business’ expansion (Mohr, 

Sengupta and Slater 2014). However, as mentioned above, it is found that AI firms 

previously have internationalised according to where opportunities are found and 

developed markets have been targeted (Johansson and Persson, 2018). The 

motivation for this approach is considered to be the emerging phase of the industry 

in general. Hence, businesses are more or less forced to internationalise to markets 
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where demand is perceived and developed markets have been seen as accessible for 

business (ibid).  

 

Sandberg (2012) describes implications of internationalising to emerging markets 

for small and medium-sized companies. Relationships are highlighted as essential 

for the process and especially the connections with distributors or agents. Cavusgil 

et al. (2013) comply with this, claiming that a long-term relationship-based 

approach for doing business with emerging markets is significant. Further, the 

attractiveness of the BRIC countries is highlighted, and their development is 

expected to be beneficial for businesses over a long time period. However, finding 

previous research in the field of internationalising to these countries is challenging. 

Various studies point on the benefits and business opportunities of emerging 

markets (Cavusgil et al., 2013; Mhlanga, 2018; Serrato and Morales, 2014), 

indicating that the front-ranked BRIC countries are a field of interest for further 

research to be able to utilise the opportunities. 

 

However, previous research shows how there are some challenges businesses need 

to consider when entering emerging markets. Goncalves, Alves and Arcot (2015) 

emphasise different aspects that make the entry to emerging markets more 

challenging than to more developed countries. Firstly, the state and involvement of 

the government of the emerging market can interfere with the business’ activities. 

Secondly, the lack of functioning and well-designed infrastructure can be 

challenging, as it can make it difficult for the operations of the business run 

smoothly. Lastly, the lack of educated and skilled workers makes it challenging for 

companies to find qualified personnel for the jobs (ibid). Cavusgil et al. (2013) 

address that another challenge to consider is whether the offering needs to be altered 

to suit the target customer in the emerging markets. Local companies in emerging 

markets offer affordable products for the citizens, whilst the main customers of 

companies from developed countries generally value high technology, quality and 

design. The majority of customers in emerging markets are not used to the same 

standards and often lack the affordability of products offered to customers in more 

developed countries. It is therefore essential for foreign businesses to alter their 

products or services to become attractive and valuable for the local customers (ibid).  

 

As a summary, previous research covers the theory of AI (Norvig and Russell, 

2016; Negnevitsky, 2011), emerging markets and internationalisation to these 

(Sandberg, 2012; Cavusgil et al., 2013; Goncalves et al., 2015), as well as the 

internationalisation of high-technology companies (Wu and Hsu, 2013; Blomqvist 

et al., 2008). What all areas have in common is that none of them are studied 

thoroughly and previous research is found limited. Further, the authors of this thesis 
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have been unable to identify a study which combines the different fields and focuses 

on the internationalisation of AI companies to the emerging markets of the BRIC 

countries. Moreover, as the field of AI has proven to hold great business 

opportunities, as well as the BRIC countries facing major developments alongside 

a growing middle class, researching the gap is of great interest.  

 

1.3 Research questions 

The research question is based on the gap discovered in the field of AI firms’ 

internationalisation to emerging markets, more specifically the BRIC countries. 

This question is generated with the hope of exploring the identified gap. 

How do Artificial Intelligence companies internationalise to the 

BRIC countries? 

 

Sub-question A: What are the barriers and drivers of 

internationalising to the BRIC countries? 

 

Sub-question B: How do the barriers and drivers affect the 

internationalisation to the BRIC countries? 

 

1.4 Purpose  

The purpose of this thesis is to explore the field of how AI companies 

internationalise to emerging markets, specifically the BRIC countries. Also, the 

authors explore the drivers and barriers for AI firms’ internationalisation to these 

specific markets. The authors conduct interviews with AI companies that already 

hold an international presence. This is done to be able to draw conclusions based 

on the companies’ experience, not their conclusions of how such an 

internationalisation could appear. 

 

1.5 Delimitation 

This study will focus on AI companies that have internationalised to one or more 

of the BRIC countries. This thesis will focus on AI companies in general, without 

making limitations of specific firm sizes or fields within the industry. However, the 

companies have been limited to firms who perform their key activities digitally, 

which naturally has excluded the field of robotics. Further, the study will only focus 

on the BRIC countries as they are predominant in their development, hence all other 

emerging markets will be excluded from this thesis. Additionally, the companies 

for the study have been limited to origin from a developed country. 
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1.6 Outline 
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2 Literature review 

The succeeding chapter will start off by introducing the theory of artificial 

intelligence, followed by well-known internationalisation theories as well as theory 

on emerging markets.  Altogether, these theories make out the conceptual 

framework, which will be applied to explore the research question of the thesis. 

 

2.1 Artificial Intelligence 

The theory of Artificial Intelligence, AI, is broad and the technology it enables is 

used in fields such as Robotics, Marketing, Finance, Health Care and Analysis 

(Dobrescu and Dobrescu, 2018). The three main pillars that represent the basis for 

all AI technology are considered to be NLP, natural language processing, data 

mining and machine learning (Russell and Norvig, 2016). Natural language 

processing is the ability of computers to understand the human language and its 

capability to respond to it. This technique is an emerging field and its ability is 

exploited in many areas of business (Joe Baby, Ayyub Khan and J. N, 2017a). 

Chatbots is one example of the increasing interest in this pillar of AI. Joe Baby et 

al. (2017a) claim how these systems have the capacity to translate and answer 

messages as well as inform the system user of necessary information, in relation to 

what is given to the system. This ability can be essential in a home connected with 

wifi-devices, for informing of light saving opportunities or that the fridge has not 

been closed properly. This communicative ability of NLP and Chatbots can be 

achieved through the science of data mining and machine learning.  

 

Data mining refers to the analysis of data which is performed by sorting large 

amounts of data and identifying patterns through it (Negnevitsky, 2011). In 2012, 

the amount of digital data was expected to reach 2500 exabytes, which if it would 

be summarised in book form would make the distance from earth to Pluto and back 

fifty times. At that time, the amount of data had doubled itself every year (ibid). 

Beierle and Timm (2018) claim that the extensive data sets created today are beyond 

reason and capacity. As a consequence, the field of teaching systems to forget and 

delete unnecessary data is increasing. It is however not as simple as it can appear, 

as technical systems need to be programmed to erase data that will not be of further 

use. However, how can one really know what data will not be useful? With the vast 

amounts of data available today, being able to get a short summary of useful 

information becomes highly valuable (ibid). Negnevitsky (2011) informs how data 

mining, also referred to as gold mining, has the capacity to extract meaningful data 

and discover patterns such as correlations and trends. Hence, this technology can 

play a significant role in businesses, by making accurate forecasts and finding 

hidden deviations (ibid). 
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Machine learning, which is the third and last pillar of AI, refers to machines ability 

to develop themselves and to learn from experience, without the necessity of being 

further programmed (Negnevitsky, 2011). Practically speaking, machines receive 

data, draw conclusions from the patterns received and develop their own 

knowledge. Joe Baby, Singh, Srivastava, Dhawan and Mahalakshmi (2017b) 

present a study where machine learning is used to predict the emptying of waste 

bins. Here, the bins are programmed to learn from how much waste has previously 

been generated and through smart systems, the bins communicate with the trucks 

collecting the garbage. In this way, the trucks are only called to empty the bins when 

they are full which saves both time, money and limits the environmental impact 

(ibid). Also, Sebastiani (2002) recognises the importance of machine learning for 

categorising text. Here, the technology is used to sort digital texts into precomposed 

categories. The system learns from the documents sorted where to place similar 

documents in the future. This is a very useful approach as the number of documents 

online too, is extensive (ibid). As of these varying examples, the usability of 

machine learning is wide and valuable in many industries.  

 

AI solutions are adopted by many companies to assist activities such as their 

marketing, analysis and applications, technology that is delivered by high-

technology AI companies (Pan, 2016; Dobrescu and Dobrescu, 2018). Rao and 

Klein (2015, pp.5) define a high-technology firm as “a company with relatively high 

level of research and development (R&D) intensity (the ratio off R&D expenditures 

of a firm to its sales or simply a high level of R&D.”. As high-technology companies 

often work at the forefront of innovation, uncertainty is a fact (ibid). Followingly, 

large investments in research and development are required prior to the making of 

profit. However, Rao and Klein (2015), Kline and Rosenberg (2009) and Mohr et 

al. (2014) claim that the uncertainty of these investments can be reduced by 

integrating the company’s marketing department into the process, to make sure that 

there is a demand for the technological innovation. Moreover, Onetti, Zucchella, 

Jones and McDougall-Covin (2012) describe how high-technological firms tend to 

have an early focus on international markets, as a consequence of globalisation and 

the innovative nature of the firm. These firms often face growth challenges in an 

early phase, as a result of the rapid development of innovations. Further, it is 

recognised how such high-technology firms face a sense of naturally holding a 

global position, due to global networks, investors, customers and an international 

talent force (ibid). Followingly, these global elements naturally imply being 

international by launch (Oviatt and McDougall, 2005). 
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2.2 Internationalisation 

The expressed concept of internationalisation has been broadly discussed for many 

years (Knight, 2015; Welch and Luostarinen, 1988). Welch and Luostarinen (1988, 

pp.36) define internationalisation as “the process of increasing involvement in 

international operations”. A newer definition of internationalisation is “...the 

process through which enterprises are more and more concerned with the 

international market and start to have direct contacts with it through different types 

of transactions”, formed by Stremtan, Mihalache and Pioras (2009, pp.1025). The 

process of internationalisation was used to be believed to happen in a gradual 

involvement and with increased knowledge of an international market, the firm 

gained experience to internationalise to more remote markets (Johanson and 

Vahlne, 1977). This traditional internationalisation is known as the Uppsala Model. 

This market expansion could be accomplished through contracting an agent, 

establishing a subsidiary and later setting up manufacturing sites in the foreign 

markets, etcetera (Johanson and Vahlne, 1977; Cavusgil, et al., 2013; Anderson and 

Gatignon, 1989).  

 

However, there have been a lot of changes in the international business environment 

as of lately, much due to globalisation and digitalisation. Ruzzier, Hisrich and 

Antoncic (2006) emphasise that there are three main drivers for globalisation. 

Firstly, people and locations are being connected by the rapidly growing 

technology. Secondly, the decrease in trade barriers and deregulations makes it 

easier for businesses to act in the international arena. The last driver for 

globalisation regards the liberalisation of some of the largest economies in the 

world (ibid). With these changes, other internationalisation theories have emerged. 

Two well-known theories, besides the Uppsala Model, are the Born Global (Oviatt 

and McDougall, 1994; Madsen and Servais, 1997) and the Network Theory 

(Coviello and Munro, 1995). Oviatt and McDougall (1994) and Madsen and Servais 

(1997) describe how Born Global companies have the intention to perform business 

on the global arena already when initialising the firm, a theory that is receiving 

increased attention as many modern high-technology companies are global by 

market initiation. Coviello and Munro (1995) emphasise that the Network theory 

suggests that the networks of firms can be an enabler to reach new markets. 

 

As these three theories represent well-known internationalisation theories (Fletcher, 

2008; Laanti, McDougall and Baume, 2009), they have been selected as appropriate 

for this study. Also, they are perceived by the authors of this thesis to be suitable 

for their contribution to an analysis, to the possibility to draw comparisons and to 

see whether AI companies internationalise through a traditional process or not. 
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2.2.1 Uppsala Model 

Johanson and Vahlne (1977) present a study of the internationalisation of firms on 

the basis of a series of incremental decisions, in contrast to initialising foreign trade 

by extensive foreign operations. They propose a model which emphasises that firms 

previous Market commitment and knowledge affects the Commitment decisions 

and Current activities of a business. The first two aspects are referred to as State 

Aspects and the following two as Change Aspects (ibid) and can be seen in the 

figure below. 

  

 
Figure 1. The Uppsala Model, own visual 

 

Market commitment can appear as resources dedicated to a market (Johanson and 

Vahlne, 1977). The amount of resources aimed at a particular market and the 

dependence on these is a good indicator for the level of commitment. The greater 

extent of dependable resources committed the greater commitment to a market and 

vice versa. Market knowledge consists of the two elements objective and 

experiential knowledge. The first can be taught, the other must be experienced in 

order to be learnt (ibid). Penrose (1995) claims that the growth rate of the firm is 

restricted to the firm’s growth of knowledge, yet the size of a firm is limited to the 

administrative ability to expand the business. The author adds to the subject of 

experiential knowledge, claiming the importance of keeping individuals within a 

company, as they through their work have gained valuable experience that cannot 

be taught to new employees. Johanson and Vahlne (1977) argue that individuals 

with the desired competence of a market can in some cases be hired for the occasion. 

However, this action will imply a time gap as external personnel will need to adapt 

and learn firm-specific practices. Further, the authors emphasise how a learning-

by-doing approach is appropriate when entering a new market. If personnel obtain 

firm knowledge and builds on this with experiential knowledge, chances of 

perceiving opportunities become more likely (ibid). If individuals would work 
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solely on objective knowledge, opportunity findings would be limited to theoretical 

opportunities.   

 

The Change Aspects, Current activities and Commitment decisions must be altered 

in some way for there to be an international expansion (Johanson and Vahlne, 

1977). The authors highlight how current business activities often have to be given 

some time in order to be implemented successfully. In other words, it is essential to 

consider the business activities aimed at a new market as a long-term investment. 

