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Abstract 
For as long as internationalization has been a research topic, the risks surrounding it 
has been discussed. Several theories have emerged concerning how to go about 
international business, which entry modes and strategies to use as well as which 
markets to enter and at which pace - everything in order to reduce the risks of business 
failure. The lack of institutional and economic stability in emerging markets has 
evolved into warning signs for foreign firms as they are hesitant to enter these markets 
due to higher risks and furthermore, there are assumptions regarding low 
entrepreneurial skills in these markets, much due to the stability-barrier. In this regard, 
Thailand presents an interesting case, especially when aiming to look into females as 
entrepreneurs. The country presents a large number of females involved in business 
activities that show no sign of being hindered by the stability factor.  These interesting 
aspects paved the way for this thesis’ purpose “to examine and understand how 
Thailand's female entrepreneurs engage in international business activities.” 
Through examining the internationalization process from an aspect of both personal 
traits and network connections, findings have been presented regarding how the Thai 
female entrepreneur uses these components to initiate international business activities 
for her small- and medium-sized enterprise. These findings have enriched the 
understanding of how females approach and experience an internationalization 
process. To ensure a broader comprehension of the subject, this research has followed 
a qualitative research method combined with an abductive approach which this thesis 
has benefitted from as there is a lack of research on the subject. The theoretical 
framework starts with presenting the phenomena entrepreneurship, and then more in-
depth explains concepts of female- and international entrepreneurship, introducing 
concepts like internationalization and psychic distance. Finally, the theoretical 
framework is concluded with a conceptual framework model explaining how all 
concepts are connected. Before presenting the empirical findings of the research, the 
methodology chapter explains how the researchers went about this study, how all the 
data was collected and under which circumstances. In order to tie the empirical 
findings with the theoretical framework, an analysis was made which presents this 
thesis’ findings in a theoretical manner before everything is tied together in a 
conclusion. The findings conclude that there is a significant bond between personal 
traits, networks, and firm internationalization and furthermore, this thesis suggests 
that Thai female entrepreneurs are fearless and therefore, encounter few of the barriers 
that other female entrepreneurs do. Finally, this thesis is concluded with theoretical 
and practical implications as well as suggestions for future research within the area.  

“It is obvious that they are not afraid of what this might do.” * 

Keywords; 

Female entrepreneurship, Thailand, SME  

*Quote owed to Chalong, 2019.  
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Preface  
Have you ever wondered why men 
have always been perceived as 
society’s dominant character?  

Growing up in a Western society we, 
as two young females, have always 
believed in the reality that was 
advertised to us and never further 
questioned why? Fighting with friends 
over who got the pink plastic cup from 
IKEA or crying over there only being 
green air mattresses left at the hotel 
supermarket was a natural part of our 
childhood. Questions regarding that 
certain things should not be gender-
specific were not raised until being 
questioned for playing soccer, a “guy 
sport”, at age 14.  

As the feminist discussion advanced 
and got acknowledged around the 
world, we became more aware of the 
norms and differences that society 
tricked us into believing.  

When realizing that we had the chance 
to further research women and their 
abilities, we took it. Receiving the 
MFS scholarship gave us the 
opportunity to conduct our research in 

a country where men and women view 
themselves as each other’s equals.  

Touching down in Bangkok, it did not 
take long before we took notice of the 
many women in, for us, odd 
professions. Seeing women as 
construction workers, plumbers, 
security guards as well as taxi- and bus 
drivers made us question why it took 
us two days seeing all these women, 
while at home, in a country that is said 
to be one of our world’s most equal, it 
could have taken years. 

Not only does Thailand offer females 
working in male-dominated 
professions, it also offers a ton of 
female entrepreneurs. Female 
entrepreneurs that we have talked- and 
listened to for eight weeks. All while 
they explain, over and over again, that 
there are no differences between males 
and females.  

As one of our interviewees said; 

“In Thailand, it is not about gender. It 
is about qualification. As long as you 
are qualified it does not matter if you 
are a man or a woman.” * 

 

 

 

 

 
*Quote owed to Jirada, 2019.  
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1 Introduction 
The introductory chapter will present the chosen research area. It will introduce the 
topic through a background review followed by a problem discussion outlining the 
fundamental theoretical dilemma of the concept. Moreover, the research question this 
thesis aims to answer will be presented. Besides, an acknowledgment will be made 
towards the delimitations of this thesis, and finally, an outline will be identified.  

1.1  Background 
Globalization has influenced almost all aspects of our lives (Sparke, 2013). 
Economists from around the world are in consensus regarding the fact that 
globalization provides many benefits to all of our world’s economies, making markets 
more efficient through increasing competition and spreading wealth more equally 
across the globe (Kuepper, 2018). Creating more open borders, globalization provides 
some significant opportunities for the firms in the world’s emerging markets through 
improving their competitive pressures (Gorodnichenko, Svejnar and Terrell, 2010). 
Through the evolution of economic, social, and political systems; globalization has 
brought an interconnectedness between regions, countries, and cultures (Coulibaly, 
Erbao and Mekongcho, 2018).  

There is currently a rapid change taking place in the global business landscape; 
internationalization is happening at a higher-than-ever pace and, an increasing 
number of small firms from emerging economies are shifting from a domestic to an 
international business orientation (Tiwari, Sen and Shaik, 2016). Emerging markets 
are commonly viewed as; economically underdeveloped countries that are yet to 
establish an acceptable level of maturity (Bergey, 2014). They are characterized by a 
weak home country advantage as well as weak institutional structures and most often, 
political instability. Besides, emerging markets are supposedly lacking in market-
based management skills (Eren‐Erdogmus, Cobanoglu, Yalcin and Ghauri 2010). 
These constraints that firms located in emerging countries face in their local 
environment is what pushes them into engaging in an internationalization process 
(Eren‐Erdogmus et al. 2010). However, the potential of business and entrepreneurship 
in these markets should not be undermined. Due to the excellent growth potential and 
other business-beneficial factors such as low labor costs and low government 
regulation, there are tremendous entrepreneurial opportunities in these less developed 
markets (Bergey, 2014). Furthermore, evidence shows that firms from emerging 
markets benefit from internationalization since it is positively related to innovation. 
Thus, it increases the firm’s innovation process. Firms from emerging economies are 
pursuing internationalization at an increasingly high pace, as they see the entering of 
international markets as a strategic growth option (Tiwari, Sen and Shaik, 2016). The 
world has witnessed rapid growth among Asia’s emerging markets, such as China and 
India.  
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However, these countries are not alone on the continent in experiencing economic 
upward trends. The Southeast Asian countries did experience a significant rise from 
poverty in the later parts of the twentieth century, giving them the nickname Asian 
Tigers (Berendsen, Dietz, Nordholt and Van Der Veen, 2013). Pursuing 
entrepreneurial activities has over the years become highly attractive in Asia, as more 
individuals decide to establish their businesses. The countries located in Asia are 
becoming more aware of their economic opportunities and are, therefore, pursuing 
entrepreneurial activities. However, Asian entrepreneurs face a multitude of 
challenges, such as access to finance and issues regarding legal institutions 
(GENglobal, 2017). The Global Entrepreneurship Monitor (GEM) Report (2016) 
estimated the numbers of 61.3 million female entrepreneurs in the ASEAN region. 
The perception of opportunity has increased for both genders in the last couple of 
years (GENglobal, 2017). The ASEAN region possesses the highest rate of 
established businesses on a global scale and Thailand, the country which this field 
study focuses on, is considered being the second largest country regarding the number 
of established businesses compared to the 60 other GEM countries (GENglobal, 
2017).  

The World Bank Group (n.d.) estimates that there are about 445 million small 
enterprises spread across the world’s emerging markets. Smaller firms are considered 
extremely important in all countries, especially developing economies. They 
contribute to the development of these countries by offering employment, supporting 
innovation, and sustaining economic development (Mukole, 2010). Small and 
medium-sized enterprises (SMEs) contribute to 60 percent of the employment in 
emerging markets as well as 40 percent of the GDP. Most formal jobs in our world’s 
less developed economies are generated by smaller-sized firms, creating 80 percent 
of the new positions (World Bank Group, n.d.). Despite being one of the world’s 
largest contributors to economic growth, smaller firms do face significant constraints 
regarding financial access, which ultimately limits a firm's growth. Instead, SMEs 
rely on internal funds, or cash from friends and family in order to run their enterprises. 
Overall, close to 70 percent of small and medium-sized enterprises in emerging 
markets, lack access to credit, especially in Asia and parts of Africa (World Bank 
Group, n.d.). 

Females all around the world are less likely to be involved in entrepreneurship 
(Radovic´-Markovic´, 2013; Lowe Nielsen, Klyver, Rostgaard, and Bager, 2017). 
Guelich in GEM report (2018) estimates that there are 10.7 million female 
entrepreneurs in Thailand; however, that number is expected to grow with 43.3 
percent within the three upcoming years. Moreover, all entrepreneurs in Thailand face 
opportunities and challenges in the context of the ASEAN Economic Community. 
Such challenges refer to a low standard of entrepreneurial skills, restricted access to 
finance and due to lack of market information (GEM, 2018). Female entrepreneurs 
are more affected by the challenges compared to their male counterparts.  
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The GEM Report (2018) further states that most of the females in Thailand are 
pursuing entrepreneurship within smaller sized enterprises.  

“The emergence of women entrepreneurs in the world economy has been a major 
development since the 1980’s” (Fielden and Davidsson, 2010:3). 

There are many theories regarding female entrepreneurship; how and why it is 
emerging at this point. Hisrich and Brush (1985) emphasized that the trend of 
weakening sex stereotypes would have a positive effect on female entrepreneurship, 
and there is no doubt that the progress made by women in entrepreneurship activities 
worldwide is an essential factor to be taken into consideration when studying 
economic development and social progress (Radovic´-Markovic´, 2013). 
Furthermore, internationalization is a phenomenon researched intensively over the 
past few decades from a variety of different perspectives, smaller firms are 
increasingly involved in international activities, especially those from emerging 
markets (Ruzzier, Hisrich and Antoncic, 2006), and at the same time an increasingly 
large number of these emerging market enterprises are run by women, especially in 
Asia (GENglobal, 2017). Why this is, will be further discussed and elaborated on in 
upcoming sections.  

1.2 Problem Discussion   
The field of entrepreneurship as well as internationalization among large-sized 
enterprises (LSEs) has been a highly researched topic for many years as different 
researchers have presented several theories regarding how a firm can and should 
internationalize their activities (Zhou, Wu and Luo, 2007). However, over the years 
business research has experienced different trends, which more recently has been 
concerning both female entrepreneurship and the internationalization of SMEs 
(Oviatt and McDougall, 1994; Rosenbaum, 2016). Across the research field that is 
female entrepreneurship, researchers are in consensus regarding one thing; the field 
is emerging and therefore in need of further research. (Brindley, 2005; Brush and 
Cooper, 2012; Radovic´-Markovic´, 2013; Santos, Marques, and Ferreira, 2018; Fis, 
Öztürkcan, Gur, 2019). Perhaps one of the biggest reasons for female entrepreneurs 
being understudied is due to the great focus on the man as the entrepreneur. Radovic´-
Markovic´ (2013) explains that this comes from females still being underrepresented 
within the entrepreneurial profession and, compared to their male counterparts, they 
are not progressing their careers at an equal rate. Despite being an understudied field, 
there is no doubt that women do contribute to our world economies, yet, research 
shows that studies concerning female entrepreneurs represent less than 10% of the 
research within the entrepreneurship field (Brindley, 2005; Brush and Cooper, 2012). 
Despite having a long way to go, female entrepreneurship has gained an increased 
amount of attention in later years (Rosenbaum, 2016; Santos, Marques, and Ferreira, 
2018). The newly gained attention has led to many improvements, for example by 
crushing previous myths. 
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One of these common myths says that women only pursue entrepreneurship and 
engage in business practices in order to break through the infamous glass ceiling, to 
thereby prove society wrong (Henry and McGowan, 2005). Female entrepreneurship 
research clearly states that there is a fundamental belief within the entrepreneurship 
field, as in many other fields and professions, that men and women are different. The 
habit of repeatedly putting female or women in front of all things concerning the 
female gender; Women’s Soccer, Female Entrepreneurship,  Female Politicians is 
according to Roth (2008) due to society’s view of the man as the norm, which comes 
from the male supposedly being the general individual, and the female being the 
specific and deviating individual. Díaz-García et al. (2016), Brush, Gatewood and 
Welter (2016) and Lowe Nielsen et al. (2017) all state that entrepreneurship, much 
like sports, is recognized as a very masculine profession since men demonstrate many 
of the typical entrepreneurship traits and therefore engage in entrepreneurship to a 
higher extent than women. A catalyst for this fact is the fundamental belief that 
women should instead proceed with other careers, preferably within a caring 
profession since they are assumed to possess more loving and family-caring traits 
than men (Rosenbaum, 2016; Santos, Marques, and Ferreira, 2018).  

Preceding research presents clearly that women do for a fact face several other 
obstacles as well when pursuing business activities (Rosenbaum, 2016). For example, 
having a sufficient network when first starting a business has proved to be a successful 
concept (Greve and Salaff, 2003; Rosenbaum, 2016). However, females that have 
broken through the glass ceiling and proved society wrong by pursuing 
entrepreneurship, still have issues in finding a network to engage in (European 
Commission, n.d. (a); Debroux, 2010; Rosenbaum, 2016). Both Rosenbaum (2016) 
and Lowe Nielsen et al. (2017) states that firms operate in  social contexts, obtaining 
resources that are too expensive internally, from external firms instead. Thus, gaining 
helpful information. In addition, being involved in some type of network has a 
positive relationship with internationalization. Hence, an entrepreneur’s involvement 
in networks most often benefits the entrepreneur and is critical when engaging in an 
initial internationalization process (Rosenbaum, 2016; Lowe Nielsen et al. 2017), this 
is especially important for smaller sized firms (Zhou, Wu and Luo, 2007) That is to 
say, women’s limited access to these advantageous, male-dominated, formal 
networks could potentially harm their international success. Thus, since there is 
limited access for women to a formal network, they tend to be drawn into less formal 
networks which compromises resource and information quality as well as harms firm 
internationalization (Rosenbaum, 2016).   

Another one of the critical determinants for business activities is the home country 
environment. Hence, institutional stability and political climate decide the business 
activities (Tiwari, Sen and Shaik, 2016). Our world’s emerging markets have many 
things in common. However, the main thing that recognizes an emerging market is 
often the weak institutional structure (Tiwari, Sen and Shaik, 2016). To that end,  
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it becomes somewhat apparent that Emerging Market Firms (EMF’s) face more 
obstacles when pursuing international ventures than firms from developed markets do 
(Tiwari, Sen and Shaik, 2016). Being an emerging market, Thailand does have some 
institutional barriers putting constraints on entrepreneurs, especially those pursuing 
international business (Bangkok Business, 2018; Doing Business, 2019). In the light 
of this, it has been highly prioritized by the government to implement strategies 
facilitating daily operations for international business owners, creating online systems 
for tax payments as well as cargo controls (Bangkok Business, 2018; Doing Business, 
2019) 

Despite having one of the highest fear of failure rates among entrepreneurs (Guelich, 
2017; Guelich, 2018), Thailand is one of the world’s most entrepreneurial countries 
with increasingly growing numbers among both men and women that choose to 
pursue entrepreneurial careers. In addition, the long-lived gender norms are said to 
put a strain on Thai women in terms of confidence and career aspirations by creating 
an internal barrier (Amornvivat, 2015). This internal barrier channels men and women 
into different occupations, often leaving women out of leadership roles due to their 
struggles in terms of work-life balance (Amornvivat, 2015). Furthermore, in 
Thailand, more women in comparison to men engage in entrepreneurial activities and 
start their businesses much due to necessity. Some women start businesses for other 
reasons as well; however, these numbers are much lower. Hence, Thai women 
establishing enterprises for another reason than out of necessity, are fewer than their 
male counterparts (Guelich, 2018). Guelich (2018) confirms that previous studies 
show that entrepreneurship is still perceived as a male field and that women have less 
entrepreneurial skills and attributes. Yet, Thailand is one of the countries in the world 
with the most female entrepreneurs in contrast with the world average. Women in 
Thailand are more likely to be pushed into entrepreneurship with 27 percent compared 
to 19 percent for their male counterparts. Thus, the country does experience one of 
the highest fear of failure rates, where more than 50 percent of the female 
entrepreneurs’ experience a fear to fail (Guelich, 2017; Guelich, 2018).  

1.2.1 Problem Definition 
Thailand is one of the most developed emerging markets in Southeast Asia, and it is 
one of the fastest growing and most attractive markets for investors and foreign 
exporters (Guelich, 2018). In addition, Thailand is one of the countries in Asia where 
women enjoy the highest status, and different sexual identities are widely accepted 
among the population (UN Women, n.d.). Moreover, Thai women present high 
numbers in terms of secondary education and a majority of the PhDs in the country 
are awarded to women, placing Thailand as fifth overall in that matter on a global 
scale (Languepin, 2017). To that end, men have started to acknowledge females as 
good leaders recognizing that they are strong, respected, and in control of their 
employees to a somewhat greater extent than men.  
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Despite promising outlook, women still have a long way to go in Thai society in terms 
of reaching gender equality and breaking through the glass ceiling (Amornvivat, 
2015). Because even though Thailand is experiencing less of a gender gap than other 
Asian countries, it is still apparent that women are not participating in the labor force 
to the same extent that men do, much due to gender norms and stereotypes 
(Amornvivat, 2015). Women that come to participate in the labor force, especially 
those wanting to take on leadership roles, often creates that position for themselves 
by starting a business, and when they do, it is often out of necessity (Brush and 
Cooper, 2012). When engaging in entrepreneurship, Thai women are most often 
involved in smaller-sized enterprises (Guelich, 2018). It has become clear within the 
research field that internationalization is no longer limited to large firms as 
globalization has brought countries closer together; allowing the smaller, less 
resource wealthy firms to cross borders as well (Tiwari, Sen and Shaik, 2016). Many 
of the smaller firms are run by women mainly in emerging markets, and since there 
is a common view in society of the woman as more loving and caring it is presumed 
that they lack time as well as other resources to pursue any time-consuming career. 
Moreover, previous research (Díaz-García et al. 2016; Santos, Marques, and Ferreira, 
2018) has determined that females tend to have less entrepreneurial skills and that 
they are missing out on international opportunities due to their inability to enter 
formal networks which has created a gap in literature, contributing to that little is 
known about how female-owned enterprises internationalize their business activities 
(Rosenbaum, 2016).  

” Studies have contributed to our understanding of how the female entrepreneur 
enter and use networks (...) in the domestic arena. As a consequence, we know very 

little about how women business owners use network resources to enter foreign 
markets” (Rosenbaum, 2016:120). 

With this in mind, the researchers believe that this type of research will contribute to 
the filling of the existing gap within female entrepreneurship research, especially in 
emerging markets such as Thailand. In order to enable this field study, the main 
research question has been formulated and further supported by two sub-questions. 

1.3  Research Question 
 

 

Sub-question A  

 

 

Sub-question B  

How does the engagement in networks influence the internationalization 
process for Thai female-led SMEs? 

