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Purpose 

The aim of this study is to explore, describe and analyze how service firms overcome barriers 

of internationalization at an early stage. Thus, this study is aiming to increase a better 

understanding of what kind of preconditions these firms have in the very early stages of 

internationalization.  

Methodology 

This research has been based on qualitative case study and abductive approach. We wanted to 

pursue this research strategy since we were aiming to receive an in-depth understanding of 

service firms’ early internationalization process. A delimitation we further have applied in this 

study is a focus only on early entry to Norwegian market and on Swedish consulting firms. 

These delimitations have been based mainly on the fact that it would be easier to compare the 

results from the empirical data. We have furthermore conducting a total of 5 interviews with 6 

interviewees. Three of these have been with our chosen case companies and the other two 

have been with two external actors with profound knowledge about the Norwegian market. 

 

Conclusions 

In our conclusions, we have identified the main characteristics of barriers in an early 

internationalization stage for service firms and enablers to overcome these barriers. The three 

key enablers are networks and relationships, international entrepreneurship and presence at 

the foreign market. 

 

Key words: Service firms, Early internationalization, International business school, 

International entrepreneurship, Strategy research, Barriers, Enablers and the Norwegian 

market
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1. Introduction	  
In this first chapter of our master thesis, we will introduce the background description and 

discussion that have generated our interest for the main subject of the thesis – early 

internationalization processes of service firms. Thereafter, the problematization will be 

discussed followed by the definition of the research question and the purpose of the thesis. In 

the end of the chapter, we will present the structure and outline of the thesis. 

1.1 Background	  Description	  
Globalization and internationalization of companies  

According to Eriksen (2007) and Rao (2001), globalization processes, liberalization and 

privatization of economies and the emergence of information communication technology 

(ICTs) have increased the amount of global bilateral relationships within the areas of 

economies, politics, culture and environment. Globalization has further on increased the 

activities and experiences which in turn have enlarged business opportunities from one 

location to a national unrestrained place. Hipster (2005) describes globalization and the 

international market as an exchange of money and products, which also allows the exchange 

of knowledge and ideas. During the last decades, the growing internationalization movement 

has contributed to a development in the world within travelling, migration, scattering of 

cultural influences and understanding of international trade.  

Hollensen (2011) states that the internationalization of companies occurs when companies 

expand their R&D, production, sales department and other business activities to the 

international market. Mtigwe (2006) state that the internationalization process of companies 

has preceded during a longer period and it is a well-known phenomenon within international 

business theory. According to Hollensen (2011), most companies expand their operations to 

increase their revenue but it is often a combination of many different motives. Examples of 

these internationalization motives are profit and growth, international market opportunities, 

saturated domestic market, excess production and unanticipated inquires from overseas.  

Internationalization processes  

Pursuant to traditional internationalization process theory and the Uppsala model, industrial 

firms tend to go through a gradual and incremental learning process while committing 

themselves in foreign markets (Johansson and Valhne (2009). Furthermore, the Uppsala 

model is a behavioural model that emphasise managerial learning which affect the choice of 
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foreign market and entry mode (Coviello and McAuley, 1999). Therefore, firms start the 

process by establishing themselves in institutionally and psychically close country markets 

and later on expanding to more distant markets. The firms then, over time and through market 

experience increase their foreign market commitment. Additionally, firms tend to follow an 

internationalization pattern called the establishment chain involving steps of gradual 

commitments, from sporadic export to building up a wholly-owned subsidiary in the foreign 

market. (Johansson and Valhne, 2009; Petersen and Pedersen, 1997) Through the Uppsala 

model- and establishment chain process, firms reduce the uncertainties from 

internationalizing, gain experiential knowledge incrementally and improve its foreign market 

knowledge. (Coviello and McAuley, 1999; Jansson, 2007a; Johanson and Vahlne, 2009; 

Jansson and Sandberg, 2008)  

Coviello and McAuley (1999) further on explain that traditional foreign direct investment 

theory and the Uppsala model have represented the two main schools of internationalization 

research, the economic school and the behavioural school. Both schools imply that the firm 

exhibits some form of strategic decision-making behaviour over time with the planning 

process centred in the parent company or the subsidiary. On the other hand, the Uppsala 

model have been questioned for example for its too deterministic character as a sequential 

process in the establishment chain, too narrow interpretation of organizational learning, too 

scarcely empirically tested and for having too vague boundary assumptions in the model 

(Forsgren, 2002; Melin, 1992; Petersen and Pedersen, 1997).  

The third school of internationalization research that has gained more popularity in later 

research is the network approach. The network approach focuses on firms’ behaviour in a 

context of interpersonal and interorganizational relationships constituted in a network. Social 

exchanges and resource dependency is highlighted more in this approach, thus building strong 

actor bonds with relevant business partners in the specific network. Additionally, the network 

approach depends on an organisation’s set of relationships rather than a firm-specific 

advantage. Therefore, externalization occur rather internalization. Compared with the 

unilateral process suggested by the Uppsala model, the network perspective introduces a 

“more multilateral element” to internationalization.  (Coviello and McAuley,1999; Jansson, 

2007a; Hilmersson, 2011) 

Jansson (2007a) and Hilmersson (2011) discuss further that the network approach can be seen 

as a more appropriate theoretical framework or at least complementary to the Uppsala model, 
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in order to explain the rapid internationalization processes of these firms. Johanson and 

Vahlne (2003) argue on the other hand, that old models of internationalization are not longer 

valid and need to be developed further. Several streams of internationalization research about 

born globals, high technology based firms, service industries and small-and-medium 

enterprises (SMEs) have proven that the Uppsala model is obsolete to explain these certain 

internationalization processes. To sum up, we know from previous studies from the 

international business school that firms reduce uncertainties about internationalization by 

gaining experiential knowledge (Coviello and McAuley, 1999; Hilmersson, 2011; Jansson, 

2007; Jansson and Sandberg, 2008; Johanson and Vahlne, 2009) and that the network theory 

is more suitable applied to explain rapid and non-incremental internationalization process 

(Jansson,2007a; Hilmersson, 2011). However, little research have been carried out about 

internationalization processes of service firms (Blomstermo et.al., 2006) and about the very 

early stages of internationalization (Johanson and Vahlne, 2003)  

Internationalization processes of service firms 

Blomstermo et.al. (2006), state that interest about internationalization processes of service 

firms has accelerated during the last decade. According to Majkgård and Sharma (1997), the 

service industry is today’s largest and fastest growing industry in the world economy. This 

argument is also supported by data.worldbank.org (2012-04-11), which indicates in a diagram 

that 70, 7 percent of the world’s value added resulted from the service sector in 2010. Due to 

the high growth of the service industry, Contractor et.al (2003) and Drogendijk and 

Hadjikhani (2009) argue that more research on internationalization of service firms should be 

explored since there is a theoretical gap in the subject. Moreover, Contractor et.al (2003) and 

Hurmelinna-Laukkanenaa and Ritala (2012) state that services differs fundamentally from 

manufacture in its characteristics, which in turn affect the internationalization process. Many 

authors discuss service in terms of intangibility and abstract character, perishability (thus, 

service cannot be stored), inseperability which means that production and consumption occur 

simultaneously, the fact that the consumer is a co-producer and lastly, that service cannot be 

owned by the consumer. The service industry is also very heterogeneous and consists of a 

wide range of services which further complicate the whole research field about the service 

industry (Boddewyn, 1986; Buckley et.al, 1999; Contractor et.al, 2003; Grönroos, 2007; 

Grönroos & Ravald, 2011; Hurmelinna-Laukkanena and Ritala 2012; Kandampully et.al. 

2001)  
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Due to the service industry’s distinctive characteristics, some authors argue that traditional 

theory about internationalization processes for manufacturing firms is less applicable. 

Therefore, these authors state that service firms have totally different internationalization 

processes and preconditions in comparison with manufacturing firms. (Boddewyn, 1986, 

Buckley et.al, 1999; Contractor et.al, 2003; Jones, 2001) On the other hand, Johanson et.al. 

(2002), argue that some authors do not distinguish industrial firms’ and service firms’ 

internationalization processes. Instead these authors state that all firms need to increase their 

experiential knowledge by establishing themselves at the foreign market, regardless of what 

kind of business the firm conducts. Hence, these authors argue that the Uppsala model is 

applicable to both service and industrial firms whereas both types of firms must go through a 

time consuming and costly internationalization process.  

Early stages of internationalization  

According to Andersson (2004) international entrepreneurship has helped to enhance the 

understanding of pre-stages of internationalization in growing industries. For instance, in a 

rapid growing industry, the early stage of internationalization can be understood by focusing 

on a firm’s internal resources like entrepreneurs. This is due to the fact that international 

entrepreneurs have a strong drive to internationalize already at the inception of the firm 

(Andersson and Svensson, 2009a; Denicolai and Palamara, 2007; Hutchinson et.al, 2009). 

Andersson and Evangelista (2006) emphasize that the individual entrepreneurs role should be 

considered more in research of early internationalization, thus this could be an explanatory 

factor when firms seek opportunities abroad. Entrepreneurs’ international experiences, 

visions, ambitions and personal networks are crucial competencies for early 

internationalization. 

According to Johanson and Vahlne (2003), several researchers have highlighted the 

importance of a business network in early stages of internationalization. The authors have 

combined the experiential learning- market commitments interplay developed in the Uppsala 

model with a similar interplay found in business relationships in a network. Through 

experiential learning from established business relationships, a firm can easier enter new 

country markets and develop new relationships through its network platform. Ellis (2000) also 

discuss the fact that the business network influences the very first steps abroad for firms and 

adds that knowledge of entrepreneurial opportunities abroad depends on beneficial 

information of an individual’s social network.  Jones (2001) and Isidor et. al (2012), also 
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points out the foreign business network as an enabler for early internationalization in the form 

of clusters of high-innovative and growing firms. International activities of firms is 

determined by the extent of how internationalized the industry is and if firms exists in distinct 

geographical clusters of rapidly internationalizing firms. Hence, the competitive technology 

development is also an enabler of early internationalization. Denicolai and Palamara (2007) 

further on add global niche strategies as a way to compete in the rapidly changing global 

world of today. In addition, Isidor et. al (2012) state that prior international experience of the 

management is also a determinant of early internationalization which in turn is connected to 

the international entrepreneurial spirit of the firm. 

1.2 Problematization	  	  

Internationalization of service firms is a very broad and complex research field due to the fact 

that the business consists of many different industries, from medical service and hospitals, 

tourism and hospitality sector, finance, education and consulting. Therefore, much of the 

research within the field has been industry specific, for example about the hotel industry 

(Gannon and Johnson, 1997), banks (Drogendijk and Hadjikhani, 2009), marketing 

communication sector and professional services (Boojihawon and Young, 2002), retailing 

(Andersson, 2002), and technical consultancy (Sharma and Johanson, 1987). In order to ease 

the complexity and reduce the large diversity of the service industry, Blomstermo et.al (2006) 

and Johanson et.al. (2002) distinguish service firms’ characteristics into two different 

components; hard and soft service components. Hard service is characterized by some 

tangible elements while soft service is intangible and inseparable, thus cannot be exported and 

decoupled due to simultaneous consumption and production.  Firms that supply more hard 

service attributes in its service offering can follow the same internationalization patterns as 

industrial firms, since these can conduct export. For example architectural and software 

service can be transferred explicitly in documents, thereby decoupling of production and 

consumption is possible. Service firms that supply soft values and attributes to a higher extent 

have other premises, since their elements are more of an abstract character and much more 

difficult to transfer. In soft-service industries, the supplier most be present abroad in daily 

operations, otherwise no consumption or production is present. Examples of soft-service 

industries are hotels, hospitals and management consultancies and education, which are 

dependent on local proximity. This discussion goes also in hand with Buckley et.al (1999) 

statement that the higher the degree of intangible elements in the product or service offer, the 
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higher the likelihood it is for a firm’s foreign expansion strategies to differ from traditional 

internationalization process theory. 

According to Denicolai and Palamara (2007), a significant number of recent researches 

contribute to the shift from firm-specific drivers of internationalization to entrepreneurial- 

specific ones. According to the firm-specific perspective, the entry in foreign markets is a 

function of the internal capabilities of the firm such as knowledge accumulation, 

organizational capabilities, financial resources, equipment and other physical resources. A 

problem is though that the smaller firms might lack of these capabilities, thereby 

acknowledging the entrepreneurs and their network as a great internal resource is emphasized 

by the authors. Isidor et. al (2012) emphasize the access of entrepreneurial networks as the 

main enabler for the early internationalizing, resource-poor firm. This is due to the fact that 

the foreign network provides the firm specifically with a larger pool of foreign mangers and 

their local specific experience and skills. By hiring foreign managers, this saves substantial 

amount of time in the internationalization process.  

Since industrial and manufacturing firms have been of main focus in internationalization 

theory, little research has been conducted on the very early stages of service firms’ 

internationalization pattern. In addition, we perceive that the connection of the 

aforementioned enablers for early internationalization; entrepreneurs and their valuable 

resource input in the firm, connection to a foreign business network, prior experiential 

knowledge, global niche strategy and clusters of rapidly innovative firms, have been less 

connected to the internationalization process of service firms. In addition, the complexity of 

service firms and the fact that the service industry is today’s largest growing industry also 

emphasize the importance of further research. Thereby, we see a gap in theory about early 

internationalization of service firms that needs to be investigated.  

1.3 Research	  Question	  	  
Based on our discussion, this study is aiming to explore how service firms internationalize 

and what kind of preconditions these firms have in the very early phase. Thereby, we will 

through this study analyze three service firms’ early internationalization processes. Our main 

research question followed by two subquestions is therefore;  

 

How do service firms overcome barriers in an early stage of internationalization? 
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Subquestions 

- What are the main barriers while internationalize for service firms in the early stage of 

internationalization?  

- What are the main enablers to internationalize for service firms in the early stage of 

internationalization?  

1.4 Purpose	  	  

The aim of this study is to explore, describe and analyze how service firms overcome barriers 

of internationalization at an early stage. Thus, this study is aiming to increase a better 

understanding of what kind of preconditions these firms have in the very early stages of 

internationalization.  

1.5 Structure	  of	  the	  Thesis	  

In the following figure below, we will present the structure of our thesis. 
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Fig. 1:  Structure of the thesis (Flodin and Jansson, 2012) 
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2. Methodology	  
In the second chapter of our thesis, we will describe what kind of methodology approaches we 

have chosen in order to answer the purpose and research questions of this thesis. We will 

describe our research strategy, collection of data and selection of case companies. In the end 

of the chapter, we will provide a discussion about validity and reliability of our research and 

methodological critique about our chosen methods of research. 

 

2.1 Research	  approach	  	  

The connection between the theory and practice can be explained by different research 

approaches, these are induction, deduction and abduction. The inductive approach takes-off 

from a large amount of independent cases and finds a connection between those who seems to 

be particularly important. (Alvesson and Sköldberg, 2007) Therefore, a researcher ratiocinate 

its personal conclusions from the empirical study in order to formulate suitable theory (Patel 

and Davidsson, 2003; Ruane, 2005). Jacobsen (2003) explains that an inductive approach 

means gathering of qualitative data in a research, therefore the researcher have an open mind 

in the collection process of data. In other words, the inductive approach indicates that the 

researcher shall not impact the findings from previous experiences and knowledge. Thus, be 

open for new experiences. Thurén (2009) reason that induction is about probability in the 

sense that researchers collect enough empirical data to compare the interdependence between 

the empirical study and theory. Through this approach, the researcher can analyze the 

connection with theory and empirical data in its conclusions with the highest probability.  

According to Alvesson and Sköldberg (2007) and Ruane (2007), the deductive approach 

exists from a general rule, which consists of the theory that the scientists proceed from and 

proves it with empirical data. This in turn, strengthens the research question and makes it 

valid. Patel and Davidsson (2003) and Jacobsen (2003) explain that the deductive approach 

consists of quantitative data and the fact that the researcher has a solid theoretically anchored 

starting-point, which eases empirical collection. Furthermore, Bryman (2011) states that the 

deductive approach has a purpose of investigating different interpretations from the society. 

Thurén (2009) further explains that this approach is all about logical applicability in 

theoretical and empirical data. If the result deviates from each other, the survey is not 

trustworthy or valid. Alvesson and Sköldberg (2007) indicate critics toward this approach and 
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argue that it is missing the underlying pattern and tendency, when the general rule is 

consistently referred.  

According to Alvesson and Sköldberg (2007), the abductive approach has gained the most 

acceptances as a research approach regarding case study based observations. It means that 

people interpret a case based on a hypothetical pattern that helps to explain the situation. The 

interpretation shall after that, if it is correct and agrees with the theory for the case, be 

strengthen by new observations. This method has features from both deduction and induction. 

While the work is preformed, the area studied is refined and the theory adjusted. The main 

difference between abduction and the two other research hypotheses is that it is also includes 

understanding. Furthermore, Patel och Davidsson (2003) point out that an abductive approach 

can be more general than the other approaches due to the fact that the researchers is forced to 

work in a specific way. 

This study follows an abductive logic due to the fact that we have first made a theoretical 

research before the empirical collection and adjusted the theoretical frameworks after our 

interviews. Dubois and Gadde (2002) explain that the abductive hypothesis is especially 

effective when the researcher is aiming for discovering new things and when this is in 

interface between the theory and the empirical observations. We have proceeded from the 

existing theory regarding early internationalization and service firms, therefore managed to be 

flexible in our research in order to reach our problem area. Through the abductive approach, 

we do not need to delimit ourselves to a predetermined theory, which would be the case if 

using a deductive method. Further on, the abductive method permits us to, in difference with 

the inductive, to have insight in existing theories that we would like to try-out.  Alvesson and 

Sköldberg (2007) explain that theory should not be used as mechanical application on 

individual cases. It should rather be a source of inspiration in order to be able to discover 

different designs and structures, and to a give pre-understanding. We chose the abductive 

method in order to be more flexible in our study, hence the abductive approach have enabled 

us to refine the research area during the study. In addition, we have also adjusted the theory 

along the process which is in line with Dubois and Gadde’s (2002) discussion. 

2.2 Research	  methods	  	  

There are two research methods, the quantitative and qualitative approach. The quantitative 

method is often focused on the result of numerical value such as “how many” and “how 

much”. Moreover, the research proceeds from a strict interest direction when developing data.  
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The quantitative approach is developing causality more often where the result is predicted and 

pictured.  (Merriam, 2009; Trost, 2009) The qualitative method is instead focusing more on 

words rather than numbers for example through interviews and observations (Patel and 

Davidsson, 2003).  The qualitative approach concentrates on understanding how different 

scenarios affect each other and the situation for the people involved (Merriam, 2009).  

Furthermore, the qualitative approach is aiming to found out the meaning, definitions and 

characteristics of different phenomena. Therefore, the qualitative approach has more in-depth 

in its findings in comparison with the quantitative. (Berg, 2007) 

According to Merriam (2009), the qualitative hypothesis means that the reality is constructed 

from social norms and implies that there is not only one observable reality.  In a qualitative 

research, different interpreted techniques are used to be able to describe, translate and 

understand the reality rather than to measure it. Additionally, a qualitative research is 

imprinted by the meaning the informants give different phenomena. Therefore, it is the 

researcher’s task to understand and interpret the informants’ experiences and thoughts. 

Silverman (2005) points out that the researcher is aiming to profoundly understand the 

informants’ detailed descriptions, insights and experiences. We have chosen to apply a 

qualitative research method exactly for this reason, thus to reach a profound understanding of 

the early phase of internationalization for service firms. The quantitative approach would 

require a massive collection of numerical data, which in return still do not would give us the 

depth that we are aiming for.  