Naturally, this goes hand in hand with the commitment decisions and their short- or 

long-term approach. Commitment decisions are also closely linked to what current 

business obstacles and opportunities are present. If a business is present in a 

particular market it will possess inside information of that market. With this in 

mind, future decisions of whether to keep and expand operations in that market or 

to seek opportunities elsewhere, are formed. Additionally, with this current 

knowledge and current activities, the uncertainty of decisions can be reduced (ibid).  

 

Johanson and Vahlne’s (1977) framework take all four aspects above into 

consideration. Their major conclusion is that small decisions will affect the way the 

firm is expanding positively. In their opinion, incremental steps towards further 

markets in correlation with increased knowledge are key elements. Further, the 

advancement of establishment is found to be dependent on psychic distance. The 

authors explain it as the sum of elements such as language, business practices and 

industrial development hindering market involvement. Moreover, according to the 

study, psychic distance affects the firms to internationalise to geographically close 

markets first, where the distance cognitively appears as smaller. 

 

2.2.2 Born Globals (International New Ventures) 

Oviatt and McDougall (1994, pp.49) define International New Ventures, INVs, as, 

“a business organization that, from inception, seeks to derive significant 

competitive advantage from the use of resources and the sale of outputs in multiple 

countries”. This means that INV companies are almost international from their 

initiation as they see great advantages of being present on the international market 

(ibid). This theory arises from the development of people in the field of international 

business as well as the introduction of new technology. This technology is enabling 

international business by making it easier to communicate and decreasing the cost 

of transportation. Hence, new companies have greater opportunities than in the past 

to take part in international business (Oviatt and McDougall (2005).  
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The theory of INVs is considered a mode of internationalisation (Oviatt and 

McDougall, 1994; Madsen and Servais, 1997). In the past Multinational 

Enterprises, MNEs, were believed to show international presence only after home 

market saturation. Researchers have previously come to the conclusion that firms 

expand internationally in small incremental steps once they have become large 

sized with extensive resources, initiated by occurrences such as foreign orders 

(ibid). Oviatt and McDougall (1994) found contradictions to previous research, as 

firms had proven to skip renowned stages of internationalisation. Additionally, 

extensive resources of MNEs have become less evident, as the need for unique 

resources has become more prominent. Due to technical developments and further 

homogenization of a great extent of markets, countries have become more 

connected (ibid). 

 

The first element that needs to be achieved in order to be classified as an INV is the 

international transaction, which has to occur in some way (Oviatt and McDougall, 

1994). The second element describes alternative governance structures and 

highlights how new companies often lack control over their resources to the extent 

that large, established firms do. Instead, new firms trust external parts to hold their 

assets and therefore have a different structure than established firms. This can 

implicate the structure of example licensing or franchising. The third aspect is the 

foreign location advantage, which implies how companies are international as they 

see a great opportunity to do business in international markets (ibid). As great 

advantage as this may bring, elements such as trade barriers, differing laws and 

language may hinder the success of an international operation. The risk of this is 

believed to be reduced mostly by knowledge, which is becoming increasingly more 

available due to technological communication developments. The fourth element 

represents the sustainability of the foreign operation, namely unique resources. A 

firm’s knowledge generally represents its unique resources, which may appear in 

the form of a patent or rare business knowledge. If a resource is imperfectly 

inimitable, the competitive advantage is likely to be sustained (ibid). 

 

Oviatt and McDougall (1994) describe how there is an even more developed phase 

of INV’s, namely Global Start-ups. This describes companies that are made to be 

geographically limitless, due to their use of significant competitive advantages from 

copious coordination among multiple firm actions. Companies that comply with 

this description work proactively on global opportunities in order to bring value to 

the organisation (ibid). Further, Jolly, Alahuhta and Jeannet (1992) refer to these 

companies as High Technology Start-ups whilst Rennie (1993) define them as Born 

Globals. Madsen and Servais (1997) identify how these companies have been 

referred to differently by various researchers, however, gather the previous names 
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to the definition as Born Globals, which is the well-known definition still used 

today (Figueira, 2018; Ozyuksel and Ultaş, 2018). Born Globals are seen to be 

companies that obtain an international or global approach in the initial phase of the 

firm (Madsen and Servais, 1997).  

 

2.2.3 Network Theory 

Johanson and Mattsson (2015) explain that the theory of networks highlights the 

importance of networks in business and how it can be the determining factor for a 

business’s success, as well as influence the choice of markets. Anderson, 

Hakansson and Johanson (1994) contrast three roles within a network that are 

significant for its success: the architect, the lead operator and the caretaker. The 

architect has the starting point of a network as he constructs it. The lead operator 

connects the network and the caretaker makes sure that the network has a long-term 

perspective by supplying the network with enhancers of network performance. This 

enhancement differs according to the network, although it is a key activity for the 

success of a network.  

 

Coviello and Munro (1995) recognise the importance of networks and promote how 

it can be an enabler for international business, in what is known as the Network 

Theory. It is seen that small, entrepreneurial firms involved in high-technology 

business do not follow the incremental, step-by-step approach to 

internationalisation generally used by large, established companies. The authors 

find that the network of the firms can be a determining factor for internationalisation 

and that the decision to internationalise is not only a managerial urge. Moreover, 

the relationships in networks are seen to influence market selection. By connecting 

with established networks, all the researched companies were able to rapidly 

expand to international markets and within three years of the expansion had a 

growth rate of around 83 percent. Coviello and Munro (1995) describe how this 

rapid development may appear as crazy when it, in fact, can be linked to the 

opportunities arising from international business networks. Further, this approach 

demands the new firm to be prepared to offer a part of their control to the network, 

in order to gain the benefits of the network. Hence, a company who adopts the 

network approach to internationalise believes in letting go of some internal 

activities, in order to reach the gains of expanding their market (ibid). 

 

2.2.4 Drivers and Barriers to Internationalisation 

When internationalising, a firm faces both drivers for why to expand to a certain 

market, as well as barriers indicating challenges of this market expansion (Ricart 

and Llopis, 2014). The drivers for internationalisation are often divided into two 
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categories: reactive and proactive motives (Ricart and Llopis, 2014; Albaum, Duerr 

and Josiassen, 2016). Reactive motives regard when a company is responding to a 

foreign situation that has emerged (Albaum et al., 2016). Ricart and Llopis (2014) 

explain that more specific reactive motives can be associated with the need, or 

possibility, to increase profit, getting closer to clients, reducing the cost of labour 

and the lack of possibilities in the domestic market. Further, proactive motives for 

internationalisation means that the company acts in the international arena before 

they must and on their own initiative (Ricart & Llopis, 2014; Albaum et al., 2016). 

This can be done when they see potential development and growth in specific 

markets, moving parts of the value chain to more competitive areas or when they 

want to acquire knowledge regarding clients or new areas (ibid). Both the reactive 

and proactive motives are some of the reasons why companies decide to 

internationalise in the first place. Cuervo-Cazurra, Narula and Un (2015) propose 

four main drivers for internationalisation and claim that firms wish to: increase 

sales, purchase more for better conditions, explore more profitable resources and 

avoid unattractive home market situations.   

 

Further, Oviatt and McDougall’s (1994) theory of Born Globals describes how the 

urge to utilise international market opportunities makes businesses strive to be 

international from inception. Hence, increase sales and avoid unattractive home 

conditions in certain situations (ibid). Procher, Urbig and Volkmann (2013) narrow 

down drivers to the foreign location advantage an internationalisation may imply. 

Additionally, the authors claim how the location advantages of the BRIC countries 

is increasing, due to large Foreign Direct Investments, FDI’s, in the countries.  

 

Additionally, there are both internal and external barriers in the internationalisation 

process and the barriers may differ depending on the mode of entry used (Fillis, 

2002; Hollensen, 2017). External barriers regard factors that are out of the 

company’s control, while internal barriers regard the factors within an organisation. 

Some internal factors that can act as barriers for most entry modes are not enough 

knowledge about the market, not enough financial capital, managers that focus on 

the domestic market, lack of connections on the host market, etcetera (Lutz, Kemp 

and Gerhard Dijkstra, 2010; Hollensen, 2017). Further, Fillis (2002) highlights 

factors such as the decision maker and organisational problems, however, mainly 

the managerial barriers that hinder the internationalisation process. These 

managerial barriers can be a cause of psychic distance the decision maker feels 

toward internationalisation and new markets (Håkanson and Ambos, 2010; 

Johanson and Vahlne, 2016). This can be a determining factor to whether or not a 

company internationalises and to what country, depending on the perception of the 

decision maker.  
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Furthermore, there are a lot of different external barriers that can affect the 

internationalisation process of a firm. Fillis (2002) emphasise environmental 

problems as a barrier to internationalisation. While Oviatt and McDougall (1994) 

talk about the barriers involved with governmental institutions regarding trade, as 

well as the host country’s business practices, language and laws. Freeman and 

Sandwell (2008) mention similar external barriers as Oviatt and McDougall, 

however, specifically when entering an emerging market. These barriers are mainly 

related to language difficulties, different business practices, issues in face-to-face 

interaction and regulations (ibid). These are all barriers that companies need to 

consider when internationalising to a foreign market, however, different barriers 

affect different companies at different times. 

 

2.3 Emerging Markets/BRIC  

Pelle (2007), Cavusgil et al. (2013) and Goncalves et al. (2015) define an emerging 

market as a country that has rapid economic growth and industrialisation. 

Additionally, lack of institutions is considered an important factor to distinguish 

emerging markets from developed markets (Goncalves et al, 2015). A country’s 

institutions show the business environment and gives foreign companies an 

indication on whether or not to invest in the economy.  

 

Further, the middle-income population and the development of urbanization 

increases in emerging markets, and a consequence of this is the growing demand of 

value-added products such as technological goods (Pelle, 2007; Cavusgil et al, 

2013; Murugesan, 2011). This gives the population a higher consumption ability, 

which benefits producing companies and businesses in general. Technology and 

telecommunication, with focus on internet and communication, are other fields of 

services that are becoming increasingly more dominant in emerging markets and 

specifically in the BRIC countries. Followingly, this too raises the need for better 

infrastructure to accommodate the growing numbers of people within the cities, 

which creates opportunities for companies (Cavusgil et al, 2013). Investments in 

infrastructure help the countries further development in different areas on both 

individual, government and company level. Despite all developments and 

opportunities in these markets, it is essential to acknowledge that there are cultural 

differences that may affect the ease of doing business in these markets (ibid). 

 

Furthermore, there are opportunities and challenges for the technology sector in 

these emerging markets. Firstly, the use of mobile communication has grown 

worldwide and is now available to more than half of the world’s population 
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(Murugesan, 2011). Even the most low-end mobile phones are being used in 

creative ways to help solve issues in different areas than in more developed 

countries. Secondly, technological solutions are a great way to further improve and 

develop industry sectors such as healthcare, banking, education and commerce. 

Emerging markets are going through a transformation with the help of technological 

solutions and as the middle-income population is increasing, so does the desire for 

more of these solutions (ibid).  

 

There are many countries in the world that are considered to be emerging markets 

(Pelle, 2007; Cavusgil et al., 2013). However, as mentioned before Brazil, Russia, 

India and China are emphasised differently. Due to their advanced growth in many 

areas, they are placed in the global sitting room, stating as an example of economic 

profitability even for developed markets (Jones, 2012; Pelle, 2007). Moreover, the 

development of these countries classifies them with the definition of fast-growing, 

developing and emerging countries (Pelle, 2007). In relation to the vast 

developments made by the governments and the many opportunities that arise with 

it, it is emphasised how an early business introduction to these countries could 

ensure profitability for years to come (Pelle, 2007; Jain 2006). 
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2.4 Conceptual Framework 

Based on the theories presented in this chapter, the conceptual framework has been 

composed. It is believed that AI companies internationalise to the BRIC countries 

as a result of market specific drivers and barriers. How AI companies 

internationalise to the BRIC markets, and what the specific drivers and barriers are, 

will be explored based on this conceptual framework. The internationalisation 

theories regarding the Uppsala Model (Johanson and Vahlne, 1977), Born Globals 

(Oviatt and McDougall, 1994) and Network Theory (Coviello and Munro, 1995) 

all go under the aspect of internationalisation in this conceptual framework. This 

choice is made since the study aims to explore how these AI companies 

internationalise to the BRIC countries. By this, the authors of this study aim to 

explore both traditional internationalisation theories as well as more recent studies 

in the field, to see if any of these theories are applicable. Further, Ricart and Llopis 

(2014) and Albaum et al’s. (2016) drivers and Fillis (2002) and Hollensen’s (2017) 

barriers to internationalisation will be studied, to explore if they affect the 

internationalisation process to the BRIC countries. Lastly, theories of emerging 

markets and the characteristics of these (Cavusgil et al.; Jones, 2012; Pelle, 2007) 

will be explored in the context of the BRIC countries. Altogether, these theories are 

believed to affect the internationalisation of AI companies to the BRIC countries. 

 

 
Figure 2. Conceptual Framework, own figure based on the literature review    
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3 Methodology  

This chapter will present and explain the chosen methodology of the thesis. The 

research approach, method and design are the first things to be presented and 

discussed to give an understanding of the structure of the study. Then, the method 

used for data collection as well as an operationalisation table will be presented. 

Lastly, to conclude the chapter, a discussion and presentation regarding the quality 

of the research and ethical considerations will be given.  