 

in networks influence the internationalization process for Thai SMEs lead by 
women? 

 

 

How do Thai female entrepreneurs internationalize their SMEs? 

How do the traits of a female entrepreneur create enablers for the 
internationalization of Thai female-led SMEs? 

 

in networks influence the internationalization process for Thai SMEs lead by 
women? 
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1.4 Purpose  
This minor field study aims to examine and understand how Thailand’s female 
entrepreneurs engage in international business activities. The purpose is to first, 
deeper investigate if any major internationalization theory can be identified from the 
way in which the entrepreneurs have pursued internationalization, and second, 
identify the external- (networks) and internal factors (personal traits) that influence 
the initial internationalization process of female-led Thai SMEs  

1.5 Delimitations  
The main focus of this study is the Thai female entrepreneurs and their firm’s 
internationalization process. Due to this minor field study being exclusively 
conducted in Thailand, it will therefore only be applicable in the circumstances 
involving Thai female entrepreneurship.  

1.6 Study Context - A Minor Field Study  
This research has been supported by the Minor Field Study (MFS) scholarship, which 
is provided by the Swedish International Development Cooperation Agency (SIDA). 
The purpose of awarding students with this scholarship is to inspire and encourage 
students to conduct field studies in developing countries. The receivers are therefore 
supposed to research issues related to the country in question, to contribute with 
developments. One of the requirements of the scholarship is for the awarded thesis to 
contribute to one of the 30 global goals (The Global Goals, n.d.). The receivers will 
increase knowledge regarding developing countries and development issues. The 
country selected for the conduction of this field study was Thailand. Asia’s many 
female entrepreneurs made Thailand particular appealing considering that they were 
among the top Asian countries regarding the number of female entrepreneurs. As for 
the 30 global goals, this thesis aims to contribute to number 5 - gender equality.    
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1.7 Outline 

Introduction

•The introductory chapter will present the chosen research area. It will
introduce the topic through a background review followed by a problem
discussion outlining the fundamental theoretical dilemma of the concept.
Moreover, the research question this paper aims to answer will be presented.
Besides, an acknowledgment will be made towards the delimitations of this
thesis, and finally, an outline will be identified.

Theoretical 
Framework

•In the theoretical framework section of this thesis, relevant theories will be
elaborated upon and presented. Different theories will be outlined such as
entrepreneurship and female entrepreneurship. These concepts, together with
the concepts of internationalization, will serve the reader with the necessary
information to fully understand the topic.

Methodology

•This chapter will give an understanding and motivation of the chosen
methodology that is the foundation of this thesis. Firstly, the chosen
approach will be augmented for, followed by the method and design for the
data collection process. Secondly, the cases will be presented, and finally, the
chapter will be concluded with an elaboration regarding validity, reliability,
method criticism, and ethical considerations.

Empirical 
Findings 

•In the empirical findings, the data gathered through the interview’s will be
presented. Firstly, the data has been divided into different cases, which
begins with an introduction of the interviewee as well as their company.
Secondly, the cases are presented through differently identified themes that
are exemplified in the theoretical framework to enhance the structure. The
different themes are; internationalization, networks, and traits.

Analysis

•In this chapter, the empirical findings and the theoretical framework will be
linked together. This chapter aims to create an analysis which highlights the
conceptual framework presented as a part of the theoretical framework. The
empirical findings and theory will be compared, and similarities and
differences will be displayed, discussed, and examined. This chapter is
divided into different themes in accordance with the research question;
internationalization, networks, and traits.

Conclusion

•This chapter will outline the conclusions which can be drawn from this study,
and the research questions that this field study is based on will be answered
with support from the above analysis. Thereafter, the practical and theoretical
implications will be discussed, and finally, limitations and suggestions for
further research will be presented.
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2 Theoretical Framework  
In the theoretical framework section of this thesis, relevant theories will be elaborated 
upon and presented. Different theories will be outlined such as entrepreneurship and 
female entrepreneurship. These concepts together with the concepts of 
internationalization will serve the reader with the necessary information to fully 
understand the topic.  

2.1 Entrepreneurship 
Entrepreneurship is an old phenomenon. However, it is still a very present and a 
highly discussed topic in today’s society, yet few people are aware of the exact 
definition of entrepreneurship (Lowe Nielsen et al. 2017), and various researchers 
have made an attempt to define the phenomenon. Shane and Venkataraman (2000) 
acknowledge the mentioned difficulties in defining the phenomenon of 
entrepreneurship, admitting that coming up with the final definition was the most 
significant barrier to overcome when developing their conceptual framework. They 
finally present the definition of entrepreneurship as “the scholarly examination of 
how, by whom and with what effects opportunities to create future goods and services 
are discovered, evaluated and exploited” (Shane and Venkataraman, 2000:218). 
Additionally, according to Gartner (1989:47), entrepreneurship is the “creation of 
organizations,” the process of creating an organization is what distinguishes an 
entrepreneur from a non-entrepreneur. It is the action performed by the entrepreneur 
who, according to Murphy, Liao and Welch (2006) is a person who obtains and 
distributes resources at risk and by doing so, brings the economy towards equilibrium. 
Furthermore, the field of entrepreneurship includes the study of opportunity-sources; 
the process of discovering an opportunity, evaluating and exploiting it, thus, the 
individual who does these things is the entrepreneur (Shane and Venkataraman, 
2000). 

2.1.1 Female Entrepreneurship  
Research in the field of female entrepreneurship started almost 50 years ago. The 
studies focus on female and male entrepreneurs and their sociological and psychical 
differences (Santos, Marques, and Ferreira, 2018). Results demonstrate that 
entrepreneurship is recognized as being somewhat masculine, for instance, risk 
propensity, desire for autonomy, rationality, and capacity to identify business 
opportunities, are all identified as typical male traits. Studies have shown that women 
are to a smaller extent, involved in entrepreneurship (Díaz-García, Brush, Gatewood 
and Welter, 2016; Lowe Nielsen et al. 2017). Thus, women are expected to devote 
careers in caring professions such as nursing, teaching, and child-care. Women’s 
professional ambitions often arise from their social environment, which explains 
these factors concerning stereotypes (Rosenbaum, 2016; Santos, Marques, and 
Ferreira, 2018). Santos, Marques, and Ferreira (2018) further explain the fact that 
female entrepreneurs face many challenges is considered a world-wide problem. 
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Females face a multitude of challenges when establishing and running a business. 
However, the main challenges female entrepreneurs confront are the following:  

• Reconciling business and family concerns 
• Access to networks for business purposes 
• Access to information  
• Access to finance 
• Training 

 (European Commission, n.d. (B); Debroux, 2010; Rosenbaum, 2016).  

As previously mentioned, women in general, face several challenges when 
establishing businesses; however, access to finance is one large challenge 
(Rosenbaum, 2016; GENglobal, 2017). Research shows that females in the region of 
ASEAN such as Thailand, encounter the challenge of getting access to finance as well 
(GENglobal, 2017). Another significant challenge that women encounter is the access 
to formal networks. Rosenbaum (2016) argues that there are gender differences in the 
way entrepreneurs enter business networks. Women tend to be left out of the male-
dominated formal networks and instead only be a part of informal networks involving 
family and friends to which the entrepreneur has stronger relationship ties; this 
weakens the quality of information obtained from the network (Rosenbaum, 2016; 
Guelich, 2018). There are both similarities and differences between male and female 
entrepreneurs in terms of which factors motivate them (Fielden and Davidsson, 2010), 
and the underlying motivation for the entrepreneurial venture will influence the 
behavior of the entrepreneur in terms of determining goals and aspirations (Díaz-
García et al. 2016). It is claimed that the urge for independence is one of the prime 
motivational factors for the entrepreneur, male, and female; the same goes for self-
accomplishment (Fielden and Davidson, 2010). The main differences between the 
male and the female entrepreneur are present in what is referred to as the secondary 
motivation. For women, it is more important to get recognition than it is for men. 
Moreover, women tend to be more driven by the social aspects of motivation. Thus, 
women often start their business adventures to make a difference (Fielden and 
Davidson, 2010).  

Women all over the world, independent of being from an economically stable or 
unstable country, are less likely than men to success within the field of 
entrepreneurship (GEM, 2011) and according to Fielden and Davidson (2010) 
women-owned businesses make up for somewhere between one-quarter to one-third 
of the total business population across countries. In terms of motivation, two different 
types of entrepreneurship have emerged and been classified in the Global 
Entrepreneurship Monitor (2011): improvement-driven opportunity and necessity-
driven entrepreneurial activity. However, women in more developed economies 
initiate entrepreneurship because of opportunity motivation; meanwhile, woman 
entrepreneurs from less developed economies provoke entrepreneurship by necessity 
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(Allen, Elam, Langowitz and Dean, 2007; Kelley and Bosma, 2019). That is to say, 
that there are apparent differences between under which conditions a particular type 
of entrepreneurship is implemented. These differences have strong ties with the 
national economic conditions, such as which income a country has per capita (Díaz-
García et al. 2016).   

Females, to a greater extent than males, approach entrepreneurship for the flexibility 
that comes with the profession and the ability that it creates in terms of attending 
family matters (Fielden and Davidson, 2010). In light of this, it is acknowledged that 
female entrepreneurs are essential in terms of contributing to the economic growth 
and economic development of their respective nations. In many countries, female 
entrepreneurship is the most important for improving the overall rate of 
entrepreneurship as well as alleviating poverty (Díaz-García et al. 2016). The field is 
under-researched; however, it is proven that in most industrialized countries, the 
economic growth potential is gendered. Thus, it relies on the untried potential of 
women entrepreneurship (Díaz-García et al. 2016). There is a significant variance 
between different countries in terms of entrepreneurial activity, and whether males or 
females are the ones involved in the activity. Economic factors do not clearly explain 
the gender differences that exist within entrepreneurship. This due to that, there are 
variations in the gender gap between countries that have similar levels of national 
wealth (Díaz-García et al. 2016).  

Lidow (2015) state that leadership could be seen as an important successful factor for 
entrepreneurs. However, when it comes to management and leadership, females 
possess other characteristics compared to men such as empathy, helpful, democratic 
and open for cooperation (Eriksson-Zetterquist, Kalling and Styrhe, 2008; Santos, 
Marques, and Ferreira, 2018). However, the female characteristics contribute positive 
attributions to the organization. The organizations of today, are to a more considerable 
extent in need of the female management characteristics, such as, caring for others, 
interest in other humans, and the willingness of information sharing (Bolman, Deal 
and Holmqvist, 2019. Previous studies reveal that females, in general, receive a higher 
grade compared to men when measuring behavior and management aspects. Thus, 
women are more appreciated as leaders since they possess more compassion and 
sympathy for their subordinates (Bolman, Deal and Holmqvist, 2019).  

2.1.2 Glass Ceiling  
Hymowitz and Schellehardt (1986) were first to introduce the global phenomena 
Glass Ceiling to the world. The glass ceiling is seen as a transparent obstacle that 
prevents females from reaching a certain position within an organization. Gender 
stereotypes and discriminatory factors are the result of the glass ceiling and lead to 
preventing women from getting equal salaries as men and finally, provoke a larger 
gender gap in the society (Gustafsson and Sedell, 2015; Balasubramanian and 
Lathabhavan, 2017).  
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However, passing the point of breaking through the glass ceiling is complete when an 
organization has equal representation among men and woman in all hierarchical 
levels. The glass ceiling is a negative phenomenon that has a negative impact 
regarding the talented women’s careers since it prevents them from opportunities and 
higher responsibilities within organizations (Gustafsson and Sedell, 2015; 
Balasubramanian and Lathabhavan, 2017).  

According to Gustafsson and Sedell (2015), four factors are carrying the glass ceiling. 
The first identified factor claims that management is considered masculine and that 
women do not possess strong management skills (Schein, 1975). The glass ceilings 
second factor claims that women face more difficulties when balancing conflicting 
expectations. The third factor, state that strong women are considered dangerous and 
that the management competencies are masculine, which lead to discrimination of 
women (Bolman, Deal and Holmqvist, 2019). However, strong women tend to cause 
insecurity among men when performing management with a feminine approach. The 
last factor carrying the glass ceiling is that women pay a higher price, in order to 
succeed in their private life since it is highly valuable for most women. The pressure 
of succeeding in both career and private life is higher for women since they often 
possess more responsibilities in the household (Gustafsson and Sedell, 2015).  

In contrast to the arguments made by Gustafsson and Sedell (2015), Bolman, Deal 
and Holmqvist (2019) claim that no clear factors are carrying the glass ceiling. 
However, they state that evidence points towards two additional factors contributing 
to the glass ceiling to the ones stated by Gustafsson and Sedell (2015). Thus, Bolman, 
Deal and Holmqvist (2019) suggest that there are two added factors which contribute 
to the presence of the glass ceiling; however, they do not carry it. The first added 
factor refers to that parenting has a positive effect on men’s careers, meanwhile 
contributing to an adverse effect on women’s careers. The conflict of work-life-
balance is stronger for women and contributes to fewer females being promoted 
within organizations compared to men (Bolman, Deal and Holmqvist 2019). The 
second added factor is that women in higher positions push against challenges where 
they extend a more significant risk of failure. The challenges are many; however, it 
concerns risks where women often do not get the support needed in order to 
accomplish organizational strategic goals (Vial, Napier and Brescoll, 2016). 

According to HSBC (2015), Asian female entrepreneurs are more likely to become 
successful entrepreneurs, compared to their Western counterparts. Thus, the glass 
ceiling in Asia has been breaking the last couple of years when female entrepreneurs 
have proved their abilities to most regions. Research conducted by Lathabhavan and 
Balasubramanian (2017) claims that Thai females employees encounter challenges 
when working with colleagues, superiors, subordinates, and the presence of old-boy 
networks, which are considered the main challenges. The increasing education level, 
together with high labor force participation, is what enables Asian women to break 
through or destroy the glass ceiling (Lathabhavan and Balasubramanian, 2017).  
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2.1.3 Traits of an Entrepreneur  
The debate whether entrepreneurs are born or made goes way back in time (Lowe 
Nielsen et al. 2017). Some believe that individuals are born to become entrepreneurs 
and possess unique characteristics. The born perspective suggests that individuals 
inherit personal characteristics from family members who are engaging in 
entrepreneurial activities (Fayolle, Landstrom, Gartner, Berglund, 2016; Lowe 
Nielsen et al. 2017). Meanwhile, the made perspective refers to that all individuals 
can develop characteristics and cognitive processes in order to become entrepreneurs. 
However, the debate is still ongoing, and there is no clear answer whether 
entrepreneurs are born or made (Carter and Jones-Evans, 2006; Fayolle, Landstrom, 
Gartner, Berglund, 2016; Lowe Nielsen et al. 2017).    

It is hard to tell whom an entrepreneur is when observing individuals since they 
mostly possess character traits within the individual. Trait research has shown that 
individuals maintain specific attributes which enables them to find or create an 
opportunity and act upon organizing. Individuals characteristics traits have been 
significant to entrepreneurship and traits that have been identified among the 
entrepreneurs are many (Carter and Jones-Evans, 2006; Lowe Nielsen et al. 2017). 
To mention a few characteristics: innovative, creative, aggressive leader, apt to take 
risks, intelligent, self-efficacy, goal-oriented, a desire to make money and tolerant of 
uncertainty. However, criticism has been given regarding trait research, and when 
presenting the research, it is assumed that the entrepreneur is a super-human and does 
not reflect upon the reality (Lowe Nielsen et al. 2017). Therefore, some traits have 
gotten more consideration and are well-known compared to others such as risk-taking 
propensity, need for autonomy, need for achievement, internal locus of control, and 
self-efficacy. The previously mentioned characteristics are known as 
Entrepreneurship’s Big Five (Vecchio, 2003).  

Risk-taking Propensity  

This factor refers to the degree which individuals are willing to take risks and chances 
in return for a potential reward. Studies have shown that the degree of risk-taking 
propensity does not depend upon successful or unsuccessful entrepreneurs. Besides, 
entrepreneurs tend to see opportunities rather than risks (Vecchio, 2003).  

Need for Autonomy 

Need for autonomy is referring to the individual desire to be independent and self-
driven. An entrepreneur’s motivation often comes from the need for autonomy and 
need for achievement. Vecchio (2003) further explains that the reason for 
entrepreneurs choosing to engage in a smaller firm because of the freedom and 
flexibility.  
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Need for Achievement  

This factor refers to individuals desire for accomplishment. Reports show that 
entrepreneurs have a higher level of achievement motivation compared with small-
business owners-managers and corporate managers (Vecchio, 2003).  

Self-efficacy 

Self-efficacy refers to individuals own belief in succeeding with a particular task or 
in a specific situation. However, high self-efficacy refers to individuals who believe 
they can accomplish the tasks of entrepreneurs, will engage in those related tasks 
(Vecchio, 2003). Forbes (2005) define self-efficacy as measuring the degree which 
individuals can achieve with tasks related to new-venture management.  

Internal Locus of Control 

Internal locus of control is somewhat related to self-efficacy; it is considered a broader 
concept. The extent to which individuals believe they can influence power and events 
concerning one’s environment. Suitable for this study, previous studies reflects, 
female potential entrepreneurs tend to engage in more internal attributions such as: “I 
have always wanted to be my own boss” (Vecchio, 2003:309), where potential male 
entrepreneurs engage in more external attributions “I had identified a market need” 
(Vecchio, 2003:309).  

2.1.4 Business Networks  
Starting a business is a process which requires lots of information, capital, skills, and 
labor. Some of those resources the entrepreneurs hold themselves, most of the time, 
those resources require compliments from other resources which the entrepreneur can 
obtain from connections within their network (Greve and Salaff, 2003). The social 
environment of which the entrepreneur is a part and the network they are involved in; 
all influence the entrepreneur and their success. The network in which the 
entrepreneur finds herself influence their decisions. Thus, the entrepreneurial decision 
is made in social contexts, not in a vacuum (Rosenbaum, 2016; Lowe Nielsen et al. 
2017). Besides, Lowe Nielsen et al. (2017) claim that networks are said to have an 
influence on the entrepreneurial behavior as well and they help with such things as 
information providing, the creation of social legitimacy and the development of a 
personal identity, which turns the network into a highly sought-after resource. 
Resources obtained through a network are often called social capital and are defined 
as the resources one can enjoy through using the contacts of a network (Lowe Nielsen 
et al. 2017). Thus, the social capital is the positive outcomes of the partnerships in the 
network, which are crucial components of the entrepreneurial network. Networks 
have been proven useful for entrepreneurs on different levels in terms of network size, 
positioning, and the relationship structure (Greve and Salaff, 2003). Firms, especially 
those of smaller size, encounter obstacles in obtaining and utilizing information and 
knowledge.  
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For this reason, smaller firms tend to engage in networks acting as vehicles for 
information, communication and influence, especially to gain practical knowledge 
regarding international market entry (Zarei, Nasseri and Tajeddin, 2011). 