Alvesson and Sköldberg (2008) point out that a qualitative research can be somewhat difficult 

to define since some qualitative methods are very open and ambiguous in its empirical 

findings, while some studies are searching for categorization. However, there is one 

commonality for all qualitative methods and that is the fact that the researcher always 

proceeds from the answers of the interviewee. Social interaction between the researcher and 

the interviewee is also a vital element within the qualitative method. The most common way 

of conducting an interview with the respondent is in his’/her’s natural environment. Repstad 

(2007) also comments on the fact that closeness to the informant should be emphasized by 

researchers, preferably through personal meetings face-to-face. The reason for this is because 

the researcher should have the possibility to perceive and interpret the informants’ reality to 

the most realistic extent. We have followed the recommendations by Repstad (2007) and 

created closeness to the informants by having almost all of the interviews face-to-face at their 
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offices. However, we did not have a personal interview with Henrik Emilsson (for further 

information about the informant, see 2.3.3 Case selection process within the Multi Case 

Study). The reason for not having a personal interview at his office was due to the fact that the 

office was situated in Oslo, Norway and lack of time. Therefore, we chose to have the 

interview through Skype with a digital recorder in order to receive as much closeness as 

possible and reliability. 

Repstad (2007) also states that the qualitative method is characterized by flexibility, due to the 

fact that the interviews are conducted with an open approach. This open approach implies that 

the researchers use an interview template which does not necessarily need to be followed 

structurally. The researchers have the possibility to ask attendant questions from the answers 

stated by the informant. Because of the fact that the informant’s answer can impact the 

questions asked by the interviewer and the interview structure, Starrin and Svensson (1996) 

state that qualitative interviews are in this sense unpredictable. According to Patton (2002), 

qualitative interviews can therefore be adjusted to the specific situation and from the 

informants’ conditions. Spontaneous questions and the open approach make it more possible 

for the researcher to understand the context of the informant. We have therefore asked 

spontaneous questions when needed in our interviews, in order to fully understand the 

reasoning and thoughts of the informant. Larsen (2009) emphasize that misunderstanding can 

be decreased through the qualitative interview because of the researcher’s ability to clear 

misunderstandings immediately, hence improve the overall understanding. We have taken this 

into consideration by creating a dual dialogue with our informants when it was justified. 

2.3 Research	  Strategy:	  Case	  Study	  	  

According to Gomm et.al (2000) the aim of the case study is to identify a specific form of 

inquiry through investigation of few “cases”. These cases can be an individual and his’/her’s 

life-history story from work, an event, an institution or even a specific national society. The 

authors state further that case studies most frequently involve qualitative analysis of 

unstructured data but a case study can also be used for quantitative methods. According to 

Yin (2007) case studies are mainly used when answering questions like how and why. Surveys 

and analyzing source material is mainly used when answering questions regarding, who, what, 

were, how many and how much.  Concerning case studies, the focus should be on subjects and 

areas answering how and why questions. With these questions, the strategy gets easier to 

explain and can be used in more socially complex situations. Merriam (1994) explains that the 
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decision of using a case study is mainly based and concentrated on knowledge, discovery and 

translations rather than hypothesis exertion. While focusing on one situation, the assault 

approach is more likely to elucidate the variables that are important in the interface between 

the variables and situation. The author further explains that the knowledge received from a 

case study is more substantially and living, therefore it also becomes more contextual.  

We have decided to use a case study as our research strategy in order to be able to receive a 

more in-depth understanding of the preconditions that our chosen case-companies have faced 

during their early internationalization process to Norway. The sole focus on the Norwegian 

market was a delimitation that we chose to make in this study, in order to more easily 

compare the answers of the informants and case-companies. We have further on decided on 

an additional delimitation, a sole focus on consulting firms within the service industry based 

on the same criteria. Concerning the fact that we have met consulting firms with previous 

experience about expansion to Norway, a case study has given us a deeper understanding 

regarding our subject. If we would have used a survey and analysis of source material, we 

believe that we would not have been able to reach the same conclusion.  

According to Yin (2007) case studies have been used as research strategy within many 

different subject fields such as within sociology, political science and business administration. 

Case studies are manly used to satisfy the need to understand social and complex phenomena 

within business administration. Moreover, it is used to understand and see the whole picture 

in the organization, leadership process and within international relationships. When we have 

used the case study as our research strategy, we have been able to explain and create an 

understanding regarding how service firms act in the early phase of internationalization to the 

Norwegian market. In addition, Dubois and Gadde (2002) explain an abductive method 

support a case study strategy since the researcher can expand its understanding of both theory 

and empirical data by going back and forth of different types of research activity. Henceforth, 

a case study strategy is not a linear process and should systematically combine theory and 

empirical data in a continuously movement in order to find new, interesting result. We state 

that this is one of the main reasons why we have been chosen to make a case study strategy by 

an abductive approach, since it enhances in-depth understanding of our subject greatly.  
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2.3.1 Limitations	  Regarding	  Case	  Study	  	  

Merriam (1994) is expressing concern that a case study might be too detailed and too long and 

consequently that the information which is of value might be lost. This is because of the fact 

that it requires time and engagement to understand a case study, an aspect that the decision 

makers might not have time with. Case studies might also impose too simplistic or 

exaggerated elements in a situation, which in return might lead to incorrect conclusions. The 

author further explains that case studies might be highly influenced by the researchers because 

they affect the case study with their own interpretations and previous experiences. An 

unethical problem concerning the case studies is that the researcher might collect data and 

reach the conclusion of what he or she wants to achieve with the information. This aspect 

needs both the author of a thesis and the reader be aware of.   

We are aware of the critics that are addressed to the case study approach, we have therefore 

during the process tried not to exaggerate nor simplify any elements in our thesis. We have 

been aware of the aspect that our chosen informants are preoccupied persons and tried to 

choose the information provided carefully. Further, we are conscious about the fact that our 

interpretation might affect the result of the thesis and we have tried not to contribute with any 

incorrect or misleading analysis. This will further be discussed in 2.7 Methodological critique. 

2.3.2 Design	  of	  the	  Case	  Study	  	  

Yin (2007) states that the design of the research approach constitutes a span of logics where 

the researchers’ question formulations is combined with the information collected. When the 

researcher chooses design, he or she also chooses the type of case study that is best suited for 

the research objective. This, according to Yin (2007) makes the researcher aware of the fact 

that there are several types of case studies and that he or she does not have to choose only one 

of the methods.  

According to Yin (2007), there are four different case study designs which all are conducted 

in accordance to the first concept pairs; singlepairs and multipairs design. The other concept 

pair implies a holistic perspective with several analysing units. In our study, we will use a 

multipair design. Yin (2007) explains that the multipair design means that the researcher 

studies several cases, which result in more back-up on the result found. The multi case study 

has a benefit of being more robust and convincing when different sources of information are 

supporting the result. In the same way, a multi case study might be holistic and have several 
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analysing units. Within the holistic multi case study, several cases are studied but with only 

one analysing unit in each. In multi case studies with several analysing units, several cases are 

studied with additional analysing units.  

 
Fig. 2: Choice of case study design (Yin, 2007) 

In our multi case study, we have used a holistic formation with one analysing unit in each, 

except from the interview with Lexicon Väst (for further information, see 2.3.3 Case selection 

process within the Multi Case Study) were we gained the advantage of two analysing units. 

Furthermore, we have conducted five interviews with organizations and companies with 

knowledge about service firms and the Norwegian market. Persons within the company that 

we have used as analysis units are the CEOs of the firm and people with knowledge regarding 

the early internationalization to Norway. Through these persons, we have been able to reach 

different levels within the company and receive insight both at a strategic and operational 

level. It has been crucial for us to practice a multi case study, because in that way we have 

been able to answer our research question in a convincing way. Even though it has been 

interesting for us to have several analysing units in all case-companies, the time concern is a 

limitation. Further on, we have also realized that since we are studying a specific period 

within the organizations, we are only interviewing the person with most knowledge regarding 

our problem within each company. The amount of information would otherwise have been too 

much and might face the risk of being irrelevant for our study.  Instead, we have focused on 

interviewing more companies and persons with experience about the Norwegian market. This 

enabled us to reach a deeper understanding and insight regarding the early stage of 

internationalization for service firms.  In addition, the empirical material is developed by the 

interviews with the analysing units but we have also received information in forms of 
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homepages and brochures from the companies. Moreover, our collaboration with the case 

companies has been positive with an open communication with the informants. This has also 

made it possible to return to the case companies through telephone and email if we have 

further questions in addition from the interviews occasions.    

2.3.3 Case	  selection	  process	  within	  the	  Multi	  Case	  Study	  	  

Regarding the choice of case companies and selections of informants, Holme and Solvang 

(1997) stress that researchers most make a strategic choice of interviewees, in order words 

select the most appropriate candidates for the empirical study. The purpose of the qualitative 

study is to enhance the information value and preferably, also including variation width. 

Repstad (2007) points out that the main criteria of the selection are that the interviewees are 

carrying valuable and important information, which could have an intriguing impact on the 

empirical study. As mentioned, we have chosen to interview CEOs and people who are 

working closely to the Norwegian market. These people have extensive knowledge regarding 

internationalization processes from Sweden to Norway, therefore have we regarded these 

informants as most suitable for our research. Furthermore, we have chosen these informants 

based on the variation width criteria since we have two case companies that has 

internationalized to Norway, one firm which is in the early phase of internationalization and 

two external actors with profound knowledge of the Norwegian market. The companies that 

we have been in contact with within our multi case study are: The Swedish Trade Council in 

Norway, Peppes Pizza Geilo, Lexicon Väst, E-work and Qeep.  

 

The Swedish trade council- Norway 

The Swedish Trade Council was formed in 1972 to serve the Swedish government and the 

Swedish business. The Swedish Trade council has been operating in Norway since 1975 and 

its aim is to help Swedish companies to establish on the Norwegian market. We have made a 

Skype interview with Henrik Emilsson who is an associate at the Swedish Trade Council in 

Oslo. He is mainly active in working with projects regarding the offshore industry and the IT-

sector. (Emilsson, 2012) 

 

Peppes Pizza Geilo  

Peppes Pizza Geilo is a franchising restaurant operating within the Norwegian pizza chain 

Peppes Pizza. The chain is located in 11 cities in Norway. Peppes Pizza Geilo opened in Geilo 

ski resort in 2001. We conducted a personal interview with the CEO and principal owner, Per-
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Olav Ogner who is Norwegian. He has been operating in his business for ten years on the 

Norwegian market. (Ogner, 2012)     

 

Lexicon Väst  

Lexicon Väst is a franchising consulting company operating within Lexicon AB who consists 

of around 30 firms, which all are specialized in different regions and fields within IT and 

management training. The company is located in west Gothia, Bohuslän and Halland and was 

formed in Gothenburg in 1984. The firm is now interested in expanding its business and see 

growth potential on the Norwegian market. We have performed a personal interview with the 

CEO and principal owner of Lexicon Väst, Katarina Swanbeck and Peter Falk, business Area 

Manager at Lexicon IT and consultant at Lexicon. (Swanbeck and Falk, 2012) 

 

E-work 

E-work works as consultant brokers in the IT-segment and with information management. 

The company consist of 140 employees in Scandinavia, where 10 of them are operating in 

Norway. In total, the company consist of 2700 consultants. We have made a personal 

interview with Heidi Tangnæs who have been working at E-work for eight years. 

Additionally, she was responsible for the internationalization entry to Norway. Her official 

title is management consultants. (Tangnæs, 2012) 

Qeep 
Qeep is a consulting firm specialised in creating economic result together with their 

customers. Their main goal is to make companies perform better by involving the whole 

organization. The company was formed in 1998 and they are not operating within any specific 

industry, but in many kinds of industries. Furthermore, the firm is located in all Scandinavian 

countries. We conducted a personal interview with Mathias Bönnemark who is the Managing 

Director at Qeep. (Bönnemark, 2012) 

2.4 Collecting	  data	  
According to Patel and Davidson (2003) there are several modes of procedures to collect data, 

in order to answer research questions. Merriam (2009) points out that a qualitative study is 

characterized by collection of information through interviews, observations and documents. In 

this thesis, we have chosen to use a multi case study and interviews as primary data and 

documentation as secondary data. 
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2.4.1 Primary	  data	  

Patel and Davidson (2003) describe primary data as eyewitness - and first prioritized reports, 

which includes interviews. According to Starrin and Svensson (1996), the qualitative method 

has a non- standardized approach in the interview method. Through this non-standardized 

approach, the researcher proceeds from an assumption that it is not possible to know from the 

beginning which questions that are the most interesting and significant. This implicate that the 

researcher does not define any answers alternatives before the interview as in a quantitative 

study, hence the answers are emanated from the informant. When it comes to interview 

structure, we haven chose to apply a semi-structured method. According to Merriam (2009) 

semi-structured interviews is most common form of interview methods conducted in 

qualitative studies. Berg (2007) reasons that this interview method imply that the researcher 

decides a number of predetermined questions or themes in a interview guide, which could be 

asked in a systematic and consequential sequence at the interview. However, the informant is 

allowed to deviate from the interview guide and answer questions that are not included in the 

interview guide. We have chosen to apply a semi-structure interview method because we 

regard this method as most appropriate for our research strategy. Patton (2002) points out that 

an interview guide can be a tool for researchers in a relative simply way to analyze several 

informants’ answers, since all of them are answering from the same template. Therefore, we 

conducted an interview guide as template for all interviews, except the ones with the Swedish 

Trade Council in Oslo and Peppes Pizza. These specific interviews had more market oriented 

questions about the Norwegian market and Swedish service firms’ possibilities to enter this 

market. In addition, we have justified the questions to Lexicon Väst a little bit since the firm 

is about to internationalize to the Norwegian market. Nevertheless, we have chosen to apply 

this method since we wanted to give the informant freedom to discuss and inform us exactly 

what they found interesting about our chosen themes. However, we wanted in advance decide 

certain themes in accordance to our main research question and purpose of the thesis. 

Thereby, we have our theoretical background constantly in mind during the interview 

discussions.  

2.4.2 Secondary	  data	  

Myers (2009) define secondary data as second prioritized reports, in other words this 

information is present in already published literature, scientific articles etcetera. According to 

Merriam (2009) researches shall be critical of available sources when choosing secondary 
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data. The researchers must therefore evaluate whether or not the specific source is relevant for 

the empirical study and if the source correspond to the quality the researcher is seeking for. 

Regarding the quality aspect for the selection of secondary data, we have only chosen to 

include scientific articles founded in the OneSearch Beta scientific article database provided 

through Linneaus University’s webpage. The selection of literature has been chosen from the 

same criteria and we have only based our theoretical information search on the books 

available at Linneaus University library. We have also made information research in previous 

course literature which was of relevance of the thesis’ subject. Merriam (2009) also points out 

that it is vital to considerate when the source was written by the original author. We have 

taken this under consideration by comparing old literature in the field with new, updated 

literature on early internationalization process and service firms. In this way, we have been 

aiming to be as updated as possible with the theoretical debate about early internationalization 

processes, especially the research focusing on the service sector.  

2.5 Reliability	  	  
Patel and Davidson (2003) describe reliability as the credibility of the research, hence the 

research must give a credible impression in theory and empirical data for the reader. Ruane 

(2005) describes reliability as a comparison between results, thus two different results must be 

principally identical in order to achieve reliability. Jacobsen (2003) points out that the survey 

must have been done in a credible and correct way, in order for the reader to have confidence 

in the authors and their research.  Furthermore, Thurén (2009) adds that it is important that the 

researcher have fulfilled a sufficient research, if the reader is going to regard it as reliable. 

Therefore, it is important that the researcher ask the same questions to all informants because 

it will be easier for the researcher to compare and analyze the answers of the informants. In 

this way, the research can gain a width in the empirical data collection. With our research, we 

aimed to conduct a credible qualitative case study in this sense that we have made 5 personal 

interviews and 1 through Skype. These specific informants will in turn provide us with 6 

perspectives, hence the width of qualitative interviews will be realized. Since we have 

conducted 5 of the interviews in person, it has enhanced reliability in the research. By being 

present in the informants natural environment, the person will feel relax and we have access 

to interpretations of the informants’ emotional expressions and body language. This in turn 

strengthens the collection of empirical data and the whole research as credible since we can 

easier understand the informants’ context. On the other hand, we are aware that the interview 

with the Swedish Trade Council in Oslo was performed via Skype and could been result in 
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less reliability. However, since we have recorded the interview, we have been able to listen to 

it several times and thereby ensure clearer interpretations from the informant’s answers. This 

is also in line with Merriam’s (2009) argument that the reliability of the research increases if 

the qualitative interviews will be transcribed by a recorder or such, due to the risk of losing 

important empirical data otherwise. This is easily the situation when the researcher is only 

writing the informant’s answers on paper. As stated before, we have acknowledged this aspect 

by recording every interview that has been conducted. We state that this was of vital 

importance since we both could not attend all of interviews at the same time. Through digital 

recording, we both have been able to listen through the interviews several times and thus 

being able to increase our understanding and interpretations of the informants in the most 

realistic way. After listening several times through the interviews, we have discussed together 

which parts are the most relevant for the purpose of our thesis and the empirical research. 

With these aspects in mind, we think that the empirical study will be conducted in accordance 

to the reliability terminology. 

2.6 Validity	  	  
Patel and Davidsson (2003) describe validity as what we are aiming to explore and the fact 

that we are exploring exactly what we are aiming for. Thurén (2009) points out that it is 

important that the researcher explain explicitly what she/he has intended to investigate and the 

result of this goal. We have shown aspect of validity by providing the reader a detailed 

background of the purpose and research questions in the first chapter of this thesis. 

Additionally, the purpose and research questions will be answered in the final analysis and 

conclusions of the thesis which also indicates result of validity. Denscombe (1998) states that 

validity shall not be taken for granted, it need to be evaluated and defined along four criteria. 

The first criterion is authenticity which means that the document shall not be falsification. The 

second criterion implies that the document must be credible, hence the authors preconceptions 

should not included. The document must also be representative and show clearly and 

explicitly what the researcher is aiming to depict. Furthermore, it has to be complete and treat 

the content in respective way. The last criterion is significance of content which means that 

the content of the research must be explicit and understandable for the reader to comprehend. 

These following criterions will be discussed more in-depth in 2.7 Methodological critique.  

According to Ruane (2005) internal validity is an important part in the methodology chapter. 

Internal validity can to prove if changes in one variable can be affected by changes in another 
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variable. Yin (2007) explains that internal validity can be strengthen by a comparison of 

patterns through logical models and thereby highlight contradictory explanations. In order to 

strengthen the internal validity in our thesis, we have collected many different theoretical 

aspects from different authors in order to choose the most relevant ones for our theoretical 

foundation. Regarding our empirical study, we have considered the informants’ opinions as 

guidance for our research. In addition, we have been supported by our supervisor during 

process which has further contributed to more inputs to our research. Ruane (2005) describes 

external validity as equally important to include in the methodological chapter. External 

validity indicates if the result of the thesis is trustworthy for the industry in general and not 

only for the case companies. Yin (2007) adds that case studies are more founded by analytical 

generalizations than static generalizations. Static generalizations are more likely to achieve 

the same result if the research is supposed to be undertaken once more, while analytical 

generalization cannot achieve the same result. In our research, we see the difficulty with 

generalization of the qualitative data, which further implies that it is difficult to achieve 

external validity. However, we would like to argue that our study can be somewhat applicable 

to soft-services firms with similar complex attributes like the consulting firms this research 

has been based on. However, since we have chosen a qualitative case study, we were not 

aiming to generalize the empirical result given to us. To sum up, we argue that our thesis 

incorporates both internal and some external validity. 

2.7 Methodological	  critique	  
When we have selected the secondary data and formed the empirical data, we have taken the 

four criteria developed by Denscombe (1998) as mentioned in 2.6 Validity into consideration. 