 

3.1 Research Approach 

When conducting research there are three main approaches to consider, namely 

induction, abduction and deduction (Bell, Bryman and Harley, 2019). In the 

decision process, it is important to consider whether the research should be focused 

on the creation of theory or theory testing (Carson, Gilmore, Perry and Gronhaug, 

2005). Theory creation relates to when the purpose of research is to create new 

theory from the phenomenon investigated. Oppositely, theory testing is when the 

current theory is used as the basis for the research and tested using different 

methods. The choice of whether to focus on theory creation or testing leads to the 

research either having an inductive or deductive approach (ibid).  

 

A thesis which has an inductive approach aims for the research to be theory building 

with the assistance of empirical findings (Carson et al, 2005; Bell et al. 2019). By 

reflecting upon previous happenings and research, explanations and concepts for 

the future can be generated. The deductive approach relies on the previous theory. 

This research approach begins with revising existing theory, followed by the 

hypothesis creation to test the theory. When this is done, data is collected, findings 

of the data collection are analysed and it will be revealed whether the hypothesis is 

confirmed or rejected, before a review of the theory is composed (Bell et al., 2019). 

Lastly, the abductive approach is a combining approach of an inductive and 

deductive approach, used to eliminate the limitations of the two variants (ibid). The 

abductive research approach begins with the indulgence in an empirical 

phenomenon or amazement which existing research fails to explain. The researcher 

is obliged to study previous research to grasp as much as possible around the 

phenomenon, in combination with exploring empirical findings to contribute to the 

field of findings on the matter (ibid). Alvesson and Kärreman (2007) describe how 

the author of a thesis with an abductive approach should not rely on confirming 

their empirical understanding of the phenomenon, rather be receptive to new 

insights on the area explored. 
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The authors of this thesis have chosen an abductive approach to the area of study. 

As the field of AI companies is still fairly unexplored, as well as the 

internationalisation to the BRIC countries is found extremely limited, the authors 

share the opinion that this is the most relevant approach. In line with Bell et al. 

(2019) the authors have found that existing research fails to explain their 

amazement of the field. They also comply with Alvesson and Kärreman’s (2007) 

note, hence, they are prepared that their previous understanding of this 

internationalisation may not correspond with the explored reality. 

 

3.2 Research Method 

It is essential to use a suitable research method that makes it possible to examine 

the research question (Kumar, 2014). There are two main research methods 

generally used, the qualitative method and the quantitative method (Kumar, 2014; 

Bell, 2019; Corbin and Strauss, 2015). The main differences between the two 

research methods are how you collect data, analyse it and then present it (Bell et 

al., 2019). A quantitative method is specific, well-structured and focuses on the 

importance of testing validity and reliability (Kumar, 2014; Bell et al., 2019). This 

is an advantage with the quantitative research method as reliability and validity are 

highly important when conducting research. Further, the quantitative research 

method also aims to explain, describe, generalise and predict topics. 

 

Kumar (2014) explains that a qualitative method focuses on the feeling, explaining, 

exploring, experiencing, etcetera, of a selected group of people. This research 

method allows the researcher to get a deeper understanding of the phenomenon 

studied (Creswell and Creswell, 2018; Bell et al., 2019). These phenomena are 

usually complex and need to be answered through collecting rich data with a lot of 

details from specialised interviewees, which is not possible to attain through a 

quantitative research method. However, a disadvantage of using a qualitative 

research method is related to the issue of generalising the findings (Yin, 2018). In 

comparison to a quantitative research method, qualitative regards and accesses 

fewer cases and answers, which most likely makes the results ungeneralizable. 

 

Through focusing more on words than numbers, the appropriate method for this 

thesis is a qualitative method (Bell et al., 2019; Corbin and Strauss, 2015). Further, 

a qualitative method has been chosen for this thesis because of the focus on 

examining an area that is not thoroughly explored, which contributes to 

examination, rather than contributing to statistics and numbers. Further, the authors 

of this thesis do not aim at generalising the findings, more so examining a 

phenomenon barely studied previously. However, the authors are aware of the 
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disadvantages of doing a qualitative study and keep those in mind throughout the 

thesis.  

 

3.3 Research Design  

The research design is a plan and structure that shows what framework and design 

will be used to collect data and lastly, show how the research will be finalised 

(Saunders, Lewis and Thornhill, 2016; Yin, 2018). The research design should be 

formulated so that the reader understands how the study will be conducted (Kumar, 

2014). Saunders et al. (2016) emphasise the importance of recognising the purpose 

of the research and what design is appropriate to fulfil it. Design in a qualitative 

study can be exploratory, descriptive, explanatory and evaluative, or a combination. 

An explorative approach is suitable when the research question contains a “why” 

or a “how”, which indicates an analytic design (ibid). This is an appropriate 

approach when a researcher wants to understand a phenomenon or problem. In-

depth interviews with people specialised within the field or case studies are usually 

the appropriate approach when an exploratory study is conducted. Exploratory 

research is adaptable and usually an approach that forces the researcher to alter their 

research, depending on the data that is being collected (ibid). 

 

It is essential to gather a lot of data to be able to explore how AI companies 

internationalise to the BRIC countries. An explorative approach is therefore 

appropriate for this study since it focuses on a wide phenomenon and has research 

questions with ‘why’ and ‘how’. Further, collecting data through case studies suits 

this study, since case studies mainly are used to discover information, which allows 

researchers to get a deeper understanding of a specific event or phenomenon 

(Denscombe, 2014). Some of the advantages of using case studies are the flexibility 

of being able to alter the research during the process and that it is appropriate for 

small-scale research. However, some disadvantages of doing case studies are the 

challenge of generalising the data, the ethical consideration and risks of not finding 

relevant respondents (ibid). Further, due to the nature of the research questions and 

the purpose of exploring potential patterns, exploring multiple cases are of 

relevance since it will provide rich data. This research design allows the study to, 

on a deeper level, explore how AI companies internationalise to the BRIC countries.  

 

3.3.1 Single or Multiple Case study 

Single case study and multiple case study are the two main approaches when doing 

case studies (Yin, 2018; Bell et al., 2019). A single case study is a study that is 

focusing on understanding a single case or company on a deeper level, without 

trying to generalise the findings and understanding it in a context outside the case. 
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On the contrary, a multiple case study regards different cases that are being 

compared and examined to be able to find patterns (ibid). Yin (2018) recommends 

using a multiple case study approach when the purpose of the research is to examine 

a larger phenomenon. The more cases a researcher has, the more data will be 

collected and that will give more material for the analysis. However, this makes it 

essential to evaluate the collected data, as well as the chosen companies, to make 

sure that it is of high relevance to the research question (Saunders et al., 2016; Yin, 

2018).  

 

This study has chosen to collect data through multiple case studies to get an 

overview from the AI industry and to be able to explore patterns for how these high-

technological companies internationalise to the BRIC countries. Multiple case 

studies are also suitable for this study as the authors aim to explore a wide 

phenomenon, which cannot be done through a single case study.  

 

3.3.2 Sampling 

Sampling is crucial for the research process since it helps the researcher to gather 

appropriate data (Saunders et al., 2016; Bell et al., 2019). Initially, it also regards 

the impracticability to collect data from all available sources, since it would be both 

time- and financially consuming (ibid). Kumar (2014) explains that sampling in 

qualitative research either desires to further gain in-depth knowledge about a 

phenomenon or to gain as much knowledge about an individual as possible, which 

will provide the researcher with specific insights.  

 

Further, there are two main methods used for sampling, probability sampling and 

non-probability sampling (Saunders et al., 2016; Denscombe, 2014). How the 

researcher selects the samples is generally the main difference between the two 

methods. Probability sampling regards statistical generalisation and can be regarded 

as random selection. In opposite, non-probability allows the researcher to sample 

the most suitable respondent and by this can gain an understanding of a 

phenomenon instead of measuring it (ibid). Saunders et al. (2016) emphasise that 

non-probability sampling is most practical for a qualitative method because of the 

traits. Furthermore, purposive sampling is the most common form of non-

probability and is considered relevant when it regards a specific phenomenon, with 

suitable and thoroughly selected cases, that the researcher wants to analyse 

(Denscombe, 2014). Further, it is vital for the researcher to carefully choose which 

cases are relevant for the study when using purposive sampling. This study has used 

the non-probability sampling form: purposive sampling, as it is essential that the 

most relevant candidates participate in the study. This is important since the authors 
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of this study aim to explore and analyse a certain phenomenon, which makes it 

crucial to sample appropriately.  

 

3.3.3 Cases 

The following criteria’s have been used to identify relevant companies and 

representatives for the study. Firstly, the company must be classified as an AI 

company. This means that the primary activity of the company is providing an AI 

solution for another company. Secondly, the company must have operations or 

customers in at least one of the BRIC countries. This means that they do not have 

to have an establishment within the country or countries, yet they must at least have 

done business with customers in that market. Thirdly, the criteria for the 

interviewees is that the participating individual must have insights in how the 

company internationalised to the BRIC market. The authors of this thesis have 

managed to find four companies and interviewees who meet these criterions. 

Moreover, the first three cases have approved that the study may use both the 

company and interviewees name, whilst the fourth interviewee wishes to stay 

anonymous through the entire thesis. Anonymity will be further addressed later in 

this methodology chapter.  

 

1. Emerse - The Demand Side Platform delivering relevant, transparent and 

sustainable programmatic advertising. This global company has emerged 

from Sweden and was founded in 2007. Robert Whelan, CCO and right-

hand man of the CEO is the interviewee for the company. 

 

2. Talkwalker - Provides a social listening, analytics and influencer 

marketing software. The company was founded in Luxemburg in 2009. 

Ross Geoffreys, the interviewee from Talkwalker, is the Major Accounts 

Manager- Northern European Sales Team. 

 

3. Teqmine - Developing databases and machine learning data mining 

technologies. Teqmine is a company founded in 2013 and based in Helsinki, 

Finland. Hannes Toivanen, the CEO is interviewed for the thesis.  

 

4. Providerai – AI-powered platform handling cybersecurity. 

Providerai is a fictional name for an AI company originated from the 

Netherlands, founded in 2014. The CEO and interviewee of this case will 

be introduced under the fictional name, Bass Bakker.   
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3.4 Data collection 

For the research question to be successfully analysed, relevant data needs to be 

collected (Creswell and Creswell, 2018; Bell et al., 2019) and data can be classified 

as everything from people's perceptions to measurable numbers (Merriam and 

Tisdell, 2016). Based on the chosen research design, the researchers will collect the 

relevant data through example questionnaires, interviews, observation, or previous 

publications (Kumar, 2014; Saunders et al., 2016). The two main procedures of 

collecting data are called primary and secondary data collection (Kumar, 2014). 

Primary data is what the researcher collects directly themselves, while secondary 

data is what someone else has collected for another purpose, of which the researcher 

can extract information (ibid). This study will only collect primary data and 

secondary data will therefore not be considered.  

 

3.4.1 Primary data 

Primary data, as stated above, is the data collected directly by the researcher for a 

specific purpose (Kumar, 2014; Saunders et al., 2016). Collecting primary data 

gives the researcher a better understanding and deepening knowledge regarding the 

phenomenon, especially when doing a qualitative study. Depending on the purpose 

of the research, the availability of resources and the knowledge of the researcher, a 

suitable method for collecting primary data should be chosen (Kumar, 2014). Some 

methods of collecting primary data are through interviews, questionnaires and 

observations and there are advantages and disadvantages with all the methods, 

which makes it a matter of choosing one that suits the study (ibid). 

 

Interviews can be conducted through one-on-one interviews, group interviews or 

focus groups (Saunders et al., 2016; Bell et al., 2019). Interviews are a well-used 

method because it allows the researcher to gather the view from the interviewee. 

Additionally, interviews can be implemented through face-to-face, email, 

messaging, video calls, phone calls or other ways that the researcher and 

interviewee agree upon (ibid). Saunders et al. (2016) emphases on the advantages 

and disadvantages of doing interviews over email. One advantage can be that both 

the interviewee and the researcher have more time for reflection and to thoroughly 

consider relevant follow-up questions and answers. Another advantage is the 

removal of recording and transcription elements which lower the costs of the 

research and help the researcher to be accurate in the data collection. However, a 

disadvantage with the email interview is the risk of losing the interviewee’s interest, 

which can result in unanswered questions or that the answers will lack relevance to 

the study (ibid).  
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Collecting primary data through interviews is the most suitable method of data 

collection for this research, as the thesis aims to explore a phenomenon. The 

interviews are conducted both by email and phone. This was decided as the majority 

of the interviewees are located in different countries and some are attending 

business trips in countries far away. This makes it challenging for the contributing 

cases to participate in face-to-face interviews as well as phone calls in some cases. 

For this reason, the authors of this thesis have offered the interviewees the option 

of answering the interview questions over email. Two out of the four interviewees 

have answered the questions through email, while the other two participated in 

interviews over phone calls.  

 

It should be highlighted that the primary data collection is performed in English, 

despite English not being the native language for all the interviewees, nor the 

researchers. This language was chosen as it is the most common language for 

everyone who has taken part in the study. However, this could contribute to 

misunderstandings and confusion during the interview, which in its turn can affect 

the empirical findings. Because of this, the researchers have made sure to ask the 

questions in a clear manner as well as ask the interviewees follow-up questions, if 

they have felt as though any answers were unclear.  