2.2 Internationalization of Firms  
Researchers are yet to entirely agree on an exact definition of internationalization (Yu 
and Si, 2012). On the other hand, it is pretty clear that at least a part of 
internationalization is; increasing the involvement of firms in international markets. 
Despite this, researchers have tried to define internationalization, Welch, and 
Luostarinen (1988) as well as Ruzzier, Hisrich and Antoncic (2006) have both agreed 
on that internationalization is a process in which a firm develops increasing operations 
outside of the firm’s home country. A typical view of internationalization is that it is 
a process that happens gradually and incrementally with the increasing involvement 
of firms in countries outside of their home nation. Thus, the firms grow primarily in 
their domestic market before they finally expand into international ones (Yu and Si, 
2012).  For quite some time the world of business has witnessed an increasing number 
of new firms who conduct business across national borders and there a substantial 
amount of evidence to sustain the fact that the internationalization of new, emerging 
firms are accelerating (Oviatt and McDougall, 1999).  

The institutional settings in the country where a firm operates have a high impact on 
the firm and its internationalization process. The domestic institutional context 
somewhat decides the firm’s activities and performance (Tiwari, Sen and Shaik, 
2016). For firms with their home-base in a country which is considered an emerging 
market, the internationalization process is considered to be more complex in terms of 
institutional settings. The issue lies in that the firm’s normal, domestic institutional 
situation is not the same as in the international market that they might enter. Thus, 
moving from an unstable institutional environment to an evolved and stable one 
(Gammeltoft, Barnard and Madhok, 2010). Firms from emerging markets have 
different views on internationalization than firms from more developed economies. 
EMF’s are not engaging in internationalization to exploit resources, as is the case for 
developed country firms, they are internationalizing because they want to acquire new 
resources and capabilities (Tiwari, Sen and Shaik, 2016).  

2.2.1 SMEs  
Small and medium-sized enterprises represent a majority of the established 
companies in the world (World Bank Group, n.d.). Besides, 99 percent of the 
companies established in both Europe and Asia are categorized as SMEs (European 
Commission, n.d. (A); UNESCAP, n.d.; ASEAN, 2017). SMEs are increasingly 
important from an employment standpoint as well, contributing to 60 percent of the 
employment in emerging markets (World Bank Group, n.d.). 
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The internationalization of SMEs has not been a topic of interest among researchers 
until after the 1970s. Before then, the focus of internationalization research has lied 
primarily with larger-sized firms (Ruzzier, Hisrich and Antoncic 2006; Zarei, Nasseri 
and Tajeddin, 2011; Daszkiewicz and Wach, 2012). The interest in research in the 
smaller sized firms gained interest among researchers for several reasons, mainly due 
to the increased interest in the field of entrepreneurship (Laghzaoui, 2011). Smaller 
firms seek international activities in order to gain continuous growth. Furthermore, 
the international activities pursued by smaller firms has proved to facilitate national 
and global economic development (Zarei, Nasseri and Tajeddin, 2011). On the 
international market, these smaller-sized firms seek to acquire the best practices and 
experiences which in addition, will help these firms to both enter, survive and grow 
on the market (Zarei, Nasseri and Tajeddin, 2011). Lloyd-Reason and Mughan (2002) 
state that companies’ domestic market is now under attack from international 
competitors which triggers internationalization while Ruzzier, Hisrich, and Antoncic 
(2006) further mentions globalization as one of the biggest factors to why today’s 
SMEs take their businesses abroad. Globalization is characterized by the integration 
of an increasing amount of competitive markets, which leads to companies facing 
more global competition. Thus, the result of globalization is that all companies, 
including SMEs, have to respond to the market at a faster pace than they previously 
did (Ruzzier, Hisrich and Antoncic, 2006). Hollensen (2017) states that the lack of 
resources and knowledge within SMEs is a major factor pushing for the 
externalization of activities and continues by saying that SMEs should rely on some 
type of intermediate more when entering international markets. An intermediary 
mode involving contractual relations or relations based on system creation upon 
mutual investments are recommended (Hollensen, 2017).   

Furthermore, in an International Market Selection (IMS) process for SMEs are most 
often a reaction to a stimulus that has been provided by a change agent. Thus, 
something or someone causes a change to which the SME reacts (Hollensen, 2017). 
It is further mentioned that SMEs base their IMS on three criteria:  

• Low psychic distance 
• Low geographical distance  
• Low cultural distance  

(Hollensen, 2017).  

2.3 International Entrepreneurship  
Entrepreneurship and what it is has for a long time been a topic of discussion among 
business researchers (McDougall and Oviatt, 2000). International ventures and 
opportunities are no longer limited to only the larger sized firms as globalization has 
introduced internationalization for smaller sized firms as well (Ruzzier, Hisrich and 
Antoncic, 2006; Tiwari, Sen and Shaik, 2016).  
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McDougall and Oviatt (2000), as well as Mainela, Puhakka, and Servais (2014), states 
that international entrepreneurship is a cross-disciplinary field which combines 
international business with entrepreneurship. McDougall and Oviatt (2000) define 
international entrepreneurship as “a combination of innovative, proactive and risk-
seeking behavior that crosses national borders and is intended to create value in 
organizations” (McDougall and Oviatt, 2000: 903). Hence, the difference between an 
entrepreneur and an international entrepreneur is cross-border activities. Possibilities 
for cross-border profit-seeking behavior by firms is often described as 
internationalization and opportunities are exchange agreements with new customers. 
An international opportunity, bridging for internationalization, is often new 
customers in new foreign markets where the entrepreneur has identified opportunities 
in the shape of gaps, in foreign markets (Reuber, Knight, Liesch, and Zhou, 2018). 
Internationalization occurs when a firm expands business activities, such as 
manufacturing or research and development, across national borders (Hollensen, 
2017). There are several reasons for the internationalization of business activities such 
as a small and saturated domestic market, competitive pressures, seasonal products, 
or overproduction, to name a few. However, the motive behind all of these reasons is 
to generate economic profit (Hollensen, 2017). There are different ways in which a 
firm can internationalize their activities depending on how willing they are to take 
business risks and how much of their activities they are willing to share with others 
(Hollensen, 2017).  

2.3.1 Market Selection Strategies  
The Uppsala Model  

The Uppsala Model is a stage model developed by Johanson and Vahlne (1977). The 
model is based on the choice of market and form of entry when internationalizing a 
firm. Johanson and Vahlne (1977) argue that additional market commitments are 
made by firms in small and incremental steps and the firms choose international 
markets to enter based on geographical and psychic distance in a combination of 
choosing low-risk entry modes. Thus, the finding of the Uppsala Model suggests that 
when going abroad, firms tend to begin their affairs in a market which is 
geographically close to the home country and then gradually penetrate markets 
located further away. Besides, firms tend to start their international ventures with 
export activities before engaging in other, more commitment-based ventures such as 
abroad manufacturing and subsidiaries (Johanson and Vahlne, 1977). 

Network Approach Theory  

The network approach considers market exchange as being the result of interaction 
between exchange relationships among market actors (Johanson and Mattsson, 1984; 
Tikkaneen, 1998). According to Mtiwge (2006), this is a somewhat extreme 
observation of the internationalization process, which is a rather new application for 
business internationalization.  
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According to the network theory firms internationalization is a natural development 
from network relationships with foreign individuals and firms. Mtiwge (2006) argues 
that a firm’s network acts as a great source for market information and knowledge 
which would take a long time for the firm to acquire without the help of a network. 
Both Mtiwge (2006) and Hollensen (2017) states that the network is a connection 
which can be viewed as bridges facilitating a rapid internationalization. Being a part 
of a network can push a firm onto the international arena by the network partners that 
have previous cross-border operations and experience. Thus, making 
internationalization develop naturally, without a long and complex process taking 
place beforehand (Mtiwge, 2006). In a business network actor are autonomous, they 
are linked to each other through flexible relationships which alter accordingly to the 
environment’s rapid changes. What keeps these network relationships together are the 
technical, economic, legal, and personal ties within the network (Hollensen, 2017). 
Studies conducted by Coviello and Munro (1995) reveals that network relationships 
have a greater impact on foreign market selection as well as on the chosen mode of 
entry. Their study concluded that foreign market selection and entry initiatives arise 
from opportunity creation throughout network contacts rather from managers 
strategic decisions. An entrepreneur’s networks can possibly be formal such as 
business-related or informal, for instance, family and friends. Entrepreneurs who 
possessed the right knowledge regarding networks can benefit from those and have a 
better understanding of the impact of networks (Coviello and Munro, 1995). Firms 
have privileged access to information regarding their business networks and could, 
therefore, easier identify and exploit opportunities (Håkansson and Snehota; Johanson 
and Vahlne, 2009). Knowledge might not be available for everyone, therefore, being 
a part of a network might allow firms to access knowledge which later could lead to 
creating opportunities or discovering them (Johanson and Vahlne, 2009).  

Born Global  

Several theories have emerged regarding international entrepreneurship; however, the 
most common ones are International New Ventures (INV’s) and Born Global (Knight 
and Cavusgil, 2004; Oviatt and McDougall, 1994). In today’s world of business, there 
is an increasing number of firms that skip the stages which are considered as 
traditional in the internationalization process of a firm, the definition of these firms 
are Born Global (Hollensen, 2017). The term Born Global arose in 1993 when 
McKinsey and Co. conducted a study which showed that an increasing number of 
firms internationalize their activities shortly after their establishment on the domestic 
market (Halldin, 2012). In addition, the study showed that the market selection was 
not as dependent on geographical distance as previous theories have shown since 
companies tended to enter markets located far away in geographical terms (Halldin, 
2012). Born Global firms often have more in common than just seeking early 
internationalization, is the constant global focus from the management.  
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Knight and Cavusgil (2004) argues that a born global firm should have a global 
outlook and focus on the world as a market rather than just a few international 
markets. Welch and Luostarinen (1988) define a born global firm as an organization 
initiating export immediately upon inception. A born global is a firm that from 
inception, globalizes rapidly without any long-term internationalization period 
(Oviatt and McDougall, 1994). Finally, Knight, Madsen, and Servais (2004) define 
born global as a firm that is under 20 years old, internationalized within three years 
of founding and has generated 25 percent of sales from exports. This definition is 
consistent concerning other researchers that have conducted other studies on born-
global firms (Madsen and Servais 2004). International New Ventures (INV’s) are, 
according to Oviatt and McDougall (1994) a business organization that from the start 
“seeks to derive significant competitive advantage from the use of resources and the 
sale of outputs in multiple countries” (Oviatt and McDougall, 1994:49). 

2.3.2 Market Entry Modes 
Direct and Indirect Export 

According to Hollensen (2017), there are two different types of export modes; what 
they have in common is that both processes involve a product which is manufactured 
either in the domestic market or in a third market and then directly transferred to the 
host market. When establishing export channels, the firm has to decide which 
functions will be the responsibility of the firm itself and which activities will be the 
responsibility of external export agents (Albaum, Duerr, and Josiassen, 2016; 
Hollensen, 2017). With direct export, the manufacturer sells directly to an importer, 
agent or distributor which is located in the foreign market while with indirect export 
the manufacturer uses independent export organizations located in its own country, 
or a third country (Albaum, Duerr, and Josiassen, 2016; Hollensen, 2017).  

Franchising  

According to Hollensen (2017), international business has witnessed a rapid increase 
in the number of firms choosing franchising as a way of internationalizing their 
operations. This is mainly due to the worldwide decline in manufacturing. The 
franchising process begins with that the franchisor gives a right to the franchisee to 
use an entire business system and concept, which includes the use of brands against 
a predetermined price (Albaum, Duerr, and Josiassen, 2016; Hollensen, 2017). 
Franchising is categorized as an intermediate mode of entry to international markets. 
Thus, franchising involves shared control and risk as well as shared ownership, 
leaving franchising and the other intermediary modes somewhere in between export 
modes and hierarchical modes. Due to the mediate risk involved in franchising, it is 
pretty common for start-up companies to open franchises to raise brand awareness. It 
is common for people aiming to be business owners to first try running a franchise 
before starting a business of their own (Albaum, Duerr, and Josiassen, 2016; 
Hollensen, 2017).  
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Strategic Alliance  

A strategic alliance is an intermediary mode of entry (Hollensen, 2017). It is argued 
that the formation of strategic alliances is a response to globalization and the 
uncertainty that it has brought to the business environment and that firms tend to enter 
strategic alliances out of opportunity rather than linkage with overall goals. A 
strategic alliance is an agreement between companies to cooperate in specific business 
activity. The alliance should result in benefits for both parties, meaning that both 
should gain strengths from each other, and finally, both gain competitive advantage 
(Beamish, 1998; Baranov, 2013). Furthermore, a strategic alliance involves 
knowledge- and experience-sharing between the parties as well as a reduction of costs 
and risks concerning suppliers. Even though a strategic alliance is often equated with 
a joint venture, it does not have to be the case (Baranov, 2013). A strategic alliance 
may involve competitors and most often has a shorter life span than a joint venture. 
In a strategic alliance, the companies often pool resources in order to discover a 
separate business entity all while each company maintains its autonomy; however, 
still gains opportunity. A strategic alliance could assist a company in developing more 
effective processes as well as expand into new markets (Beamish, 1998; Baranov, 
2013). Finally, theories are saying that a strategic alliance is one of the most effective 
entry modes if a firm wants to achieve their objectives quickly (Baranov, 2013; 
Hollensen, 2017). 

Project Business 

Owusu, Sandhu, and Kock (2007) argue that project business is a distinct mode of 
internationalization. In addition, studies have shown that a lot of international trade 
value from the world’s developed markets take the form of project business. The 
project tends to be unique, discrete and complex and additionally, they involve a 
substantial financial commitment by the purchaser. Cova, Ghauri, and Salle (2004) 
argue that projects consist of a combination of goods, know-how, technology, and 
work. Furthermore, project business is defined as “Project Business is the process of 
developing, marketing and implementing technical-economic solutions to a 
purchaser needs” (Owusu, Sandhu and Kock, 2007:695). In project business, there is 
a relationship between the marketer and the purchaser, other companies and 
stakeholders regarding each project, which is unique and temporary (Owusu, Sandhu 
and Kock, 2007). There are four main characteristics which are exclusive for project 
business: discontinuity, uniqueness, complexity, and the extent of financial 
commitment (Cova, Ghauri and Salle, 2004). Finally, Owusu, Sandhu and Kock 
(2007) argue that project business should be differentiated from regular export and be 
seen as its own mode of internationalization. In addition, Owusu, Sandhu and Kock 
(2007) mention that long term project business can evolve into business networks 
with time.  
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They explain that during all the stages of project business, relationships grow which 
can potentially lead to business relationships that remain for a substantial amount of 
time after the project is finished and therefore can lead to new international 
opportunities for those involved in the project (Owusu, Sandhu and Kock, 2007).  

2.3.3 Psychic Distance  
Different types of distance are common topics of discussion concerning 
internationalization. The phenomenon of psychic distance is somewhat close to 
cultural distance and the phenomena have a fundamental role in international business 
research. Psychic distance refers to managers and individuals’ differences between 
two nations, the home and the foreign market (Håkanson and Ambos, 2010; 
Hollensen, 2017). The phenomenon is broad and could be seen as an umbrella term 
for the following phrases: cultural, geographical, political, and economic factors. 
Psychic distance is seen as the perception one has towards a foreign country regarding 
the similarities, knowledge and the understanding of the foreign market (Håkanson 
and Ambos, 2010; Håkanson, 2014). Cultural differences affect an individual’s 
capacity; both intellectually and emotionally regarding conditions in foreign 
countries. Possessing familiar impressions of a foreign country and its home country, 
the smaller the psychic distance will be. Therefore, in order to reduce psychic 
distance, firms should determine expansion to geographically close countries 
(Håkanson and Ambos, 2010).  

According to Johanson and Vahlne (1977), firms can by implementing the Uppsala 
Internationalization Model, reduce the psychic distance between the home and the 
host country. The authors further explain psychic distance as the factors preventing 
information between the markets, such as differences in language, education, culture, 
and business practices (Johanson and Vahlne, 1977). Later, firms could manage a 
more considerable psychic distance after gaining knowledge and market knowledge 
(Carter and Jones-Evans, 2006). 

2.4 Conceptual Framework  
The theoretical framework has presented entrepreneurship’s focus on the individual 
and her specific qualities. The importance of the female as an individual has gained 
increased attention as of late (Santos, Marques, and Ferreira, 2018). Furthermore, 
since the traits that differ the female from the male is a reoccurring topic of discussion, 
it is clear that further research is necessary. The presented theories suggest that EMFs 
need to internationalize in order to attain new resources (Tiwari, Sen and Shaik, 2016) 
and thereby experience firm growth and furthermore, that firms, in general, need to 
internationalize in order to survive globalization (Lloyd-Reason and Mughan, 2002; 
Ruzzier, Hisrich, and Antoncic, 2006). This explains why internationalization, as well 
as female traits, are presented.  
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In addition, the theory suggests that networks facilitate an internationalization process 
(Rosenbaum, 2016; Hollensen, 2017); however, women tend to encounter difficulties 
when approaching networks (European Commission, n.d. (B); Debroux, 2010; 
Rosenbaum, 2016). With the chosen theories in mind, it has been discovered that 
certain internal- and external factors affect the internationalization of enterprises. As 
figure 2.1 shows, the female entrepreneur possesses some traits that can possibly 
influence the initiation of an internationalization process, and the network serves as 
an enabler for this process. 

 

 

 

 

 

 

 

Figure 2.1 Conceptual framework constructed by the authors  
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3 Methodology 
This chapter will give an understanding and motivation of the chosen methodology 
that is the foundation of this thesis. Firstly, the chosen approach will be augmented 
for, followed by the method and design for the data collection process. Secondly, the 
cases will be presented, and finally, the chapter will be concluded with an elaboration 
regarding validity, reliability, method criticism and ethical considerations.  

3.1 Research Approach 
Theory is most commonly used to explain regularities that are observed: for example, 
why women are underrepresented in the field of entrepreneurship and in order to 
answer any research question it is important to choose a proper research approach 
which considers the relationship between theory and research. To enable this, there 
are three different research approaches deductive, inductive and abductive (Ghauri 
and Grønhaug, 2010; Bryman, Bell and Harley, 2019). Historically, the deductive and 
inductive theories are the most common views of the relationship between theory and 
research. When using a deductive approach, the researcher creates a hypothesis based 
on what is known about the subject and its theoretical considerations (Ghauri and 
Grønhaug, 2010; Bryman, Bell and Harley, 2019). Concepts that need to be translated 
into entities to research. Moreover, on the opposite side of deduction is induction, an 
approach in which the researchers work from theory to prompt the entire exercise. 
Thus, the research findings are given back to the theory (Ghauri and Grønhaug, 2010; 
Bryman, Bell and Harley, 2019).  