Authenticity has been applied since we have conducted mainly all of our interviews 

personally, in order to guarantee that the interviewees where the ones who we actually had 

planned to interview. The trustworthiness and credibleness of this study is a little bit more 

complicated to achieve in a qualitative method in comparison with a quantitative according to 

Denscombe (1998). This is due to the fact that it is impossible to copy social settings and 

attitudes in specific situations because it is constantly changing and interpreted differently 

among researchers. In a qualitative research, there is a risk that the researcher is too involved 

in hers/his empirical study which implies that the probability that another researcher will 

make exactly the same conclusions is very small. Holme and Solvang (1997) also discuss this 

complexity and stress that the researchers’ personal interpretations of the empirical data is 

constantly presented, hence does not always reflect the very reality. Due to this fact, 
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Denscombe (1998) states that the researcher’s own values can cause that some parts of the 

content will gone missing in the empirical collection. We have avoided this aspect by 

transcribing our interviews digitally. The transliteration has enabled us to listen through the 

interviews several times and carefully, before making any conclusions and thereby delimited 

overhasty assumptions from the empirical data. We have thereby tried to be as consistent as 

possible and objective towards the informants’ answers. However, we are aware that our own 

identity and values can be reflected in the compilation of the empirical data. 

Larsen (2009) points out that the credibility can be decreased due to the fact it is uncertain if 

the informants are actually telling the very truth. There is a risk that the informants are giving 

certain answers in order to satisfy the interviewer. The reason for this behaviour could be that 

the informant is hiding her/his lack of relevant knowledge within the subject or answer 

questions or themes from the perspective of what is accepted in the society. We have 

considered this discussion by choosing informants that have the relevant knowledge within 

the subject of early internationalization of service firms. Therefore, we do not regard that 

these informants have answered our questions of what they think we would like to hear or 

what is accepted in the society. Instead, these persons have answered from their own 

experiential knowledge from the business and personal opinions.  

Regarding the representativeness and significance of content, we argue that all our chapters 

are explaining what we are aiming to explore and answer with this thesis. Regarding 

secondary data and securing quality of our theoretical presentation, we have based the 

selection of Merriam’s (2009) discussion (see 2.4.2 Secondary data). We would like to add 

that we were aiming to apply several differing theoretical perspectives, thereby be able to see 

if the theory in itself is corresponding. We have thereby tried to investigate many different 

kinds of theoretical angles, in order to be able to state it as credible. 

Another negative aspect about qualitative studies which both Denscombe (1998) and Larsen 

(2009) discuss, is the non possibility of generalization as in a quantitative study. Qualitative 

data does not represent the general reality, which we have mentioned earlier. Larsen (2009) 

states that qualitative methods are hard to describe, which can result that a researcher has 

problems with see an overview over the empirical result and thus be uncertain of what 

actually should be brought up in the research.   
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3. Theory	  
In this chapter, we are presenting our theoretical foundation for our thesis. The purpose of this 

chapter is to provide the reader with an in-depth insight of the thesis’ subject, in order to increase the 

understanding of the purpose of the thesis. Thereby, the chapter will introduce firstly a more general 

and deeply anchored theoretical background as a foundation for answering our research question. 

This discussion will be followed by explanation of internationalization process for service firms. The 

chapter will end with a theoretical presentation of the current theoretical research about potential 

barriers and enablers for service firms in the early stage of internationalization. 	  

3.1 Theoretical	  background	  	  
In the following paragraphs, we will present a general background about the internationalization 

process and the network approach, international entrepreneurship and theories from the strategy 

school of research. This background will in turn be a foundation for the upcoming theoretical 

presentation about barriers and enablers for service firms. 

3.1.1 The	  Internationalization	  process	  and	  the	  network	  approach	  

As stated in the introduction, the Uppsala model including the establishment chain has 

received declining validity due to leapfrogging across steps in the establishment chain and the 

increased emerge of born globals. Hence, internationalization process is more rapidly 

transformed today than before. (Johanson and Vahlne, 2009) According to Andersson and 

Svensson (2009a) new internationalizing firms undertakes several entry modes that are not in 

accordance with the step-wise character of the establishment chain.  Johansson and Vahlne 

(2009) state that joint ventures, strategic alliances and acquisitions of foreign firms have been 

more commonly used entry modes and nodes for firms in terms of gaining market shares 

abroad. Thereby the authors agree that the variety of entry modes deviates from their article 

and hypothesis in 1977. According to Johanson et. al (2002), acquisitions can be a more rapid 

way for firms to internationalize because the firm gain access to foreign firm’s resources and 

capabilities, network relationships and local market knowledge in a package. Mysen (2009) 

highlights that especially SMEs and mass market service firms rely on their business networks 

and alliances through joint venture partnerships or franchise contracts. This in turn facilitates 

these firms to achieve growth in the foreign market.  

Due to critique and increased research of internationalization process, Johanson and Vahlne 

(2009) revised the model of 1977 in their article. For instance, the authors agreed that the 

traditional view of the model, thus overcoming country barriers are less important in today’s 
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society because existing business relationships make it possible to exploit and identify 

opportunities. Hence, the business network has a considerable impact on which geographical 

markets a firm should enter. The revised model of 2009 (see figure 3) depicts an added 

recognition of opportunities to the knowledge concept in the upper left-hand box. The authors 

consider opportunities seeking as the most important element in the knowledge spectra, which 

drives the internationalization process further. Instead of market commitment, network 

position is stated in the lower left-hand box to highlight relationships and the establishment of 

a network position as the main enabler for the internationalization process. In the change 

variable in the lower right-hand box, current activities have been changed to learning, 

creating and trust-building in order to be more explicit of the outcome of a firm’s current 

activities.  Relationships have been added to commitment and decisions in the upper right-

hand box, in order to clarify increasing or decreasing commitments of relationships. 

 

Fig. 3: The business network internationalization process (Johanson and Vahlne 2009: 1424) 

Jansson and Sandberg (2008) have combined Cavusgil’s internationalization model with 

Ford’s relationship stages (see fig.4 next page) to illustrate the correlation between 

experiential knowledge and business relationships in internationalization process. Thereby, 

experiential knowledge of internationalization provided in the Uppsala model is combined 

with a network and business relationship perspective as elaborated by Ford. The model 

indicates that the more well-established, trustworthy relationships a firm has developed, the 

more experiences it has in the particular foreign markets. Additionally, the more relationships 
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the firm has established, the more internationally dedicated the firm is in terms of resource 

ties and capabilities with local market. (Jansson and Sandberg, 2008)  

  

Fig. 4: The five/five Stages Model (Jansson and Sandberg, 2008:69) 

Hilmersson and Jansson (2011) also argue that experiential knowledge is the key for the 

internationalization process and for building strong relationships in the foreign network. The 

more a firm is integrated in the foreign business network and have established close and 

trustworthy relationships, the chances to create an insidership position increases.  Hilmersson 

(2011) explains that an “insidership is characterized by the managers of the firm feeling 

confident concerning developments in the local market network” (p.79). When a firm has 

reached an insider position, the relationships in the foreign network have reached its long-

term stage, the firm has gain legitimacy for its position in the network and the firm has a 

competitive advantage.  

Recent studies have shown that a firm’s network of business relationships have a great impact 

on the chosen foreign market to entry and what kind of entry mode should be undertaken by 

the firm (Awuah, 2009). According to the network approach, the variety of relationships 

within the network influences the individual firm’s strategy. In this sense, network 

relationships are the most essential aspect within the internationalization process and the 

characteristic of the relationships affect the internationalization process. Hence, existing 

actors in the foreign network influences the entry process of the firm. Thereby, an interplay 

between the degree of internationalization of the firm and the internationalization of the 
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market exists in the network approach. (Hilmersson, 2011; Jansson, 2007; Johanson and 

Vahlne, 2009)  

3.1.2 International	  Entrepreneurship	  

According to Zahra (2005), the publication of the article written by Oviatt and McDougall in 

1994 was the breakthrough in the International Entrepreneurship (IE) field. The authors 

highlighted the increase of rapid SMEs internationalization on the global market and 

questioned the Uppsala model and its sequential internationalization process. Therefore, did 

this article attract worldwide audience. In addition, it was these authors who coined the term 

of International new ventures (INVs). Oviatt and McDougall (1994) explain further that these 

firms have international origins which are demonstrated in significant commitments of 

resources, for example in people, financing, time and material in several nations. According to 

Kiss et. al. (2012) the research and interest about IE has grown rapidly in the recent decades 

due to globalization and liberalization of many emerging country markets. Andersson and 

Svensson (2009b) state that the definition of IE as a research field have been developed over 

time and revised occasionally the last decades. One of the recent definitions of IE is made by 

Oviatt and McDougall (2005), hence “International entrepreneurship is the discovery, 

enactment, evaluation and exploitation of opportunities – across national borders – to create 

goods and services” (p.540). This definition incorporates different levels such as 

organizations, groups and individuals. The authors also highlight that entrepreneurship can 

also become evident in the later stages of a firm’s development. The individual entrepreneur 

is also seen as a central actor of understanding and interpreting the firm’s development. 

According to Hilmersson (2011), the research of IE and INVs has revealed the importance of 

entrepreneurs in the early stage of firm’s internationalization process. Several authors also 

highlight this importance, for instance McDougall and Oviatt (2000) emphasize the 

entrepreneur as the main driver for internationalization and value creation of the firm. 

Furthermore, early internationalization is a successful growth strategy, especially for SMEs 

(Madsen and Servais, 1997). Additionally, recent studies have revealed a positive relationship 

between the entrepreneurs’ international attitude, orientation, experience, network and 

positive international development. (Andersson and Florén, 2008; and Andersson and 

Svensson, 2009b; Andersson and Wictor, 2003; Denicolai and Palamara, 2007; Knight and 

Cavusgil, 1996) 
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3.1.3 Strategy	  research	  

According to Ronda-Pupo and Guerras-Martin (2011), the concept strategy and strategic 

management are widely diffused terms that have been interpreted in numerous different ways 

by many authors. In the conclusion of the article, the authors state that the strategy concept 

stands for the dynamics of the firm’s relation with its environment for which the necessary 

actions are taken to achieve its goals and/or to increase performance by means of the rational 

use of resources (p. 182). Hence, the main co-words for the meaning of strategy are firm, 

environment, actions and resources. Grant (2010) also highlights strategy as meaning of 

achieving a certain goals and the allocation of resources within the firm but he also adds 

consistency, integration and cohesiveness of actions in his definition of strategy. Furthermore, 

the author distinguish strategy into two strategies; corporate strategy that answer the question 

of where to compete and business strategy that decides how to compete on a market. A 

strategy can also be termed as a global or multinational, which Svensson and Andersson 

(2009) argue is related to the corporate strategy of a firm since it guides the firm about where 

its business activities should be situated in the world.  

According to Pehrsson (2008) and Grant (2010), there are two schools within the strategy 

field of research which has two different perspectives; the industrial organization view and 

the resource-based view. The industrial organization view implies that the competition 

structure impose barriers and enablers for a firm to enter foreign markets and industries, hence 

competitiveness is distinctively derived from the external environment. The industrial 

organization view has been criticized because it undertakes the premise that industries are 

stable, therefore the analysis is not applicable on dynamic environments and industries. 

According to Grant (2010), the resource-based view (RBV) provides a more solid foundation 

for strategy formulation, since the business environments are more rapidly changing today. In 

addition, the author states that competitive advantage is more apparent than industry 

attractiveness as a source of superior profitability. Pehrsson (2008) explains that the resource-

based view is rooted in the research of Penrose who conceptualize the firm as a pool of 

productive resources. Moreover, firms have incentives to enhance and expand the productivity 

of its resources. According to Barney (1991) the RBV advocates that firms should build their 

own unique resource and capabilities platform in their internationalization strategy. Grant 

(2010) further distinguishes resources and capabilities and state that resources are a firm’s 

productive assets and capabilities are what a firm actually can do. Resources are not 

productive on their own and therefore needs to be allocated together, which in turn become 
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organizational capabilities. Moreover, the creation of organizational capabilities is the 

foundation for sustainable competitive advantage (Grant, 2010) and the ability of firms to 

break barriers to internationalize (Bonnedahl, 2011).  

3.2 Internationalization	  process	  of	  service	  firms	  
In this section, we will present the characteristics and traits of services, which could have an 

impact on barriers and enablers of the early internationalization process for service firms. 

The theoretical discussion will end with a presentation of entry modes and nodes specifically 

for service firms. 

3.2.1 Characteristics	  of	  Service	  

Service is a process that consists of several activities where different resources are involved; 

humans, information, tangible attributes which are integrated with customer’s consumption in 

real time. Hence, service is produced at the same time it is consumed by the customer and is 

characterized as intangible and abstract. (Grönroos, 2006; Grönroos and Ravald, 2011; 

Kandampully et.al.,2001; Zeithaml et.al, 2006) Blomstermo et.al (2005) argue that the 

inseparability factor affects internationalization in the sense that there is no physical product 

that binds the business units and partners together between the home country and recipient 

country. Therefore, service firms have a greater need to enhance its internal marketing 

capability and build strong partnership relationships. The intangibility aspect has also an 

impact on the perceived service quality by different customers in foreign markets.  

Furthermore, Buckley et.al (1999) and Grönroos and Ravald (2011) state that the perishability 

aspect of service is connected to the fact that service is characterized by non-ownership, a 

consumer whether it is B2B or B2C, do not own a service. These consumers can only get 

access or hire the service while consuming it, while tangible goods can both be stored and 

owned by its consumers. Buckley et.al (1999), Grönroos (2007), Kandampully et.al., 2001, 

also discuss the fact that service is heterogeneous and subjective which indicate that every 

human being interpret quality of service differently due to its own individual premises and 

desires. Additionally, service consumption is unique depending on the persons who interact 

with each other. 

Boddewyn el.al (1986) classifies international service into three different categories according 

to its tradeability and inseparability. Firstly, service commodities that are distinctive from the 

production process, are foreign-tradeable services across national borders and therefore 
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exportable. Vandermerwe and Chadwick (1989) state that exporting of services can also occur 

when the firm can export a good providing a service or a service combined with physical 

embodiment in the service package. Secondly, Boddewyn el.al (1986) explain that in cases of 

where production cannot be separated from consumption like legal service advice, foreign 

presence is a prerequisite and the service is defined as location-bound. Thirdly, the last 

category is called combination services, which comprise a mix of both distinctive 

commodities and location-bound elements. When a combination-service is present, some 

foreign location substitution can be realized. Blomstermo et.al (2005) state that services with 

a high degree of intangibility and simultaneous production and consumption must be available 

to the fullest from the early stage of internationalization. This is due to the fact that this kind 

of soft-service is location-bound.  

3.2.2 Entry	  modes	  and	  nodes	  of	  Service	  Firms	  	  

Vandermerwe and Chadwick (1989) define two emergent clusters of entry modes for service 

firms which are most appropriate for international expansion according to the specific service 

firm characteristics; licensing/joint ventures and foreign direct investments. Licensing and 

joint venture requires a high presence at the foreign market achieved through a third party 

relationship like a licensee, franchisee or majority joint-venture partner. Control is achieved 

through the supply of key capabilities to transfer in management know-how, training or brand 

names to the foreign partner. Fladmoe-Lindquist (2000) states that global franchising of 

service firms has become the significant form of foreign direct investment in the service 

industry. The increasing usage of this multiunit agreement as an entry mode and node have 

raised the interdependence among the participants in the franchise system, thus created a 

formal and informal network of relationships.  

Vandermerwe and Chadwick (1989) explain that foreign direct investments for service firms 

are undertaken through the establishment of branches or subsidiaries, mergers or acquisitions. 

According to Mallampally and Zimny (2000), foreign direct investment in the service industry 

has constituted a main driving force of the rapid process of globalization. Vandermerwe and 

Chadwick (1989) recommend this mode for service firms which are very people-embodied, 

thus characterized with a high degree of producer/consumer interaction. These firms demand 

high control modes over service delivery during the simultaneous consumption and 

production process, in order to secure and sustain service quality. These arguments go also in 

hand with Blomstermo et.al’s (2005) discussion that many managers in the soft-service 
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business choose to conduct a high control entry mode in comparison to managers of hard-

service firms.  

Grönroos (1999) has distinguished one additional main strategy for internationalizing of 

service and service firms; systems export and following the large customer abroad. Systems 

export is joint export by two or more firms whose solutions are complementing each other’s. 

The author further states that system export is the traditional mode of service export and for 

example, advertising agencies and banks have extended their accessibility abroad because of 

their client’s activities in international markets. Majkgård (1997) also explains two types of 

distinctive foreign market entry modes and nodes of firms that imply client-following and 

strategic alliances. These two types of entry modes and nodes are called client-following 

strategies and market-seeking strategies. Client-following is a defensive approach which 

means that service firms follow their existing, domestic client network abroad. Market-

seeking strategy is more offensive approach and implies that firms are more likely to employ 

entry modes and nodes through cooperation and strategic alliances with agents, exports, joint 

ventures and contractual agreements. According to Seristö (2000), strategic alliances in the 

service sector have been increasing in tremendously since the 1990s. The main drivers for 

establishing strategic alliances for service firms are for example risk sharing due to the rapidly 

changing global market, receive scale economies, gain access to foreign markets and 

technology in an easier way and obtain market convergence.  

3.3 Barriers	  of	  internationalization	  	  
In order to answer our first subquestion, we have chosen to apply a theoretical discussion about what 

kind of barriers may occur in a firm’s internationalization process. Thereby, the aforementioned two 

schools; the International business school and the Strategy school of research will be presented to 

explain different kinds of barriers. The International business school will present institutional and 

country culture differences and lack of experiential knowledge as main barriers. The Strategy school 

will explain market and industry related barriers and firm-specific barriers. In the end of this theory 

section, we will provide with a discussion about certain internationalization barriers for service firms.  

3.3.1 International	  business	  school	  

As mentioned in 3.1.1 Internationalization process theory and the network approach, 

experiential learning and knowledge accumulation is one of the cornerstones for 

internationalization (Johansson and Vahlne, 2009). Lack of experiential knowledge can in the 

worst scenarios cause barriers for firms to internationalize in the foreign market. One kind of 
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knowledge that a firm can lack of is institutional market knowledge which acquires vast 

investments in time and money. This kind of knowledge refers to knowledge about language, 

laws and rules which are further related to liability of foreignness and psychic distance. 

(Johanson and Vahlne, 2009; Eriksson et.al,1997) Benard (2010) states that liability of 

foreignness occur due the fact that the resources of a foreign country is not available to firms 

from other countries. According to Johanson and Vahlne (2009), liability of foreignness is 

connected to a firm’s resources and capabilities, how it uses its firm-specific advantage to 

overcome the liability. Psychic distance is related to liability of foreignness, which O’Grady 

and Lane (1999) define as “a firm’s degree of uncertainty about foreign market resulting 

from cultural differences and other business difficulties that present barriers to learning 

about the market and operating there” (p.412). The authors explain that other business 

difficulties that increase psychic distance could be for instance industry structure and the 

competitive environment. In addition, barriers in institutions like the legal or political system 

are included in definition which could hinder the flows of information. Andersson and 

Svensson (2009a) add that psychic distance can also be visible in the educational system and 

in language barriers. According to Kostova (1999), countries with different regulatory 

institutions, norms and cognitive schemas, could impose barriers for knowledge transfers of 

organizational practices between the headquarter and the subsidiary unit.  

Due to the fact that psychic distance is a result of lacking institutional market knowledge, 

Eriksson et.al (1997) conclude that previous experiential learning and knowledge is 

prerequisite for a smooth and rapid internationalization expansion. In addition, Johanson et.al 

(2002) state the lack of experiential internationalization knowledge as the main barrier for a 

firm to internationalize. Eriksson et.al (1997), Johansson and Vahlne (2009) define 

internationalization knowledge as experiential knowledge and previous experiences about 

how a firm should use its resources and capabilities in international business entries. 

Hilmersson and Sandberg (2008) further explain that internationalization knowledge 

determinates how a firm should organize its activities abroad, how to adapt products and the 

organization to foreign markets.  