 

3.4.2 Structure of interview 

There are multiple ways to structure interviews that researchers can choose from, 

depending on what the researcher regards as appropriate (Saunders et al., 2016; 

Denscombe, 2014). The authors are specifically identifying three types of 

interviews: unstructured interviews, semi-structured interviews, and structured 

interviews. Unstructured interviews are also known as in-depth interviews, which 

have an informal structure where the interviewer has not chosen specific questions 

before the interview (Saunders et al., 2016). Instead, certain themes are followed. 

However, it is important that the interviewer knows of what information that he/she 

wants to explore throughout the interview, as the subject therefore can be discussed 

more freely by the interviewee and still be relevant to the study (ibid).  

 

Saunders et al., (2016) and Bell et al., (2019) explains that semi-structured 

interviews are based on a set of key questions and guidelines that the interviewer 

decides to follow, which allows the interviewee to answer the questions more 

freely. Further, semi-structured interviews can take different routes and the reason 

for this is that the interviewees can have varying views on the questions asked. This 

structure is therefore recommended for research subjects that are being explored 
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since it gives more in-depth answers than structured interviews and allows the 

interviewer to ask follow-up questions (ibid).  

 

Structured interviews are usually based on standardised predetermined questions 

and the interviewer should only expect an answer on the specific question (Saunders 

et al., 2016; Denscombe, 2014; Bell et al., 2019). It is therefore important to ask the 

questions in the same tone to keep the structured approach. This approach does limit 

the interviewee to answer anything besides the question, which grants the 

interviewer high control over the interview (ibid).  

 

This research is focusing on examining how AI companies have internationalised 

to the BRIC countries and a semi-structured interview is, therefore, the appropriate 

choice. The reason for this is that it will allow the interviewees to answer the 

questions more freely, while the authors still explore the main keywords and 

concepts of the research. Further, this allows the authors to ask follow-up questions 

to examine and get a deeper knowledge from each interviewee. In cases where the 

interviewees have answered by email and the authors of the thesis have regarded it 

as relevant to receive more information on certain parts of their interview, follow-

up questions have been sent. Further, this is done to secure that the primary data 

can be analysed correctly, and that suitable empirical material has been collected 

from both the email and phone interviews. The authors of this thesis are aware of 

the challenges of collecting data by email, with a semi-structured interview guide. 

However, they have ensured to send follow-up questions to keep with the structure.  

 

Cases Date Interview style Time 

Emerse 9th of May Phone Approximately 45 min 

Talkwalker 3rd of May Email - 

Teqmine 10th of May Phone Approximately 25 min 

Providerai 17th of May Email  - 

Table 1. Overview of interviews with contributing cases 

 

3.5 Operationalisation 

It is essential to have a literature review that is aligned with the interview questions 

to be able to create a relevant interview guide (Jacob and Furgerson, 2012). This is 

done through an operationalisation and it allows the researcher to get a wider 

understanding of the study as a literature review presents previous research and 

theories regarding the subject (ibid). Skärvad and Lundahl (2016) and Bell et al. 

(2019) emphasise the importance of this since it allows a simplified explanation of 
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the theoretical concepts. Skärvad and Lundahl (2016) explain that it is essential to 

do this when using a qualitative method, to make sure that the researcher covers all 

the necessary parts. The concepts presented in the conceptual framework have been 

operationalised in the table below. This shows how the conceptual framework and 

research questions are going to be answered through the chosen questions, which 

can be found in Appendix A.  

 

Concepts 
Interview 

Questions 
Reasoning 

General 1-5 

The first five questions cover an 

introduction to the company and the 

position and experience of the interviewee. 

Internationalisation 6-7 

These questions aim to answer the 

internationalisation process of the 

company, by identifying how they first 

became international as well as how they 

have grown internationally. 

Drivers and Barriers 8-9 

These questions will explore the barriers 

and drivers behind the company’s 

international growth. 

Emerging 

Markets/BRIC 
10-12 

The first question will identify how many 

BRIC countries the company is currently 

active in. The following questions will 

explore the drivers and barriers of the 

internationalisation to the BRIC countries. 

Table 2. Operationalisation summary 

 

3.6 Method of data analysis 

When using a qualitative method, it is essential to structure the vast amount of 

compound and rich data that is collected, to ensure that it can be analysed properly 

(Creswell and Creswell, 2018; Bell et al., 2019; Saunders et al., 2016).  In broad 

aspects, it means that the researcher needs to understand the data collected in order 

to have the ability to divide it into themes. Miles and Huberman (1994) mention 

three steps to analyse and verify qualitative data: data reduction, data display and 

verify the conclusion. Initially, the researcher needs to collect and transcribe the 

data, to later be able to narrow it down and simplify it. By doing this, the researcher 

will be able to organise and showcase the findings of the empirical data (ibid). 
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Saunders et al. (2016) and Bell et al., (2019) further mention Thematic analysis as 

the most used approach to analyse the collected data in qualitative research. The 

purpose of using the thematic analysis is to identify patterns and themes from the 

collected data (Saunders et al., 2016; Bell et al., 2019; Miles and Huberman, 1994).  

These methods of data analysis are relevant for this study since the researchers of 

this paper are exploring patterns between different AI companies and their 

internationalisation process to the BRIC countries. These methods will simplify the 

analysing process of the collected data, to be able to fully explore the subject. These 

methods are also essential to be able to analyse the quality and usability of the 

empirical findings.  

 

3.7  Quality of research  

It is highly relevant to ensure that the result of the study is reliable and valid, as 

these are the cornerstones in the composition of research (Saunders et al, 2016). 

The reliability and validity will present whether the study is relevant, trustful and 

of high quality (Merriam & Tisdell, 2016; Denscombe, 2014).  

 

3.7.1 Reliability 

Good reliability is achieved when the study can be conducted in the same way again 

and again and the same findings and conclusion can be found (Denscombe, 2014; 

Saunders et al., 2016; Yin 2018). Further, this means that it is possible to replicate 

the study, an aspect that should always be the goal when conducting research. 

Saunders et al. (2016) explain that reliability sometimes gets divided into internal 

and external reliability, where internal regards the reassurance of consistency 

throughout the research process. This can be achieved by being more than one 

researcher, so that more than one person is conducting data, analysing and 

concluding the study (ibid).  

 

Further, external reliability refers to the general concept of what the researcher or 

another researcher can use the same data collection techniques and analytic 

procedures to reach the same findings and conclusion (ibid). However, it is almost 

impossible to compose the exact same study in a social setting according to 

Denscombe (2014). The reason is firstly because things change over time and the 

chance to find people that think the exact same thing is very limited. Secondly, the 

researcher’s perspectives on the findings will differ, which can alter the analysis 

and conclusion. Lastly, participant or researcher error and bias could be threats to 

the reliability of the study (Saunders et al., 2016).  
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The authors of this thesis have been transparent and clear on the methods used 

throughout the entire thesis to ensure both internal and external reliability. This is 

done so that future researchers can follow the same methods, clearly see the 

empirical findings and reach a similar conclusion if similar research is conducted. 

Further, the same interview questions have been presented for both the written and 

oral interviews. However, the interviews have differed to some extent, due to the 

mixture of written and oral interviews, as well as following a semi-structured 

interview guide.  

 

3.7.2 Validity  

Validity is highly important because it refers to how accurate, appropriate and true 

the findings are towards the researched phenomenon (Denscombe, 2014). It is 

therefore essential for the research to be as valid as possible in all phases of the 

process. Firstly, there are two aspects to consider to ensure the validity of the 

interviews (Arthur, Coe, Hedges and Waring, 2012).  This is done through ensuring 

that the respondent has knowledge on the phenomenon as well as obtains relevant 

experience in relation to the subject explored. Denscombe (2014) further addresses 

two ways to strengthen validity, which is through respondent validation and 

grounded data. Respondent validation refers to when the researcher returns to the 

respondents with the findings to see whether it is in accordance with the view of the 

respondent. Grounded data is based on the extensive collection of empirical data 

and the resources invested in the research (ibid).  

 

To ensure the validity of the interviewee, the authors of this thesis have been 

selective of the participants and ensured that they have the knowledge regarding the 

subject. Further, the authors have not validated the respondents’ answers, due to the 

limited time period for the thesis. Lastly, the authors have ensured validity by 

collecting grounded data from multiple case studies. The data collected has 

carefully been analysed and evaluated to accurately showcase the interviewees’ 

answers.  

 

3.7.3 Authors contributions 

The quality of this study has been ensured and improved since both authors to this 

thesis have made sure to discuss every part and together agree upon the different 

aspects. The authors wish to emphasise that this thesis is done through teamwork 

and no parts have been overseen by any of the authors. Lastly, both authors have 

contributed and participated in all data collection and they both feel as they have 

evenly contributed to the study.  
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3.8 Ethical considerations 

It is of high importance to consider the ethical aspects of a research process and that 

there are different considerations in the various stages (Creswell and Creswell, 

2018; Saunders et al., 2016). It is likely that ethical dilemmas will emerge both 

while collecting and presenting data in a qualitative method (Merriam and Tisdell, 

2016; Kumar, 2014). To minimise the ethical dilemmas, the researchers must 

follow their ethical guidelines, compose their research transparently and act 

appropriately (ibid). It is essential, while performing qualitative research, to follow 

some ethical principles: the laws of the land must be followed, operating honest and 

moral towards the investigation, mutual consent and voluntary participation, as well 

as protecting the interest of the participants’ (Denscombe, 2014). Further, Kumar 

(2014) describes the importance of avoiding being bias as a researcher and making 

sure that the appropriate research method is used. Saunders et al. (2016) further 

highlight the importance of anonymity, if requested from a case. It is of high 

importance that the researcher keeps the interest of the interviewee and present data 

in a way that cannot be traced to the specific case (ibid).  

 

The authors have been transparent regarding the methods used and presented both 

advantages and disadvantages of these methods. Further, both the written, as well 

as the spoken, interviewees have been informed regarding the purpose of the study 

and what their participation is used for. The interview guide, as seen in Appendix 

A, was also sent to the participants, if wished, prior to the interview, so that they 

had the opportunity to understand the studied field thoroughly. This information is 

important for the interviewees to make them feel more comfortable in their 

contribution to the thesis. Additionally, both the interviewees and the company they 

represent can choose to be anonymous if they wish and the general interest of them 

has been regarded. One case decided for both the company and interviewee to stay 

anonymous, which has been followed and kept in the entire process. Lastly, the 

nature of this study has given the authors the opportunity to speak to different AI 

companies in diverse markets. However, the authors have approached and acted in 

the same way towards all participants, not depending on the origin of the company.  

 

3.8.1 Societal Considerations 

There are a lot of ethical aspects related to AI and as this thesis regards the field of 

AI companies, the authors find it important to mention these aspects. Russell and 

Norvig (2016) mention the importance of moral responsibility by AI researchers 

and companies. As AI technology has proven to have excessive capacity, it is 

researchers and companies’ responsibility to make sure that AI solutions have a 

positive impact in the world and if they do not, the research should be redirected 
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(ibid). Further, Russell and Norvig (2016) describe other concerns and threats 

related to AI, which perhaps will affect society now and in the future: 

 

• Automation is contributing to unemployment. 

• AI is used for undesirable work.  

• AI contributes to that people feel less unique.  

• It adds to people have too much, or too little, freedom.  

• The loss of accountability may be the result of using AI systems.  

• The end of humanity may come with the success of AI.  

 

It is important to regard the effect that AI can have on society and how AI solutions 

will contribute in an ethical way. The authors of this thesis have considered the 

ethical and societal considerations regarding the field in their research. However, 

this thesis does not address the actual usage or technology of AI and is more focused 

on how these companies internationalise. The threats mentioned above will 

therefore not increase or further develop from the conduction of this thesis.  
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4 Empirical findings  

This chapter will present the empirical data that has been collected through the 

interviews of the different cases. The empirical findings will be presented case by 

case and will be introduced in the same way. Firstly, there will be a presentation of 

the company and the interviewee. Secondly, the empirical findings from each case 

will be presented in themes that follow the conceptual framework, to create a clear 

structure.  

 

4.1 Case introduction  

Based on the purposive sampling strategy, these four cases align with the set 

criterions. Firstly, all cases provide AI solutions as one of their main offers. 

Secondly, the companies have an international presence in at least one of the BRIC 

countries. Thirdly, the interviewees have appropriate knowledge regarding the 

company’s internationalisation process to the BRIC countries. Further, the 

interviews have been conducted through phone and email between the 3rd and 17th 

of May. The interviews with Emerse and Teqmine were made by phone and the 

interviews with Talkwalker and Providerai through email.  

4.1.1 Emerse 

Emerse was founded in 2007 in Lund, Sweden, by Carl-Johan Grund who is the 

current CEO. Today, there are approximately twenty employees divided into four 

teams: the adult team, development team, marketing team and sales team. Emerse 

is a global company that helps their clients reach their fullest potential through 

digital marketing. Emerse has their head office in Lund, as well as representatives 

located in Gothenburg, Stockholm, London, San Francisco and Hong Kong. 

However, their AI technology is currently used in 41 locations, which represents 

the number of markets that their clients wish to impact through the digital marketing 

technology of Emerse. Their clients vary between everything from smaller 

companies to large multinational corporations such as Shell, Mercedes-Benz, 

Emirates and Nestlé. Further, they also provide advertisement for election 

campaigns, and amongst others, have marketed Barack Obama's’ election campaign 

in 2012 as well as the Swedish Liberal party in the latest election in Sweden. 