According to Bryman, Bell and Harley (2019) it is considered convenient to think in 
the lanes of the mentioned theories; however, few things are just black or white and 
therefore, these research approaches should be thought of as tendencies rather than as 
clear distinctions. There are limitations associated with both the deductive and the 
inductive research approach and in light of this, it has become quite common to use a 
third approach instead; the abductive approach (Alvesson and Sköldberg, 2009). This 
approach is neither deductive nor inductive. Nevertheless, it is a mode of reasoning 
used to overcome the limitations associated with the previously mentioned 
approaches by mixing both of them (Ghauri and Grønhaug, 2010; Bryman, Bell and 
Harley, 2019). The weaknesses associated with deductive theory include the reliance 
on the strict logic of theory-testing and falsifying hypothesis’. As for the inductive 
theory, shortcomings include that no amount of empirical data will be enough to build 
theory from (Bryman, Bell and Harley, 2019). Moreover, through the use of an 
abductive approach, the researcher seeks to clarify a puzzle or a surprise that has arose 
from encounters with empirical phenomena which cannot be explained by currently 
existing theory. Thus, abductive theory seeks to make surprising facts into matters 
which concerns much involvement with the social world since this then becomes the 
main empirical source for the theoretic ideas (Saunders, Lewis and Thornhill, 2016; 
Bryman, Bell and Harley, 2019).  
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In the case of this particular field study, a deductive approach was ruled out due to its 
reliance on the development of a hypothesis, which is not what, this thesis is aiming 
to do. In addition, it was discussed whether the study was mostly favored by an 
inductive or abductive approach. An inductive approach would create some obstacles 
in the creation of theories, as mentioned above. Therefore, due to the lack of research 
within the field of female entrepreneurship, it has been determined that this field study 
will benefit from an abductive approach since the subject has a limited ability to be 
explained by existing theory. The shortcomings in existing theory call for the puzzle 
and surprises within female entrepreneurship to be clarified. Furthermore, the use of 
an abductive approach will enable further elaboration of findings made in the 
empirical chapter instead of the researchers being strictly limited to the theory when 
analyzing and discussing the results of this study.  

3.2 Research Method  
There are two separate research methods which are applied depending on the study 
and its research question. Data is collected by either quantitative- or qualitative 
research method. The quantitative method is recognized as a special research strategy 
and primarily applied in large scale studies where the aim is to illustrate phenomena 
over numerical data and statistics (Hollensen, 2017; Bryman, Bell and Harley, 2019). 
Moreover, qualitative research is applied, aiming to understand phenomena or the 
reality utilizing social interactions, observations, and interviews. Researchers using a 
qualitative research method concentrate additional on language and statements and 
therefore contributes to a greater in-depth of the data-collection (Kumar, 2014; 
Bryman, Bell and Harley, 2019). However, qualitative studies are not as precise and 
detailed as in quantitative researches (Kumar, 2014). Thus, the significant difference 
between qualitative and quantitative methods are the different logics that undermine 
the sampling approach (Patton, 2002). Since the purpose of this field study is to 
provide a greater understanding of the Thai female entrepreneur and her engagement 
in the internationalization process, the qualitative research approach is the appropriate 
choice of research method.  

3.3  Research Design  

3.3.1 Purpose in Research and Research Strategy  
According to Saunders, Lewis and Thornhill (2016), there are three different 
classifications in regards to the purpose of research exploratory, descriptive, and 
explanatory. In an exploratory study, the primer focus lies on understanding a 
phenomenon from a new perspective. This proves useful when seeking to clarify an 
understanding of the nature of a phenomenon of which the researcher is not sure.  
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A study which purpose is exploratory has some benefits in terms of flexibility as there 
is an ability to accustom to changes since the exploratory study most often start from 
a broad perspective and narrows down along with the advancements of the research 
(Yin, 2014; Saunders, Lewis and Thornhill, 2016).   

An exploratory purpose in research has been chosen to be the most suitable for this 
study since it takes an abductive approach and researches a somewhat unclear 
phenomenon. A further argument in support of the exploratory research is this 
researches’ case study strategy, which is the most common strategy within 
exploratory research. A case study is gathered in a context of which it puts extra 
emphasis on (Saunders, Lewis and Thornhill, 2016; Yin, 2016; Bryman, Bell and 
Harley, 2019), which this particular case study does. The descriptive and the 
explanatory research were seen as unfit for this study; to enable descriptive research, 
there is a need for an evident and fair understanding of the phenomena to enable the 
creation of a profile  (Saunders, Lewis and Thornhill, 2016) which was viewed as too 
difficult in this case. Furthermore, the explanatory research is intended for studies 
which take an interest in understanding the relationships between different variables 
(Saunders, Lewis and Thornhill, 2016) which is not the main purpose of this particular 
study.  

3.3.2 Case Study Research Design  
A case study calls for a detailed and intensive analysis of a single case. Among 
researchers, perhaps the most common way in which to think about a case study is as 
a geographical location. Then again, a case can be a variety of things such as an 
organization, a person, an event, a location (Bryman, Bell and Harley, 2019). Case 
study research is concerned with the complexity as well as the specific nature of the 
case. It is more common for case studies to occur in qualitative research since it is 
favored by observations and, as is used in this particular case study; unstructured 
interviews (Marshall and Rossman, 2016; Bryman, Bell and Harley, 2019). In a case 
study, the case is an object of interest in its own right, which the researchers aim to 
clarify and explain. What differentiates a case study from other research methods is 
its focus on the case’s specific and unique features, which is named an idiographic 
approach (Bryman, Bell and Harley, 2019).  

There are different approaches regarding the number of cases the research should 
focus on; the single-case study or the multi-case study, where the multi-case study 
includes one or more cases. Yin (2014) emphasizes that when engaging in a multi-
case study, the researchers gain more data which is viewed to be more valuable due 
to the reliance on multiple cases. Furthermore, it is argued that multi-case study 
results are often more prosperous and compelling due to the mixture of cases which, 
when compared, presents as many similarities as differences (Merriam, 2009). This 
case study’s geographical location is Thailand, the location was chosen due to its very 
favorable position as one of Asia’s primer hubs for female-led businesses. 



 

26(65) 
 

Additionally, the researchers’ connections in the country made it an even more 
lucrative location for the conduction of this thesis. In this particular case study, the 
researchers aim to clarify and explain Thailand’s unique features regarding female 
entrepreneurship. The researchers concluded that a multi-case study was more 
suitable for this study primarily due the limitations of the single-case study and 
secondly due to the argument that a multi-case design enhances the generalizability 
and transferability of the study’s findings (Merriam, 2009) and therefore refines the 
study as a whole.  

3.3.3 Preparation of a Field Study  
Field studies enable researchers to discover a new era and to get a better 
understanding of the interviewee’s reality (Brown, 2011). Bryman, Bell, and Harley 
(2019) point out that every single field situation is different, the field studies are 
dependent on the luck of finding friendly and giving interviewees’ and for researchers 
to be at the right place at the right time. Structuring a fieldwork is requires much work 
and time from the researchers going out on the field (Bryman, Bell and Harley, 2019).  

This field study is conducted in Thailand, the reason being the country’s prominent 
entrepreneurial climate. In addition, Thailand became especially attractive for the 
researchers due to their high gender equality, making the country one of the finest for 
female entrepreneurs. In order to prepare for this field study, the researchers have 
participated in SIDA’s required preparation course which initiated the researcher’s 
adaption to a foreign emerging country. The researchers learned how to encounter 
unforeseen and complex situations, as well as how to conduct a thesis in the field.  

3.3.4 Presentation of Cases  
Based on the above-established sampling criteria, the interviewees that were chosen 
to participate in this field study will be presented below. The interviewees were 
chosen because they were believed to provide a realistic picture of the Thai female 
business climate. The interviewees being in different industries and of different ages 
were believed to give an even picture of Thai female entrepreneurial traits through 
bringing different perspectives to the study. Likewise, having females from different 
industries and backgrounds give a more candid picture of the internationalization 
process giving the researchers an improved starting point in the analysis.  

The interviewees that participated in this minor field study did not feel comfortable 
with having their names written out and accordingly, all chose to be anonymous. That 
is to say, the researchers have kept the interviewees’ identities unacknowledged and 
confidential therefore, the following names are pseudonyms. 
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1. Nita – Medical equipment industry - Face-to-face interview 2019-03-28 – (34 
minutes) 

2. Jirada – Tourism industry - Face-to-face interview 2019-03-28 – (43 minutes) 

3. Dao – Clothing industry - Face-to-face interview 2019-04-05 – (38 minutes)  

4. Lawan – Beverage industry - Face-to-face interview 2019-04-19 – (46 minutes) 

5. Anong – Food industry - Face-to-face interview 2019-04-23 – (51 minutes) 

6. Noi – Scientific equipment industry - Face-to-face interview 2019-05-02 – (35 
minutes) 

3.4 Data Collections  
Data collection is the main factor in a research project; therefore, researchers spend 
most hours, in order to collect data. The collections of data may vary depending on 
the research questions and the focus of the study. Surveys and interviews are two 
conventional approaches of data collection (Bryman, Bell and Harley, 2019). 
Interviews are exceedingly common in qualitative studies, each interview counts as 
one data collection unit, thereof if the study contains ten interviews, the study 
possesses ten data collection units (Yin, 2016). Before starting the data collection 
from potential interviewees, the researches have to be sure that: 

• Interviewees are willing to share essential information 
• Interviewees understand the interview questions  
• Interviewees possess suitable and required information     

The data collecting techniques can be accomplished through two alternative 
approaches, such as primary data collection and secondary data collection (Kumar, 
2014).  

3.4.1 Primary Data Collection  
Primary data refers to researchers collecting information from interviewees for a 
specific course of the event (Ghauri and Grønhaug, 2010; Kumar, 2014). According 
to Saunders, Lewis, and Thornhill (2016), primary data is new data accumulated, 
especially for a particular study. Yin (2016), refers to the primary data collection as 
doing original research and explains the original research as a person’s findings and 
should not only recapture another parts information. The most common primary 
sources are interviews; observation and the use of questionnaires (Kumar, 2014). 
However, it is possible to use several methods in order to collect primary data, and 
the methods depend upon the purpose of the study (Kumar, 2014). In this field study, 
the purpose of interpreting face-to-face interviews is to encounter a greater 
understanding of the interviewee’s feelings and behaviors. Finally, the outcome of 
conducting interviews in person will be a more profound picture of the subject.  
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3.4.2 Secondary Data Collection  
Secondary data consist of data collected by researchers in the previous course of 
events and occasions collected for other purposes. Thus, the secondary data is not 
collected by the researcher in question, compared to the primary data (Ghauri and 
Grønhaug, 2010; Bryman, Bell and Harley, 2019). Secondary data consist of online 
data sources, earlier research, mass media, journals, and books (Kumar, 2014; 
Bryman, Bell and Harley, 2019). Adopting previously collected data saves the 
researcher time by using someone else achievement. However, secondary data could 
provide problems such as the availability, format, and quality of data (Kumar, 2014). 
To conclude, using a combination of primary and secondary data collection will 
provide the best possible outcome. Combining the two will strengthen and enrich the 
research (Silverman, 2016) and reduces risks that conclusions will only reflect one 
perspective of the method. The usage of several methods enriches the understanding 
of the issue in question (Maxwell, 2012). Thereof, this study is foremost focusing on 
online data and journals, due to lack of previous research within female 
entrepreneurship as well as Thai female entrepreneurship field.  

3.5 Purposive Sampling 
There is no predetermined sample size in a qualitative study. That is to say; the 
researcher waits to reach data saturation throughout the data collection process. The 
point of data saturation is reached when there is no new information, which is when 
the data collection phase resumes, and the size of the sample is decided (Kumar, 
2014). Since the main aim in a qualitative study is to explore diversity, Kumar (2014) 
emphasizes that the sampling strategy and the sample size is of less importance than 
in a quantitative study especially regarding the selection of the sample. When 
conducting a qualitative study, Saunders, Lewis, and Thornhill (2016) suggest that 
using non-probability sampling is the most efficient approach. The non-probability 
sampling approach allows the researchers to choose the most appropriate 
interviewees, not to measure the researched phenomenon, but rather to further 
understand it (Saunders, Lewis and Thornhill, 2016). Within non-probability 
sampling, the most frequently used method is the purposive sampling approach; 
which allows the researchers to grasp a dilemma without the use of any statistical 
measurements. Furthermore, Kumar (2014), as well as Merriam and Tisdell (2016), 
argues that it is crucial for the researchers to be aware when selecting which cases 
should be included or excluded from the research. Thus, purposive sampling obliges 
the researchers to use their judgment (Kumar, 2014; Merriam and Tisdell, 2016).  

As mentioned, a qualitative study calls for some kind of purposive sampling. 
Purposive sampling is conducted regarding the research goal which essentially means 
that the units of analysis are chosen in order to enable the researchers to answer the 
research question (Yin, 2016; Bryman, Bell and Harley, 2019).  
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In purposive sampling, it is not uncommon for the researcher to choose sample 
members that are different from each other in terms of their key characteristics which, 
furthermore, allows a good variety in the resulting sample. However, purposive 
sampling does not allow the researcher to generalize to a population (Bryman, Bell 
and Harley, 2019). In a qualitative study, there are different ways to go about 
purposive sampling as there are different variants, each which depends on a different 
purpose for selecting the sample (Yin, 2016; Bryman, Bell and Harley, 2019). The 
approaches which have been identified as types of a purposive sample include 
snowball sampling, theoretical sampling and opportunistic sampling, among others 
(Bryman, Bell and Harley, 2019). Theoretical sampling was initially introduced as an 
alternative strategy to probability sampling, to fit a qualitative research approach 
better. A researcher engages in theoretical sampling to discover categories, their 
properties and to then suggest the interrelationship into a theoretical (Bryman, Bell 
and Harley, 2019). Theoretical sampling is distinguished from other sampling 
methods due to its emphasis on the selection of cases and units referring to the 
development of theoretical understanding. Within this sampling approach, the data 
collection continues until a point of theoretical saturation is achieved, which is when 
a category has been saturated with data. Hence, until no further relevant data emerges, 
or until the category is well developed in terms of its properties and dimensions 
regarding demonstration of variation (Bryman, Bell and Harley, 2019).  

Opportunistic sampling refers to taking advantage of the opportunities regarding 
sampling that tend to present themselves during fieldwork (Patton, 2002). During 
research and fieldwork, it is impossible to observe everything. To that end, decisions 
must be made about which activities and people to observe and interview as well as 
when to collect data. Due to the difficulty of planning everything in a field study, 
some decisions cannot be made in advance. Opportunistic sampling takes advantage 
of the studied setting and what unravels there (Patton, 2002). When choosing a 
method in which to sample interviewees, the researchers concluded that snowball 
sampling was not an option due to the tendency of landing interviewee within the 
same network and thereof giving very similar answers (Alvehus, 2013; Yin, 2016). 
Due to the complexity of fieldwork, it is clear that this thesis benefits from a mix of 
approaches in terms of non-probability and purposive sampling. The choices 
regarding which interviewees to interview was made from the standpoint of 
theoretical sampling since there was an emphasis on choosing participants that fit 
specific criteria and showed unique characteristics. However, the complexity of 
planning fieldwork in advance brought the researcher to engage somewhat in 
opportunistic sampling as well, taking many advantages in the opportunities which 
presented themselves along the way.  

3.5.1 Criteria for Interviewees 
Based on the information given in the previous chapter, the interviewees in this field 
study was chosen after certain criteria.  
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The generated criteria reflect upon the purpose of the study and are created to reach 
the most sufficient interviewees to answer the research questions. 

The interviewees participating in this study must; 

1) Be a Thai female  
2) Be an entrepreneur 
3) Be the owner of an SME  
4) Be engaged in international activities  

3.6 Interviews  
In qualitative research, there are two different kinds of empirical materials: interviews 
and naturally occurring materials (Denzin and Lincoln, 2018). Interviews conducted 
face-to-face enable an interpersonal contact, sensitivity to the context, and more 
flexibility within the conversation; these aspects cannot be undermined. Conducting 
interviews require simple interaction between the researcher and the interviewees 
(Merriam, 2009; Denzin and Lincoln, 2018). According to Ghauri and Grønhaug 
(2010), interviews are often considered the best method of collecting data. A simple 
way of defining interview is a face-to-face interaction or interactions between two or 
more individuals (Kumar, 2014). There are several advantages to interpreting 
interviews in research. One advantage is that the interviews deliver more in-depth 
information and are a preferred method when more in-depth information is required 
(Kumar, 2014). The interviewer can explain a question in order to avoid 
misunderstandings and to reformulate the question in other words. In addition, 
interviews are an appropriate approach when studying sensitive and complex areas 
(Kumar, 2014). Interviews come with disadvantages as well; interpreting interviews 
are somewhat time-consuming and expensive, the quality of collected data is highly 
dependent upon the interviewer since the data is affected by the experience, 
commitment, and skills of the interviewer (Merriam, 2009; Kumar, 2014).  

3.6.1 Semi-structured Interviews  
Qualitative interviews are recognized for being somewhat unstructured, which to 
some extent, encourages the interviewer to go outside of the pre-decided questions in 
order to get further insight to what is considered interesting from the interviewee’s 
perspective (Yin, 2016; Bryman, Bell and Harley, 2019). The semi-structured 
interview is currently the most prominent type of interview within human and social 
sciences (Denzin and Lincoln, 2018). There are different ways in which a researcher 
can ask questions within the qualitative interview: unstructured or semi-structured 
interviews. In an unstructured interview, the researcher uses no more than an aide-
mémoire to guide the interview towards specific topics (Bryman, Bell and Harley, 
2019). Semi-structured interviews are a version of a qualitative interview (Yin, 2016; 
Denzin and Lincoln, 2018; Bryman, Bell and Harley, 2019).  
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Semi-structured interviews are a method of research which emphasizes an open-
ended view of the research process. However, this means less restriction on the 
studied topics. A semi-structured type of method keeps the researchers open-minded 
and therefore allows the emergence of concepts and theories (Bryman, Bell and 
Harley, 2019).  

When conducting a semi-structured interview, the researcher has a list of questions 
which includes topics to be covered during the interview; this is often referred to as 
an interview guide. Questions in the interview guide do not have to follow the exact 
order in which they are written, and this leaves room for other, new questions that are 
not included in the interview guide as well (Bryman, Bell and Harley, 2019). Semi-
structured interviews allow the researcher to make better use of the dialogs by 
allowing some room for follow-up questions that are considered important by the 
interviewee as well as the interviewer. In addition, the interviewer allows herself to 
become apparent as a knowledge producing participant in the process instead of using 
the interview guide as a cover (Denzin and Lincoln, 2018). The interviewer has a 
greater chance, in a semi-structured interview, to lead the interview towards the topics 
that she sees as important for her project and therefore get more proper answers to the 
research question (Denzin and Lincoln, 2018; Bryman, Bell and Harley, 2019). The 
advantage of undergoing structured interviews is that it provides consistent data, 
therefore, assures the comparability of data collection. In addition, the structured 
interview demands fewer interviewing skills than the unstructured interview (Kumar, 
2014).  