Another lack of knowledge barrier for internationalization that Johanson and Vahlne (2009) 

discuss, is the lack of business market knowledge which is related to a firm’s business 

network and relationships within it. Lack of such knowledge can in worst scenarios result in 

the liability of outsidership, whereas a firm has not reached a position in the foreign network 
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and have severe difficulty of conducting business in the foreign market. Liability of 

outsidership is often a result of liability of foreignness, whereas foreign firms cannot 

overcome language and cultural barriers in order to develop relationships. Furthermore, the 

authors highlight that it is through via close business relationships firms learn and increase 

their commitments to the foreign market. Hence, the foundation of mutual trust between the 

parties is vital and the cornerstone for internationalization. This discussion goes also in hand 

with Jansson and Sandberg (2008) five/five model as mentioned earlier, where the author also 

highlights relationships as the core of internationalization process. The authors also argue that 

there is a risk of only establishing third party relationships through intermediaries at foreign 

markets. This entry node and mode could result in a lack of opportunity to gain local market 

knowledge and business market knowledge due to a distant relationship with the intermediary, 

which in turn results in low contact with the customers at the market. Szulanski (1996) 

mentions the arduous relationship as a barrier for knowledge transfers, which indicates a 

laborious relationship with difficulty to translate and codify tacit components such as 

experiential knowledge from the headquarter. Furthermore, Jansson and Sandberg (2008) 

state that the distant relationship could also be a result of the low control entry mode that the 

firm has, which hinders successful knowledge transfers of organizational practices and culture 

from the headquarter. This is mainly due to the fact that organizational practices and 

experiential knowledge is mostly tacit, which also Nonaka and Konno (1999) highlight as 

difficult to transfer without socialize internally in the organization.  

In order to show the correlation between different kinds of experiential knowledge and the 

degree of perceived uncertainty of the foreign market process, Hilmersson and Sandberg 

(2011) developed a conceptual model. This model illustrates internationalization-, 

societal/institutional- and business network knowledge impact on the perceived uncertainty of 

the foreign market entry process, which in turn decide the type and degree of market 

commitment. In their findings, accumulation of experiential institutional and business market 

knowledge has an uncertainty reducing effect in the foreign entry. However, the empirical 

findings in the study did not support any significant reducing effect of uncertainty by the 

accumulation of experiential internationalization knowledge. This aspect contradicts the 

aforementioned arguments by Eriksson et.al (1997) and Johansson and Vahlne (2009), thus 

that general internationalization knowledge can be applicable to any kind of foreign market 

expansion worldwide. Hilmersson and Sandberg (2011) further stress the importance of 

accumulating specific internationalization knowledge of the firm’s particular chosen foreign 
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market to enter. Hence, a further barrier for internationalization could be the low degree of 

local internationalization knowledge that in turn will cause liability of outsidership. 

According to Johanson and Vahlne (2009) the modification of the Uppsala model by indicates 

that liability of outsidership, not liability of foreignness is seen as the main barrier for 

internationalization.  

3.3.2 Strategy	  school	  

The Industrial organization view 

According to Porter (2004) the industry structure is the key determinant of the 

competitiveness, since its shows the underlying economic structure and behavior of 

competitors.  The author furthermore states that the model of five competitive forces; threat of 

new entrants, bargaining power of supplier, bargaining power of buyers, threat of substitute 

products or services and rivalry among existing firms determinate the industry profitability 

and competition.  Pehrsson (2008) states that entry barriers in the external environment hinder 

firms relative to the incumbents to enter the foreign market. Therefore, do already established 

firms enjoy higher profitability than in a market where there is no barriers of entry. Examples 

of barriers of entry that incumbents can enjoy are economies of scale, product differentiation, 

absolute costs advantages and capital requirements. Grant (2010) and Porter (2004) also add 

governmental and legal barriers such as license, patents and others form of intellectual 

property rights, and other regulatory requirements and safety standards as entry barriers. 

Porter (2004) further explains that governmental barriers to another country market could 

impose more barriers of entry, for example tax laws, national labor policies or other operating 

rules that benefits the local firms. 

Grant (2010) also presents Porter’s five forces of competition framework as a tool for 

analyzing internationalization’s impact on the global industry structure and profitability. The 

author states that internationalization of firms often increases competition and lower industry 

profitability. Furthermore, internationalization has a direct influence on three forces of the 

five; competition from potential entrants, rivalry against existing firms and bargaining power 

of buyers. Regarding a lower entry barriers for potential entrants, in most national markets it 

is now easier for firms to enter due to tariff reductions, removal of exchange controls, 

internationalization of standards and a convergence between customer preferences and more. 

On the other hand, Rao (2001) argues that certain infrastructural and culture characteristics in 

the particular foreign market still continue to impose managerial problems regarding customer 
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behaviors globally. Also Porter (2006) agrees upon this fact and adds that customers can have 

confusing preferences when there are new types of products or services they do not know how 

to use, especially in emerging industries. The confusion is mostly underlined in emerge of 

new technology and lack of standardization on the market. This in turn demands extensive 

marketing capabilities in order to reach out to customer and reduce their uncertainties about 

the purchase. Rao (2001) and Andersson (2009) state further that a firm’s corporate 

management needs to match the converging global commonality in the global market with 

local customer needs and diversity, which requires both globalized and localized marketing 

capabilities.  

Regarding increased rivalry among existing firms, Grant (2010) states that the numbers of 

foreign firms that are competing at a national market have increased due to 

internationalization. Thus, the seller concentration of national firms has become lower and 

declined. This force also include the fact that the global competitors is often more diverse in 

terms of goals, strategies and cost structures which intensifies competition. On the other hand, 

Porter (2006) highlights that increased competition can be beneficial for developing an 

industry. Especially in an emerging industry where new competing firms can aid the 

technological development and sales of the new products or services. Furthermore, Grant 

(2010) explains that bargaining power imply that a larger pool of customer can excess their 

bargaining power more effectively in a global market. This is due to the increased potential 

for outsourcing and ICT opportunities, which eases the transport of products and services.  

The resource-based view 

According to Pehrsson (2008) resources and capabilities are influenced by the changes in the 

external environment. “The significance of a firm’s resources is determined from the external 

environment from which resources are drawn and valued” (Pehrsson, 2008:37). This goes 

also in hand with Grant’s (2010) about competitive advantage in an international context. The 

author states that competitive advantage does not only depend on the strategic match of the 

firm’s internal strengths in resources and capabilities with the key success factors in an 

industry. In addition, it also depends with strategic fit in the foreign national environments, 

which in other words is called comparative advantage. According to Porter (2006) 

comparative advantage is classic determinant of global competition. Comparative advantage 

is achieved when a country has significant capabilities in factor quality or cost efficient 

capabilities while producing products or services. Grant (2010) further explains that the 
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availability of resources and capabilities in the foreign market could either result as an enabler 

or barrier for internationalization. For example the availability of national resources and 

capabilities like local human resources, transportation systems, communication and legal 

infrastructure in the national environment can impose barriers for the internationalizing firm. 

Also the national culture as a supporting factor for innovation and entrepreneurial 

opportunities in an industry can impose barriers if the firm cannot use these resources or adapt 

to them. The author also add that capabilities that incorporates knowledge such as technology, 

human skills and management capabilities and resources needed to operate this kind of 

knowledge; capital markets, communication facilities and the legal system as vital 

determinants for national comparative advantage. Hence, there must be congruence between a 

firm’s strategy and national conditions otherwise comparative advantage will not be achieved 

and barriers will occur when firms internationalize. 

Bonnedahl (2011) discuss the fact that limitations in a firm’s capabilities and resources can 

have a negative impact on how the firm handle opportunities and threats in a foreign market, 

hence become an internal barrier. According to Coviello and McAuley (1999) resource 

constraints for internationalization could for example be scarcities in financial resources and 

human resources. As mentioned before by Rao (2001), both globalized and localized 

marketing capabilities are often needed in order to succeed internationally which further spurs 

the marketing capabilities need.	  Hutchinson et.al (2009) emphasize that internal barriers such 

as managerial resources and capabilities are often seen as the main barrier for 

internationalization. Lack of vision, control of business operations and lack of market 

knowledge as highlighted before indicate lack of important managerial resources and 

capabilities. This in turn also strengthens the importance of having an international 

entrepreneurial spirit in the organizational culture within the firm.  

3.3.3 Barriers	  of	  internationalization	  of	  service	  firms	  

According to Hollensen (2011) and Johanson et.al. (2002), the strategies in the literature on 

international marketing are often considered more risky for the service firm than for the 

manufacturing firms. The main reason for this is that in many services, the producers and the 

production facilities are a part of the service which requires that the firms has a greater control 

over its resources than it would otherwise. This also goes in hand with Blomstermo et.al 

(2005) and Vandermerwe and Chadwick’s (1989) discussion as mentioned earlier about soft-

service firms more commonly are conducting high-control entry modes. 	  
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According to Johanson et.al. (2002), service firms must quickly penetrate the foreign market, 

which indicates that there is only a limited amount of time to adjust to the new culture and 

business environment. Researchers have advocated that service firms have therefore more 

problems with personnel, control, quality and management in comparison to industrial firms. 

These factors indicate that internationalization is more costly and demanding strategy for 

service firms than for industrial firms. Also Buckley et.al (1999) emphasize the higher cost 

for service firms to internationalize and add that the costs are compounded by the high price 

of international travel and communications. Further on, there is a need that the producer 

interacts with its buyer at site, which result that the manufacturing exporting firm has a cost 

advantage vis-à-vis the service firm. When adding the costs of cultural and institutional 

distance, for instance in language and communication in the foreign market, and nationalistic 

and legal barriers, the costs will further be heightened. Bianchi (2011) states that service firms 

can have more difficulties with the psychic distance since the service offering is all about 

human interaction. This is due to fact that service is intangible and quality can be interpreted 

very differently among individuals which adds further complexity.  

Buckley et.al (1999) argue that service firms are more dependent on cooperation with well-

known intermediaries at the foreign market. Casson (1991) states the importance of building 

trust between the foreign intermediary and the firm. If trust does not exist, the foreign partner 

will not be an efficient intermediary at the foreign market. In addition, Buckley et.al (1999) 

states that alliances and joint ventures imply that the service firm is more dependent on the 

resources of the foreign partner, for example the employees. This aspect motivates 

internalization instead of having a partnership. Isidor et.al (2012) also emphasize high-control 

modes of service firms through FDI such as building up an own subsidiary by the fact that 

core knowledge and competences could disappear by hiring only local staff. Instead, 

expatriates from the headquarter should be sent to protect the core knowledge. Casson (1991) 

adds that the dependence on local employees can have a negative impact on the service 

performance if the foreign employees do not trust the firm and are therefore not motivated to 

perform well. 

Blomstermo et.al (2005) state that there is a risk that a myopia might emerge if managers of 

service firms are too consistent by starting the internationalization process in proximity close 

countries. Hence, the short cultural distance might not be exclusively positive and conducive 

for the performance of service firms because it can generate a false perception of security. 
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Thereby, there is a risk that the managers underestimate institutional differences between the 

domestic market and foreign market, thus overlook problems.  

3.4 Enablers	  of	  internationalization	  	  
In order to answer our second subquestion, we have chosen to apply a theoretical discussion about 

what kind of enablers that might impact a firm’s internationalization process. The main focus is 

placed on different proactive motives that might become an enabler for the firm which combine 

theories from the International business school and International Entrepreneurship, and the Strategy 

school of research. In the end of this theory section, a theoretical discussion about enablers for service 

firms will specifically discussed.  

3.4.1 Proactive	  motives	  of	  internationalization	  	  

According to Hollensen (2011) the fundamental reason for most firms to export is to make 

money. According to Pehrsson (2008), international competitiveness is manifested by firms’ 

performance in their local markets and when these firms internationalize, the good financial 

measures from the home market enable entry into foreign markets. Also Sharma (2001) 

argues that internationalization entry as growth factor by stating; “Internationalization 

provides one growth outlet…” (p.81). However, as in most business activities, economic 

growth it is seldom one reason that account for an internationalization action (Hollensen, 

2011).   Majkgård (1998) and Hollensen (2011) further divides the internationalization 

enablers into two main categories; proactive motives and reactive motives. The proactive 

motives refer to the firms’ attempt to a strategy change based on the firms’ interest to exploit 

their unique competence or market possibilities. Reactive motives refer to firms’ reactions to 

pressure or threats in its home market or in the foreign market and passively adjustments by 

changing their activity.  

Hollensen (2011) states that the proactive motives include different motives, for example 

profit and growth objectives where the short term profits are especially important for SMEs in 

the early stage of internationalization. Over time, the type of feedback received at the foreign 

market will influence the firm’s attitude towards growth. In general the stronger the firm´s 

motivation to growth, the greater activities it will generate, including the search for new 

opportunities.  
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3.4.2 International	  business	  school	  and	  International	  Entrepreneurship	  

International entrepreneurs and previous experiential knowledge  

According to Hollensen (2011), managerial growth is an enabler for internationalization, 

which reflects the desire, drive and enthusiasm of management towards exporting the 

company. The managerial urge to internationalize is simply a reflection of general 

entrepreneurial motivation and emphasises a desire of continuous growth and market 

expansion. Furthermore, Andersson (2004) states that if the entrepreneur decides to 

internationalize early, this will later on become an important part of a firm’s organizational 

routine, culture and knowledge base. Andersson and Svensson (2009a) underline the 

individual entrepreneurs’ positive attitude towards internationalization as a great enabler. 

Entrepreneurs see international opportunities where other people do not and these individuals 

have the ability to realize and implement a global strategy. Their individual experiential 

knowledge from abroad and personal network can be therefore seen as an explanation why 

some firms tend to internationalize already at its inception. According to Denicolai and 

Palamara (2007) and Hutchinson et.al (2009), the international entrepreneur can both be seen 

as an important human resource within the firm and as motivator for having an international 

entrepreneurship spirit in the organizational culture of the firm. 

In the study made by Morris and Lewis (1995), the authors investigated personal 

characteristics of the new entrepreneur in the international arena for SMEs and the reasons 

why entrepreneurs develop such characteristics. The authors made references to the personal 

life experiences of the entrepreneurs such as foreign education or work experiences, 

travelling, foreign birth and heritage, knowledge of foreign language and more. Denicolai and 

Palamara (2007) further on state that empirical evidence has shown that entrepreneurs who 

have lived abroad are more likely to export more than people who have not. Previous 

international experiences of entrepreneurs’ supports Johanson and Vahlne’s model from 1977, 

which indicates the idea that experiential knowledge and learning are crucial aspects in 

explaining internationalization. Eriksson et.al (1997) and Johansson and Vahlne (2009) argue 

that the accumulation of internationalization, institutional and business market knowledge are 

great enablers for internationalization. These kinds of knowledge together with specific local 

international knowledge as explained by Hilmersson and Sandberg (2011) ease the 

internationalization process. Hence, experiential knowledge helps to reduce psychic distance, 

liability of foreignness and outsidership.  
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Relationships and Networks   

As mention in the introduction, the pre-stage of internationalization can be highly dependent 

on the social network of the entrepreneurs in a firm. According to Andersson (2004), the 

personal network is the most important enabler for early internationalization firms in a rapid 

growing industry. Johansson and Valhne (2003) stress that building trustful relationships in a 

foreign network is more emphasized than having a control mechanism and ownership over its 

entry nodes. Ellis (2000) explains that foreign market entry decisions are often ad hoc, not 

always a linear process and based on social connections. The authors conclude her research by 

stating “…decision-makers tend to follow the line of least resistance abroad by capitalizing 

on their existing connections with others” (p.462). This statement indicates that business 

relationships are a vital key for the first steps towards internationalization and impact the 

choice of foreign markets firms start to internationalize in. Additionally, Kostova (1999) and 

Johanson and Vahlne (2009) state that it easier for firms to internationalize and transfer 

knowledge to a countries with similar regulatory institutions and culture. Hence, building 

relationships in culturally close countries are often more easy than in countries with much 

psychic distance, liability of foreignness and outsidership. 

 

According to Denicolai and Palamara (2007), the literature regarding networks for 

internationalization is mainly focusing on internal networks. However, local networks are also 

recognized as being a relevant driver of foreign sales, mainly for smaller firms. Jones (2001) 

also highlights the importance of both acknowledge inward and outward links in the first steps 

of internationalization for small entrepreneurial firms. It is through the links and transactions 

with organizations and individuals in the external environment international business 

opportunities are present. Thus, the small entrepreneurial firms are dependent on the 

establishment and development of trustworthy relationships with intermediaries. Denicolai 

and Palamara (2007) and Jones (2001) also emphasize that the rapid internationalization 

process motivate firms to exploit the advantages by being located in a cluster, which results in 

positive externalities on a larger scale. This includes for example skilled and specialized 

labour, specialized service, access to “collective international knowledge” and easy access to 

information of the internationalization strategies of main local competitors.  

According to Coviello (2006) firms can develop insiderships in networks even before 

internationalize to foreign markets and even before existing as a firm. This is due to the fact 

relationships and business network, hence social capital are generated as a resource that 
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enables mobilization of entrepreneurial firms. Through these early relationships, newly 

established firms can gain better access to international opportunities and resources, in turn 

overcome liability of foreignness and newness. Johanson and Vahlne (2009) also emphasize 

the importance of a business network in the early stage of internationalization and state that 

already established relationships and experience abroad ease the international expansion.  

3.4.3 Strategy	  school	  

Foreign market opportunities and market information 

According to Hollensen (2011) foreign market opportunities and market information might 

also work as expansion stimuli and enabler. Irwin (2005) states that during the past quarter 

century, globalization has increased economic growth in many countries which have enabled 

firms to seek increase market shares worldwide. However, Hollensen (2011) argues that it is 

shown that market opportunities only acts as an enabler if the firm knows how to secure the 

resources necessary to respond to the opportunity. Specialized market knowledge or access to 

information can distinguish an exporting firm from its competitors. This includes knowledge 

about the foreign customers, marketplaces or market situations that is not widely shared by 

other firms. As mention before, the accumulation of experiential institutional-, business 

market-, internationalization- and local specific knowledge about the market are great 

enablers for internationalization (Eriksson et.al, 1997; Hilmersson and Sandberg, 2011; 

Johansson and Vahlne, 2009).  

Regulatory enablers and tax benefits  

According to Hitt et.al (2006) and Andersson and Svensson (2009a), the growth of the global 

economy has reduced regulatory limits and initiated fewer trade barriers on foreign firms 

when they expand their operations internationally. Also Rao (2001) highlights the ease of 

regulatory institutions worldwide and also state that privatization and liberalization trends in 

many foreign markets have increased the number of firms operating worldwide. Hollensen 

(2011) states that tax benefits, in addition to other political and regulatory aspects, also plays 

vital role as an enabler. Tax benefits allow the firms to either offer its products and services at 

a lower cost in foreign markets or to accumulate a higher profit.  

 

Resource and capability pool: Technology competence/unique product and services 

According to Hollensen (2011), technology competence and unique products and services are 

other enablers for a firm to grow. The firm might produce goods or services that are not 
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widely available for its competitors internationally or they might have a technical advance in 

a specific field. According to Grant (2010) a firm can gain first-mover advantages and occupy 

a strategic position in the foreign network by being the first producer of the particular product 

or service. This position can in turn impose impediments for later entrants. First-mover 

advantage also contains niche gains to capabilities and resources at the market that the later 

entrants cannot obtain. Further on Hollensen (2011) explains that a critical issue to have in 

mind regarding to obtain a niche position is for how long the product will be unique or for 

how long the technical advantage will continue. This is also stated by Hurmelinna-

Laukkanena and Ritala (2012) who noted that innovation firms seek to differentiate strongly 

from others. However, the unique knowledge asset is only unique and provides a competitive 

advantage for internationalizing firms if these are durable. While firms internationalize, they 

need to have in mind that other actors might be trying to copy their offerings.  