However, the company primarily strives to have recurring clients rather than having 

one-off wonders.  

 

All campaigns are made in accordance with the client’s budget and the narrower 

targeting preference of the client, the more expensive it becomes. These marketing 

results are accomplished by the assistance of Emerse’s AI tools developed, which 

enhances the performance of their Demand-Side Platform, DSP. A DSP is a system 



 

36 
 

through which online marketing companies, such as Emerse, access and buy ads of 

multiple websites through one interface. To clarify, this means that video and search 

ads can reach multiple networks rather than being limited to one, such as Google 

Ads, and that AI enhances the ability to reach the best of these positions online. 

Emerse’s AI tools are mainly driven by data mining, which assists the DSP by 

sorting large data sets and bringing useful conclusions for the buying of ads. 

 

The CCO and right-hand man of the CEO, Robert Whelan, is representing the 

company in the interview. Mr Whelan’s has been with the company for five years 

and has a lot of previous experience in the field of international sales. He considers 

his role at Emerse as very broad, which is a result of the smaller size of the company. 

Additionally, he still considers himself as a part of the sales team, since he started 

selling five years ago, alongside the CEO and the Global Vice President. However, 

the company did add a dedicated sales team, which gave Mr Whelan the chance to 

rearrange his main focus to a more strategic sales role.  

 

Emerse internationalised from inception as the Swedish based-company started 

selling their services to the US and UK. Mr Whelan emphasises how the CEO had 

an international aspiration and attitude from the start and that the CEO saw much 

potential in the US and UK markets. This resulted in that Emerse did not focus at 

all on the Swedish market until a couple of years ago. Further, Mr Whelan 

highlights how Emerse has always operated in “a Global village” which is the 

home for AI. He elaborates and explains that initialising business with a new 

country would simply mean directing their algorithms to the target market of the 

new client. 

4.1.1.1 Drivers and Barriers 

Mr Whelan describes how Emerse is attracted by big clients that potentially can be 

recurrent business clients. By establishing these relationships with specific, durable, 

clients, the company can be sure to both receive payment for the workload they 

have put in, as well as be sure to safely give access to their DSP. Further, he 

highlights how Emerse does not have a preference on which country to do business 

with and stresses how their AI technology enables them to successfully perform 

business in 95 percent of all online spheres globally. To clarify, the origin of their 

customers is not the main element for business, which Emerse’s record of clients 

spread across the world can imply.  

 

For Mr Whelan, maintaining the proficiency in delivering qualitative online 

advertising is important and he mentions how Emerse aims to block all operators 
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that currently smear the industry. As of now, Mr Whelan expresses his concern for 

the BRIC countries.  

 

“Without being critical of them or anything, a big issue for us is 

that those markets, except perhaps Brazil, but certainly China 

Russia and India, is kind of an element of trust because, we find 

that there are an awful lot of dodgy operators coming out of those 

markets.”  

 

He explains how these “dodgy operators” wish to access their DSP. Once they are 

onboard, they have the ability to slip through Emerse’s safety net. This can either 

result in the upload of fraudulent creatives or fraudulent advertising tools or in worst 

case, Emerse will be disconnected and lose access to their key technologies. Hence, 

jeopardising dodgy operators could imply losing a key software system that enables 

the core business of Emerse.  Moreover, the lack of trust due to many dodgy, illegal, 

operators is what Mr Whelan considers the main barrier for especially, Russia, 

China and India. Further, he mentions how it has proven to be tricky with payment 

from these markets. He describes how Emerse is taking on quite a risk connecting 

an unknown client and because of this, they don’t accept clients for services below 

a decent budget. Also, a prerequisite for onboarding clients is the payment of the 

invoice. Mr Whelan describes how this budget may seem large for their clients, 

however, reassures that most clients spend this amount in their first month of using 

their services. In terms of Brazil, India and China, there has been difficulty 

receiving this payment. Clients have insisted on paying in arrears, however, as Mr 

Whelan puts it, if they’re willing to spend that budget on advertising, paying in 

advance should not be an issue. On the other hand, for Emerse to go looking for 

their money in any of these countries after finishing an operation, the likeliness of 

the company receiving its money is minimum. 

4.1.1.2 Internationalisation to the BRIC countries 

The company’s sales representative in Hong Kong is established through a network 

relationship with the company’s CEO. Mr Whelan explains how this representative 

is responsible for the Chinese market and also aims to cover the Asian region. The 

advantages of having her located there are that she can grasp the enquiries from the 

market and to some extent scan for further opportunities and try to win 

customers.  Moreover, Mr Whelan explains that apart from this person, the 

company does not have anyone physically located in a BRIC market. He discusses 

how Emerse generally answers a demand from these regions, however, tend to be 

careful with the inquiries they receive.  
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India is mentioned as a country of which Emerse generally receives a lot of inquiries 

from, inquiries that are commonly turned down. Mr Whelan describes how many 

of these cases are from small clients who wish to compose advertisement in ways 

that would not benefit either the company or the industry in which it operates. 

However, he highlights that he does not look down on those markets in a sense of 

doing business there, however rather emphasises the importance of doing your 

homework about a potential client before giving them access to their precious DSP. 

Mr Whelan also describes how Emerse has successfully had business in the vast 

market for AI in Brazil as well as smaller clients and one-off wonders in India and 

China, however not in Russia. He emphasises how these clients are the result of 

demand and connections through acquaintances. Also, in the case of Russia, the 

demand simply has not existed to the extent of performing business with them.  

 

When Mr Whelan is asked whether or not Emerse is tempted to further 

internationalise to the BRIC countries by establishing an office, he highlights how 

an office is not necessarily needed, due to the global landscape Emerse operates in. 

However, he emphasises how it is beneficial to have the sales representative in 

Hong Kong, as her location looks good for external parts. With this said, he does 

not suggest that locating a sales representative in any other BRIC location would 

enhance the company’s performance. Demand and inquiries are still received. In 

terms of reaching clients in Russia, that Emerse has not conducted business with, 

Mr Whelan discusses how an acquaintance would be attractive to have due to the 

number of fraudulent operators he has understood exists in this market.  

 

4.1.2 Talkwalker 

Talkwalker is a company from Luxembourg, founded by Thibaut Britz in 2009. Mr 

Britz found the inspiration for launching Talkwalker at his first job, where he started 

considering if there was a better way to build an analytics and listening product than 

available on the market at that time. Today, Talkwalker uses AI-powered data 

mining and NLP technology in a social media analytics platform. The AI 

technology assists in the analysis and monitoring of all online conversations on 

platforms such as blogs, news websites and social networks, in 187 languages. This 

service is easy to use and assists companies in promoting, measuring and protecting 

their brand across different communication channels worldwide. Talkwalker has 

helped over 2000 brands to optimise their communication efforts and enhanced 

their impact positively. Some of the companies that Talkwalker’s AI technology 

has assisted are Atos, Hong Kong Airlines, the US bank, Golin and London City 

Airport. 
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The company is currently based in five different locations: Luxembourg, San 

Francisco, New York, Singapore and Frankfurt. They have over 200 employees 

who origin from twenty different countries. The Northern European Sales Team 

Manager, Ross Geoffreys, has worked at Talkwalker for over three years. Mr 

Geoffreys refers to Talkwalker as a company that is “global by design” and as it is 

a software as a service company marketed over the internet, they are international 

from initiation. He also considers the AI industry to be very international and that 

companies, specifically within social and listening AI solutions, to be part of a 

global game. Further, he explains that providers within their industry who do not 

offer global coverage are faced with a considerable disadvantage as they cannot 

offer flexibility to international customers. 

4.1.2.1 Drivers and Barriers 

Mr Geoffreys emphasises that the main driver for internationalising to a new market 

is potential market revenue. As Geoffreys put it: “We go where there is business to 

be had.”. Further, when asked whether Talkwalker internationalises when there is 

demand on that specific market, or if they actively seek opportunities, he answers 

that it is a combination of both. The company has sales teams working within and 

towards the majority of the markets in the world. This makes it possible for 

Talkwalker to seek global opportunities and further expand their international 

presence. However, their software as service is highly rated worldwide and 

therefore, a lot of demand is received from clients as well.  

 

Mr Geoffreys explains that the main driver for Talkwalker to internationalise to the 

BRIC countries is the potential revenue, which is the same driver for when they 

internationalise to developed markets. He further explains that the maturity of these 

markets, regarding the understanding of their AI-powered listening tool, also 

contributes to why the company approaches these markets and seek opportunities 

there. Further, Talkwalker is currently operating in and has customers, in three of 

the BRIC countries, more specifically Brazil, Russia and India. The main general 

barrier towards operating in the BRIC countries is the lack of “digital maturity”, 

which consists in some parts of these regions. Digital maturity regards the process 

of how companies and countries learn, react and act appropriately upon the 

emerging competitive digital environment. The lack of digital maturity makes it 

more challenging to reach companies in Brazil, Russia and India, as the companies 

in these countries often need more convincing regarding why and how the 

Talkwalker’s service will benefit them. Further, the main barrier, which contributes 

to why Talkwalker avoids conducting business in China, regards difficulties for 

third parties to access necessary data, as it is unavailable. This is due to the 

government restrictions in the form of regulations and laws dedicated to this matter, 
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in China. Mr Geoffreys explains that Talkwalker does not believe that there will be 

any changes anytime soon regarding these restrictions. Therefore, the Chinese 

market is predicted to stay an unattractive market to initiate business with for a long 

time period.  

4.1.2.2 Internationalisation to the BRIC countries 

According to Mr Geoffreys, the company has focused on having special teams 

dedicated to the Indian and Brazilian market. These teams focus on meeting the 

demand from companies and agencies in these markets, as well as seeking 

opportunities to further expand and gain market shares for the company in Brazil 

and India. Further, Talkwalker has operations in Russia, however, they have not 

dedicated teams towards this specific market, as the demand and opportunities are 

limited compared to Brazil and India. Mr Geoffreys explains that having extensive 

knowledge regarding these markets is sometimes essential and sometimes not. He 

further elaborates that yes, it is important to have knowledge when 

internationalising to an emerging market, because of the cultural differences that 

need to be accounted for. However, it is not always the case, since emerging 

markets most often are adaptable towards the way western companies operate, as 

these western companies are seen as “ahead of the curve”. Mr Geoffreys explains 

that this is an advantage of emerging markets in general, as they have seen a trend 

of local people finding great confidence and trust in what Talkwalker, and other 

western companies, offer. Lastly, Talkwalker does not have any operations or 

customers in the Chinese market because of the deal-breaking barriers for business 

that have been mentioned before.  

 

4.1.3 Teqmine Analytics 

Teqmine Analytics, further to be mentioned as Teqmine, is a Finnish company 

based in Helsinki, founded in 2013 by Hannes Toivanen and co-founders Phesto 

Mwakyusa and Arho Suominen. Hannes Toivanen is the current CEO and Phesto 

Mwakyusa has the role as COO. The company is therefore a team of two, however, 

they occasionally receive business advice from external parties and temporary 

external contributions when the demand is extended. Teqmine offers AI-driven 

solutions that give their clients the opportunity of scanning the patent landscape of 

a certain idea, how to work around different patents as well as assist in how the 

client can establish a credible Intellectual Property (IP) rights position. In relation 

to this, Mr Toivanen explains how IP refers to the ownership of an idea or technical 

solution, which can be accomplished through example patents or copyrights. These 

solutions can meet a wide range of needs and companies with different budget 

options. To visualise, Teqmine’s technology has been awarded multiple times for, 

amongst other things, easing the process of start-ups as the patent searching process 
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is simplified and becomes shorter. Further, Teqmine works with companies of all 

sizes, everything from global firms to start-ups. This flexibility contributes to 

Teqmine’s competitiveness for customers on the global market, who can be 

supplied in the field of patents through the assistance of AI data mining. 

 

Hannes Toivanen, the current CEO and founder, is the representative of Teqmine 

in this thesis. Mr Toivanen has a lot of personal and professional experience of both 

working and living abroad over extensive periods of time. However, the journey 

from idea to actually starting Teqmine started when he was researching. The three 

initial years of the company went slow, as he still mainly focused on his research. 

However, Teqmine has become a lot more active in the last three years. The CEO 

emphasises that the company has been international from initiation as co-founder 

Mr Mwakyusa is Tanzanian, Teqmine has an investor from Sweden and the fact 

that they have offered their solutions on the global market from day one. The result 

of this is that their first international client was from South Africa and currently 

have substantial clients in markets such as China. Followingly, Mr Toivanen 

explains how Teqmine “...aim to be a global company...”. 

4.1.3.1 Drivers and Barriers 

A key driver is that Teqmine sees a clear demand for their AI solutions in many 

markets. Mr Toivanen explains how there is an existing gap within the 

understanding of technology and laws related to intangibles, which opens up 

opportunities for them to offer their service. Further, an essential driver that 

contributes to the internationalisation and spread of Teqmine is the acquaintances 

and network located in these regions. As Mr Toivanen and Mr Mwakyusa are both 

physically located in Helsinki, this aspect enables the business in various countries. 

These contacts are not contracted to work for the company, however, they introduce 

Teqmine’s AI solutions to potential clients on that specific market. Moreover, Mr 

Toivanen highlights the importance of the ambassador-like relationships they have 

in many countries and claim that Teqmine most likely would not have such an 

international presence without their contribution. 