3.6.2 Open-ended Questions  
Open-ended questions refer to questions where potential responses are not given. In 
the case of the interview schedule, the researcher takes notes or records the responses 
as a summary describing the answers given from interviewees (Kumar, 2014). In 
addition, the open-ended questions indicate questions in an interview guide that does 
not give the interviewee several alternatives of answers to choose from, the 
interviewee has the opportunity to express, and answer in own phrases and words 
(Saunders, Lewis and Thornhill, 2016; Bryman, Bell and Harley, 2019). Open-ended 
questions can provide helpful information which is difficult to obtain if using another 
approach and in addition, the approach may lead to highly unexpected responses. 
However, the open-ended may induce some problems regarding the analysis. 
Therefore, in order to reduce issues, the researchers can make sure that she perceives 
the interviewee’s reality in the correct way (Bell, Waters and Nilsson, 2016). There 
are advantages of using in-depth interviews, such as perceiving a clear illustration of 
the interviewee and its behavior and position. Therefore, adopting open-ended 
question contributes to in-depth responses since the interviewee has the ability to 
answer according to the person’s perception (Bell, Waters and Nilsson, 2016).  
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The primary data collection in this thesis consists of semi-structured interviews with 
open-ended questions. This is to improve the chances of leading an interview in a 
preferred direction to enhance the answers of the interviewees as well as for the 
interviewers not to be tied to follow a certain list of questions in times where they feel 
an interviewee might not be giving the desired answers. Furthermore, the choice of 
using open-ended questions is a result of the interviewers not wanting to strain the 
interviewees’ answers and therefore encouraging them to elaborate on their answers 
by using questions formulated to allow such an elaboration. The researchers chose 
not to share the interview guide with any of the interviewees in advance since a 
spontaneous and unprepared interview was preferred in order to observe reactions as 
well as getting the answers that first came to mind. However, in order for the 
interviews not to be forced or stressful each interview was scheduled for 45 minutes 
which gave much time for discussion. Another key thing to remember is that this 
thesis was collected in Thailand, where the primary spoken language is Thai, 
however, the interviews were conducted in English. In this situation, the researchers 
felt that a semi-structured interview with less restricted questions would be beneficial 
and furthermore, allow them to explain interview questions and their meaning further 
when a language barrier occurs.  

3.7 Operationalization 
In order to establish an interview guide (see appendix 1), the researcher has to 
determine an appropriate theoretical framework. In addition, to increase the 
understanding of the selected subject (Jacob and Furgerson 2012). Moreover, the 
researchers will get an insight into what has been previously studied and where there 
are gaps in the literature. The theoretical framework facilitated the creation of the 
interview questions to correlate the inherent desire of the interview. Thus, the 
theoretical framework of the literature can be viewed as abstract terms with no 
correlation to actuality; therefore, the concepts should be operationalized before the 
empirical research (Potter, 2013). Table 3.1 below display how the interview 
questions for this study in question are correlated to the conceptual framework. In 
addition, reasoning will be presented in order to understand the purpose of 
respectively interview question. 
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Concepts 

Interview 
Questions 

 
Reasoning 

 
Background 
information 

 
1-6 

The first question asked regards if the interviewees 
wish to be anonymous and if the researchers can 
record the interview. Furthermore, the questions are 
asked in order to gain general knowledge about the 
entrepreneurs and their businesses. 

 
Entrepreneurship 

 
7-9 

Questions are asked to obtain knowledge about the 
interviewees as entrepreneurs, how they are 
personally, and which challenges they have faced or 
are currently facing.  

 
 

Traits  

 
 

10-12 

These questions are asked to understand which 
personal traits make the interviewees to the 
entrepreneur that they are, how they deal with 
uncertainty, what differentiates them from others and 
how they view their business environment. 

 
Networks 

 
13-16 

To gain more knowledge regarding networks, the 
interviews are asked about their networks, how they 
use it and how the networks have or have not helped 
them.  

 
 

Internationalization 

 
 

17-21 

The entrepreneurs were asked about the process of 
taking their business aboard, why they chose to take 
their business abroad, how the process was like and 
how they dealt with internationalization in general.     

 
 

Thailand 

 
 

22-23 

In this section, questions were asked regarding the 
interviewee’s perception of Thailand as a base for 
entrepreneurs as well as female entrepreneurs, their 
picture of female entrepreneurs, if there are any 
organization promoting entrepreneurship.  

Concluding 
question 

24 The interviewees are asked if they would like to add 
something that they view as helpful.  

 

3.8 Method of Data Analysis 
Qualitative research comes with specific analytical challenges (Ghauri and Grønhaug, 
2010; Merriam and Tisdell, 2016). Ghauri and Grønhaug (2010) emphasizes that the 
main purpose of a qualitative study is to understand as well as to gain insight into the 
research area and furthermore, in the analyzing stage, the purpose is to understand 
and gain insight into the collected data. Thus, data analysis is the process of bringing 
order, structure, and meaning to all the collected data. In a qualitative study, analysis 
and data collection occur simultaneously since the analysis starts already during the 
very first interview or the very first document the researcher reads (Merriam and 
Tisdell, 2016).  

Table 3.1 Operationalization summary constructed by the authors  
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The data analysis process in a qualitative study is perhaps the only part where there 
is one way that is perceived as superior to another. As previously mentioned, the 
analysis and the data collection are simultaneous in a qualitative study, which is the 
preferred way as one interview might give new ideas for the second and so on (Ghauri 
and Grønhaug, 2010; Merriam and Tisdell, 2016). In this particular study, the 
researchers aim to engage in the process of analysis, related to the one previously 
described to facilitate the otherwise quite complicated process.  The primary purpose 
or the aim of a qualitative study is not to generalize the results to a more significant 
population, as is the case in quantitative studies. However, it is possible for the results 
of a minor qualitative field study sometimes to apply to a broader population 
(Merriam and Tisdell, 2016). In this field study, the researchers are aware that the 
qualitative data gathered is not intended to be generalized, however, this study’s 
results should act as a guideline useful for entrepreneurs intending to internationalize 
their business. In addition, the results of this study will bring instructions for future 
researchers that aim to investigate how females from Thailand and other emerging 
markets internationalize their firms.  

3.9 Quality of Research  
To initiate quality criteria are highly important in the research process (Bryman, Bell 
and Harley, 2019). Data collection process involves steps which can influence the 
quality and accuracy from the research findings regarding the studies performance 
(Kumar, 2016). Therefore, validity and reliability are interpreted as important criteria 
when evaluating business research and teaching quality in data collection (Kumar, 
2016; Bryman, Bell and Harley, 2019). Validity and reliability are applied in all steps 
concerning data collection and not only the questions. However, the interpretation of 
validity and reliability is somewhat challenging to establish standardization in the 
method of data collection, due to the flexible and changing attributes. Therefore, 
trustworthiness in qualitative studies is somewhat different; however, they possess 
parallels with the traditional quantitative criteria (Kumar, 2016; Bryman, Bell and 
Harley, 2019). The four aspects of alternative criteria for judging trustworthiness in 
qualitative research will be further discussed below.  

3.9.1  Validity  
Credibility  

Credibility is synonymous with internal validity in quantitative research. However, 
credibility refers to that the research is credible or believable from the interviewee’s 
perspective. The qualitative studies reflect upon the individual’s perception, 
experiences, feelings, and beliefs and are, therefore, most appropriate when the 
interviewees are able to reflect upon their statements and feelings accurately. Thus, 
the researcher presents her findings for the interviewee, who later has the ability to 
confirm and give approval, which proves that the researchers have understood the 
interviewee’s reality.  
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The higher the agreement from the interviewees, the higher the validity of the study 
(Kumar, 2016; Bryman, Bell and Harley, 2019). In this study, the researchers 
contacted the interviewees after each interview for the participants to confirm and 
approve that the researches intercepted their reality, in order to establish validity.  

Transferability  

Transferability refers to the degree of generalization or transferability of results in 
qualitative studies into other contexts. However, it is somewhat difficult to establish 
transferability since the approach adopted in qualitative research can in some degree 
be achieved if broadly and thoroughly explain the process in question and therefore 
other may understand and replicate (Kumar, 2016; Bryman, Bell and Harley, 2019). 
The researches have described choices made in the methodology in order to establish 
transferability.  

3.9.2 Reliability 
Dependability 

Dependability, is to some extent, similar to the concept of reliability in quantitative 
research and refers to if the researchers would achieve the same results if the research 
would have been made a second time. The qualitative study favor, flexibility, and 
freedom, however, it might be challenging to establish unless the researchers conduct 
comprehensive and a detailed process in order for another replicate to ensure the level 
of dependability (Kumar, 2016; Bryman, Bell and Harley, 2019). In order to 
strengthen the dependability, the researchers have included a detailed description of 
what choices have been made, to conduct this study.  

Confirmability  

Confirmability indicates that the degree of the results could abide by confirmed or 
corroborated by other individuals. However, the process is only possible if researchers 
follow identical manner for the results later in comparison (Kumar, 2016). In addition, 
the researcher should operate in good faith, meaning that she is not allowing personal 
values and theoretical damage the findings (Bryman, Bell and Harley, 2019). The 
researchers have operated in good faith and have not allowed personal values which 
could damage the findings. Moreover, the interview guide is provided in the appendix 
(A) in order to establish transparency.  

3.10  Research Ethics Considerations  
When conducting a qualitative study, several ethical considerations might arise in the 
context of collecting and processing data together with analyzing the findings 
achieved during the research (Merriam, 2009; Bryman, Bell and Harley, 2019). 
Ethical guidelines and ethics committees are established in order to protect the 
interviewees and the researchers from possible publicity or legal action that could 
come against the researchers (Bryman, Bell and Harley, 2019).  
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The researchers have focused on the Swedish Research Councils advise when 
establishing the ethical considerations for this particular field study. The Swedish 
Research Council recommends researchers to inform the interviewees about the 
research and the truth. The purpose of the study and how the study will be conducted 
should be presented to the interviewee’s beforehand (Swedish Research Council, 
2019; Bryman, Bell and Harley, 2019). Thus, the interviewee shall not be forced to 
participate in the study; thereof, the interviewees participate free-willed. Moreover, 
the interviewees had the possibility to keep its identity anonymous, and information 
was given and dealt with confidentiality and respect (Swedish Research Council, 
2019; Bryman, Bell and Harley, 2019). This particular study was conducted in 
accordance with the Swedish Research Councils ethical rules. Hence, the ethical 
aspects were taken into consideration in order to proceed with good research practice. 
In addition, since this field study was conducted in a foreign country at a distance 
from Swedish ethics and culture, this was taken much into consideration. The 
researchers made sure to acclimatize to the culture and respect Thai ethics and beliefs, 
such as always begin a session by introducing ourselves, our work and what we were 
aiming to do, when conducting all interviews while still keeping a sense of Swedish 
ethics, making sure to explain that as well.  

When the researchers reached out to potential interviewee’s, the purpose of the study 
was presented, and it was explained how the interviewees could potentially contribute 
to the study. Thus, more in-depth information about our study was given, in order for 
the interviewees to determine whether they would want to participate in the study or 
not. Following the advice from Swedish Research Councils, the researchers asked all 
interviewees whether they wish to stay anonymous, meaning data cannot be traced 
back to the interviewees. The majority of the interviewees in this study wished to stay 
anonymous and thereof, the researchers came up with pseudonyms for all participants 
in order to protect their integrity and respect the wants of the interviewees in this field 
study.  

3.10.1 Societal Considerations 
Since the research included in this thesis concerns a current and highly discussed 
topic, it brings some societal considerations. This study does include research 
regarding women and their position within Thai society. The research shows that 
women have a favorable position in Thai society, that they are able to achieve highly 
ranked positions within business and that they only have to consider the gender norms 
and stereotypes in Thailand, not in the rest of the world. In addition, the research does 
bring considerations for the male part of society, as they need to acknowledge women 
and their capabilities to a larger extent than they currently are.  
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3.11 Author Contributions  
This research is collected by two researchers. It was decided from the very beginning 
that throughout the entire process, the researchers were going to contribute equally to 
all parts of this thesis in order to be able to take full responsibility. That is to say, no 
part of this thesis has been divided between the two authors as the researchers have 
been contributing evenly to each chapter and paragraph. One has not contributed more 
than the other as the research has been gathered collectively and while being at the 
very same location. In saying this, the researchers of this thesis state that they do take 
full and equal responsibility for all the work and gathered research. 
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4 Empirical findings 
In the empirical findings, the data gathered through the interview’s will be presented. 
Firstly, the data has been divided into different cases which begins with an 
introduction of the interviewee as well as their company. Secondly, the cases are 
presented through differently identified themes that are exemplified in the theoretical 
framework to enhance the structure. The different themes are; internationalization, 
networks, and traits.   

4.1 Cases 

4.1.1 Nita  
Nita is the owner of a Bangkok-based company with 150 employees, involved in the 
medical equipment industry. The company was founded in 1975 and started by 
importing Western manufactured medical equipment to Thailand and thereafter 
further exported them to other Asian countries. However, nowadays Nita’s company 
has established itself as the Asian distributor of many European medical equipment 
brands, which means that she stocks the European companies’ products and further 
exports them to other Asian nations on their behalf. The company works closely with 
hospitals all over Southeast Asia to supply them with the best, up-to-date medical 
equipment. Nita’s main goal with her business is to through the supply of new, 
modern equipment, make Asian hospitals competitive and as high-tech as the 
forefront European hospitals. For Nita it was not always obvious that she was going 
to engage in entrepreneurship; she explains that it was not common for women to 
engage in business back when she first started and that there were people that 
questioned her ability to run a successful business. Despite the doubts, Nita decided 
to go along with her own business as it was the most attractive option for her. The 
idea to import and export medical equipment presented itself through a family friend 
who was involved in a similar, connected industry.  

Internationalization Process  

Nita’s company began its internationalization process in 1978, three years after its 
establishment. The main reason for her to take her business abroad was the high 
standard of equipment available in the developed, Western countries. First, the firm 
started to import equipment from Italy, Sweden, and the U.S. Second, they initiated 
export from Thailand to other nations located geographically close such as Malaysia, 
Vietnam, and Cambodia. Nita describes the first stages of the internationalization 
process as “better than expected” since she did not find it as difficult as she first 
anticipated to establish international contacts; which facilitated the entire process 
going forward. She further explained that the most challenging task of the 
internationalization process was the cultural differences with the “import countries” 
since both parties were far apart in culture, misunderstandings arose. 
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Another thing Nita mentioned as a challenge were the logistics concerning the 
shipping of the goods, the long-distance transport from the “import countries” to the 
“export countries” made it somewhat complicated at first, much due to her 
inexperience. Regarding the uncertainty encountered during internationalization, Nita 
mentioned that she was aware of the risks involved with doing business abroad. 
However, it was a risk that she was willing to take, and she decided not to worry until 
she had to. In addition, Nita mentioned that, from her perspective, international 
business has become increasingly easy due to technical development, which has 
facilitated communication between her and her business partners. Even though Nita 
had experienced people assisting her through the process, she thinks that her ability 
to stay calm and collected in stressful times did facilitate the process. In addition, Nita 
mentioned that she felt less pressure to succeed within the business than her male 
counterparts. She explained that since people already thought she was unable to build 
a business, there was no stress regarding if it would go the way she planned or not. 
However, according to Nita, her male counterparts were probably more stressed 
regarding that matter since they were always expected to succeed and do “great 
things.”  

Networks  

At the beginning of Nita’s entrepreneurial career, she turned a lot to friends and family 
for advice. Since she started her business very early and at a time where not many 
other females were involved in a business, at least not that she knew or were aware 
of, it was somewhat difficult for her to establish herself within a business network. 
Now, Nita is well known within the business and has contacts from all over the world, 
coming from her international journey. Nowadays Nita is in contact with various 
networks, mostly networks related to the medical equipment industry as well as 
female entrepreneurship networks, most of them which are located in Bangkok. Nita 
mentioned that in most of the networks where she is involved, the members are 
younger than her and therefore, she is under the impression that she has much advice 
to offer to the other members. At the same time, she learns from their meetings as 
well since the younger entrepreneurs have a lot of “modern” advice to give that 
potentially could modernize her business. 

Regarding if an earlier established network could have helped her in her career, Nita 
says that it is difficult to say. She feels that she has been successful without the support 
of a formal network but mentions that a business-oriented support system probably 
would not have harmed the process and that more advice should never be 
underestimated. When Nita first established her business there was no support for 
female business owners and the networks did not quite exist at that time; however, 
she is aware of the establishments of organizations that today exists in Bangkok. Thus, 
Nita does not experience a desire to be a part of the formal networks due to many 
years of success without being a part of the female supported networks.  
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Traits  

Personally, Nita believes that she stands out in a group of people. She considers 
herself as having unique and innovative ideas to a more significant extent than others 
and furthermore, she views herself as a very solution-oriented individual who has 
helped her much along her journey. In addition, Nita mentioned other traits that she 
possesses, which she is under the impression that a lot of other Thai female 
entrepreneurs possess as well. She says that women are more charming and 
influencing, especially compared to men, and she believes that they are in greater 
control over their employees much due to that women, in general, are easier to talk 
with. Therefore, Nita believes that employees feel closer to a female- than a male 
business leader, which leads to women having greater control. Regarding the control 
of the business environment, Nita says that she is in charge. She leaves very little to 
outside forces and focuses more on what she can do to present the most favorable 
results. Nita mentions the stress and constantly working early on in the interview and 
later elaborates further on the fact that there is lots of stress related to the profession, 
stress that Nita feels but that she has learned how to deal with. She says that there are 
of course times when the stress is more present but that she now is aware of how she 
works and can feel the “warning signals” of when it becomes too much.  

4.1.2 Jirada  
Young business owner Jirada has been an entrepreneur for nearly four years and she 
is running a travel/language course agency. After a couple of years of previous 
experience within the tourism industry, she decided to pursue entrepreneurship, and 
therefore, she created her enterprise. Jirada felt drained from taking commands from 
others, which is when she established her own business, mainly in order to become 
self-employed. Jirada’s business has eleven full-time employees and a few part-time 
employees during the high season months. The idea is to keep the business small and 
intimate to maintain a family feel within the company.  

Internationalization Process 

Jirada’s company initiated international activities from the starting point because of 
the chosen industry. The business started with operations in Singapore and Malaysia 
through strategic alliances; the decision was based on cultural and geographical 
distance as well as the languages spoken in the countries. Jirada mentioned that since 
her company offers language courses, it is essential that they are active in countries 
with great English language skills, which, according to her, both Malaysia and 
Singapore have. A while ago she decided to enter new foreign markets which brought 
her business to Japan, and the U.S. Jirada explained that she chose to enter the markets 
due to identified customer demands and explained that she in the future would 
continue to expand her business to places where she can potentially identify market 
and customer needs. Jirada’s business has been international since day one, and she 
explained the internationalization process as uncomplicated.  
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Much due to her expectations, where she believed it was going to be more difficult 
and complicated. However, the hardest part of the internationalization process was 
culture clashes between her firm, Japan, and the U.S., due to different approaches of 
doing businesses. Jirada stated that “over time, you learn how to deal with the cultural 
differences, yet it was the hardest part of the internationalization process.” The 
easiest component of the internationalization process was to find business partners in 
each country that she aimed to enter. The business is operating within the tourism 
industry, and it is highly season dependent. She knew beforehand that her business 
idea was risky and therefore, experienced many uncertainties. For the inception, 
Jirada was highly aware of the uncertainties; however, she did not see it as an obstacle 
to pursue international activities. Her willingness to become her employer and not to 
be afraid of taking risks made her internationalization process smoother.  