As discussed in the 3.3.2 Strategy school in the barriers chapter, the aforementioned strategy 

barriers could also be enablers for internationalization. Hence, if the foreign market has 

available national resources such as labour force (Grant, 2010), if the firm has a pool of firm-

specific capabilities like financial resources and human resources (Coviello and McAuley, 

1999), internal capabilities like globalized and glocalized marketing capability (Rao, 2001; 

Svensson and Andersson, 2009) managerial capability and international entrepreneurship 

culture (Hutchinson et.al, 2009).  

3.4.4 Enablers	  for	  service	  firms	  

According to Ström (2004) the service industry does not require the same amount of heavy 

investments in comparison to manufacturing firms when internationalizing. This is due to the 

fact that service firms in comparison to manufacturing firms are mainly dependent on 

knowledge capabilities and content of its worker. Hence, service firms are not dependent on 

costly tangible resources such as manufacturing plants and R&D centers. Boojihawon and 

Young (2002) also highlight the knowledge and competence incorporated in the workers of 

the organization as a core resource for internationalization of service firms. Growth of service 

firms is driven by the competence and personal relationships of individuals who have the 

ability to convince potential clients about their problem-solving capabilities in the specific 

service area. According to Buckley et.al (1999), a firm’s personnel and human resources 

invested in learning and experience are the critical source of firm-specific advantage for 

service firms.  
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Drogendijk and Hadjikhani (2009) highlight strategic alliances as a great enabler for service 

firms due to the fact that many service firms do not have time to wait and gain international 

experiences in the early stage of internationalization. The world has much more rapid 

development in many industries, therefore are leap-frogging steps with no prior or little 

experience a more realistic behavior from service firms. The explanation for this behavior is 

the fact that service firms can use the knowledge of foreign investors or local firm’s market 

knowledge through strategic collaborations, in order to penetrate the foreign country market 

more rapidly. Buckley et.al (1999) highlight that local intermediaries can also break psychic 

distance, hence they can win the confidence of the local consumer due to its great local image 

and knowledge of these customers needs. This aspect result that the uncertainty of a service 

firm’s performance in the foreign market will be reduced and the customer will perceive the 

service quality of the firm positively. Fladmoe-Lindquist (2000) also emphasize strategic 

alliances but through service franchising. The author adds that through a franchise 

partnership, both parties can gain access to resources, ideas and partners which otherwise 

could be difficult to gain. The prerequisites for a successful franchise partnership are the 

creation of shared identity, collective learning, franchise partner status and the role of 

franchise network culture. 

To sum up, Drogendijk and Hadjikhani (2009) state that the firm’s environment and relation 

to that environment, thus access to the business network is very important for the early stages 

of internationalization for service firms. The importance of business relationships and 

partnerships goes also in hand with our previous discussion relationships and network as 

enablers (read 3.4.2 International business school and International Entrepreneurship) and 

client-following strategy discussion by Grönroos (1999) and Majkgård (1997) in 3.2.2 Entry 

modes and nodes of service firms.  

3.5 Summary	  Barriers	  and	  Enablers	  
In order to sum up the presentation of potential barriers and enablers from the research of 

International business School (IB), International Entrepreneurship (IE), Strategy research (S) 

and internationalization of service firms (SF) literature, we have chosen to demonstrate the 

key points in two tables below;  
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Tab1e 1: Barriers of internationalization (Flodin and Jansson, 2012) 

 

Table 2: Enablers of internationalization (Flodin and Jansson, 2012)
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4 Empirical	  data	  
In the empirical chapter, we have chosen to present our primary data which we have 

collected from our multi case study based on firms and organizations with previous 

experience about the Norwegian market. To easier be able to understand and follow the 

interviews, we have decided to divide them into the same order. Firstly a shorter introduction 

about the company and the interviewee are presented, followed by general information about 

Norway and the internationalization process, possible barriers and possible enablers for 

internationalization.  

4.1 Organizations	  and	  firms	  with	  experience	  about	  the	  Norwegian	  market	  	  

In our study, we have completed five interviews. One with the Swedish trade council based in 

Norway, one with a Norwegian based company, one with a Swedish consulting firm aiming to 

enter the Norwegian market and two with Swedish consulting firms who have penetrated the 

Norwegian market.  

4.2 The	  Swedish	  trade	  council-‐	  Norway	  
The Swedish Trade Council was formed in 1972 to serve the Swedish government and the 

Swedish business. The company’s aim is to make it easier for Swedish firms to grow 

internationally. The Trade Council helps the specific company with all services required to 

establish the company and its products, services or ideas in the new market. The Trade 

Council is located in 60 countries and work closely with for example associations, embassies, 

consulates and different chambers of commerce around the world. The Swedish Trade council 

in Norway was formed in 1975, located in Oslo. Norway is Sweden´s largest export market 

and their aim is to help Swedish companies establish themselves on the Norwegian market. 

(swedishtrade.se, 2012) 

4.2.1 Company	  interviewee	  

Henrik Emilsson is working as an associate at the Swedish Trade Council in Oslo, Norway. 

Emilsson works with different types of projects and different industries but mainly with the 

offshore industry and the IT-sector. He has previous experience from the Swedish Trade 

Council’s department in Malaysia. 

4.2.2 Internationalization	  to	  Norway	  	  

In general, Emilsson thinks that the Norwegian market and especially concerning the 
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economy, are characterised by a broad positivism.  There are for explainable good reasons 

and positive thoughts about the future and Norway possess a market that is less conjuncture 

sensitive than many other countries. This is mainly due to the fact that the Norwegian market 

has experienced a large and powerful expansion within the economy for almost 20-25 years. 

The positivism is also reflected on companies operating on the Norwegian market. According 

to Emilsson, “You can say that people are quite glad and light-hearted in business cohesions 

in Norway”. Concerning the business contexts, he thinks that people are less formal compared 

to Sweden when doing business. For example regarding business meetings in Sweden and 

Norway there is a difference in dress codes. Further on, how people meet in business 

cohesions and how they make connections in Norway are normally less formal. On the other 

hand, he states that the hierarchical system within the organizations is a bit more visible in 

Norway than in Sweden. Concerning politics, Emilsson believes that the regulations and the 

political system are more or less the same. This aspect is seldom a “clog” when it comes to 

doing business between the two countries.  

Emilsson believes that it is important to be present on the Norwegian market for a Swedish 

consulting firm. However, it depends on which industry the company is operating in, they 

need to define their business from the beginning to avoid double work, he explains. For some 

industries it is crucial for the firms to be seen on the market and to create a name for 

themselves. Concerning the fact that Norway is not a part of the European Union also 

increases the importance of being present on the market regarding tax aspects. Emilsson 

expresses that it is important to be present both concerning strategy perspectives, business 

perspectives and to be able to perform the business activities needed. Concerning the fact that 

Norway is not a part of EU, is in general mainly affecting import, registration and 

establishment regulations. This is built upon the fact that there are free movement of service, 

goods, labour etcetera within EU. “If companies transfer something into Norway, Emilsson 

explains, then they need to deposit sales taxes, transfer it through the custom duty and see if 

there are any additional fees that need to be paid, and this needs to be done on everything.” 

Even a recruiting firm might be seen as it is converting into Norway and might therefore 

become required to pay taxes for its services, this if the firm is not established in Norway. 

Lastly another practical aspect to be aware of which might be different is billing, according to 

Emilsson.  

In general, Emilsson believes that there is a positive view of Swedish firms in Norway. 
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Swedes are seen as hard working, competent and qualified, he explains. This positive view is 

especially visible concerning manufacturing firms and the fact that they have such a long 

history and are very knowledgeable.    

4.2.3 Possible	  barriers	  concerning	  internationalization	  	  

According to Emilsson, it is important for every company before an expansion to do their 

homework. For a consulting firm, they need to be aware of the regulations that control how a 

Swedish firm is allowed to act on the Norwegian market. Regarding consulting or leasing of 

human workers there are a lot of aspects to be aware of. This is in general called the grey zone 

concerning what is correct and what is not and there is further on different ways of doing or 

handling things. Therefore, it is important for a new firm entering Norway to know about 

these difficulties in advance so that they may not lead into problems in the future. The 

company needs to be aware of the local rules so that they do not translate them into something 

that is wrong, Emilsson explains. This is what the Trade Council tells all companies 

contacting them, he continues. It is actually a quite normal situation that companies contact 

them regarding tax problems due to the fact that they have not done their homework properly 

regarding the Norwegian tax system and regulations regarding hiring, and therefore received a 

paycheck. In Sweden, the tax office normally explains to you immediately if you have done 

something wrong and then firms are able to change it directly. In Norway on the other hand, it 

might take a year before the mistake is noticed and then the company only receives a 

paycheck from the tax office. This part makes it more important that the companies think 

more than once concerning practical aspects such as delivering before entering Norway, 

according to Emilsson.  

Even though Sweden Norway is closely located to each other and in aspect similar, there are 

still differences concerning buying habits and country culture, Emilsson explains. What is 

considered to be an attractive good in Sweden does not need to be considered so in Norway. 

Therefore a market check is required before an expansion and the company needs to have 

knowledge about their specific products and service attractiveness.  

“You need to do you homework both concerning the regulations and the market conditions.”- 

Emilsson 

Further on, Emilsson explains that a company needs to define their business before entering 

the Norwegian market which also concerns consulting firms. “Are they an enterprise or a 
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hired resource?” Emilsson states.  There are many different requirements for different 

businesses in Norway. It is also important with knowledge concerning rules for sending work 

forces between the borders. The company needs to get the information and find out how to do 

it in practice. Concerning the competition within the consulting field in Norway, according to 

Emilsson, the big consulting firms in Sweden are also represented in Norway. Especially 

concerning the IT-sector, the business is very dominated by a couple actors.  A lot of work 

within the IT-sector in Norway is also linked with large reforms in the health or public sector. 

Moreover, these jobs are more likely formed by general agreements and handled by larger IT-

firms within the country. Many IT- companies are further on working for the oil industry, 

which is dominated by the large oil corporate groups and their sub contractors. On the other 

hand, even though the market is dominated, Emilsson explains that there is still potential 

within the industry since the oil and gas industry is growing so rapidly. There are hinders to 

overcome but also a lot potential.  

4.2.4 Possible	  enablers	  concerning	  internationalization	  	  

The market condition in Norway is a beneficial aspect concerning internationalization for 

foreign firms and they are also looking promising concerning the future, Emilsson explains. 

The oil industry is constantly expanding and creates large and advanced networks with 

subcontractors all over the world. According to him, the positive outlook concerning the oil 

industry also creates a positive view of the rest of the economy. Further on, investments are 

made within the schools, health and public sectors and it is not only the Norwegians who have 

a positive view of the Norwegian economy. Emilsson explains that he went to a lecture held 

by England´s previous secretive state concerning the global economy, whom stated that “Oh 

wait we are in Norway and everything is going so well for you anyway.”   

Another potential for Swedish firms entering the Norwegian market is the lack of workforce 

that the country is facing. The economy is too big for the native labour force, according to 

Emilsson. He hopes that Swedish firms are aware of this and enters the market, especially 

consulting and engineering´s solutions. He further on believes that this will be more visible in 

the future if Norway is going to be able to keep up with the blooming economy. For Swedish 

firms entering Norway, Emilsson expresses that a joint venture is a good way of penetrating 

the market, especially for IT-consultants. Companies more or less need to start as low as 

possible in the supply chain to gain as much knowledge about the market and hopefully create 

a name for themselves. A joint venture or partnership might even be crucial in the first stage 
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of internationalization to Norway. He further on emphasises on the fact that the Trade Council 

strongly recommend new companies to put a lot of effort in their first stage of their 

internationalization process.  The company should not “jump” around in the market by 

making small steps. Instead the firm should dedicate both time and money to get something 

out from Norway and this will in the end be worth all the investments made. This is also 

called a “visible expansion” to the market where the company creates an identity in Norway. 

Concerning the success cases the Trade Council has, these companies have created a company 

in Norway and been active in their marketing and on the market. Of course, Emilsson 

explains, some firms are only happy with one single deal or business opportunity but the 

Norwegian market has in general more to offer.  

The language is another positive benefit for Swedish firms when expanding to Norway. 

Emilsson thinks that Norwegians and Swedes understand each other very well, even though 

there might be some complications. Norwegians might in general understand Swedish a bit 

better than vice versa but that is normally not a hinder. Concerning English, he thinks that the 

Norwegians prefer Swedish, this in opposite to Swedes who normally prefer English in 

business contexts.  In general, he argues that the language can be called a cultural closeness 

within Sweden and Norway.         

4.3 Peppes	  Pizza	  Geilo	  	  

Peppes Pizza Geilo is a franchising restaurant operating within the Norwegian pizza chain 

Peppes Pizza. The company is one of the largest pizza chains in Scandinavia. The restaurant 

was formed by two Americans, Louis Jordan and his wife Anne Jordan and are a part of the 

Umoe Catering As which also consist of restaurants such as Burger King, TGI Fridays. 

Peppes Pizza opened its first restaurant in 1970 in Oslo and was one of the first restaurants 

that brought foreign food to Norway. The chain is now located in 11 cities in Norway and has 

further on franchises in Kuwait and China. Peppes Pizza Geilo opened in Geilo ski resort in 

2001.  (peppes.no, 2012)      

4.3.1 Company	  interviewee	  

Per-Olav Ogner, CEO and principal owner of the franchising company Peppes Pizza located 

in Geilo, Norway. He has been operating in his business for ten years.  
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4.3.2 Internationalization	  to	  Norway	  	  

Since Ogner is operating in the Norwegian market, he has knowledge about the national 

business culture. In terms of the economy in Norway, he believes that the Norwegians are 

very anxious about the export. This is mainly concerning the Norwegian krono rate, because 

no organization or country wants to trade with a country that is too expensive. This aspect is 

also concerning tourism. The government on the other hand likes the strong currency. Ogner 

further on explains that the Arabic spring with the increasing oil prices also have affected 

Norway. On the other hand, the Norwegian market is not as affected by the financial crises as 

for example Greece, Italy or Germany. According to Ogner, Norway have a strong national 

feeling and a strong national unity and he believes that these feelings even became stronger 

after the act of terror in the summer of 2011. Norwegians are also proud of showing their 

country and they like the fact that they have a large tourism industry.  

Ogner do not thinks there are any major differences concerning the fact that Norway is not a 

part of the European Union. Since Norway is a part of the European Economic Area (EEA), 

he explains that Norway is affected by some decisions by EU and is a part of these decisions. , 

However Ogner believes that most Norwegians are further on happy that they are not a part of 

the European Union, mainly because the current situation concerning the Euro. Ogner does 

not believe it is concerning the fact that the Norwegians wants to keep the money for 

themselves. Instead it is more about the fact that they like to decide about their money by 

themselves.            

4.3.3 Possible	  barriers	  concerning	  internationalization	  	  

Ogner explains that culture is maybe not a barrier for Swedish companies entering the 

Norwegian market, but there are actually quite many cultural differences. One example is 

concerning the management style in Norway. A CEO makes more money in Sweden and it is 

not possible to have such gaps concerning the salaries in Norway, according to Ogner. “In 

general, I believe that we have flatter organizations”. Further on, there are not many 

Norwegians that work overtime a Friday evening, which is much more common to do in 

Sweden. When the Norwegians can be free from work, then they are free from work. He 

explains, that if the Norwegians could decide, they would like to work 6 hours 4 days a week. 

Additionally, according to Ogner’s experience it is not always the best idea to move a whole 

Swedish company to Norway and keep the structure as it is with a Swedish CEO. Instead, 

Swedish firms need to employ Norwegian workers. He further emphasizes on the importance 
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for a Swedish consulting firm to be located in Norway and to be present on the market. The 

company needs to adapt to the environment and realize that they are actually operating in 

another country, even though many believe that Norway and Sweden are more or less the 

same.  Ogner further on explains that he believes it is easier to establish a knowledge base 

company in Norway than a service enterprise.  He do not think the problem lies in the fact that 

it is a Swedish company entering the Norwegian market, rather the fact what kind of firm it is.       

4.3.4 Possible	  enablers	  concerning	  internationalization	  

In general, Ogner believes that the need for labour is going to increase in Norway. They are 

going to need Swedish, Danish and East European workers who are willing to work in the 

country. This is especially important since the Norwegian population is getting older. 

According to Ogner, Swedes are service minded and hardworking. If you hire employees 

from Sweden, based on his own experience, “you need to be fast answering e-mails and 

provide them with the employment papers”. The Swedish employees compared to the 

Norwegians are more bureaucratic. They are further on more mobile and easy going than the 

younger generation of employees in Norway. Concerning the Norwegian industry, it is 

considered stable mostly based on the oil resources. The gas production is also increasing 

with more resources and new advanced technology.     

4.4 Lexicon	  Väst	  	  
Lexicon Väst is a franchising company operating within Lexicon AB who consists of around 

30 firms, which all are specialized in different regions and fields. The company is located in 

west Gothia, Bohuslän and Halland and was formed in Gothenburg in 1984. By combining a 

smaller companies engagement through active owners and specialists, Lexicon AB has 

managed to receive a fast growth rate and is today one of Sweden’s largest education 

companies on a business level. The company is for example offering IT- training, graphical- 

education, IT-pro education, leadership-business education and sales- training. Lexicon Väst 

consists of 15 employees and eight of them are working as consultants.  Additionally, beyond 

Lexicons own employees, they have around 60 consultants connected to the company and 

around ten cooperation partners.  

4.4.1 Company	  interviewees	  

Katarina Swanbeck, CEO of Lexicon Väst and the principal owner. She possesses an 

academic background in both economy and behavioural science.  
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Peter Falk, Business Area Manager at Lexicon IT and consultant at Lexicon. Falk has a 

background as system developer but has mainly worked with project management and with 

sales in different forms.  

4.4.2 Internationalization	  to	  Norway	  	  

Swanbeck explains that one of the reasons why the idea of a potential internationalization to 

Norway occurred was because Lexicon Väst has a rather limited space to operate on today. 

The area possessed in Sweden is from half Halland to Strömstad. Further on she explains that 

the company has expressed strong expansion ideas but that these ideas are hard to perform on 

the existing market. Instead, the firm have started to explore their possibilities and realized 

that Norway is a close geographical country with good connections between Oslo and 

Gothenburg. According to Swanbeck, Oslo could be a possible hub for the company.  

Different ways of expansion have been discussed within the company. One possible way is to 

go through a Swedish customer that the company is already working with today. Lexicon Väst 

have some previous experience about the Norwegian market where they used Swedish 

consultants that they placed in Norway to work for different customers. These existing 

customers could according to Swanbeck be a possible way to find new potential customers. 

Another possible way could be to find a smaller company that is already established in 

Norway, which they in return could buy.  

A joint venture could be another alternative for Lexicon Väst. Swanbeck explains that they 

have had some collaboration with a Norwegian company before but that she thinks that they 

might be too big for them. Another alternative for the company is to use exhibitions or 

collaborations and they have for example one possible candidate to work for them in the 

future who already has started to look at the Norwegian market. “I think that he could be a 

valuable asset for us in a potential expansion to Norway and that he might play a central role 

in the internationalization”, Swanbeck explains. In general, she thinks that they need to hire 

more people with better knowledge about the Norwegian market.    

Swanbeck explains that according to the information given to her, the relationship between 

Sweden and Norway might be a bit sensitive. The potential collaborating partner that she has 

been in contact with in Norway further on explains that it might even be crucial to have a 

company in Norway and perhaps even a Norwegian name. She explains that Lexicon Väst 

needs to be aware of the culture and the existing differences. Falk points out the importance of 
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understanding the local culture as well.  