 

In terms of the BRIC countries, excluding Russia, these markets are currently 

investing heavily in science and technology. Further, these countries have a 

shortage of skilled labour, which affects certain support functions in business and 

opens up for high-technological companies to offer their solutions. Simply, as the 

extent of educated labour is limited, and certain functions are needed to grow start-

ups, the demand for technical solutions such as Teqmine’s is high. 
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Further, Mr Toivanen emphasises how there currently are no barriers to delivering 

their service on international demand, as it basically comes down to opening up a 

new account and sending an invoice to a new client. However, there are barriers in 

regards of internationalising to the BRIC countries, where one identified barrier for 

internationalising to the Russian market is the cost. As mentioned before, Teqmine 

internationalises to countries where they have connections or where clear demand 

is perceived. The advantage of performing business this way is that Teqmine is 

already familiar with parts of the local population, which eases the brand awareness 

stage and hence, simplifies the process of creating a presence in that country. They 

do not have any connections in Russia and it would therefore be very expensive to 

build a presence from scratch in the country, which due to current circumstances is 

neither prioritised or economically appropriate. Additionally, Mr Toivanen explains 

that the political situation contributes to the hesitation towards the market, as their 

solution handles confidential information. Also, due to the nature of business with 

patents, their clients are cautious and value their privacy which contributes to the 

difficulty of doing this kind of business in Russia.  

4.1.3.2 Internationalisation to the BRIC countries 

When speaking with Mr Toivanen, it becomes evident that Teqmine has clients in 

three of the BRIC countries: Brazil, India and China. They do not have any 

established operations in these countries, however, use their ambassador-like 

relationships to find demand and opportunities. Mr Toivanen gained these 

connections throughout his life, as he has been living permanently in Brazil, and 

stayed for long periods of time in both India and China. These connections keep 

scouting the markets for potential clients that could benefit from Teqmine’s 

solutions, as well as help them promote brand recognition in these regions. Mr 

Toivanen also describes that a lot of companies hear about their offering from 

someone that is using it, they then evaluate how they could benefit from it before 

they contact the company. Moreover, he explains that a lot of competitors overlook 

these markets as they do not consider their pricing to suit the market. Additionally, 

the competitors present in these markets mainly offer higher priced solutions, whilst 

Teqmine approaches the market from the lower end of the market price, which 

extends their competitive advantage. 

 

Furthermore, Mr Toivanen discusses how the next step of expansion into these 

markets would be in the form of contracting a fixed representative, a level of 

internationalisation that would be challenging. In Brazil, this would most likely 

imply establishing a local unit and in China, Teqmine would be required to partner 

up with a local company. Mr Toivanen highlights how these operations would be 
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too costly for the company. He elaborates how this is not timely for the company at 

this stage, as Teqmine’s main focus on internationalisation is Europe and the US.  

 

4.1.4 Providerai 

Providerai is an AI company founded in 2014 in the Netherlands, by a team of 

cybersecurity experts. The company provides advanced AI solutions which supply 

visibility, advanced detection and protection abilities to secure companies from 

cyber threats through a digital platform. Moreover, their AI solutions alert the client 

if attacks do happen and the visibility function allows the client to see the entire 

infrastructure and make searches themselves. In this way, clients can on their own 

log on to the platform and check on the security situation of their company, in real 

time. The AI solutions are powered by both machine learning, to without 

programming learn from previous cyber threats, as well as data mining, to analyse 

patterns of threats through the large amounts of data collected and draw 

conclusions. Mr Bakker, the CEO of the company in the last five years, is the 

participant from the company for this thesis.  

 

Providerai is an international company present in Europe, India, China, Singapore, 

Japan, Indonesia, Malaysia, Thailand, Vietnam, Australia, United Arab Emirates, 

US and Canada. Mr Bakker explains how the company was present on the domestic 

market for less than a year, before internationalising to Singapore. This market 

expansion came as the result of network connections gained at a cyber-security 

related trade show that Providerai participated in. Further, he describes how the 

company had no previous international operations, however, once taking part in the 

trade show in Singapore, Providerai received international demand and their 

continued growth was a fact. The company is known to be fast growing and cater 

their AI solutions to every client’s need, from SME’s to LSE’s, both private and 

state-owned.  Moreover, Mr Bakker elaborates how he sees the AI industry as 100 

percent international and explains how this implies that there are global growth 

opportunities for the company.  

4.1.4.1 Drivers and Barriers 

In terms of drivers and barriers, Mr Bakker claims that the key motivator for 

Providerai in a market expansion is when a country shows great market maturity. 

He elaborates and explains that companies within the country need to be aware of 

the cyber-security issues that exist, in order for there to be a demand for them to 

supply. In contrast, great barriers appear when companies are not aware of these 

issues. In situations when companies are not themselves aware of these issues, 

Providerai is required to first prove a point of threats to these businesses before 

introducing them to the solution they supply.  Also, the sales process for Providerai 
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is sufficiently easier when a market is mature, in comparison to the investment in 

both time and cost it means to deliver their solution to a less developed market. 

Additionally, Mr Bakker explains that Providerai takes the ease of using business 

in a country into consideration when internationalising to a new country. He 

describes how both market maturity and ease of doing business are such important 

elements for the company to be able to pursue their business activities. This is the 

reason why they are given so much attention in the internationalisation to a new 

market.  

 

Once the fundamental elements of reasonable market maturity and ease of doing 

business are established, Providerai mainly expands their business due to demand. 

Mr Bakker describes how the market for cybersecurity solutions is constantly 

growing and refers to global market opportunities, which implies major favourable 

business chances for the company. Despite Providerai not obtaining a global 

presence as of today, Mr Bakker states that they perceive a great demand outside 

their present boundaries. Hence, the company experiences an extensive demand for 

their solutions which has highly benefited the company as it has increased their 

number of clients. Moreover, he explains that due to the growing field of the AI 

solutions they deliver, Providerai has major growth opportunities which entail that 

the company is also approaching opportunities, not solely answering to demand.  

4.1.4.2 Internationalisation to the BRIC countries 

Today, Providerai has operations in both India and China. The company 

experienced demand and received inquiries from these regions, which initiated the 

market expansions. Mr Bakker explains how both these markets were experiencing 

high speed of growth, which extended their need for cybersecurity solutions, such 

as the one Providerai delivers. Further, he elaborates how the company has 

established an office in India as well as joined partnership with a company in China. 

In the case of India, Mr Bakker explains that the market is still quite complex to 

pursue business in and that the customers must be educated in how to use their 

solutions, which implied the necessity of establishing an office. He describes how 

India requires more attention than most countries and that deals generally are slower 

accomplished also because of the lack of maturity in the market. However, Mr 

Bakker ensures that the market represents great business opportunities and that 

operating in such a region implies less competition. The combined aspect of this is 

that it is worth investing in Providerai’s activities in India, according to Mr Bakker. 

 

In China, the company has made the decision to access the market by joining a 

partnership with a Chinese company. Here, the two companies are seen to 

complement each other and are therefore able to supply the market with 
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comprehensive cybersecurity protection. Mr Bakker describes how also this market 

has similar characteristics as India, representing large business opportunities and 

requiring much attention in order to pursue business. However, China has proven 

to be more developed in the industry Providerai operates in, which makes market 

maturity less of an aspect to take into consideration. Nevertheless, Mr Bakker 

elaborates how IP is difficult to defend in this market, which becomes an issue for 

clients of Providerai who are reliant upon this. Consequently, IP protection becomes 

an issue for Providerai, as they aim to supply a fully covering AI solution to their 

customers. To summarise, China is not necessarily an easier market for the 

company to pursue business in as there are other challenges faced, despite the fact 

that this market is more mature than India.  
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5 Analysis  

This chapter will present an analysis that ties together the conceptual framework 

in the literature review with the empirical findings from the interviewed cases. 

Firstly, the general international characteristics of the AI industry will be 

elaborated. Secondly, the perceived drivers and barriers of the internationalisation 

to the BRIC countries will be analysed. Lastly, the internationalisation to, and 

presence in, the BRIC countries will be analysed.  

 

5.1 Mutual Internationalisation Characteristics - the Global Village of AI 

Internationalisation is described by Welch and Luostarinen (1988) as a process in 

which a firm is increasing its involvement in international activities. As the Uppsala 

Model illustrates, internationalisation is believed to happen in a gradual process in 

which the firm operates in more remote markets first when international experience 

is gained, in geographically close markets (Johanson and Vahlne, 1977). According 

to Johanson and Vahlne (1977), operations in remote markets is the result of small, 

incremental steps to internationalisation in countries close by and that with gained 

knowledge, the risk of entering distant markets is decreased. In contrast to the 

Uppsala Model, high-technological firms are found to approach international 

markets in an early stage of business, due to the nature of the firms (Onetti et al., 

2012). As explored in the empirical findings none of the cases follows the 

traditional, incremental internationalisation process. To visualise, the Swedish 

company Emerse initially internationalised to the UK and the US. The company 

was active for four years before they aimed sales to the Swedish market. Secondly, 

the Finnish company Teqmine had their first international client in South Africa. 

The authors of this thesis find that this full-on internationalisation is the case also 

for the remaining companies. They find that the nature of these firms enables their 

businesses to hold an international presence without limiting them to 

geographically close markets. 

 

Oviatt and McDougall (1994) describe how new technology has lowered the costs 

of transportation and made it easier to communicate, which has enabled companies 

to utilise international business opportunities. A result of this is that firms are found 

to skip traditional incremental steps in their internationalisation process and instead 

follow opportunities, which may imply the company to be geographically limitless. 

Madsen and Servais (1997) describe these firms as Born Globals. The most evident 

characteristic that the three companies Emerse, Talkwalker and Teqmine have in 

common is that they consider themselves global from initiation. Providerai does not 

refer to themselves in this particular way, however, highlight that there are global 

opportunities for them to utilise. Hence, one could argue that also this fourth 
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company can be determined as having global potential. The global aspect reappears 

in all companies’ discussion on various questions given and the global sense of the 

industry is highlighted by representatives from Emerse and Talkwalker as “It’s a 

Global Village isn’t it?” and “we are global by design”. The empirical findings 

have presented how all firms explored highlight technology as a clear enabler for 

their international business. None of the firms are found to take incremental steps, 

rather they skip steps and are seen to hold a global presence almost from inception. 

Because of this, it is evident that the AI industry is a global phenomenon. Hence, 

the authors of this thesis see a clear resemblance between the theory of Born Globals 

and the respondent cases. 

 

Further, the importance of networks in international business is elaborated by 

Coviello and Munro (1995). It is believed that networks can enable international 

business and influence a firm’s market selection. Coviello and Munro (1995) 

emphasise how networks have the ability to rapidly expand to new markets and 

highlight how high-technology firms do not follow a step-by-step approach to 

internationalisation. Johanson and Mattsson (2015) comply with previous 

researchers and claim that networks can be the determining factor for a business 

success. In line with previous research, the empirical findings reveal how the 

networks are key success factors for the interviewed companies. Teqmine, for 

example, was able to pursue international business in South Africa as their first 

international operation, solely due to their network connections. Additionally, 

Teqmine’s CEO highlights how their network is still today what enables new 

international clients and is therefore influencing the firms market selection. The 

lack of network relations in Russia relates to this and is the main reason for Teqmine 

not to be present in that market. 

 

Similarly, Emerse’s global presence is highly related to their broad network. The 

network of Emerse has enabled the company to have representatives in various 

locations, which in its turn broadens the network and also the opportunities of new 

clients. For example, Emerse has sales representatives in both Sweden, the US, the 

UK and China, which are all employed due to previous relationships with the people 

of the company. From an analytic point of view, the authors of this thesis find that 

the majority of the interviewed companies have networks that function as enablers 

of business opportunities. In the case of Teqmine, the company’s existence is the 

direct result of its acquaintances and one can only imagine whether Teqmine would 

hold such an international success without it. Emerse, on the other hand, do not 

strike as quite reliant upon its relationships. It is evident that they have brought 

many business opportunities, however there seem to be other dominating factors 

that contribute to its success on the global arena. The authors summarise that the 
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role of networks is crucial for the utilisation of international business opportunities 

and can be seen as an international business enabler. 

  

5.2 Drivers and Barriers 

 

Drivers 

It is found that drivers for internationalisation can be divided into the categories 

reactive and proactive motives (Ricart and Llopis, 2014; Albaum, Duerr and 

Josiassen, 2016). Reactive motives can be regarded as a firm’s need, or possibility, 

to gain revenue, increase the number of clients (Ricart and Llopis, 2014) and a 

saturated, unattractive home market (Ricart and Llopis, 2014; Oviatt and 

McDougall, 1994; Cuervo-Cazurra et al., 2015). On the contrary, proactive motives 

regard the firm’s internal willingness and urge to internationalise (Ricart and 

Llopis, 2014; Albaum et al., 2016). Common for all the cases is that they have 

experienced clear drivers for internationalisation. Mr Geoffreys explains how 

Talkwalker is always eager to act on an opportunity for potential revenue, as well 

as increase their number of clients. He claims that this is the main driver for 

internationalisation, regardless of what country it may concern. Mr Geoffreys is 

clear, if there is an opportunity of gained profits, there is business to be exploited. 