Networks 

Jirada is working closely with one of her old colleagues that she brought along to her 
new company from her old workplace. Moreover, she explained that she always turns 
to him concerning hard decisions or when there is an urgency for advice. She started 
her own company on her own with no additional help from family, friends or other 
networks. Jirada felt that she knew the industry well enough due to previous 
experience which is the reason for not seeking help from others. After a couple of 
years as an entrepreneur, she is now involved in networks to elaborate and exchange 
experiences and ideas, mainly between female entrepreneurs in Bangkok. Jirada did 
not possess a well-established network before starting her own business. However, 
she did not find it challenging to establish contacts and networks within the industry. 
Her reason for not experiencing challenges in regard to establishing contacts is due to 
the constant availability of the internet. Jirada’s primary approach when seeking to 
find potential network connections was Google, which she mentioned, has worked 
very well for her. 

Traits  

According to Jirada, her eye for detail is one of her most important personal traits. 
Furthermore, she mentions that her and other women’s access to information is what 
distinguishes them the most from men. She explains that women are better listeners 
and possesses a better memory. Jirada elaborated on the fact that her constant hunt 
for further information, as well as her ability to remember and utilize the information 
received, is a huge differentiator, especially from men but from other women as well. 
Jirada’s need for control was mentioned as a factor for both stress and success. She 
will not let other people take over, which forces Jirada to work very long hours; 
however, the work turns out as she wishes, which in her opinion, has contributed to a 
successful business. It becomes evident that Jirada is very engaged and passionate 
about her company. She mentions her non-existent fear of failure as another reason 
behind her firm’s quick success, saying that it is very stressful to run an enterprise. 
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However, her approach to that is “not to worry unless you have to.” Jirada said that 
she believes that she is the one in control of her business and its environment, 
mentioning that it might come from her being a “control freak” not wanting to believe 
anything or anyone else is in control of what is hers.  

4.1.3 Dao 
Dao moved to the USA for her university studies, first after receiving her master’s 
degree in economics and finance, she returned to Thailand in order to help her father 
and his business. At the time she had no plans whatsoever of starting up her own 
business, still, somehow, she ended up following her father’s footsteps and became a 
business owner. In 2007, Dao decided to pursue entrepreneurship, taking on a 
completely different and unexpected career path. She established her business within 
the clothing industry, which is today located just outside of Bangkok. One of the main 
reasons for taking the final step to establishing her business was that she felt that she 
had both the customers and the suppliers already within her network. She felt 
confident and saw an opportunity to become independent, letting nothing stop her, 
knowing that there is always “high risk - high return.” As of today, Dao has close to 
200 employees and exports clothing as well as other materials to Asian and European 
countries.  

Internationalization Process  

Being the daughter of an international entrepreneur, Dao always saw the 
internationalization of her company as something obvious. She saw the opportunity 
of having her father as a guide, taking advantage of that opportunity when choosing 
an international path for her business. Dao explains that the internationalization 
process was rather tough. Finding business partners that wanted to buy her products 
was the easy part but dealing with culture clashes and other differences was the most 
challenging. When looking at the international market for her business, Asia, 
especially the Southeast region, was a clear choice, mostly in order to hopefully 
facilitate the process in terms of culture clashes. On the other hand, she recognized a 
market need for her products in countries located in Europe as well and took 
advantage of that. Since her father has been doing business with European countries 
for a very long time, she thought she could receive some assistance from him. Other 
than the culture clashes, Dao found logistics to be a tough process and mentioned it 
was due to her inexperience. Regarding the uncertainty surrounding the entire 
process, Dao said she was rather calm, knowing that people around her had experience 
and could always help. During the internationalization process, Dao mentioned that 
her previous international experience with Western culture was essential and 
facilitated relationships, as well as her respect and calmness towards others and the 
process.  
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Networks  

Dao is not a part of any formal network. However, she still has many friends from 
university that she keeps in contact with, saying that since they all moved on to pursue 
different careers, they all have different experiences, which “opens the door to much 
helpful advice.” Furthermore, she explained that her father and his network has been 
extremely useful. At times when she needs business-related advice, she always speaks 
to her dad and says that if he cannot answer her questions, “he will find someone who 
can.” Dao admits that her network has helped her tremendously in finding 
connections as well as gaining all the knowledge surrounding both domestic and 
international business. Finally, Dao states that without her network there is no way 
that she would have been where she is today, mentioning that she probably would not 
even have been an entrepreneur if it was not for her network.  

Traits  

Compared to other entrepreneurs Dao feels that she is very open towards her team of 
employees; “I see myself more as a big sister to my staff members than as their boss”, 
she wants everyone to feel that they can come to her with anything, knowing that she 
is willing to talk about, and discuss it. Naturally, Dao starts with training her staff, 
teaching them to do all processes themselves without she having to follow them 
around, saying that she does not enjoy being that controlling, she chooses to believe 
in her staff members and that they are doing the correct things. Furthermore, Dao 
mentioned that she is often visiting the factories, meaning that she does not spend 
much time in her office. She appreciates it more when she can be around her staff, 
seeing what they do and being a part of their team instead of only being their 
employer. Dao stated that compared to men, women are more caring, emotional and 
sensitive which is something that she recognizes in herself, despite trying to leave 
personal feelings outside of her professional life. Moreover, she expressed that 
women tend to show more feelings, making employees feel similar to family, leaving 
Dao with the impression that it is one of the reasons women are easier to communicate 
with when in a leading position compared to men. Another thing that Dao mentions 
as essential is always to respect her employees. She tries her hardest to never put too 
much pressure on them or yell, saying that her employees are not her slaves but her 
equals.  

4.1.4 Lawan  
Lawan had just started her first year at university when she decided to establish her 
own business as an 18-year-old. She always knew that she was going to end up as an 
entrepreneur since both of her parents are successful entrepreneurs. One of Lawan’s 
biggest passions in life is bubble tea, explaining that she consumes over three bubble 
tea’s per day. Lawan mentioned that since she grew up as the daughter of two 
entrepreneurs, she knew that picking a business idea that she was passionate about 
was essential, knowing how much time she would need to put into it.  
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Before becoming an entrepreneur, she was aware that she would have to work seven 
days a week and thereof, she wanted her business to become her passion. Lawan was 
aware of the bubble tea market being somewhat risky since it is considered being a 
red ocean industry, especially in Southeast Asia. Hence, a crowded market did not 
hinder her from translating her passion into a reality; she believed in herself and were 
confident of success. Her business grew rapidly within the first two-three months, and 
now seven years later, her business is well-known in the industry and among Asians. 
As of 2019, Lawan has seven shops that she owns herself and has 50 employees.  

Internationalization Process 

Due to the rapid growth of Lawan’s business, she decided to open up for her business 
idea to be sold as a franchise across Southeast Asia. Her business idea is available as 
a franchise in Singapore, Cambodia, Vietnam, and Malaysia. The reason for taking 
her business abroad are several; however, mainly due to the rapid growth and the vast 
market opportunity in many other Southeast Asian countries. Lawan did not possess 
the finance of establishing all stores herself, which is when the franchise idea 
emerged. She chose the mentioned countries since they are somewhat close to 
Thailand, and the chosen markets are where she mainly identified market 
opportunities. Due to Lawan’s young age, she barely knew anything about how to 
internationalize a business and what a franchise meant. She explained that identifying 
the right entry mode and learn about franchises was one of the hardest challenges of 
the internationalization process. Since her parents are entrepreneurs, they supported 
her and helped her out during the more difficult times. She explained that her parents 
helped her deal with uncertainties that might occur. Besides, the uncertainty decreased 
somewhat since they had identified market opportunities in the chosen countries, as 
well as the entry mode, being franchising, leaving a lot of the uncertainty with the 
franchisee.  Lawan believes that her traits made the internationalization process easier 
because she considers herself being calm and extremely patient. 

Networks 

Lawan usually turns to her mom when she needs advice; however, she knows that 
both her parents are capable of assisting her with any advice regarding her business. 
Her entire family is supportive, and they continuously try to help her in any way they 
can. Since her parents and their friends possess much knowledge of running a 
business, they have given her a large number of useful advices in order to avoid 
mistakes. Lawan claims: “it is a short-cut to have a well-established network.” She is 
a part of a formal network with both females and males, where they all can seek 
inspiration and advice from one another.  

Traits 

Lawan describes herself as an open-minded, ambitious and patient entrepreneur. She 
is open to any feedback in order to improve herself as an entrepreneur and a leader. 
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Her business started from nothing at a young age; she believed it was challenging to 
establish her own business at the age of 18. Therefore, she explained that her great 
patience was necessary, in order to continue her business. At first, running a business 
was extremely stressful due to her young age, having to balance university studies 
and entrepreneurship. Her lack of experience was a constraint as well. However, along 
the way, she has learned how to deal with uncertainty, how to manage employees, 
and how to be the manager. Lawan does not see any vast differences between female 
and male entrepreneurs; however, she believes that females are more creative than 
men. She often notices that entrepreneurs in her surroundings has the same personality 
traits as her and believes that most entrepreneurs are ambitious and patient. Finally, 
one thing that she believes makes her stand out among other entrepreneurs is her 
creativity and innovation. Yet, she admits to the importance of most business owners 
to use a little bit of “copy and improve.” 

4.1.5 Anong  
Anong is currently running multiple restaurants in the Bangkok area, as well as being 
the franchisor of multiple restaurants all over Asia. Anong decided to start her own 
business while on maternity leave. She often had guests over at her house, inviting 
them for dinner, and with time, it emerged as a business idea. Finally, in 2011, she 
decided to open her first restaurant in her local neighborhood, which became an 
immediate success. The quick success of the first restaurant leads Anong to open up 
more restaurants all over the Thai capital and besides, lending her business idea as a 
franchise to other Asian nations. The number of employees at the company increases 
rapidly; however, as of today, they are around 200, all positioned at different levels.  

Internationalization Process  

Originally it was not Anong’s intention to introduce her business to any international 
markets. However, the reason that her restaurant today has franchises in other Asian 
countries is her reputation in Asia, coming from her former high-profile job which 
made her somewhat famous in Asia. She had multiple people reaching out to her, 
asking regarding the possibility of opening her restaurant in their country, as a 
franchise. Since Anong herself did not plan the international expansion, she 
experienced it as not being too complicated. She explained that because it is a 
franchise, meaning that other people than herself takes care of the start-up, she could 
be more relaxed. However, she admitted that there was a lot to learn regarding 
franchising that she had no previous experience with, which was the toughest part of 
internationalization. She did not choose the countries in which her franchises exist 
today, she acted upon opportunities that presented themselves through people 
reaching out from specific markets (Malaysia and Singapore). The toughest part of 
the internationalization process, according to Anong, was the initiation of franchising; 
teaching the franchisee and explaining the concept.  
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The internationalization process was especially tough since it was a rather sudden and 
unexpected turn for her business. On the other hand, she was pleased with being 
contacted by people wanting to take on a franchise, which meant she could be present 
on the international market without actually having to be there physically or having 
it be too time-consuming. Furthermore, she mentions that her time management skills, 
as well as her prioritizing skills and perfectionist ways, were what made the process 
smooth and rather comfortable.  

Networks 

At times when Anong needs advice, she most often turns to her husband. She is not a 
part of any formal network as of today; however, Anong mentioned that she has 
previously been a part of networks. When needing business-specific advice, she 
makes sure to call someone with specific knowledge regarding whatever she needs 
help with. Furthermore, Anong says that she is not a great believer in networks as she 
cannot see the benefits of them. She does admit that it is always great to know many 
people as “they create a connection to something that you otherwise would not have 
a connection to.” She emphasizes the importance of never relying completely on a 
network, saying, “they cannot carry you.” She does not believe that being a part of a 
network would have been helpful to her or her business. However, Anong says that 
her connections and relationship that her previous career experience has given her 
proved to be somewhat useful.  

Traits  

The reason behind Anong’s decision to become an entrepreneur was her desire to 
challenge herself. “I had already been successful in other professions, and I wanted 
to challenge myself, I wanted to see if I could do this and succeed here as well.” As 
an entrepreneur, Anong says that her strong point is people management, seeing 
people as resources. She says that the first thing she looks at when hiring is attitude, 
not a university diploma, leading to her giving people the chance to grow within a 
company without any theoretical or practical experience. She further elaborates on 
her being able to see things in people that they might not see themselves, which she 
admits has benefitted her business since people tend to stay in a company for a longer 
time if they can see personal progress that they did not expect. 

Furthermore, Anong says that other personal traits that have benefited her along her 
journey are her eye for detail, her prioritizing skills, and herself control, especially 
when it comes to controlling her temper in heated situations. When comparing herself 
to others in her position she recognizes her work-life-balance as her strongest asset, 
saying that time management might be the single most important thing for her, 
making sure she misses none of her kids’ activities, which is something she sees that 
others, especially women, struggle with. When talking about stress and uncertainty, 
Anong mentions that she is good at “turning work off” and knowing very well when 
she needs to stop.  
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She says that no matter the size of the problem she is aware that she cannot fix it all 
simultaneously, having the philosophy that “what cannot be done today, we will 
continue with tomorrow.” 

4.1.6 Noi  
Noi has been a business owner for nearly ten years. After graduating from university, 
she went on to work for a company offering scientific equipment, the same industry 
that her own established company is involved in. Noi’s initial plan was never to start 
an enterprise; however, after working at her previous workplace for ten years, she felt 
that it was finally time to try something new. Additionally, she said, “I needed a job 
that would let me balance work and family according to my needs and demands.” 
Because of her previous experience, Noi had no difficulties with choosing which 
industry to operate. Today Noi’s company has 25 employees and is involved in 
project business as they offer customers complex scientific equipment. When talking 
about the biggest challenge she has ever encountered in terms of her business Noi 
said: “the biggest challenge for me was the day that I decided to do this, it is hard to 
cross the line between being the employee, and then all of a sudden being the owner.”  

Internationalization Process 

The reason for Noi to take her business abroad was the need and demand for her 
projects. She noticed that there were customers interested in similar solutions that she 
was offering, which is when she identified the internationalization opportunity. Since 
Noi’s company involves very complex systems that require high-leveled, knowledge 
the company engaged in project business in order to ensure the quality of the systems. 
Noi explained the internationalization process as being rather complicated due to the 
complexity of the projects. Furthermore, she explained that the most challenging part 
of the process, as she remembered it, was to trust both her employees and the customer 
enough to send them abroad for the project as well as to making everything work 
logistically. Today, Noi has sold projects to both Myanmar and Cambodia, however, 
due to the complexity as well as the customer, Noi explained that the chance of 
internationalizing to more countries is limited. Most of her customers are government 
institutions which she explained; is why it is hard to internationalize further since 
there is a limited amount regarding what she can offer opposed to what they already 
possess. Moreover, she explained that even though it can be difficult dealing with 
governments as customers, she never experienced difficulties in obtaining customers 
since Noi already had contacts from her previous job; therefore, she mentioned this 
as the easiest part of internationalization. Regarding the uncertainty, Noi mentioned 
that there is uncertainty regarding most things in life so that there would be anything 
special regarding this; she did not think of. Finally, she mentioned that one of her 
traits that proved useful during the internationalization process was her management 
skills which lead to a constant focus on teamwork, enabling everyone involved to turn 
to each other for support.  
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Networks  

When in need of advice, Noi always turn to her experience before asking someone. 
Regarding people that she turns to, she mentioned that she most often turns to her 
university friends as well as friends within the industry. When talking about her 
(informal) network relations, Noi described them similar to a spider web with a 
constant exchange of advice and experience. Noi believes that her network has been 
a tremendous help for her in terms of her business career, saying, “you cannot work 
alone.” She says that her network and previously established contacts helped her most 
in the process of starting up her enterprise as many of the customers that she has today 
comes from connections established at her previous workplace.  

Traits  

Among other entrepreneurs, Noi mentioned standing out in terms of her ability to 
listen to her clients “I tend to listen to the client’s needs and wants.” Besides, she 
always delivers her products with the level of quality that she feels represents her and 
her business. Noi explained that despite having run her enterprise for over ten years, 
she rarely sees herself as an entrepreneur “I view myself more as one of the employees 
than as the boss, and that makes it easier for me to get the job done and teaches me 
how to control all difficult situations.” In terms of dealing with stress and uncertainty, 
Noi said that she always applies her previous experience in order to avoid uncertainty 
as much as possible. She mentioned that she always tries to stay calm and that she has 
learned how to calm herself down in stressful situations which have helped her in her 
career. She further elaborated on that there are many risks involved with 
entrepreneurship “As an employee, you always knew that you would get paid once a 
month, but as an entrepreneur, you have to figure all that stuff out yourself.” In 
addition, Noi mentions other personal traits that she possesses, being a good follower 
and a good listener as well as being able to handle situations involving difficult 
decisions saying, “I go straight forward when others tend to take a detour to avoid 
difficult decisions.” Finally, Noi said that she firmly believes that she is in control of 
her business environment, mentioning that she would never leave her business destiny 
to be decided by anyone else than herself.   
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5 Analysis  
In this chapter, the empirical findings and the theoretical framework will be linked 
together. This chapter aims to create an analysis which highlights the conceptual 
framework presented as a part of the theoretical framework. The empirical findings 
and theory will be compared, and similarities and differences will be displayed, 
discussed, and examined. This chapter is divided into different themes in accordance 
with the research question; internationalization, networks, and traits. 

Female Entrepreneurship in Thailand 

According to theory, an emerging market female entrepreneur is a woman that 
engages in business activities because she needs to (Allen et al. 2007; Kelley and 
Bosma, 2019). Thus, she does it out of necessity. In addition, female entrepreneurship 
is perceived as something women do in order to make a difference in society and 
achieve flexibility (Fielden and Davidson, 2010). Despite this, business adventures 
that are run by women are seen as less successful than those run by men (GEM, 2011). 
In the empirical findings, it is displayed that female entrepreneurship in Thailand is 
something else. It is true that Thai females pursue entrepreneurship activities because 
they want flexibility. Jirada and Noi mentioned that entrepreneurship was 
increasingly appealing to them because they got the opportunity to be their own 
employer and Anong explained that the reason for her starting her enterprise was so 
that she could manage her own time and spend more time with her children. Anong’s 
statement correlates very well to theory (Fielden and Davidson, 2010) saying that the 
reason behind pursuing female entrepreneurship is the flexibility it enables for women 
in terms of attending family matters. None of the women that have taken part in this 
study have approached entrepreneurship due to necessity, quite the opposite, which 
is a conflicting theory (Allen et al. 2007; Kelley and Bosma, 2019). Besides, all 
interviewees suggest that there is no difference between male and female 
entrepreneurship in Thailand since everyone is equally respected, which implies that 
theories regarding unsuccessful female enterprises (GEM, 2011) is insufficient in this 
particular country.  

The empirical findings suggest that a Thai female entrepreneur is an independent, 
fearless risk-taker who is charming, flexible, creative, controlling, sensitive as well 
as a good listener. 