“We might think that Swedes and Norwegians are the same, but, as I have understand it, that 

is not always the case. We need to do our homework before entering Norway.” – Swanbeck 

According to Swanbeck, Lexicon Väst needs to understand how the Norwegian market works 

and how the firm should work after its needs. For the moment, they have not done any market 

research about the Norwegian market, rather briefly talked with some people with experience 

about the market. She further explains that Lexicon AB has no previous experience about 

internationalization, except from the chairman of the firm who is currently located halftime in 

the States. Lexicon Väst has not currently any employees with knowledge about the 

Norwegian market except from Falk who has some previous experience from his earlier 

career.   

4.4.3 Possible	  barriers	  concerning	  internationalization	  	  

According to Swanbeck, potential difficulties could be the cultural differences. Lexicon Väst 

does not want the Norwegian people to think that they are a Swedish company entering the 

market telling them what to do. Another potential barrier could be the language. Falk explains 

that there is a big difference concerning where in Norway you are operating. Sometimes it is 

easy to understand everything and sometimes nothing at all. In general he thinks that the 

Norwegians speak good English and that it is easy to switch between the different languages. 

Another aspect concerning the language is according to Swanbeck that all of their material 

needs to be translated from Swedish to Norwegian. This is then something that needs to be 

done from Sweden, which adds an additional expense for the company. Swanbeck explains 

that to overcome potential barriers, she thinks it is important to be present and to do their 

homework before entering the market. For example by making a market research and look for 

potential competitors. A reason for not entering the market for the company could be that it is 

too expensive or that they do not find a suitable entry mode or node.  

Concerning manufacturing companies compared to service organizations, Swanbeck believes 

that it might be harder being a service company. “When you manufacture you have your mills 

and the process are more or less the same wherever you are in the world”, she explains. 

“Further on, the more present we choose to be on the Norwegian market, the more 

consultants are going to be needed located there.”  



  EMPIRICAL DATA 

53 

 

“Compared to manufacturing firms, we are working with people and the process might be a 

bit different in different countries”. –Swanbeck 

4.4.4 Possible	  enablers	  concerning	  internationalization	  	  

The expansion idea is an enabler for Lexicon Väst according to Swanbeck. She further 

explains that; “we want to grow on the market and then Norway is a potential option for us.” 

If they manage to enter the Norwegian market, she believes that the growth will be a drive 

from the owners. The internationalization goal is a theme that is shown in the other 

departments of Lexicon AB as well. Lexicon Stockholm has for example been operating in 

Finland and the organization has connections in England and Germany. But for the moment, it 

would be rather unique if Lexicon Väst manages to enter the Norwegian market. According to 

Swanbeck, the expansion idea has always been a central idea especially since there is such a 

limited market in Sweden   

Norway is a country with money and according to Swanbeck’s previous knowledge, there are 

not many education- consulting firms like Lexicon Väst on the Norwegian market. She further 

on believes that they have a quite well anchored and structured way of working. Their main 

resources are their services, for example the IT-solutions. Swanbeck explains that they also 

have their leadership educations but she thinks that it is probably easier to start with the IT- 

educations. Then they for example, do not need to start with learning about the management 

system in Norway. Further on, regarding the IT-education, the need is more or less the same 

all over the world.  The ambition is though to export all of their segments but Falk also agrees 

that the IT- section would be best suited to start exporting with.  

Their main resources will further on be, according to Swanbeck, a bit different depending on 

how they choices to enter the Norwegian market. If they decide to buy, then she thinks it will 

be easier to find suitable solutions. If they on the other hand choose to enter through its 

present customer base or through strategic alliances, then they are more dependent on these 

employees and their knowledge. Further on, Swanbeck does not see any difficulties 

concerning the fact that Norway is not a part of the European Union.  

4.5 E-‐work	  

E-work is a consultant broker firm in the IT- segment and within the information management 

segment. They help their customers to find the right consultant for them and they are present 

in both in the recruiting and projects business.  The company consist of 140 employees in 
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Scandinavia whereas 10 of them are operating in Norway.  In total, the company consist of 

2700 consultants. E-work is mainly working with large corporate groups at the Norwegian 

market. The company are located in whole Scandinavia with offices in Stockholm, 

Gothenburg and Malmö in Sweden. When they entered the Norwegian market, they already 

had previous experience from expansion to Finland and Denmark. 

4.5.1 Company	  interviewee	  

Heidi Tengnaes, works at E-work as a management consultant concerning new business areas 

in Norway. She has been working within E-work in different departments for eight years and 

has previous experience from the Norwegian market.   

4.5.2 Internationalization	  to	  Norway	  	  

Tengnaes explains that the internationalization process to Norway for E-work started with a 

market research about the competition existing in the market. The result found was that that 

there were more or less no competitors within the area of “consultant brokers” in Norway. 

Therefore E-work started to internationalize their company. The company also saw the 

advantage of Norway being located close to Sweden even though Tengnaes expresses that 

they were aware of the fact that Norway is a different market compared to Sweden. Further 

on, E-work saw that the Norwegian market could offer a lot of growth potential in the future.     

Tengnaes and her colleague went to Norway with the aim to build a subsidiary in the market. 

Both Tengnaes and her colleague are originally Norwegians but have lived in Sweden for 

several years. The first assignment in the beginning was to recruit more local people in 

Norway. This appeared to be a bit of a challenge since the market in their field was very 

limited but also concerning the fact that Norway is a rather small country. Tengnaes noted 

that many Norwegians prefer to work in larger companies that have established themselves on 

the market and that his in return provides them with security. The whole establishment 

process for E-work in Norway took 18 months.     

The planning process for E-work’s internationalization to Norway included a large amount of 

marketing and PR, this manly due to the fact that the Norwegian customers did not know what 

a consultant broker was. It also required a lot of marketing based on the fact that they had to 

build such a large and strong database of new consultants. The process in general required 

both time and money according to Tengnaes. E-work had a certain way of establish 

themselves, they mixed new local employees to gain trustworthiness on the Norwegian 
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market. They also had present E-workers to implement their way of working and thinking on 

site. Thereby, the firm sent expertise from the headquarter in Sweden to help them build the 

subsidiary. Tengnaes explains that there were never any question about using a local alliance, 

partner or acquisition in Norway.  They wanted to work on their own and it was important for 

the company to keep the “e-work sprit” and their organizational culture. Further on she 

explains that they are a young organisation with a rapid growth and entrepreneurial spirit.      

Tengnaes also points out the importance of being present on the Norwegian market, this 

mainly to be able to keep the customers and to make visits. She thinks that new companies 

more or less need to knock on the customers’ door and tell them what they do, and in E-

work’s case, what a consultant broker really does. This would not be possible to do if E-work 

was located only in Sweden. E-work further on hired a Norwegian CEO to the Norwegian 

subsidiary. E-work is today growing at the same speed in Norway as in Sweden and Tengnaes 

explains that the company are very happy with the result.   

4.5.3 Possible	  barriers	  concerning	  internationalization	  	  

Potential barriers according to Tengnaes have been the market characteristics. Norway has for 

example little or no competition and there are in general much fewer consultants on the 

Norwegian market than in Sweden. This has been a disadvantage also because many 

Norwegians did not know what a consultant broker was, which in return required more work 

and advertising for the company. However, there has been an increase in the competition 

since E-work entered the market. Although the competition has increased, Tengnaes 

sometimes still thinks it is hard to convince the Norwegian customer why they should use a 

consultancy broker instead of only using consultancy recruitment firm. E-work were already 

established in Sweden and had a stable customer base, while in Norway it is still more 

common to hire consultants permanently rather than to buy consultants for some short period 

of time in projects. This in general shows that Norwegians have another customer behavior 

than the Swedish customers. On the other hand, this behavior and the fact that Norway are 

behind in their way of consuming provides potential of change for the future.    

Tengnaes further on explains that it was hard to find employees due to the low unemployment 

rate and the fact that Norwegians are searching profoundly for security. They do not want to 

work with a start-up firm and being a new Swedish consulting firm was not an advantage. She 

further states that Norwegians can have some resentment towards Swedish successful firms.     
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“Swedish firms cannot come here and think that it will be as easy for them to settle up in 

Norway as in Sweden”. –Tengnaes 

 

It is as a big brother versus little brother relationship according to Tengnaes. While the 

Norwegians search for security, Swedes are more mobile and more used to the international 

market. This view of the Swedes has in general meant some complications while entering the 

Norwegian market for E-work. The headquarter can for example not step in and think that 

they are better than the Norwegian subsidiary. This mentality also increases the sceptics 

toward new Swedish firms, especially if they are totally Swedish with no local connection.  

According to Tengnaes, the business moral is more hierarchical in Norway than in Sweden. 

Sweden has a more decentralized and flat organization culture. In Norway on the other hand, 

the leader instil more respect to the hierarchical way of work. Further on, Norwegians are 

more disciplined with time and they show respect to people’s spare time more than in 

Sweden. Swedes are more internationalized and flexible with their time and they are more 

willing to work after working hours. Norwegians goes home 12 o’clock a Friday afternoon 

and they work no longer than 4-5 pm sharp on a regular working day. Vacations are further on 

very important for the Norwegians and no one wants to work during Easter for example, 

according to Tengnaes.     

4.5.4 Possible	  enablers	  concerning	  internationalization	  	  

Tengnaes explains that previous experience were one of the main enablers for E-work. She 

thinks that it would have been too hard to start at a small scale with only 1 person in the 

beginning at the subsidiary. Instead the companies according to her, needs to put a lot of 

effort in the initial stage in order to succeed. New enterprises need to be fast in order to create 

business, gain beneficial relationships and create bonds with the customers. This is a pattern 

that Tengnaes has seen in all Scandinavian markets, the need of making fast business and 

learn about the market. Tengnaes also points out the importance of relationships. E-work had 

for example learned to do business with many of their big already established customers in 

Sweden, who in return also required them to be present in all Scandinavian markets for their 

convenience. Relationships and especially with the big MNCs are overall important since it 

would be too costly to lose them. Moreover, consultants that have been operating with large 

cooperation’s receive more legitimacy by new customers, according to Tengnaes.  

Market characteristics are another important aspect to be aware of when internationalizing a 
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company to foreign countries. Aspects to be aware of, according to Tengnaes, are for example 

long-term potential of market growth, the economy of the country and market growth 

potential on the consulting market. E-work specifically looks at three main factors before 

entering a new market; way of working, competition and the market. Customers and countries 

are two other main concerns which contribute to more flexibility. It is for example easy to 

send Swedish consultants over to Norway and vice versa, which contributes to a synergy 

effect according to Tengnaes. The language is also a beneficial aspect where the Nordic 

countries are able to speak “nordish”, which in turn brings closeness. The political system in 

Norway is another similar feature between Sweden and Norway. Tengnaes and her colleague 

made a market research concerning the political system before entering Norway and realized 

that it would have taken longer time without their previous knowledge about the market. 

Concerning the aspect that Norway is not a part of the European Union, Tengnaes does not 

think that this contributes to any major difference and that the laws are more or less the same 

in the two countries. There are though some differences concerning the tax regulations but she 

does not think that this makes any major impact.        

Regarding resource inputs in comparison with manufacturing firms when building up a 

subsidiary, consulting firms are easier to start since it requires small amount of financial input 

according to Tengnaes. Tengnaes continues to explain that in the early stage of 

internationalization for E-work, the firm only paid 3 employees which would not be 

devastating costs if the subsidiary would not succeed at the Norwegian market. Another 

enabler for E-work was the fact that they had Norwegian employees and hired a Norwegian 

management team that took responsibility for the market. Tengnaes emphasises the hiring of 

local staff as a tool to adjust to the Norwegian market and use the knowledge provided within 

the firm.  Tengnaes further on emphasises on the fact that there was very low competition on 

the Norwegian market at the beginning and therefore E-work gained a first- mover advantage. 

This aspect were very different compared to the Swedish market were there the competition is 

high. However, concerning the competition in the Swedish market, Tengnaes thinks that the 

other firms might be too small to internationalize and too limited to make the initial 

investments abroad. She further thinks that the competition in the Norwegian market is 

limited, even though a handful of Swedish and Norwegian consulting firms have entered the 

market after E-work. E-work, along with a couple of other firms still possesses a major part of 

the market share in Norway. Tengnaes, however points out that the company likes the fact 

that there is competition on the market and she thinks that they are helping each other by 
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using the same models and way of working. The Norwegian customers are today much more 

aware of what a consultant broker is and what E-work is working with. 

The entrepreneurial spirit was also a present aspect in the company’s internationalization 

process. E-works corporate goal was to become a complete Scandinavian consultancy dealer. 

Tengnaes explains that this was rather the goal than the internationalization need itself. Many 

of E-works customers and mainly the MNCs demanded them to be present in all the 

Scandinavian countries including Norway. She further on explains that the CEO of E-work is 

rather satisfied with the Scandinavian market and that his idea is to “dig where you are 

standing.” Therefore the goal is to grow further on the Scandinavian market before entering 

any other potential markets. A potential way for further expansion for E-work could be to 

follow existing customers. Tengnaes further highlights the importance of marketing and PR in 

a new country. She also thinks it is very vital for E-work to be central located, especially 

within Norway. It is according to her, one of the company´s strategies since they have many 

meetings with both consultants’ and customers. They always want to be able to reach their 

customers as fast as possible.   

4.6 Qeep	  
Qeep stands for Qui Eventus Est Possibillis which means, “what result is possible”. The 

company was formed in 1998 and several years of research and analysis were made before the 

company started. Qeep is specialised in creating result together with their customers, this by 

challenging, inspire and coordinate the organization. Their main goal is to make companies 

perform better by involving the whole organization, starting with the management 

department. According to Qeep, it is not the managers who perform result, it is the employees. 

The company are not operating within any specific business, instead they have customers in 

many different industries but have the same approach within Sweden, Denmark and Norway. 

Qeep has previously been working with Hungary, Germany and Italy but are now mainly 

focusing on the Scandinavian countries. In Sweden, the company is operating with 12 

consultants located in Malmö, where their head office is placed and with additional offices in 

Stockholm and Västerås.  
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4.6.1 Company	  interviewee	  

Mathias Bönnemark, Managing Director at Qeep has previous experience mainly concerning 

management and leadership. He has mostly been working within the Nordic countries but also 

in the Baltic area. 

4.6.2 Internationalization	  to	  Norway	  	  

Qeep is located in the Oslo area in Norway. Bönnemark explains that the Norwegian market 

is a bit unique concerning the fact that there is such large amount of sole trades. There are 

many generation companies, especially within the fishing and oil industry. Norway is in 

general a very strong nation and according to Bönnemark, it is not always the best idea to 

come as a Swedish management consultant telling the Norwegians what do. This concern has 

contributed to the fact that Qeep always places a local talent as a manager in the specific 

country they are operating in. They have a Norwegian manager in Norway and a Danish 

manager in Denmark. Although, according to Bönnemark, Swedes have a good reputation of 

being loyal, punctual and good workers. On the other hand, he explains that he thinks there is 

a difference between working as a native company located in the specific market compared to 

come as a Swedish company wanting to set up their own subsidiary.  

Concerning Sweden, Norway and Denmark, Bönnemark argues that these are three different 

markets, mainly concerning processing and not as much concerning implementation. The 

markets are dissimilar in different ways, he further on explains. Norway is a proud nation with 

an industry society. Denmark on the other hand has a more hierarchical image along with a 

longer process of with doing business in general. Sweden, further on is much less hierarchical 

compared to Denmark. Qeep started their internationalization to Denmark in 2003 and the 

process started with one of their contacts within the country. Before entering the country, they 

did not do any market analysis. Instead they saw a country with many companies and 

hopefully possible customers for them.     

In Norway, Qeep are also located with a local manager and they see the Norwegian market 

with a large growth potential. Haavard, their Norwegian manager is now taking over the 

subsidiary to 100%. The departments are totally handled from each country and Qeep´s head 

office is only providing them with education about their method, technology and the market 

development process. As already expressed, Bönnemark sees a large growth potential on the 

Norwegian market, especially concerning service firms. This is concerning two aspects, first 
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of all that the Norwegians are very good at what they are doing, mainly based on their long 

history. Second of all, he sees potential concerning the fact that Norway is very good at 

exporting and that the country also will be better in importing, especially importing services 

offerings with some kind of edge competence. However, it is important according to him to 

show the Norwegians what they can offer instead of telling them straight what to do. Norway 

is a bit of a sensitive and proud market, according to Bönnemark.           

4.6.3 Possible	  barriers	  concerning	  internationalization	  	  

Regarding difficulties in Norway, one barrier, according to Bönnemark, might be their 

historical culture, based on their generation culture within companies and their pride. “They 

have learned how to run their business from generation to generation”, he explains. It is 

therefore hard to come and tell them what to do and change their behaviour, especially 

concerning management consulting. Norwegians are further on not used to participate in 

different education contexts as for example Swedes are. Bönnemark believes that even though 

Norway has very good education possibilities and Universities, they are still a bit too based on 

Norway and not always as international as many other countries. This sometimes contributes 

to the fact that Qeep and other consulting companies find it hard to convince customers about 

the need of external help and to make them see the potential of what is offered. Some firms 

might even think it is a bit ugly admitting they need help. It needs to be a mutual agreement 

and a learning process for the company, Bönnemark argues. 

Bönnemark further argues, that according to his personal opinion, there are too many laws 

and regulations within the Scandinavian countries.  

“I believe there should be better integration within Scandinavia or within the Nordic region 

concerning laws and regulations.”- Bönnemark 

 

For example, while dealing with a Danish customer from the Swedish department, he had to 

more or less hire people from their own Danish department to be able to perform the job. 

These are small issues that make the way of doing business much harder, he believes that it is 

more bureaucratic than it should have to be. Concerning the competition within Norway, there 

is a limited amount of consulting firms operating on the Norwegian market, compared to 

Sweden. Despite this, the consulting industry in Norway is hard. This regards the fact that the 

firms who are operating on the market dominate. On the other hand, Bönnemark explains that 

the rivalry in general is limited in Norway and that there are few actors on the market. 
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Norway does not have a long consulting history and this might be considered an enabler for 

Swedish firms entering Norway. However, Bönnemark believes that competition is good 

because then the market gets processed and more mature for different offerings. This makes 

the market situation in Norway a bit severe. There are too limited competition on the market 

which is not beneficial, but the once who are represented in Norway are very dominating. 

Further on, the largest concern that Bönnemark has noticed is that there are differences 

concerning billing between Norway and Sweden.          

4.6.4 Possible	  enablers	  concerning	  internationalization	  

Bönnemark emphasises a lot the importance of having a network concerning 

internationalization. Their Norwegian manager is born Norwegian and possesses a large 

network within Norway. Further on, the Norwegian manager has a strong entrepreneurial 

spirit and is very good at building and creating business. The network provided for Qeep 

while expanding to Norway played a large impact for internationalization than the strong 

Norwegian manager itself. On the other hand, Bönnemark explains that it gave them more 

credibility of why they should enter Norway. He emphasizes that the right person for the job 

is more important for him than an advanced market analysis, this mainly because more or less 

every country has its problems. Concerning Qeep’s way of doing business, a country’s 

economical difficulties might even be seen as an enabler for the firm and a reason for why 

they should work with the firm. Further on Bönnemark explains that he would rather spend 

his money on a person and his network than he would say “Let’s spend money in this country 

because they have such a good economy.”  The international expansion is in general a goal 

that is within the company but it depends on finding the right person.     

 

Another enabler concerning Qeep’s internationalization was the fact that they wanted to build 

a “Scandinavian leg”. They were already located in Sweden and Denmark and had customers 

who were operating in all three Scandinavian markets. Therefore it became natural to follow 

their customers into the Norwegian market as well. One example was SAS, a company that 

Qeep were working with which was strong both in Denmark, Norway and Sweden, along with 

SAS’s other customers. Bönnemark explains that they saw a well-anchored establishment for 

their customers and the process therefore became natural. In general he thinks that it is rather 

easy operating within Sweden, Norway and Denmark. Further on, Bönnemark does not see 

any major hinders concerning the fact that Norway is not a part of the European Union. 
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According to Bönnemark, Qeeps’ resources is their staff and they emphasize on being present 

on all the markets where they are operating, to facilitating their customers. Concerning the 

internationalization to Norway, Qeep acted more as a support factor for the subsidiary. 