The authors of this thesis see a clear resemblance between reactive drivers for 

internationalisation and Talkwalker’s actions for market expansion. It is evident 

that the company is eager for gained revenue. However, the company indicates a 

clear proactive behaviour in how they seek opportunities and approach markets 

where they see potential business. Also, it is not evident whether Talkwalker solely 

answers to demand, in terms of a reactive motive, or if they wish to utilise a new 

market, in relation to a proactive motive. As a consequence, the authors of this 

thesis have the opinion of that Talkwalker is rather a hybrid between the two 

categories of internationalisation drivers and regard how it does not do them justice 

to be categorised as one or the other. However, it is clear that the company obtains 

major drivers to internationalise further.  

 

In the case of Teqmine, Mr Toivanen describes how it has always been given that 

the company should hold a global presence. It has not necessarily been the potential 

revenue gains or increased market shares that have acted as the motivators. Rather, 

Teqmine has from day one seen a great need for their AI solution globally and 

hence, had the urge to utilise the international demand ahead of competitors. In 

relation to theory, Ricart and Llopis (2014) and Albaum et al. (2016) explain this 

motive as a proactive action for market expansion. The authors of this thesis comply 

with this theoretical standpoint, however, have the opinion even in this case of that 
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the difference between a reactive and a proactive motive is rather a sense of 

judgement. They claim that in the case of Teqmine, the urge for international 

expansion is clear. Thereof, it is not to believe that it does not correlate with reactive 

motives. Mr Toivanen clearly indicates that the economic aspect is always 

considered in a market expansion, hence the reactive pillars of potential profit gains 

or increased number of clients (Ricart and Llopis, 2014), is also a determining 

driver for the company’s internationalisation. By this, the case of Teqmine is related 

to both reactive and proactive drivers.  

 

When exploring the drivers of Emerse, Mr Whelan emphasises how the CEO has 

had an international aspiration from the very start of the company. Oviatt and 

McDougall (1994) relate this aspiration to a company that from inception strives to 

have a global presence. The authors of this thesis regard this dominating aspiration 

from inception as a proactive motive for internationalisation. Consequently, 

Emerse’s initial drivers for internationalisation is considered proactive. Today, 

however, the situation is slightly different. The company receives many inquiries 

that they decline as they are considered to be risky operations. Instead, the company 

sits quite comfortably in its current position choosing to focus more on building 

relationships in order to receive recurrent clients. When they do onboard a new 

client however, it is most often a reactive motive to answer a demand. As 

mentioned, new clients imply a great risk for Emerse hence they are careful to 

accept inquiries, unless they sense a need to gain this client in order to secure long-

term business. In relation to theory, this can be associated with Ricart and Llopis’ 

(2014) description of a reactive driver for internationalisation.  

 

The drivers for Providerai are very clear according to Mr Bakker. He describes how 

market expansion is easily achieved when a market is mature and also appears as 

easy to perform business in. Further, Mr Bakker explains how this implies a much 

cheaper operation and requires fewer resources than in the opposite situation. 

Moreover, Providerai is experiencing great demand for their solutions, which 

entails that the company mainly performs business by answering to demand. In 

relation to theory, this can be argued as what Ricart and Llopis (2014) define as 

reactive drivers for internationalisation. The authors of this thesis make this 

connection as they clearly answer demand rather than proactively seeking 

opportunities. Ricart and Llopis (2014) describe this proactive behaviour with a 

company that is active internationally as a result of their own willingness to perform 

international business and seek opportunities.  
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Barriers 

In terms of internationalisation, a firm faces not only drivers but also internal and 

external barriers (Fillis, 2002; Hollensen, 2017). Internal barriers regard factors 

within an organisation that limits the utilisation of a market expansion. This can 

appear as limited market knowledge, lack of finance, as well as inadequate 

managerial support (Lutz et al., 2010; Hollensen, 2017). Further, external barriers 

cover all limiting activities external to the firm (Fillis, 2002). Oviatt and McDougall 

(1994) emphasise how governmental institutions, different business practices, 

language and laws can be considered external barriers. Further, emerging markets 

are considered to imply difficulties for internationalisation, mainly due to different 

business practises, interaction issues and challenging regulations (Freeman and 

Sandwell, 2008). Mr Geoffreys describes how Talkwalker faces the challenge of a 

market’s digital maturity and claims that this is the second most impacting barrier 

in terms of what market to expand to. Mr Geoffreys mentions that the most 

impacting barrier regards difficulties for third parties to access necessary data. The 

authors of this thesis see how the limited access may be related to governmental 

restrictions in terms of data availability. Nevertheless, it is evident that these 

barriers regard the external activities of the firm (Fillis, 2002) and also 

governmental institutions and laws (Oviatt and McDougall, 1994). Mr Geoffreys 

has not emphasised on any internal barriers, however, he highlights the extent and 

impacts the external barriers have on a market expansion. The authors of this thesis 

find this an interesting observation. It appears as though the internal barriers are 

inadequate in comparison to the external, in terms of Talkwalker.  

 

Mr Toivanen refers to the barriers of Teqmine’s market expansion quite differently. 

Firstly, the cost is considered a major internal barrier. Mr Toivanen emphasises how 

the company mainly internationalises to countries where they have established 

connections and claims that the cost for expanding to a market otherwise is too 

costly. He further explains that the company either exceeds the internal barriers by 

using their network to promote the business or simply answer business inquiries. 

This is in accordance with Lutz et al. (2010) and Hollensen’s (2017) perspective on 

internal barriers and highlights how market knowledge and lack of finance can 

hinder an internationalisation. Further, Teqmine is also affected by external 

barriers, which is the reason why they do not hold a presence in Russia. It is seen 

that governmental institutions and laws can create barriers for companies when 

internationalising (Oviatt and McDougall, 1994), which is precisely the case for 

Teqmine in Russia. Mr Toivanen explains that the political situation in the country 

interferes with the nature of business with patents that Teqmine handles. The 

authors of this thesis find these internal and external barriers natural for this 

company. As Teqmine is more or less a two-man company, it is not surprising that 
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they encounter internal barriers when internationalising to new markets. However, 

it should be emphasised how Mr Toivanen regards the barriers as minimal at this 

stage and he expresses the simplicity in how a new client basically means opening 

up a new account. Also, the external barriers are relatable to the nature of Teqmine’s 

business, yet also in this case, Mr Toivanen expresses how they are not currently 

encountering any barriers in the countries where they are present.  

 

The barriers of Emerse are described by Mr Whelan as solely external. He mentions 

how he has experience of the lack of trust in the industry as there are many dodgy 

operators in the field. He further states how onboarding such a client to their AI 

solution could jeopardise the business of Emerse. Additionally, it has proven to be 

challenging to receive payment from specific markets and elaborates how there are 

no guarantees of receiving payment for the workload they have put in. Exploring 

these findings, all barriers are located as external to the firm (Fillis, 2002). The 

authors of this thesis acknowledge how these external barriers mainly relate to 

varying business practices between Emerse’s culture and the business culture 

within the challenging BRIC markets. In their perception, fraudulent advertising 

and dodgy operators seem to be more common in these markets, hence such 

business practices are estimated to be regarded as more acceptable. For Emerse, this 

naturally implies challenging external barriers as it in some cases can be related to 

different perceptions of what is okay and what is seen as completely unacceptable.  

  

Mr Bakker describes the barriers of Providerai as mainly external. He elaborates 

and explains that markets that show vague maturity and challenging business 

environments require a much greater investment, in comparison to markets that 

show market maturity and ease of doing business. The investments required relate 

to the lack of knowledge on cybersecurity and necessary education in how to use 

their AI solutions. In addition to the time-consuming education this implies, such 

an operation also requires greater economic investment. In this case, the external 

and internal barriers are interconnected. According to Fillis (2002), external barriers 

relate to all external challenges that create obstacles for the company to pursue an 

expansion. In the case of Providerai, it is evident that the market maturity and 

challenging business environments are external barriers that limit market 

expansion. In this case, these obstacles also affect internal barriers. According to 

Lutz et al. (2010) and Hollensen (2017), internal barriers can appear as limited 

financial capital, lack of market knowledge, as well as manager’s decisions to 

pursue other markets. In relation to Providerai, the authors of this thesis see how 

the external barriers have affected the internal barriers. They do not believe that the 

company faces internal barriers such as financial limitations, however, consider that 

the managerial decisions have been affected by the external barriers. To clarify, due 
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to the identification of the challenging external barriers, the manager’s decision 

regarding markets with these characteristics have been affected. Thereof, decisions 

have been made that these kinds of markets imply a greater investment as they entail 

a larger internal barrier to utilise. However, Providerai has still proven to work in 

markets with these challenging elements, if there is proven to be a demand that 

exceeds the barriers.   

 

5.3 Internationalisation to the BRIC countries 

Emerging markets are considered countries with rapid industrialisation and 

economic growth (Pelle, 2007; Cavusgil et al., 2013; Goncalves et al., 2015). 

Further, Jones (2012) and Pelle (2007) highlight how the BRIC countries should be 

given extra attention due to their cutting-edge performance in development in many 

areas. This development has additionally increased the opportunities in these 

markets and Pelle (2007) and Jain (2006) emphasise how an internationalisation to 

these countries has the potential of securing a business’ profitability for many years 

ahead. What all cases have in common is that they have internationalised to two or 

more BRIC countries. See table 3 below for country-specific details for all cases, 

where the coloured boxes represent country presence. 

 

 
Table 3. Own visual of the presence of the cases in the BRIC countries 

 

Firstly, Emerse has internationalised to the BRIC countries Brazil, India and China. 

As explored in the empirical findings, the company’s network played a significant 

role in the internationalisation to these countries. Cavusgil et al. (2013) and 

Sandberg (2012) highlight the importance of establishing strong business relations 

and emphasise that it is significant to gain business relations with all the companies 

involved in the network. This is essential as there are major differences between the 

business environment in emerging markets and developed countries, which relates 

to the lacking infrastructure and differences regarding regulations and culture (ibid). 

Moreover, Emerse has operations in these markets however have only established 

a specific sales representative on the Chinese market. In the cases of Brazil and 

India, the company rather answers to demand and does not feel the necessity of 

directing employees in this way. Here, Emerse instead has the ability to choose 
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which clients to supply. As none of the BRIC countries are the main target markets 

for the company, Emerse has the chance in Brazil and India to choose beneficial 

deals, instead of supplying dodgy operators. To clarify, as neither Brazil or India is 

a target market for Emerse, it is not reasonable to contract a sales representative to 

work towards these markets. Answering to demand is more suitable for Emerse in 

this situation.  

 

Secondly, Talkwalker has operations in Brazil, Russia and India. Mr Geoffreys 

clearly excluded China as the company regards the governmental laws and 

regulations too impacting for them to be able to pursue their business objectives. 

Further, the empirical findings explored how Talkwalker expands their business 

internationally according to demand. The company has experienced great demand 

from Brazil and India, hence Talkwalker has established sales teams to be able to 

meet the demand from these markets, gain potential revenue and further seek 

additional opportunities. However, these employees are not physically located in 

these countries. In comparison to Emerse, Talkwalker is seen to emphasise the role 

of their network to less extent. Mr Geoffreys does indicate that it is important, 

however, the drivers are highlighted as the key determinants to the business’ 

international success. Mr Geoffreys also acknowledges how cultural differences 

need to be accounted for when doing business with clients from Brazil, Russia and 

India. These findings can be related to Cavusgil et al.’s (2013) opinion of that 

business in emerging markets have to consider that cultural differences can affect 

the ease of doing business.  

 

Thirdly, Teqmine has internationalised to three out of four BRIC countries, namely 

Brazil, India and China. In contrast to previously analysed Talkwalker, Teqmine’s 

success is heavily dependent on the networks of the company. Coviello and Munro 

(1995) and Johanson and Mattsson (2015) emphasise how a company’s network 

can greatly impact the choice of markets in an expansion as well as the success once 

reaching that market. In relation to Teqmine, this is exactly the influence their 

network has. Thanks to their network, the company has been able to reach and 

receive demand from distant markets. Additionally, the network has supplied 

Teqmine with valuable ambassador-like relationships that have significantly 

contributed to the utilisation of business in Brazil, India and China. Moreover, this 

is the reason why the company is not present in Russia. According to CEO Mr 

Toivanen, Teqmine does not have any connections to Russia, hence it would be a 

very costly operation for them to enter the market, in comparison to the advantage 

they already possess through their network in the other BRIC countries. The authors 

of this thesis see a clear connection between the network theory and Teqmine’s 

internationalisation. They would like to emphasise how impressed they are over the 
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fact that this two-man company shows an extensive international presence and 

acknowledge the fact that Teqmine’s network plays a key role in this success.  