5.1 Internationalization 
International Market Selection 

The Uppsala Model (Johanson and Vahlne, 1977) explains that firms tend to 
internationalize their activities in different stages. Thus, a traditional firm tends to 
begin its international affairs with low commitment to geographically close markets. 
It is first after this that a firm enters markets which are located further away (Johanson 
and Vahlne, 1977).  
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The empirical findings of this report state that Thai female-led firms tend to expand 
their activities to markets located close to Thailand such as Malaysia and Singapore, 
which shows that these firms’ internationalization process, at least to some extent, 
can be compared to the Uppsala Model. However, the empirical findings do show that 
the firms cannot be compared to the Uppsala Model all the way through their 
internationalization process. None of the interviewees taking part in this study has 
engaged in a slow and gradual internationalization process with an increasing amount 
of involvement, as Johanson and Vahlne (1977) suggests. Instead, these firms have 
internationalized rapidly, either from inception or soon after that, which is more in 
accordance with other theories such as Born Global and International New Ventures 
(Oviatt and McDougall, 1994). Nita, Jirada, and Dao all brought their firms to none-
Asian markets such as Europe, and the USA which gives the two later 
internationalization theories further support from the empirical findings as those are 
markets located at a substantial psychic and geographical distance from Thailand. 
Additionally, all firms have sought to derive competitive advantage from 
international resources, which is further supported by the International New Venture 
theory.  

According to the empirical findings, there were other components involved in the 
market selection process. Jirada, Dao, and Noi all mentioned that their network was 
a factor. This argument correlates to theory through the Network model approach to 
internationalization. The Network theory (Johanson and Mattsson, 1984) argues that 
firm internationalization is the natural development from network relationships with 
foreign individuals and firms. The empirical findings further confirm this as the 
mentioned interviewees say that their connections were the reason for them choosing 
which markets to enter. Jirada, Dao, and Noi all said that being a part of a network 
with many experienced international entrepreneurs and companies, as well as the 
previous international experience did, in fact, influence their market choice. Dao 
mentioned that her network, primarily her father and his international connections, 
were those who influenced and encouraged her to enter the European market. Jirada 
and Noi both stated that their previous experience and network connections worked 
as bridges to their chosen foreign markets as knowledge sharing is the main reason 
for them participating in network activities. Moreover, it is possible to interpret that 
Anong too, made use of her network when choosing which international markets her 
firm should enter. In the empirical findings, it is displayed that Anong had people 
from other countries reaching out to her; she mentioned the reason behind that as 
being due to her previous career, which made somewhat famous in Asia. 
Consequently, this can be analyzed as Anong taking advantage of her network and 
therefore, as Mtigwe (2006) and Hollensen (2017) says builds bridges to new 
international markets through network connections.  
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The empirical findings show that all firms have experienced a rapid 
internationalization process; however, as many of them only have their operations 
active in a few international markets, it is implying that they are inadequate of the 
global perspective that a born global firm should have according to theory (Oviatt and 
McDougall, 1994; Knight and Cavusgil, 2004). Furthermore, the empirical findings 
reveal that what all the firms have in common is their rapid internationalization to 
geographically close markets. The interviewees all mentioned that they are 
comfortable with the psychic distance to the foreign markets not being too lengthy; 
which can be analyzed as them looking at markets that are comfortable in terms of 
psychic distance. This analysis is comparable with what Hollensen (2017) mentions 
regarding that SMEs when internationalizing their activities, tend to select markets to 
where there is a low psychic, geographical and cultural distance. In addition, it is 
possible to see a pattern when it comes to the advantage of networks. Four out of six 
interviewees in this study gained favors in terms of their market selection due to 
networks which imply that theory is correct when saying that firms gain knowledge 
from their networks which flourishes into an international market entry. The empirical 
findings further confirm theories stating that there is information to gain within 
networks that would take a substantial amount of time to gain without access 
(Mtigwe, 2006) as the interviewees all explain that they have received valuable 
information from their respective networks.  

The strategy behind the international market selection for the Thai female 
entrepreneurs can thereby be explained as a choice made in small steps in terms of 
psychic and geographical distance, which is in accordance with both what the Uppsala 
Model (Johanson and Vahlne, 1977) and Hollensen (2017) says regarding the 
internationalization of firms. Moreover, it becomes clear that the choice is based upon 
network connections as well since it is displayed in the empirical findings that the 
female entrepreneurs listen and takes advantage of their business connection in the 
way that theory (Tikkaneen, 1998; Mtigwe, 2006) suggests. Finally, the empirical 
findings and theories show that Thai female entrepreneurs choose which international 
markets to enter based on a comfortable psychic and geographical distance as well as 
recommendations and previous experiences by network connections. This displays 
that the entrepreneurs follow the internationalization theories Uppsala Model 
(Johanson and Vahlne, 1977) and Network Model Approach (Johanson and Mattsson, 
1984; Tikkaneen, 1998; Mtigwe, 2006).  

Entry Mode  

The Uppsala Model (Johanson and Vahlne, 1977) suggests that a firm’s first 
international venture should start with traditional, low-involvement export activities 
before increasing commitment to foreign markets by setting up a foreign subsidiary. 
However, the empirical findings show differences in how the female-led firms 
decided to pursue their internationalization into new markets.  
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Nita and Dao are involved in trade-based activities such as those that the Uppsala 
Model (Johanson and Vahlne, 1977) suggests and their process can therefore be 
compared to that theory. Jirada runs a travel- and education agency, which she has 
built upon strategic alliances in order to ensure her international market presence as 
well as being able to deliver the best international experiences to her customers. Both 
Lawan and Anong are running businesses in the food and beverage industry, which 
they presented to international markets through the opening of franchises. Finally, 
Noi took a completely different approach, using project business as her market entry 
strategy due to the complexity of the projects and systems her business offers.  

As mentioned, Johanson and Vahlne’s model (1977) explains that firms should 
engage in increasingly high-involvement entry modes as the internationalization 
process proceeds; however, none of the females taking part in this study have made 
such a change as they are still involved in a rather low risk and low involvement 
activities. Even though both Nita and Dao’s initial entry mode can be compared to 
the suggested path of the Uppsala Model (Johanson and Vahlne, 1977) they have not 
gone along with the suggested switch to more uncertain and higher involvement 
modes despite running international businesses for several years. This can be viewed 
as them not seeing any benefits with a higher risk mode, or that they, in this regard, 
are aligning with the theories arguing that women have a lower risk-taking propensity 
than men (Díaz-García et al. 2016, Brush, Gatewood and Welter, 2016; Lowe Nielsen 
et al. 2017). 

In contrast to the Uppsala Model (Johanson and Vahlne, 1977) and its suggestions, 
Jirada, Lawan, Anong, and Noi did not initiate their international activities through 
trade-based activities. However, franchising, which is used as the entry mode for two 
of the interviewees, is an intermediate entry mode, involving shared risk between the 
franchisor and franchisee (Hollensen, 2017).  According to Hollensen (2017), there 
are industries where it is more common to use franchising as a mode of entry than in 
others, among those mentioned as common are the food and beverage industry, which 
is the industry that the interviewees in question are involved in. Furthermore, this can 
be analyzed as the two women using the typical entry mode for their respective 
industries. Theories regarding franchising additionally argue that it is quite common 
to use a franchising strategy during the start-up stages of a firm (Hollensen, 2017), 
which correlates very well to the empirical findings since both Lawan and Anong 
pursued franchising very quickly after inception. This, in order to raise brand 
awareness, both domestically and internationally. Moreover, Hollensen (2017) states 
that it is recommended for SMEs to use some type of intermediate form with 
contractual relation, alternatively, relations based on systems created upon mutual 
investments since SMEs often lack knowledge internally because of their size 
(Hollensen, 2017). Both Lawan and Anong support this argument as they are involved 
in franchising and further by Jirada whose business has used strategic alliances to 
enter international markets.  
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Theories regarding strategic alliances argue that they are the most effective entry 
mode to use if for a firm wanting to achieve objectives quickly (Hollensen, 2017). 
Additionally, it is argued that firms enter alliances out of opportunity rather than 
linkage with overall goals, an argument which finds support in the empirical findings 
where Jirada states that the easiest and quickest part of her firm’s internationalization 
process was finding business partners. This can be analyzed as Jirada seeing 
opportunity in the answers she got when reaching out to potential business partners. 

Noi is involved in project business; according to Cova, Ghauri and Salle (2004) and 
Owusu, Sandhu, and Kock (2007) discontinuity, uniqueness, complexity, and the 
extent of financial commitment are what distinguishes project business from other 
international market entry modes. In the empirical findings it is mentioned that Noi’s 
business does involve very complex and expensive software that few firms can offer 
and in addition, they are set up within a limited time frame which gives further support 
to the argument regarding distinguishing characteristics regarding project business. 
Moreover, it is mentioned that by using project business as an internationalization 
mode does bring the ability for both parties involved to build long term relationships 
(Owusu, Sandhu and Kock, 2007). This argument does find support within the 
empirical findings since Noi did mention in her interview that she does work with her 
clients on a long-term basis. Thus, when in need of new software solutions, the aim 
is that the client will turn to her business once more, which they usually do according 
to Noi.  

According to Bradley (2005), the internationalization mode which a firm chooses to 
enter foreign markets is one of the most crucial decisions a firm can make. The choice 
determines how the company deals with foreign business partners, and it regulates 
the company’s ability to control its international business process. In the empirical 
findings, many of the interviewees’ state that their company’s mode of 
internationalization was a decision made up of coincidences and opportunities. For 
example, Jirada contacted multiple potential business partners from whom she hoped 
to get an answer. When talking to her about the internationalization process, she gave 
no impression of having an initial plan for her company’s internationalization and 
neither did she mention getting any help from experienced persons. This can be 
analyzed as her going along with what was suggested by others (e.g., the new business 
partners) due to inexperience with international business which would imply that her 
entry mode decision did not follow Bradley’s (2005) suggestions. Jirada is not the 
only one giving these impressions; Anong and Noi were in similar situations 
regarding their choice. Anong mentioned that the reason for her business being 
international were people in other countries that recognized the international potential 
in her restaurants and therefore, suggested her to pursue franchising. As for Noi, her 
decision regarding the engagement in project business was an opportunity presented 
by others as well.  
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The reason behind the choices of entry mode can be interpreted as the women acting 
upon the opportunities presenting themselves out of coincidences which none of them 
saw coming. Therefore, the choices made in these situations does not correspond to 
Bradley’s (2005) argument. On the other hand, Dao and Lawan both had experienced 
business people involved in their entry mode decisions according to the empirical 
findings. Dao stated that the significant force behind most of her early-day business 
decisions was her father, which she mentioned helped her a lot in choosing both 
market and entry mode since she followed his footsteps. Likewise, Lawan has two 
parents that are business owners; when talking about her decision to start up a 
franchise, she did mention that she knew nothing about it which forced her to learn 
everything. Concerning Bradley’s (2005) argument, Dao’s and Lawan’s statements 
can be analyzed as them both realizing the importance behind the decision, taking in 
much information and therefore, learning what the different entry modes mean. 

Despite all the interviewees showing somewhat different behaviors in terms of their 
entry mode decisions, their statements still show a quite clear pattern, especially in 
terms of risk and involvement. The Uppsala Model (Johanson and Vahlne, 1977) 
states that low risk and low involvement should be how a firm goes about 
internationalization in its early stages and besides Hollensen (2017) states that SMEs 
tend to engage in lower risk modes due to their lack of knowledge and smaller size. 
The empirical findings do support both of these theories as all of the women have 
entered international markets by export- or intermediary modes. Furthermore, this can 
be analyzed as Thai women not wanting to take too high of a risk (Guelich, 2017; 
Guelich, 2018) in terms of international business, since they are involved in low- or 
shared risk entry modes. This, would, once again, support theories regarding that 
females take fewer risks than men (Díaz-García et al. 2016, Brush, Gatewood and 
Welter, 2016; Lowe Nielsen et al. 2017).  

5.2 Networks  
Entrepreneurs could attain networks that can be either formal or informal (Coviello 
and Munro, 1995). Rosenbaum (2016) and Guelich (2018) state that women tend to 
be involved in informal networks consisting of friends and family instead of business-
related connection, leaving these networks to hold less business-relevant information. 
In this thesis, the empirical findings display interviewees having access to informal 
networks such as family and friends. All six interviewees claimed they either turn to 
parents, close friends, or their husbands when they require advice regarding their 
businesses. Therefore, the empirical findings in this thesis confirm theory statement 
to some extent in terms of women participating in informal networks (Rosenbaum, 
2016; Guelich, 2018). Noi explains in her interview that she always tries to find 
answers in herself by going back to previous experience before she turns to someone 
else for advice. She has a well-established informal network, which she describes as 
a spider web where individuals tend to exchange advice and experience.  
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Besides, Noi believes her informal network has benefited her in many ways, foremost 
in the establishment of her enterprise. Networks could be highly valuable for firms 
concerning accessing market information and knowledge, which would usually take 
quite some time for a firm to acquire without the help from a network (Mtiwge, 2006). 
Entrepreneurs who have the right knowledge concerning networks can benefit from 
those and have a greater understanding of the impact of networks (Coviello and 
Munro, 1995). The interviewees’ answers implied that they were well aware of what 
networks can contribute to. Anong stated that she is not a great believer in networks 
and did not see how she would benefit from them. However, at the same moment, she 
indicated the benefits of knowing many people since “they create a connection to 
something that you otherwise would not have a connection to.” Anong’s statements 
are somewhat conflicting one another; however, it could be analyzed her believing in 
networks since she has benefited in previous experiences and she further mentioned 
that her status in Thailand, being a public persona, has helped her business. 
Furthermore her quote above shows that she has a similar view of networks to 
Hollensen (2017) as he says that networks contain information that those who are not 
involved will miss out on or take longer time to attain; which would imply that despite 
saying that she does not, Anong believes in the profit of networks. 

Johanson and Vahlne (2009) explain the importance of networks. Knowledge might 
not be available for everyone; for this reason, being a part of a network could lead to 
knowledge, creating, or discovering opportunities. One challenge that women 
encounter is the access to formal networks, and they tend to be left out formal 
networks (Rosenbaum, 2016; Guelich, 2018). Jirada is the only interviewee in this 
thesis to be participating in a formal network, mainly to exchange ideas and 
experiences. However, Anong claims she has been participating in formal networks 
in previous professions. Jirada and Anong are the only ones proving that the theory 
could be inaccurate since they both have been parts of formal networks meanwhile 
Rosenbaum (2016) and Guelich (2018) state women face challenges in terms of 
formal networks and are mostly left out those bonds. Moreover, the interviewees did 
not state that they did not have access to formal networks and reasons for not taking 
advantages of those formal networks is due to not experiencing a need. Finally, it 
could be argued that the interviewees did not feel the demand for formal networks 
due to having family and friends that have been involved in businesses for many 
decades.  

It is possible to form a network depending on a firm’s chosen international market 
entry mode. Owusu, Sandhu, and Kock (2007) explain that long term project business 
tends to evolve and transform to formal business networks due to the long process of 
the project where all kinds of different people and businesses are apart.  
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Thus, after the project is finished, new relationships have been established, and these 
relationships can, according to Owusu, Sandhu, and Kock (2007), continue to grow 
and thereby give firms new international opportunities and bring firms to enter new 
international markets. This argument is especially interesting for Noi, who is the only 
one of the interviewees involved in the project business. Noi stated in her interview 
that she sees it as rather unlikely that her company will enter more than a few new 
international markets. Her answer contradicts Owusu, Sandhu and Kock’s theory 
(2007) which can be analyzed as Noi possibly having more market opportunities that 
can be brought to her by her “project business network” than she is aware of.  

5.3 Traits  
Entrepreneurship’s Big Five  

Entrepreneurs possess characteristics that make them stand out among other 
individuals (Lowe Nielsen et al. 2017). Vecchio (2003) claims that 
Entrepreneurship’s Big Five are more recognized than other characteristics. The risk-
taking propensity is considered being one of the Big Five, and it refers to one’s 
willingness to take risks and chances for potential return (Vecchio, 2003). It has been 
identified that all six interviewees participating in the study have been well aware of 
the risks of pursuing entrepreneurship. Thus, risks and uncertainties that come along 
with entrepreneurship were accepted in order to achieve their current positions. Dao 
mentioned in her interview; “high-risk - high return,” affirming she understand 
potential risks and what it might do and signify. It is clear that the interviewees 
identified opportunities in each market where others tend to see risks. Lawan 
expresses that she was always aware of the risks of entering a highly competitive 
market with her bubble tea. As mentioned before, all interviewees stated that they 
calculate risks with family or close friends in order to receive advice from another 
perspective. The interviewees of this thesis have been taking risks in terms of 
establishing and running their businesses, and therefore, all six responds to the risk-
taking propensity in terms of Vecchio (2003) theory; which implies that they are not 
afraid of what this might do.  

Vecchio (2003) explains the internal locus of control as the extent to which 
individuals believe they can influence events concerning the environment. “I have 
always wanted to be my own boss” (Vecchio, 2003:309), is a common internal 
attribute among females. However, in this study, both Jirada and Noi expressed their 
wish to become their own boss. Lawan implied that she wanted to be independent as 
well. Three of the interviewees in this study confirms Vecchio (2003) statement where 
females tend to engage in more internal attributes. The empirical findings in this thesis 
concede that the business climate is somewhat challenging to control; however, the 
interviewees have established tools to prevail in these barriers.  

 



 

57(65) 
 

Nita state that she is in charge of the business environment, and that she leaves very 
little to the external forces. She is focusing on her performance and on how to get the 
most favorable results possible. Jirada state she is a control-freak and therefore, she 
believes the business environment is within her control and does not want to think 
that someone else is in control of something that belongs to her. 

Vecchio (2003) argues that self-efficacy is one of the five characteristics and this 
particular trait is somewhat related to an internal locus of control. Self-efficacy refers 
to an individual’s belief in succeeding with a particular task or a different situation 
(Vecchio, 2003). The entrepreneurs must, to some extent, believe in themselves in 
order to start their own business, at least that was the case in this study. All 
interviewees were confident in their business ideas despite competitors and crowded 
markets. Besides, even though the interviewees in this study entered markets which 
are considered being red oceans, nevertheless they could identify opportunities due 
to strong confidence regarding the business ideas. Previously mentioned can, 
therefore, be related to the interviewees possessing self-efficacy. Hence, Anong 
explained that she established her business in order to challenge herself and prove her 
abilities.  

The fact that Jirada, Noi and Lawan wanted to be their boss can, in addition, be related 
to Vecchio’s (2003) need for autonomy, since it indicates individuals desire to 
become independent and self-driven. The individual’s motivation often arises from 
the need for autonomy and need for achievement (Vecchio, 2003). Jirada felt drained 
of taking directive from others thereof; she decided to become independent and 
experienced the need for autonomy. When Nita first started pursuing 
entrepreneurship, it was to some extent, odd for women to be business owners. 
However, that did not stop her from establishing her business due to motivation and 
need for achievement. Nita’s main goal with her business was to provide Thailand 
and Asia with new modern equipment in order to increase Asian’s standard of living. 
Nita is 73 years old, and her passion for her business is something unique she has no 
plans to stop anytime soon. In addition, Anong was successful in many other 
professions and wanted to prove herself that she could be the entrepreneur of a 
successful enterprise as well.  