Regarding the financial resources, Qeep are owned by a larger corporate group but does still 

not possess any larger amount of financial resources. Instead their main goal when 

internationalize to Norway was to be able to pay the managers salary. Therefore, Bönnemark 

believes that the consulting industry is very grateful, “Our biggest expense is ourselves”, he 

explains. He further states that despite his limited knowledge about the subject, he thinks that 

the service firms are easier to internationalize than manufacturing firms. This mainly based on 

the fact that it is easier and cheaper to start up a business within this field. Qeep’s main 

resources according to Bönnemark is further the fact that a limited amount of companies 

knows what they are doing but more or less every company has a need for them. 
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5 Analysis	  

In this chapter we will analyze key points from the theoretical framework with the result from 

our empirical study and the data from the six interviewees. Thereby, we will analyze barriers 

and enablers in the early internationalization process for service firms. 	  
 

5.1 Barriers	  of	  early	  internationalization	  for	  service	  firms	  

In the theoretical and the empirical chapter, we have discussed different barriers specific for 

service firms, barriers according to the international business school and strategy school. In 

the following paragraphs below, we will in accordance to the empirical data and our opinion, 

highlight the most important barriers for service firms to consider in the early stage of 

internationalization. 

5.1.1 Barriers	  for	  service	  firms	  

As mentioned before by Hollensen (2011) and Johanson et.al. (2002), internationalization 

process for service firms are often considered more risky for service firms in comparison with 

manufacturing firms. This is mainly due to the complex characteristics of service; 

intangibility, inseperability in production/consumption, heterogeneity and subjectivity in the 

perceived service quality, non-ownership and non-storage of service (Grönroos, 2006; 

Grönroos and Ravald, 2011; Kandampully et.al., 2001; Zeithaml et.al, 2006). The complexity 

of the service process was an aspect that Katarina Swanbeck at Lexicon Väst mentioned by 

elaborating that manufacturing processes are more or less the same worldwide, while service 

process can be different in several countries. This statement can also be connected to Bianchi 

(2011) and the fact that service firms can have more difficulties with culture differences and 

psychic distance because of the human embodied character in the service offer. We also agree 

upon the fact that service firms can have more difficulties with culture since these firms’ 

business is all about culture interfaces in real time. This in turn makes the service 

consumption unique every time new people are interacting (Grönroos, 2007), which can 

further imply internal difficulties within the firm when transferring organizational practices if 

these people have different cultural mindset, values and norms (Kostova, 1999).  

All of the interviewees discussed cultural differences in both national culture and business 

mores between Norway and Sweden, which we will further highlight in 5.1.2 barriers 

international business school. In order to handle the cultural differences and the complexity 
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of service transfers, another commonality between the interviewees was that all of them 

emphasized the importance for consulting firms to be present in Norway. If consulting firms 

are not present in Norway, it will impose a barrier for the business. Henrik Emilsson at the 

Trade Council highlighted presence of the reason that Norway is not a part of the European 

Union, which could result in unnecessary added payments and taxes due to imports of service. 

Per-Olav Ogner at Peppes emphasized the culture aspect and the fact that Swedish consulting 

firms must be present in order to adapt to the cultural differences properly. He also 

highlighted the importance of presence concerning a strategic perspective, thus the fact to be 

able to perform the business at the market and reach out to the customers which also 

Emilsson, Heidi Tengnaes at E-work and Mathias Bönnemark at Qeep agreed upon. Tengnaes 

also added the fact that if E-work would not be present at the Norwegian market through the 

subsidiary, business and customer relationships would not even be possible to create. This 

statement goes in hand with Blomstermo’s et.al (2005) and Vandermerwe and Chadwick’s 

(1989) discussion that service-firms that attribute soft-service characteristics like consulting 

firms are more likely to internationalize through high-control modes. In addition, these 

service firms must be present to the fullest from the very early stage of internationalization 

since this kind of service is location-bound. We agree with this discussion and argue that 

service firms must be located in the foreign market from the very start, which is a 

contradiction to classic internationalization theory for manufacturing firms. This also supports 

theory about leap-frogging instead of applying the establishment chain for service firms’ early 

internationalization. This argument will be further highlighted throughout the analysis. 

As mention before, service is heterogeneous and perceived subjectively by different human 

beings, which in turn increase complexity in service transfer (Buckley et.al, 1999; Grönroos, 

2007; Kandampully et.al., 2001). Also Emilsson stated that the business for consulting firms 

might be broadly interpreted, especially by the legal system which in turn can send tax bills to 

the consulting firms which could have been avoided. Hence, the question to be asked for 

many Swedish consulting firms before internationalize to Norway is “…are we an enterprise 

or a hired resource?” 

As stated by Buckley et. al (1999), service firms that undertakes a joint venture or strategic 

alliances are more dependent on the resources of foreign partners, mostly on the employees in 

soft-service firms. Swanbeck also highlighted the interdependence if Lexicon Väst chooses to 

enter through a strategic alliance, which could complicate business since Lexicon Väst will be 
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more dependent on the knowledge and employees of the partner. Therefore Bönnemark 

highlights the importance for Qeep to find the right local talents and partners. This discussion 

can be drawn to Casson’s (1991) statement of the importance of building trust between the 

foreign partner and the firm, thus securing motivation and good performance from the foreign 

alliance. In addition, Szulanski’s (1996) discussion about arduous relationships could also be 

connected to the resource dependency of employees’ motivation between the foreign partner 

and the headquarter. Also Jansson and Sandberg (2008) highlighted that third-party 

relationship and low-control entry mode could also have negative impacts on the firm’s 

performance if the relationship is distant.  In our opinion, this could also be a reason of why 

E-work does not choose to create a partnership with a Norwegian partner and sustain the E-

work spirit. This statement goes also in hand with Isidor et.al (2012) who warns that core 

knowledge and competences can disappear through a low-control mode like strategic alliance. 

We believe that characteristics of service makes internationalization process for service firms 

far more complicated when it comes apprehend the organizational culture and the core 

capability of the service firms. Hence, in soft-service industries like consulting firms it is even 

more important to create trust between the partners or subsidiary unit and the headquarter, in 

order to create successful business. 

Contradictions between theory and empirical data 

As stated by Blomstermo et.al (2005) in 3.3.3 Barriers of internationalization of service 

firms, myopia can emerge if service managers are too consistent by internationalizing to 

proximity close countries. Hence, managers overestimate cultural differences and other 

barriers that might occur in the entry to the nearby country. This statement does not go in 

hand with the interviewees’ answers of how the case companies have managed the 

internationalization process to Norway. We perceive that all of them have acknowledged 

cultural differences between Sweden and Norway that they were aware of these in the initial 

stage of internationalization. In Lexicon Väst’s case, they are aware of these differences 

before taking the leap to the Norwegian market. In Qeep’s strategy, the local partner with 

local specific knowledge was more emphasized than to internationalize to proximity close 

countries. This aspect is also visible in their internationalization strategy and their previous 

presence in Hungary, Germany and Italy. In E-work’s case, they had two employees with 

Norwegian heritage which enabled them to see the cultural barriers clearly.  
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It was also emphasized in the theory that internationalization process for service firms were 

seen as more costly (Johanson et.al., 2002). However, no one of the interviewees stated that 

internationalization process for service firms would be more costly than internationalization 

process for manufacturing firms. On the opposite, Queep’s and E-work’s internationalization 

process represented that is was actually cheaper for service firms to internationalize due to the 

fact that the only costs for the firms were the employees. This will be further discussed in 

5.2.1 Enablers of service firms. 

5.1.2 Barriers	  International	  business	  school	  

As stated in the 3.3.1 International business school, a main impediment according to 

internationalization process theory is the lack of institutional knowledge, internationalization 

knowledge and previous experiences abroad, lack of business market- and specific local 

knowledge (Eriksson et.al, 1997; Johanson et.al, 2002; Johanson and Vahlne, 2009; 

Hilmersson and Sandberg, 2011). Both Emilsson and Swanbeck emphasized the importance 

for consulting firms to “do your homework” before internationalizing to Norway, which refer 

to regulatory and cultural differences. Emilsson highlighted the collection of institutional 

knowledge and the importance of gathering enough information about the regulatory 

impediments that can occur. We also argue that collection institutional knowledge through 

network contacts and relationships or via market research as enablers for gaining this specific 

knowledge. Furthermore, we also state the importance of collecting this kind of knowledge 

since it eases the internationalization process. This has been seen both in the case of E-work, 

which used its institutional knowledge through Tengnaes and her co-worker and in the case of 

Qeep, through the Norwegian partner and his institutional knowledge. 

Even though Norway and Sweden is culturally close countries in many perspectives, all 

interviewees stated some cultural differences that could evolve to barriers if Swedish firms are 

not aware of these. For example Ogner stated that Norway has a stronger national culture and 

unity than Sweden, which also Bönnemark had experienced through Qeep. He further 

emphasized that Norwegians have a mentality of “Norway is the best”. Moreover, there is a 

rule of not tell Norwegians what to do, which was highlighted by all interviewees. Swedish 

consulting firms cannot enter the Norwegian market as a Swedish firm with the perception 

that it is “easy” to internationalize to Norway. This is deeply rooted in the big brother versus 

little brother relationship according to Tengnaes. Therefore, Bönnemark, and Ogner believed 

that it is harder to be a pure Swedish firm and settle up a subsidiary in Norway. Emilsson and 
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Ogner also highlighted that Norway is generally less formal in business contexts and have 

flatter organizations in comparison to Sweden. Tengnaes on the other hand stated that Sweden 

has a more decentralized organization structure and emphasized that the respect for hierarchy 

is more present in Norway than in Sweden, which Emilsson agrees upon. Additionally, Ogner 

and Tengnaes highlighted Norwegians perception of time and spare-time, hence that 

Norwegians preferably want to work 6 hours for 4 days a week. This contradicts the mentality 

in Sweden, which are seen as more hard working and internationally mobile than Norwegians 

according Tengnaes and Bönnemark.  

On the other hand, we do not argue that these barriers are considered as psychic distance or 

could cause severe liability of foreignness as discussed by Johanson and Vahlne (2009) and 

O’Grady and Lane (1999). However, as stated by Johansson and Vahlne (2009), liability of 

foreignness impacts liability of outsidership if firms have difficulties to overcome cultural 

barriers. This in turn results in more difficulties to develop relationships at the foreign market. 

As the authors also stated, liability of outsidership is seen as the main barrier for firms when 

internationalize. Therefore we stress the awareness of the cultural differences with an 

emphasis on business culture differences since this in turn can have an impact on creating 

relationships, thus create liability of outsidership. Also Swanbeck emphasized this aspect 

regarding Lexicon Väst’s future entry to Norway by “doing their homework”.  

Regarding lack of internationalization- , business market- and local specific knowledge, these 

kind of knowledge turned out not to impose barriers for the case-companies. Lexicon Väst is 

in the face of early internationalization and has some previous internationalization experience 

through the chairman of the firm and through Falk, with some previous business experiences 

of the Norwegian market. Furthermore, the firm has established a relationship with a potential 

partner and is also thinking about client-following strategy to Norway, which further indicates 

a beginning of the collection of business market knowledge.  E-work had local specific 

market knowledge through Tengnaes and her colleague and previous internationalization 

knowledge. In addition, E-work has developed strong business relationships at the very 

beginning, which further imply business market knowledge. Qeep gathered local specific 

knowledge and business market knowledge through their partner and the firm also had 

previous internationalization knowledge. However, as stated by Hilmersson and Sandberg 

(2011), internationalization knowledge has no reducing effect on uncertainty and the new 

foreign market of entry could impose barriers anyway. This aspect has been shown according 
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to us for the case companies in terms of the aforementioned culture barriers and the 

importance of collecting institutional knowledge.  

5.1.3 Barriers	  Strategy	  school	  

External barriers – The Industrial Organization view 

Ogner and Emilsson mentioned different market characteristics as possible barriers for 

Swedish consulting firms, which also Qeep has been facing in the internationalization 

process. As Porter (2004) stated, the underlying economic forces in an industry determinates 

the competitiveness in the industry structure. Ogner pointed up how expensive the Norwegian 

market is and the fact that it might be perceived as too expensive for foreign firms to trade 

with. Emilsson further on discussed the regulatory barriers by explaining that Norway was not 

a part of European Union. He highlighted that the non-membership could impact 

establishment regulations and registration of consulting firms. For instance, Emilsson 

emphasized the leasing of human workers and consultants as a major grey zone which can be 

interpreted very broadly and impose tax problems. Billing and tax problems is also pointed up 

by Bönnemark. Furthermore, in the case of Qeep, Bönnemark stated that the integration of 

laws and regulations should be improved in the Scandinavian area. Governmental and legal 

barriers like tax laws, national labor policies and other operating rules were also discussed by 

Grant (2010) and Porter (2004) as barriers in the market structure. 

 
Emilsson also explained that there could be differences in the buying behavior between the 

two countries. This has been visible in the case of E-work’s early internationalization process, 

when Norwegian customers were more used to hire consultants permanently instead of buying 

them in for certain projects. Also Qeep were facing different buying behaviors in Norway due 

to Norway’s generation culture and pride. This aspect came across Qeep in the sense that it is 

hard to change the behavior of customers since the knowledge have been passed on from 

generation to generation. It is seen as ugly to ask for external help as Bönnemark emphasized. 

Therefore, it was important to show the Norwegians what Qeep could offer to them, rather 

than explicitly tell them what to do which is an element rooted in the culture. This discussion 

goes also in hand by Porter’s (2006) argument that customer do not know how to use certain 

products or services in emerging industries. This could further be due to lack of 

standardization, which it was in E-work’s and Qeep’s situation. E-work had to introduce a 

totally new business model as consultant brokers which also Qeep had to do, thus emphasize 

the importance of managerial- and organizational consultancy. Furthermore, different 
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customer behaviors in other parts of the world were also brought up by Rao (2001) and Porter 

(2006). Hence, even though globalization has made the global market more harmonized and 

homogeneous in terms of customer buying behavior, there is still cultural diversity between 

different markets. As we can see, there are still even differences in customer behavior 

between Norway and Sweden. 

As Grant (2010) mentioned, internationalization makes competition fiercer in terms of 

industry profitability and structure. For instance, the author mentions lower entry barriers 

which increased the number of entering firms, increased rivalry among established firms and 

increased bargaining power from customers as three determinants for global competition. 

Emilsson stated that all the big consulting firms that are presented in Sweden are also 

dominating the Norwegian market, especially within the IT-sector. On the other hand, this 

discussion contradicts the answers of E-work and Qeep. These case companies did not 

perceive the competition as fierce in Norway within the consulting business in accordance to 

the aforementioned determinants. Neither Lexicon Väst did perceive the competition as fierce 

and instead stated that there is a need for education consulting firms like Lexicon Väst in 

Norway. E-work and Qeep did not face any kinds of entry barriers and Bönnemark stated that 

the consulting business in Norway do not have a long history. Both highlighted though that 

competition was too low and that some competition is helpful for firm’s business. For 

example, E-work had to put a lot of marketing resources to explain to customers what a 

consulting broker was. This is now much easier when the market has grown a bit. Bönnemark 

also emphasized this fact for Qeep by saying that competition makes markets more processed 

and mature for service offerings. This discussion goes also in hand with Porter’s (2006) 

statement that increased competition can be certainly beneficial for emerging industries, thus 

aid the technological development and sales of new service offerings.  

Internal barriers – The resource based view 

As stated before by Johanson et.al (2002) the rapid phase of internationalization imply that 

service firms might have more problems with control, personnel, management and quality in 

contrast to industrial firms. This aspect was visible in E-work’s early internationalization 

process when they had a hard time to find local talents due to the lack of national labor. Lack 

of national resources such as labor force was also brought up by Grant (2010) as an internal 

barrier for internationalization. Furthermore, in the case of E-work, the lack of local labor was 

not only due to the low unemployment rate but also because of the culture aspect that 
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Norwegians are searching profoundly after security. In addition, the cultural aspect of being a 

Swedish start-up firm was not seen as attractive among the Norwegians according to 

Tengnaes. This was further due to the little brother versus big brother relationship, which in 

turn increased the skeptics’ towards Swedish firms. This statement can also be drawn to Grant 

(2010) who further emphasized that if the firm cannot use national culture as a resource or 

capability for supporting business, this will in turn also impose an internal barrier. Thus, 

congruence between the firm’s strategy and national conditions such as the national culture 

must be present in order to not result in a barrier. This aspect led to the fact that E-work had to 

put a lot of marketing resources in order to reach out to possible Norwegian employees, which 

also took some time.  

In accordance to theory of Bonnedahl (2011), Coviello and McAuley (1999), Hutchinson et.al 

(2009 and Rao (2001), internationalization can restrain firms’ financial-, human-, marketing- 

and managerial resources and capabilities. However, we have not perceived that any of our 

case companies did lack of these resources when they internationalized or as in Lexicon 

Väst’s case, going to internationalize to Norway. Financial resources were as Bönnemark 

mentioned, only payments of human labor. Regarding globalized and localized marketing 

capabilities, E-work used knock-on-door principle and adjusted to the business culture. We 

further state that all of the case-companies have managerial capabilities and vision of 

internationalizing to the Norwegian market, which we will elaborate more on in 5.2.2 

International business school and International Entrepreneurship. 

5.2 Enablers	  of	  early	  internationalization	  of	  service	  firms	  

According to Hollensen (2011) the fundamental reason for most firms to start exporting is to 

make money. Pehrsson (2008) stated that international competitiveness is manifested by 

firms’ performance in their local markets and when these firms internationalize, the good 

financial measures from the home market enable entry into foreign markets. We will discuss 

different enablers for service firms in an early stage of internationalization. Even though the 

fundamental reason for a company is to make money, we are able to see that there are 

different factors making the internationalization process even more possible. The resources 

and knowledge the firm has in the native market is also valuable assets when entering a 

foreign country and enable the expansion process.  
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5.2.1 	  Enablers	  for	  service	  firms	  

Ström (2004) explains that the service industry does not require the same amount of heavy 

investments in comparison to manufacturing firms when internationalizing. This is due to the 

fact that service firms in comparison to manufacturing firms are mainly dependent on 

knowledge capabilities and content of its worker, not on costly tangible resources such as 

manufacturing plants and R&D centers. Boojihawon and Young (2002) also highlight the 

knowledge and competence incorporated in the workers of the organization as a core resource 

for internationalization of service firms. Bönnemark stated that Qeeps’ main goal when 

internationalizing to Norway was to be able to pay the managers salary. Therefore, he 

believes that the consulting industry is very grateful and he expressed that, “Our biggest 

expense is ourselves”. This is not the same for manufacturing industries based on his 

experience, he thinks that service industries are easier to internationalize than manufacturing 

firms. We further on emphasize the fact that it is easier and cheaper for service firms to 

internationalize. They do for example not have the need for large manufacturing plants or 

warehouses. Instead, a service enterprise is more or less able to travel alone to the potential 

market and search for the customers on site. According to us, it is further on important to 

realize that the human knowledge is the most important asset within in a service company and 

to embody the personnel as a key resource.  