 

Lastly, Providerai has internationalised to both India and China mainly because of 

received demand from these regions, which despite their challenging elements 

imply great business opportunities. It is also found that the company does not 

perceive a demand from Brazil and Russia, hence Providerai is not present in these 

markets. In India, the company has decided to establish an office due to the 

complexity of accessing this market. In China on the other hand, Providerai has 

partnered up with a Chinese firm to be able to utilise the vast market. Pelle (2007) 

and Jain (2006) view these markets as countries with large business opportunities, 

hence support the utilisation of these markets. The authors of this thesis 

acknowledge how Mr Bakker has taken on the challenge of utilising these 

opportunities. However, it is explored how these markets also imply difficulties and 

lack ease of doing business, hence the investments of being physically present in 

the markets are regarded as necessary. The authors also acknowledge how 

Providerai’s AI solutions regard high-technological cybersecurity, which implies 

that their clients are required to be aware of this issue. If clients do not perceive 

cybersecurity risks, the company faces major investments to be able to accomplish 

a business deal. Therefore, the question arises whether the Brazilian and Russian 

market are mature enough for this kind of solution. When analysing Providerai’s 

internationalisation to the BRIC countries, the authors of this thesis understand that 

despite the simplicity in supplying a new customer, it is not always simple to pursue 

the business activities. They see that the nature of this business supports the 

enablement of global clients, yet business is not always as easy and cheerful as it 

has the potential to be. 
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6 Conclusion  

This chapter will conclude the findings of this thesis. Firstly, the authors will 

motivate the answers to the research questions. Further, theoretical-, policy- and 

practical implications will be presented, and recommendations will be discussed. 

Lastly, limitations to this study, as well as suggestions for further research related 

to this topic, will be introduced. 

 

6.1 Answering the research questions 

Technological developments are launched to the world at a rapid pace and together 

with digitalisation, these innovations are impacting the everyday life for millions of 

people. Artificial Intelligence, which has been researched since the 1940s, has in 

the last decade become more and more attractive and is today the basis for most 

technological innovations. However, the technology still remains very advanced 

and complex to implement for businesses. This has made way for extensive 

opportunities for AI companies to provide their services and supply other 

businesses with their AI solutions. In accordance with these developments, AI 

companies are seen to have a very international presence. Simultaneous to these 

international innovations, emerging markets are becoming increasingly attractive 

regions to utilise. Moreover, Brazil, Russia, India and China, more commonly 

known as the BRIC countries, are eminent in their overall development and have 

recently received an increased amount of attention, due to the vast business 

opportunities in these markets. The motivation for this is the rapid industrialisation, 

growing middle-income population and increased desire in consumption of 

technology. Followingly, the purpose of this thesis has been to explore how AI 

companies see these emerging market opportunities, as well as, how they have 

internationalised to the predominant BRIC countries.  

 

Following this purpose, this field has been explored with the aim of answering one 

research question and two sub-questions. (RQ:1) How do Artificial Intelligence 

companies internationalise to the BRIC countries? (Sub-Q:1) What are the barriers 

and drivers of internationalising to the BRIC countries? (Sub-Q:2) How do the 

barriers and drivers affect the internationalisation to the BRIC countries? Since 

the two sub-questions facilitate the answering of the main research question, these 

will be answered first.  

 

(Sub-Q:1) The empirical findings reveal many drivers and barriers of 

internationalising to the BRIC countries. The previously identified opportunities in 

these vast markets are explored as drivers even in this study. Despite some 

variations between the cases, it is found that all companies perceive a demand for 
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their AI solution in two or more of the BRIC countries. Additionally, lack of 

competition, vast market opportunities and potential revenue gains are for some 

companies found to be drivers for internationalising to the BRIC countries. In terms 

of barriers, the authors conclude that lack of market maturity is perceived by all 

companies as a limiting aspect to the success in entering these markets. Further, it 

is identified how all interviewed companies are affected by the unease of doing 

business in these markets, in one way or the other. This impacts the cost and time 

of internationalising to these markets, as great investments are necessary to be able 

to succeed. Moreover, dodgy operators are discovered as challenging barriers to 

handle and lastly, governmental regulations regarding the access of data are found 

to be difficult limitations. See table 4 below for an overview of the drivers and 

barriers. 

  

Drivers Barriers 

Demand Unease of doing business 

Vast market opportunities Cost 

Lack of competition Government regulations 

Revenue gains Dodgy operators 
 

Lack of market maturity 

Table 4. Own visual of the drivers and barriers of internationalising to the BRIC countries 

 

(Sub-Q:2) The identified drivers work as convincing elements for the companies to 

internationalise and further perform business activities in the BRIC countries. It is 

recognised how all cases find the vast markets as rich in the amount of opportunities 

present. The high demand from these markets is also seen to impact the 

attractiveness of reaching these regions. The lack of competition is also found to 

drive the internationalisation to these markets, as they are likely to receive a lot of 

clients. Further, these combined aspects lead to the fact that there are exceptional 

revenue gains available, which promotes the companies to internationalise to the 

BRIC countries. However, there are patterns of barriers found that affect the 

utilisation of these chances. The unease of doing business has proven to affect the 

companies in the way they access these markets. Because of this, one company has 

chosen to invest in being physically located in the two BRIC countries they are 

present in and argued this as necessary to be able to utilise the opportunities. 

However, this was proven to be both costly and time-consuming. Moreover, the 

elements of time and cost were identified as the convincing barriers as to why the 

other cases chose not to have a physical presence in the BRIC countries they are 

active in. Further, the governmental regulations are for two companies emphasised 

as a too great barrier to enter one of the markets. The reason for this is simply that 
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it limits the companies from accessing the necessary data needed to be able to 

pursue their business activities. Moreover, dodgy operators are seen to affect the 

boldness in the internationalisation. It is found that the companies are careful in 

which clients to operate with, as the data collected by these companies is proven to 

be a sensitive subject- both for the companies and their clients. Hence, it is 

important that the data does not end up with someone, or somewhere, where it is 

used for the wrong reasons. Lastly, the lack of market maturity is identified as a 

pattern in all the cases view of the BRIC countries. Consequently, this aspect 

implies more knowledge of these markets in comparison to developed countries, 

more time when internationalising to these markets, and also a large investment. 

 

(RQ) As seen in previous research, high-technology companies, that this thesis has 

identified AI companies to be, do not follow traditional incremental steps in their 

internationalisation process. Instead, international aspiration in the companies at an 

early stage has led the way to rapid market expansions, by proactively seeking 

opportunities. Further, it is identified how all cases can be related to the theory of 

Born Globals. However, even the network has proven to be an essential contributor 

to several of the companies’ choice of market in an internationalisation both to the 

BRIC and other countries. This has also impacted the success they have reached in 

those markets. Hence, the authors argue that these companies should be regarded 

as a hybrid between the theory of Born Globals and the Network Theory. It is also 

worth emphasising how none of these companies have actively pursued marketing 

activities towards the BRIC markets they are present in. Instead, they have 

reactively answered business inquiries on demand.  

 

6.2 Theoretical Implications 

It is evident that the research regarding high-technological companies, within the 

field of AI, is limited. However, the research interest in these companies is 

increasing due to their rapid growth and development. Further, research regarding 

internationalisation to the BRIC countries is also a field which is unexplored. 

Therefore, the identified research gap between these AI companies and the 

internationalisation process to emerging markets has been further explored in this 

thesis.  

 

This study has therefore explored a whole new aspect of the research regarding AI 

companies, by exploring how these companies internationalise to the BRIC 

countries. The authors have contributed with new insights on what, and how, drivers 

and barriers affect the internationalisation process to these distinguished emerging 

markets. Further, this thesis has examined how these high-technological companies 
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internationalise, and further strengthen previous research regarding the 

international aspiration and importance of business networks. Previous research 

regarding the importance of developing a long-term relationship-based approach to 

do business in emerging markets is aligned with the findings of this thesis. The 

motivation for this is that also the findings emphasise the importance and necessity 

of business networks when internationalising to the BRIC countries. Further, 

previous research emphasised how high-technological companies skip the 

traditional incremental approach to internationalisation and take the approach as 

Born Globals. This can be confirmed even in this study as neither of the contributing 

cases have followed an incremental internationalisation approach, instead, pursued 

an international aspiration from initiation.  

 

6.3 Practical Implications and Recommendations 

The aim of this thesis was to explore the internationalisation to the BRIC countries 

as a whole region of opportunities. However, the empirical findings have revealed 

that there are differences in the what country the cases have chosen to 

internationalise to. The authors find it essential to highlight how all companies are 

present in India, however only one out of four has operations in Russia. Although 

this might be a coincidence, the authors found during their research for companies 

how many AI companies had internationalised to India, however it was challenging 

to find the same operating in the Russian market. However, as this study has shown 

that networks play a significant role in the choice of markets and the success in an 

internationalisation to these, the authors acknowledge that if any of the cases would 

have connections in Russia, the company would most likely be present in this 

market as well.  

 

This leads up to the authors’ recommendations after concluding this study. The 

suggestion is to utilise the countries in which a company has connections, as the 

company here is more likely to succeed with their internationalisation. The 

motivation for this is that the AI company then can take advantage of local insights 

which can simplify the ease of doing business, lower the cost of internationalisation 

and contribute with an understanding of the market demand. Further, the authors 

wish to promote the global aspiration of AI companies, by showing in this study 

that there are global opportunities to be utilised and that AI opportunities should 

not solely be related to developed countries. Consequently, they wish to enlighten 

the global village of artificial intelligence.  
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6.4 Policy Implications 

This thesis’ theory in combination with the primary data collected, on the 

internationalisation of AI companies to the BRIC countries, has not raised any 

notable policy implications. However, the authors of this thesis find elements worth 

highlighting in relation to the societal considerations stated in the methodology 

chapter, which involves how AI is considered to contribute to unemployment. The 

authors reflect upon how the introduction of international AI companies in these 

markets, where the middle-class is seen to be increasing, may challenge these 

citizens ability of employment. The reason for this is that AI technology contributes 

to the automation of work tasks and hence, employable citizens risk being 

outcompeted when AI firms sell their solutions to these markets. The possibility of 

this retrogressive development where emerging markets risk continued 

unemployment as a consequence of the introduction of AI technology, has raised 

the concern of the authors. Moreover, as the BRIC countries are experiencing rapid 

growth within technological sectors international firms may also challenge the 

existence of domestic companies, within the AI industry. However, as these 

countries are still in early development phases compared to developed countries, 

there will most likely be a long time period of when they are dependent on skilled 

labour and technology from knowledgeable resources. Because of this, the scenario 

may be that international companies boost growth in a way that would not be 

possible without this expertise. In summary, it is essential to emphasise how these 

policy implications have not been recognised in the making of this thesis, although 

they are assumed to impact the development of the BRIC countries in some way. 

 

6.5 Limitations 

When performing the market research for potential cases to interview, the authors 

encountered difficulties in reaching the required amount of companies for the 

findings to be regarded as trustworthy. Out of more than 450 potential AI 

companies, only a few answered the authors’ inquiries and met the stated criteria’s, 

which led to four interviewees. The aim of the data collection was to conduct the 

interviews in person or over the phone. However, the challenge of reaching 

potential cases with the stated characteristics hindered this aim. Instead, the authors 

were forced to reconsider how they were to conduct the interviews and use the data 

that was made accessible by the very few companies that contributed to this thesis. 

Consequently, two of the interviews were conducted via email due to extremely 

busy schedules for the companies. Therefore, the recommendation for future 

researchers within this field is to prior to the research make sure that there are AI 

companies available for participating in the study.  
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6.6 Future Research 

There is still very limited research regarding how AI companies internationalise in 

general as well as unexplored in-depth studies regarding different target regions. 

This study aimed to explore how AI companies internationalise to the BRIC 

countries. However, since this thesis is both limited in time and resources, further 

research within this field would be useful and valuable for both academia and 

businesses in this field. The authors of this thesis therefore present some 

suggestions and encourage for further research within the field:   

 

1. To explore the importance and impact of networks in the 

internationalisation process of AI companies to the BRIC countries. By 

studying the role of networks in more detail, greater practical insights are 

believed to be found, which can further be learnt by AI companies wishing 

to utilise the vast market opportunities in the BRIC countries.  

 

2. To compose in-depth research on how AI companies internationalise to one 

specific BRIC country. This would be significantly relevant since there has 

proven to be differences between what countries are targeted and, in this 

way, more country-specific characteristics can be explored.
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Appendices 

Appendix A - Interview Guide 

 

General 

1. May we record this interview? 

 

2. Do you wish to be anonymous or is it okay if we identify your name and 

company throughout our thesis? 

 

3. If yes, what is your name and what company do you represent? 

 

4. Brief company background, describe the company.  

a. How old is the company? 

 

5. Please describe your role in the company and how long you have been 

working here. 

 

 

Internationalisation 

6. What countries are you currently present in? 

a. For how long have you been active on the international market? 

 

b. What country did you first internationalise to? 

 

7. How did you internationalise to the first country outside your home 

country’s border?  

 

 

Drivers and Barriers 

8. How international is the industry in which you are operating? 

a. Do you find that this has a positive or negative impact on 

your international presence? 

 

9. What are the determining factors for the choice of market? 

a. Do you consider competition to be a determining factor for 

the choice of market? 

 

b. Is market expansion a result of demand or are you seeking 

opportunities? 



 

XI 
 

 

Emerging Markets/BRIC 

10. Are you currently operating in one or more of the BRIC countries? 

a. Why/Why not? 

 

b. What kind of presence do you have in the country(ies), ex. 

Do you have an office established? 

 

c. If yes, what do you consider the main drivers for 

internationalising to several of the BRIC countries? 

i. Has the drivers affected the internationalisation to the 

BRIC countries? 

 

11. What would you consider be the barriers of internationalising to the 

BRIC countries? 

a. How do the barriers affect the internationalisation to the 

BRIC countries? 

 

b. Are there any barriers such as regulations and laws hindering 

the internationalisation? 

 

12. Do you consider it important to have more knowledge prior to 

internationalising to an emerging market, rather than a developed 

market? 

a. Why do you think so? 
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