Previous studies claim that entrepreneurship is somewhat a masculine profession due 
to particular characteristics. Need for autonomy, risk-taking propensity, and the 
ability to identify business opportunities are some of the characteristics that 
researchers declare to be masculine. All of the interviewees in this study have most 
or all characteristics which are considered being masculine. Therefore, it can be 
argued whether female and males possess the same traits or not. For this reason, it is 
evident that previous studies have been proven incorrect, supported by the empirical 
findings in this particular study.  
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Female Entrepreneurship  

Researchers indicate that women’s professional ambitions arise from the social 
environment and that women are expected to commit careers in caring professions 
(Rosenbaum, 2016; Santos, Marques, and Ferreira, 2018). This is not supported by 
the empirical findings in this thesis since none of the interviewees are operating within 
child-care, nursing, or teaching professions. Therefore, it could be analyzed that 
women in this thesis do not correspond to the theory since they are taking part in 
industries that are considered being masculine. Over the years, researchers have been 
studying females and males sociological and physical differences (Santos, Marques, 
and Ferreira, 2018). Studies have presented characteristics which males tend to have 
as entrepreneurs. However, researchers have presented that female possesses other 
characteristics compared to their counterparts. Bolman, Deal and Holmqvist (2019) 
claim that females possess characteristics, for instance, democratic, empathy, 
sympathy, helpful and caring for others. The empirical findings in this study confirm 
Bolman, Deal and Holmqvist’s (2019) theory concerning female possesses traits that 
could be seen as more feminine characteristics (see appendix 2 for more details). Dao 
mentioned in her interview that she saw herself more as a sister than the boss over her 
employees. Hence, Noi views herself as one of the employees rather than as the boss, 
since she considers that situation simplifies her work. In addition, Dao state that 
women are more caring, sensitive, and emotional. Both Dao and Nita believe it is 
easier to communicate with females. It can be analyzed in two ways, either it is 
because they are women themselves or it could be accurate since Bolman, Deal and 
Holmqvist (2019) claim that females are emotional, tends to feel empathy and 
sympathy. In addition, Noi, Anong, and Jirada express that they are all excellent 
listeners and that could be seen as them being easy to talk to as well since they process 
the information they are given.  

As previously mentioned in the analysis, three out of six interviewees pursued 
entrepreneurship in order to become their boss. Lathabhavan and Balasubramanian 
(2017) state that Thai female employees face challenges when working with 
colleagues, superiors, and old-boy networks. Therefore, the empirical findings in this 
study support Lathabhavan and Balasubramanian (2017) findings to some extent. 
Three of the six interviewees in this study wanted to become their own boss since 
they were drained of following commands from another party and therefore, 
established their enterprises to avoid superiors. In terms of the glass ceiling, 
Gustafsson and Sedell (2015) claim that there are four factors which are carrying it, 
meaning that these four factors are what keeps women from breaking through the 
glass. When analyzing the Thai female entrepreneurs, it has been made clear that they 
do break through the glass ceiling based on Gustafsson and Sedell’s theory (2015). 
Firstly, it is claimed that women have a hard time balancing work- and family life; 
however, the empirical findings suggest that these difficulties are the reason for many 
of the interviewees to manage their firm.  
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Secondly, management competencies are considered masculine according to theory 
(Gustafsson and Sedell, 2015). In contrast, the empirical findings display that women 
cannot see any differences between men and women in regard to being leaders except 
for the fact that women are better listeners. Thirdly, it is claimed by the theory that 
women experience more pressure in succeeding both privately and professionally 
which the empirical findings suggest that Thai entrepreneurs do; however, none of 
them let that pressure stop them from achieving their positions. Finally, the above-
stated information suggests that Thai female entrepreneurs prove three out the glass 
ceiling’s four factors wrong, and therefore, they break it. This argument does find 
support in Lathabhavan and Balasubramanian’s theory (2017) claiming that Asian 
women tend to break through the glass ceiling to a greater extent than Western-society 
women, which the empirical findings suggest that they do. 
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6 Conclusion 
This chapter will outline the conclusions which can be drawn from this study and the 
research questions that this field study is based on will be answered with support from 
the above analysis. Thereafter, the practical and theoretical implications will be 
discussed and finally, limitations and suggestions for further research will be 
presented.  

6.1 Answering the Research Questions 
The purpose of this field study was to examine and understand how Thai female 
entrepreneurs engage in international business activities. As a consequence, one main 
research question, together with two sub-questions, was formulated in order to enable 
that understanding. The main research question (RQ) that this study aims to answer 
is How do Thai female entrepreneurs internationalize their SMEs? Followed by sub-
question A (SQ: A) How does the engagement in networks influence the 
internationalization process for Thai female-led SMEs? Moreover, sub-question B 
(SQ: B) How do the traits of a female entrepreneur create enablers for the 
internationalization of Thai female-led SMEs? 

(RQ) The main research question aims to examine how Thai female entrepreneurs 
bring their small- and medium-sized enterprises abroad. Thus, how is the international 
market selection made and which entry mode is used when Thai female entrepreneurs 
internationalize their firms. In terms of the international market selection, this study 
has identified quite similar behavior between the participating females. It has become 
clear that Thai female entrepreneurs tend to be drawn towards geographically close 
markets to where there is a low psychic distance, making Malaysia, Singapore, and 
Cambodia particularly attractive markets according to this study.  

Additionally, this study shows that network connections and previous experiences are 
significant factors alongside distances. The empirical findings display the importance 
that networks and connections play regarding the market selection process since a 
majority of the interviewees has been influenced by the experience of others or 
alternatively, been pushed by their connections into choosing a specific international 
market. Furthermore, the Thai female enterprises have all internationalized rapidly 
according to this field study as they have all had established international activities 
right from- or within a couple of years from inception. As for choosing international 
market entry modes, this study suggests that Thai female entrepreneurs go for low- 
or medium involvement modes with low- or shared risk, as the empirical findings 
show that the chosen entry modes among the Thai women are export- or intermediary 
modes of entry. This research further implies that the chosen entry modes for a firm 
tend to be somewhat industry-typical and furthermore, that the type of entry mode has 
little tendency to change with time as some theories suggest firms should do. This 
because none of this study’s participants have made any adjustments to their primary 
mode of entry.  
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The result of this study shows that Thai female entrepreneurs internationalize their 
SMEs much according to internationalization theories such as the Uppsala Model 
(Johanson and Vahlne, 1977) and the Network Approach (Johanson and Mattsson, 
1984; Tikkaneen, 1998; Mtiwge, 2006). However, in contrast to the mentioned 
theories, the internationalization of Thai female-led firms tends to be quick and close 
to their inception and the choices tend to be influenced to a rather large extent by 
network connections. In conclusion, Thai female entrepreneurs bring their firms 
abroad quickly after establishment, to geographically and psychically close markets, 
through the implementation of export- or intermediary modes where there is 
somewhat low risk and involvement.  

(SQ: A) The first sub-question considers the influence of networks on the 
internationalization of a Thai female-led firm. As presented in the analysis, this thesis 
will both analyze and conclude the influence of networks under separate subheadings 
since networks influence more than one part of the internationalization process. It is 
stated in the previous two paragraphs that networks do influence the 
internationalization process of Thai female-led firms regarding the choice of market 
and entry mode. In other regards, networks have influenced more than those two 
aspects of the internationalization process. As can be derived from the analysis that 
Thai females do not face any obstacles in accessing formal networks, however, the 
empirical findings suggest that many women choose not to be a part of them for other 
reasons than not being able to access them. This study shows that Thai women take a 
large portion of business advice from their networks, formal as well as informal, 
which concludes that there is much information to gain from either type of network. 
This study further proves that networks, both formal and informal, provides much 
valuable information to the Thai female entrepreneurs and their firms. The networks 
that the women are a part of has the power to affect in which direction the 
internationalization should go as well as which entry mode and which markets the 
firm should enter, as presented in the previous paragraphs.  

(SQ: B) The second sub-question investigates how the traits of a female entrepreneur 
influence the internationalization process of her enterprise. Researchers tend to 
distinguish male and female traits. Risk-taking propensity, need for autonomy, as well 
as identifying business opportunities are traditionally seen as typically masculine. 
Caring for others, empathy, sympathy, and democratic are according to the theory are 
recognized as stereotypical characteristics for females. The empirical findings in this 
study suggest that female entrepreneurs in Thailand possess traits that are traditionally 
seen as masculine; however, they claim to possess the typical feminine traits as well. 
The analysis demonstrates that the Thai females in this field study maintain traits such 
as the need for autonomy, risk-taking propensity, need for achievement, self-efficacy 
and internal locus of control (Entrepreneurship’s Big Five). As discussed in the 
analysis, it is clear that the characteristics have been enablers for the entrepreneurs in 
the internationalization of their SMEs.  
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The Thai females in this study were all able to identify business opportunities; thus, 
decided to enter somewhat crowded markets. Thereof, it is evident that the empirical 
findings identified opportunities where others tend to identify risks rather than 
opportunities. All interviewees in this thesis possessed risk-taking propensity due to 
entering crowded markets where several competitors could be identified. However, it 
was not considered a constraint for the interviewees, rather a motivating power. The 
risk-taking propensity has led the entrepreneurs to where they are today. Thus, they 
are not afraid of what this might do. Self-efficacy was identified due to the 
interviewee’s confidence and their strong belief in their business ideas, which in this 
case is considered an enabler in regard to the internationalization. Need for autonomy 
as well a need for achievement are viewed as enabler due to Thai females wanting to 
be independent and their motivation of becoming successful entrepreneurs. Not 
possessing the two characteristics, in this case, could have led to a local business 
rather than an international. Finally, internal locus of control is an enabler for the 
interviewees in this study since they all believe they are in charge of the business 
climate and have created tools on how to handle uncontrolled events. As previously 
mentioned, the participants in this study, possess traits which are considered being 
masculine and feminine. Theory state that the typical female traits (caring for others, 
empathy, etc.) are considered constraints within business. Thus, the researchers of 
this thesis did not see that those typical female traits led to challenges or constraints 
for the Thai entrepreneurs participating in this study. Hence, the researchers could 
neither identify that those typical female traits led to enablers in the 
internationalization process of their SMEs. Therefore, the researchers demonstrate 
that these characteristics did not influence the Thai female internationalization 
positively nor negatively.  

To conclude, the researchers argue that Entrepreneurship’s Big Five, as well as 
traditionally masculine characteristics, have created enablers for Thai females in the 
internationalization of her SMEs in the context of Thailand. Furthermore, to better 
enhance the understanding of the Thai female entrepreneur, this study concludes that 
a Thai female entrepreneur is an independent, fearless risk-taker who is charming, 
flexible, creative, controlling, sensitive as well as a good listener. 

6.2 Theoretical Implications  
The world of business has experienced rapid changes during years of globalization. 
Increased international activity among businesses as well as the population, in 
general, has, in combination with the technical development, brought the world closer 
together. The overall reduced psychic distance has contributed to business 
internationalization from other markets than the developed ones who have promoted 
reasons for research to be conducted on the topic.  
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Emerging markets have come to play an additionally important role in the community 
that is an international business, not only are they participating in the international 
market, they are introducing a different way of going about it; EMF’s has found a 
way to include women in the business community, unlike any other developed 
market.  

This study’s findings exhibit that Thai female-led SMEs are quite similar to small- 
and medium-sized enterprises in general regarding the internationalization process, 
as they follow patterns which are somewhat alike. The international market selection 
process is comparable to that of similar firms (Johanson and Vahlne, 1977), and the 
market entry modes are following the examples of developed-country-SMEs 
(Hollensen, 2017). In contrast, this field study demonstrates specific differences 
regarding how women go about their international business adventures. Thai women 
do, according to this study, encounter very few of the limitations that women, in 
general, are believed to do (Rosenbaum, 2016; Díaz-García et al. 2016); as they 
according to this study, defeats the glass ceiling and, are very similar to men in terms 
of business procedures. Thus, Thai women do possess all the masculine suggested 
traits mentioned in theory, which suggests that they are very similar to men. This field 
study further enhances the importance of network connections through the entire 
process of setting up an enterprise, from inception, through the internationalization 
(Johanson and Mattsson, 1984; Tikkaneen, 1998). The research does show that 
connections are essential regardless of those connections having business-ties or not. 
However, international connections within a network are very beneficial for 
international business success.  

6.3 Practical Implications 
This thesis findings demonstrate that female entrepreneurship is a growing profession 
in Thailand. Females want to become independent and find flexibility in their 
everyday life.  The researchers argue that specific characteristics will advantage and 
empower the internationalization of her SME. A female entrepreneur who is not afraid 
to fail, have strong confidence, wanting to succeed, and being self-driven have created 
enablers in the internationalization process.  

Furthermore, the researchers argue that informal, as well as formal networks, are 
highly valuable since it contributes knowledge and other beneficial information to the 
Thai female entrepreneurs and their firms. Hence, the researchers suggest that 
possessing the right characteristics, together with valuable networks, can reduce 
uncertainties for EMF’s in their internationalization process. Besides, the psychic 
distance will be reduced if the entrepreneur involves her network in the 
internationalization process. Thus, the entrepreneur should take advantage of her 
network as well as using knowledge in order to reduce the psychic distance to 
somewhat new markets.  
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6.4 Policy Implications  
This research was funded by SIDA and MFS and therefore had a requirement of 
contributing to one or more of the 30 global goals for sustainable development. Goal 
number five is gender equality, which this thesis aimed to contribute to as this research 
does to some extent concern gender differences. Within goal five the aim is to ensure 
full participation in leadership and decision-making; this thesis has made 
implications regarding how important it is to have women in leading positions since 
they do contribute greatly to the world economy, especially in emerging markets. 
Additionally, this research has shown that women in one of the world’s emerging 
markets do have access to these positions and that not all encounter barriers which 
important information for decision makers is.  

6.5 Limitations   
In the process of attempting to answer the research questions, limitations to do so 
were identified. As this thesis aimed to clarify how Thai female entrepreneurs 
internationalize their SMEs, no considerations were made regarding the industry in 
which the SMEs were active. This resulted in the researchers having interviewees 
offering a variety of products ranging from food and beverages to advanced 
technology. These dissimilarities were evident in the empirical findings in terms of 
the firms having a somewhat diverse international behavior; however, the Thai 
women did exemplify very similar traits and approaches to networks. This became 
moderately challenging when trying to draw a conclusion. A second observed 
limitation was the sizes of the female-led firms, some were recently established with 
quite a few employees, finding themselves being very close to a Micro Enterprise, 
whilst some of the firms have been running for a long time and therefore, found 
themselves on the upper end of the employee scale, being closer to a Large Enterprise. 
However, these differences were not displayed to a large extent in terms of their level 
of international commitment. To that end, this solely focused on Thai female 
entrepreneurs and their SME internationalization process as well as personal traits 
and networks, meaning that the findings can only lightly contribute to other emerging 
market firms.  

6.6 Suggestions for Future Research 
It was not too long ago that female entrepreneurship and SME internationalization 
became a common research topic, leaving the research somewhat limited with high 
future possibilities. There are many areas which could be further researched within 
female entrepreneurship and based on the limitations of this study, the researchers 
have identified a few suggestions: 

1. To investigate how emerging market female entrepreneurs, internationalize 
their Micro, Small and Medium Enterprises (MSMEs). Due to there being 
several emerging markets in the world that are less developed than Thailand, 
it would be interesting to investigate whether they display a similar behavior 
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or not. Additionally, EMFs tend to be MSMEs, which there is little research 
regarding, contributing to the interest of the subject.  
 

2. To investigate how female entrepreneurs, involved in a specific industry, 
internationalize their EMFs. Coming from the lack of research regarding the 
internationalization of EMFs, it would be considered interesting to know how 
they go about internationalization. It is considered especially appealing to 
research the women from the emerging countries since they tend to have one 
up on men there in terms of business activities. Coming from the limitations 
of this study, it would be refreshing to see if the results would differ within 
one specific industry. 
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Appendices 

Appendix 1- Interview Guide  
Interview protocol 

The researchers got help from locals to find potential interviewees for the study, and therefore, 
it was not clear what knowledge the interviewees had about this particular field study. The 
researchers decided to start each meeting of introducing themselves and explained what the 
study was about. Furthermore, it was explained that the research was supported by SIDA and 
MFS. It was mentioned that Thailand was chosen due to its large numbers of female 
entrepreneurs, which made Thailand a highly attractive destination for the study. In addition, 
the researchers clarified that they would allow the interviewees to see how their answers had 
been interpreted as well as allowing them to take part of the final results.  

General Information 	

1. Do you wish to be anonymous? Is it okay if we record this interview? 
2. Could you please tell us a little bit about yourself and about your business? 
3. Why did you choose to start the business in the industry that you are in? And 

was the choice of industry a clear or difficult decision?  
4. In which countries is your business active?  
5. How many employees is there? and min how many countries is it currently 

active?  
6. What made you want to become an entrepreneur? 

	

Entrepreneurship 	

7. How would you describe yourself as an entrepreneur? 
8. What has been the biggest challenge for you on your entrepreneurship-

journey? 
9. According to you, what makes female entrepreneurship different from male 

entrepreneurship? (if there are differences).  

 
Traits 

10. According to you, what makes you stand out among other entrepreneurs? 
(what are your personal traits).  

11. How do you deal with the stress and uncertainty that is often associated with 
being an entrepreneur?   

12. Do you believe that you can control your business environment or does the 
business environment control you?  

	

Networks  

13. Who do you turn to at times when you need advice? (network?)	
14. Has your network helped you in some way regarding your business? If so, 

how?  
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15. Have you ever felt that a well-established network could or have made it 
easier for you and your business adventure? 

16. Can you get some kind of support from organizations or institutions because 
of your gender?  

	

Internationalization 	

17. What made you take your business abroad and why? Any specific reasons? 
(opportunity/created or found) 

18. Could you explain how your experience was throughout the 
internationalization process? (Especially the beginning) (why the chosen 
country)  

19. What in the internationalization process would you say was the easiest and 
what was the hardest? 

20. How did you deal with the uncertainty surrounding the internationalization 
process?  

21. Would you say any of your personal traits made it easier or harder for you 
in the internationalization process?  

	

Thailand 	

22. In general, what is your picture of female entrepreneurs in Thailand? (is it a 
growing profession among females or not?) 

23. Do you know if there are any Thai organizations helping entrepreneurs in 
the process of starting their businesses?  

	

     Conclusion   

24.  Lastly, anything you would like to add that might be interesting for us to  
know? 
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Appendix 2 – Summary interviewees’ traits   

Interviewees Traits 
 

Nita 
• Innovative 
• Creative 
• Influencing 
• Easy to communicate 

 
 

Jirada 

• Controller 
• Perfectionist 
• Listener 
• Caring 
• One of the others 

 
Dao 

• Open-minded 
• Easy to communicate 
• Caring 
• One of the others 

Lawan • Open-minded 
• Ambitious 
• Patient 
• Creative 

 
 

Anong 

• Innovative 
• Creative 
• Management 
• Self-control 
• Perfectionist 

 
Noi 

• Listener 
• Open-minded 
• Calm 
• Good follower 
• One of the others 