There are many different ways of penetrating a market for service firms. Drogendijk and 

Hadjikhani (2009) highlighted strategic alliances as a great enabler for service firms. Strategic 

alliances are great enabler due to the fact that many service firms do not have time to wait and 

gain international experiences in the early stage of internationalization. Through strategic 

collaborations, service firms can use the knowledge of foreign investors or local firm’s market 

knowledge, thereby penetrate the foreign country market more rapidly. Fladmoe-Lindquist 

(2000) also emphasized strategic alliances but through service franchising. Buckley et.al 

(1999) added that local intermediaries can win the confidence of the local consumer because 

of its great local image and knowledge. Based on our empirical data, Emilsson expressed that 

joint ventures is one good example of how to enter the Norwegian market. He believes that 

the companies should start as low as possible in the supply chain to gain as much knowledge 

about the market and hopefully create a name for themselves. Emilsson further on expressed 

that a partnership might even be crucial for a firm when entering Norway in the first stage of 

internationalization. This is also in line with Lexicon Väst, who already have some experience 

about collaboration with a Norwegian company and who are evaluating to buy a smaller, 



  ANALYSIS 

72 

 

already established company on the market. By buying a company they would get both 

control and knowledge about the marketplace. Lexicon Väst further on emphasized that a 

joint- venture or a strategic alliance through an already established business could be a 

possible option, or to hire local people to gain the information needed. The need for different 

forms of market knowledge is in line with Hilmersson and Sandberg (2011), who also 

expresses the need for local business and market knowledge. Also E-work gained market 

knowledge by combining local hired staff with already existing consultants in the company. 

The local staff worked as an intermediate between the headquarter and the Norwegian market 

and gained trustworthiness among the Norwegian customers. In this way, they were also able 

to transfer the E-work spirit and the organizational practice. We believe that there are many 

different options for a service firm to enter the Norwegian market. However, we see the 

importance of being locally present as mentioned before and that there is a need for the 

knowledge provided for example through a strategic alliance.  

Another possible entry mode that we have been able to identify is the client- following 

strategy.  Majkgård (1997) explains that the client-following approach is a defensive approach 

which means that service firms follow their existing, domestic client network abroad. 

Bönnemark explains that Qeep wanted to build a Scandinavian “leg” and to be present in all 

Scandinavian countries since they were already established in Sweden and Denmark. Qeep 

therefore followed more or less one of their customers into Norway. E-work did the same by 

following one of their bigger customers into the Norwegian market. They also saw the need of 

being present in all Scandinavian countries for their customer’s convenience. Tengnaes 

further on explains that these big customers gained them more legitimacy by other big firms 

in the Norwegian market. We are able to see that the network approach has played a major 

part for our companies in the empirical data. For example it has even gained E-work’s 

legitimacy concerning their establishment with new customers through its present network. 

5.2.2 International	  Business	  school	  and	  International	  Entrepreneurship	  

A common theme that we have been able to recognize in our interviews is the importance of 

the entrepreneur. Hollensen (2011) explained that managerial growth is an enabler for 

internationalization, which reflects the desire, drive and enthusiasm of management towards 

exporting the company. Lexicon Väst has during a longer period expressed strong expansion 

ideas but these ideas are according to them, hard to perform on the existing market in Sweden. 

Instead Swanbeck explained that they have identified growth potential on the Norwegian 
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market. The managerial drive is not only visible within Lexicon Väst, it is a central idea in the 

whole franchising organization. Although, it will be rather unique if Lexicon Väst manages to 

penetrate the Norwegian market based on the organization’s little previous experience of 

internationalization. E-work further on emphasized on the importance of entrepreneurial spirit 

and explained that they are a young organization with a rapid growth and entrepreneurial 

spirit. The firm’s idea was to become a complete consultancy dealer within the Scandinavian 

market. Also within Qeep, the entrepreneurial aspect is important. Bönnemark highlighted the 

importance of the Norwegian manager’ entrepreneurial urge and further on explained that the 

international expansion is a general goal within Qeep. However as mentioned before, it 

depends on finding the right person for the specific market.  

We see the importance of the managerial urge and believe that it is important for an 

organization that wants to grow and to see the potential in the new markets. We do not believe 

that the same internationalization success is reachable without the intensions to expand. Then 

the internationalization pattern is more likely to be a one time order and then the organization 

return back to its home market. Denicolai and Palamara (2007) and Hutchinson et.al (2009), 

explained that the international entrepreneur can both be seen as an important human resource 

within the firm and as motivator for having an international entrepreneurship spirit in the 

organizational culture of the firm. Therefore, we argue that it is important for an organization 

to possess these kinds of people, people who are willing and have the drive for the process of 

internationalization and expansion. One single person is then able to become a resource and 

an enabler for a company based on its determination. Furthermore, Andersson (2004) stated 

that if the entrepreneur decides to internationalize early, this will later on become an 

important part of a firm’s organizational routine, culture and knowledge base. This is partly 

true for the consulting firms in our research study. We are able to see that they have created a 

business foundation in the national market and after realized it, they have identified growth 

potential in foreign markets.  

Within the entrepreneurial internationalization study, the importance of the personal 

characteristics is also highlighted. Morris and Lewis (1995) explained that entrepreneurial 

characteristics of the personal life experience such as foreign education or work experiences, 

travelling, foreign birth and heritage, knowledge of foreign language and more are of 

importance. We have not been able to identify any specific characteristics within our research 

study based on the entrepreneurs due to the fact that all of our interviews have not been based 
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on an interview with the CEO itself within the organization. On the other hand, we have been 

able to identify positive aspects regarding employees within the company who have 

experience from previous internationalization. Within Lexicon Väst, Falk possesses some 

previous experience about the Norwegian market from earlier work experience. Also the CEO 

of the whole Lexicon concern is half time living in the States and has been showing a desire 

to internationalize the company. Tengnaes explained that E-work were able to the gain an 

insidership position on the Norwegian market based on previous experience from the 

expansions to Finland and Denmark. The firm had knowledge within the company and knew 

what to prioritize when entering. For example, E-work knew that they needed to be fast in 

order to create business opportunities, gain beneficial relationships and to create a bond with 

the customers. According to Tengnaes, the firm believes that it otherwise would have taken 

them a longer period of time to gain profit and expand on the market. This statement also goes 

hand in hand with the theory which explains that service firms do not have time to wait to 

take incremental steps in the internationalization process. Instead, we see the need for service 

firms to be fast while choosing to internationalize and that previous knowledge about the 

process and realizing this aspect is a great enabler. Emilsson further emphasized on the fact 

that firms should not take small and incremental steps within the Norwegian market. Instead 

firms should make a “visible expansion” as he calls it, where the company creates an identity 

for themselves.  

According to Bönnemark, one of Qeeps’ main drivers for internationalization is the network 

aspect. He explained that Qeep’s choice to enter the Norwegian market was based on the 

current Norwegian manager and his wide network. The manager is Norwegian with a large 

and advanced network within the country. This is also in line with Johansson and Valhne 

(2003) who stated that trustful relationships in a foreign network is more emphasized than 

having control and ownership over firms’ entry nodes. In E-work’s case, the fact that 

Tengnaes and her colleague also were Norwegians was a beneficial part for the company. 

Furthermore, this enabled that they gained insidership more or less before entering the market. 

E-work were then able to easier make connections and create a business network within the 

country, an aspect that according to us and according to Coviello (2006) simplifies the 

internationalization process considerable. Andersson (2004) for example explained that the 

personal network is the most important enabler for early internationalization firms in a rapid 

growing industry. We therefore highlight the importance for a service firm to focus on finding 

useful connections in the early stage of their internationalization process. The earlier this is 
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done, the more help and knowledge the company are able to receive in the first stage and the 

more beneficial it will be for the work in the future. Further on, according to Denicolai and 

Palamara (2007), the literature regarding networks for internationalization is mainly focusing 

on internal networks. However, local networks are also recognized as being a relevant driver 

of foreign sales, mainly for smaller firms. We believe that local networks can be received in 

different forms of entry modes and this is an important aspect for an internationalizing 

company to consider. According to us, this aspect includes consideration about how to enter 

into the foreign country, the possibility of collaborations and gaining insidership in the market 

context. All of these aspects are important in order to avoid outsidership in the new country. 

The language is a positive cultural benefit for Swedish firms when expanding to Norway, 

Emilsson explains. Norwegians prefer Swedish in comparison to English which contributes to 

a cultural closeness between Sweden and Norway. This was also stated by E-work, when 

Tengnaes emphasized that all the Nordic countries are able to speak “Nordish”. This 

contributes to closeness who Swanbeck also agreed upon. Kostova (1999) and Johanson and 

Vahlne (2009) explained that it often easier for firms to internationalize and transfer 

knowledge to countries with similar institutions and culture. Hence, building relationships in 

institutionally close countries are often more easy than in countries with much psychic 

distance. We therefore think Norway is a rather “easy” market for Swedish service firms to 

enter. They are then able to gain the benefit of institutionally closeness and culture, both in 

terms of similar political and regulations system, geographically closeness and language.	  

5.2.3 Strategy	  school	  

Hollensen (2011) explained that foreign market opportunities and market information might 

work as an expansion stimuli and enabler. Swanbeck had received positive market 

information about Norway and now sees the country as potential market for Lexicon Väst to 

enter. Hollensen (2011) further explained that this specialized market knowledge or access to 

information can distinguish an exporting firm from its competitor. This kind of knowledge 

might include information about foreign customers, marketplaces or market situations that is 

not widely shared with others. Within our research study, we have been able to receive 

information about the characteristics of the Norwegian market and we are in general able to 

outline a positive view of Norway as a market. For instance, Emilsson described Norway as a 

blooming economy. The country has been experiencing a large and powerful expansion 

within the economy for almost 20-25 years. The oil industry is constantly expanding and 
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creates large and advanced networks with subcontractors all over the world. This is also 

discussed by Ogner who highlighted the Norwegian economy as an enabler and explained that 

it is less conjuncture sensitive than many other countries. This is mainly based on the stable 

oil industry. E-work further on emphasized that the Norwegian market is offering a large 

growth potential in the future. For service firms in the early stages of their internationalization 

who are given this kind of information, we believe, that it is still important for them to do 

their “homework” and evaluate if their services are needed on the market.  

According to our empirical data, Emilsson argued that the regulations and political system are 

more or less the same between Norway and Sweden. Furthermore, he stated that this aspect is 

seldom a clog when it comes to doing business between the countries. Also Ogner argued for 

a rather similar regulatory institution and does not see any hinder or differences regarding the 

fact that Norway is not a part of the European Union. Instead Norway is affected by the 

decisions made from EU and EEA anyway. Tengnaes also agreed upon this statement and do 

not see any differences regarding the fact that Norway is not a part of EU or the political 

system. The similar market conditions are in line with Hitt et.al (2006) and Andersson and 

Svensson’s (2009a) explanations that the growth of the global economy has reduced 

regulatory limits and initiated fewer trade barriers on foreign firms when they expand their 

operations internationally. We are able to see that the global economy has made it easier for 

trade and internationalization across borders. Norway and Sweden are today rather similar 

markets when it comes to a business context.  

After the company has evaluated the market information given to them, and in this case, 

regarding the Norwegian market, they are able to evaluate if and how they would like to 

penetrate the country and make a decision regarding a possible strategy. According to 

Hollensen (2011), technology competence and unique products and services might be an 

enabler for a firm to grow. Grant (2010) further on explained that a firm can gain first-mover 

advantages and occupy a strategic position in the foreign network by being the first producer 

of the particular product or service. We are able to see, based on the information in our 

empirical data that the limited amount of competition gained a beneficial position for some of 

our case companies. E-work was able to gain a first mover advantage and open up the 

industry within the field of “consultant brokers”. The limited amount of competition provided 

the company with an insidership position in Norway. However, E-work sees that the industry 

is growing today but that is a fact that Tengnaes explains as beneficial. This is because the 
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market gets more mature and easier to handle by some competition as Porter (2006) also 

stated. Qeep also experienced the same lack of competition during their early 

internationalization process. Regarding Lexcon Väst’s future internationalization to Norway, 

they have gained the information about Norway that there is a need for education- consulting 

firms like them. They are therefore aiming to gain first mover advantage or an insidership 

position in Norway. Emilsson further on predicted a growing industry for Swedish firms 

based on the blooming economy in Norway, therefore he hopes that Swedish firms are aware 

of this fact and enters the market.      
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6. Conclusions	  
In the very last chapter of this thesis, we will answer our main research question including 

the two subquestions that have imprinted the thesis. This chapter will therefore include our 

personal reflections and opinions about early stage of internationalization for service firms. 

We will first answer the two subquestions of the thesis, followed by the answer of the main 

research question provided with a model. In the end of this chapter, we will give suggestions 

for further research. 

6.1 Subquestion	  1	  

What are the main barriers while internationalize for service firms in the early stage of 

internationalization? 
 

As we perceive from our empirical data and theoretical discussion, the main barriers for 

service firms in the early stage of internationalization are; 

- Lack of experiential knowledge in business market knowledge and local specific 
knowledge. 

- Lack of trust in third-party relationships like strategic alliances, franchise and joint 
ventures 

- Low presence due to the characteristics of service 
- Market barriers: low competition and different customer behavior 
- Internal barriers: lack of national labor force which in turn constraint the human 

resources pool of the firm and lack of managerial capabilities 
 

We draw the conclusion that lack of business market knowledge and lack of local specific 

knowledge are the main knowledge-lacking impediments withdrawn from our empirical 

research. Business market knowledge has been highlighted both by theory and empirical data 

as the key for internationalization, due to the importance of establishing a close network. 

Local specific knowledge has further been emphasized since this reflects previous experience 

in the foreign market per se which eases early internationalization. Institutional market 

knowledge is also important to collect and has been highlighted by Emilsson and Swanbeck 

as doing your homework. However we regard this knowledge as less important to achieve for 

similar service firms like our case companies when these internationalize to institutionally 

close countries. This is due to the fact that these countries are similar in regulatory, culture 

and normative mindsets. On the other hand, as we pointed out in the analysis, it is vital to be 
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aware of cultural differences since these could even exist in culturally close countries as 

visible in our empirical data. 

 

Lack of previous experiential internationalization knowledge imposes also a barrier but as 

Hilmersson and Sandberg (2011) stated, this knowledge has no reducing of the uncertainty to 

internationalize to foreign markets. Therefore, we regard that the lack of this knowledge 

imposes less as barrier. For instance in the case of Lexicon Väst, they do only have little 

previous internationalization knowledge but on the other hand, the firm has already 

established some vital business contacts. Again, business relationships and networks facilitate 

rapid and early internationalization. This aspect leads us further to our second mention barrier, 

lack of trust in third-party relationships. In third-party relationships, trustworthiness must be 

obtained. We would like to argue that this aspect is even more important for service firms 

such as our case companies. This is due to the fact that the very core competences are 

embedded in the human resources and not in tangible resources which are easier to understand 

and comprehend. However, we are aware of the fact that we cannot generalize this aspect to 

the whole service industry since we are doing a qualitative study.  

 

Presence was stated as the key for internationalization of service firms in the early stage by 

all our interviewees and is supported by researchers. Therefore, we support this statement and 

the fact that low presence does not overcome the complexity and abstract character of being a 

service firm. Hence, the complexity of intangibility, inseperability, perishability, 

heterogeneity and non-ownership will be even more widely interpreted by the market actors 

such as customers, competitors and institutions, if a soft-service firm exports their service 

offerings. The presence is further emphasized to adapt to business cultural differences which, 

as stated before, could be different even in culturally closed countries.  

 

Regarding barriers in the market structure, we perceive that the main barriers are low 

competition and different customer behavior in accordance to our empirical data. Both Qeep 

and E-work faced this problem which in turn demanded vast marketing resources in order to 

reach out to customers and future employees. Thus, the characteristics of an emerging 

industry are important to have in mind for service firms. Also laws and regulations were 

brought up as market impediments in the theory and empirical data. However, we do not 
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perceive these as main barriers in our thesis due to the fact that Sweden and Norway has 

similar regulatory institutions. 

 

Regarding internal barriers, we see that lack of national labor force and human resources as 

the main barriers for our case companies. This was a problem E-work faced during the early 

stage of internationalization which was problematic since the firm wanted to hire local staff. 

For service firms like our case companies, human resources are the most vital assets. We also 

regard the lack of managerial capabilities like lack of vision and operational capability as vast 

resource barrier in the early stage of internationalization. This statement is also visible in the 

theories of international entrepreneurship and its great advantages for early 

internationalization. However, none of the case companies lacked managerial capabilities.  

6.2 Subquestion	  2	  

What are the main enablers to internationalize for service firms in the early stage of 

internationalization? 
 

We are able to see that there is a difference between manufacturing firms and service firms in 

their early stage of internationalization. Ström (2004) for example explains that the service 

industry does not need the same amount of heavy investment in comparison to manufacturing 

firms. We acknowledge that the main concerns for service firms when internationalizing is to 

be able to pay the employees and the managers’ salaries. The service enterprises are in 

general able to travel to the specific market and search for the customers on site. We believe 

that a service firm’s biggest assets are their human workers. They possess the knowledge and 

it is important for the service firm to care for these and motivate them to stay in the company. 

This is further on emphasized by Boojihawon and Young (2002), who highlight the 

importance of knowledge and competence as a core resource of the workers in service 

organizations.  

There are many different ways of penetrating a market while being a service company. We 

argue that strategic alliances are a possible option for service firms aiming to enter for 

example the Norwegian market. Then they receive the local international experience needed 

to grow and become bigger that otherwise is hard to gain in the early stage of 

internationalization. Through a strategic collaboration, we argue that service firms are able to 

use the business market knowledge provided and thereby penetrate the market more rapidly. 

The business market knowledge is according to us one on the most important aspects while 
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entering a new market for a service firm. Hilmersson and Sandberg (2011) also highlighted 

the need for different forms of market and experiential knowledge.  

An additional possible entry mode that we have identified is the client-following strategy. 

This is in line with Majkgård (1997) who explains that the client-following approach means 

that service firms follow their existing, domestic client network abroad. We have identified 

the need for customers in our empirical data to be present in all three Scandinavian countries. 

They have therefore followed already existing customers operating in Sweden and Denmark 

into the Norwegian market. By using their already existing network, the companies have been 

able to identify new internationalization possibilities. According to us, the Network approach 

is in general one of the most important drivers for internationalization. Based on our empirical 

data we are able to see that the companies have taken the decision to internationalize based on 

a contact, collaboration or by the need to follow existing customers. Johansson and Valhne 

(2003) also stated that trustful relationships in a foreign network are more emphasized than 

having control and ownership. We therefore emphasize the importance for service firms to 

focus on finding useful connections in the early stage of their internationalization process. By 

doing so they are able to gain an insidership within the country and avoid the consequence of 

an outsidership.    

We also see the importance of the entrepreneur within an organization. As highlighted by 

Hollensen (2011) managerial growth is a great enabler for internationalization. We believe 

that the companies need to have a need for growth, which normally is formed by a person and 

his entrepreneurial spirit. We do not believe that the same internationalization success is 

reachable without the intensions to expand. Instead we see the entrepreneur as an important 

human resource for the firm and as a motivation factor for the firms’ organizational culture. 

Therefore, we argue that it is important for an organization to possess these kinds of human 

resources, who have the drive for the process of internationalization. We further on emphasize 

on the importance of having employees within the company who have experience from 

previous internationalization in the specific foreign market. These then becomes valuable 

assets in the internationalization process for the service firm.  

According to us, another valuable aspect for service firms while expanding is the foreign 

market opportunities and market information that might act as stimuli for the service firm. 

This statement is also in accordance to Hollensen (2011). Within our research study, we have 

evaluated the information given and are able to, in general see positive market for the 
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Norwegian market. It is characterized by a “blooming” economy, mainly based on the oil 

industry. Norway is offering large growth potential for the future with similar political and 

regulations system and is further on close geographically located to Sweden. We also 

acknowledge the importance of firms penetrating the market to gain a first mover advantage, 

as well emphasized by Grant (2010). The first mover advantage was mainly possible for the 

case companies in our empirical data due to the low competition that existed in Norway. The 

limited amount of competition also provided some of the service firms in our study with an 

insidership position. We believe is one of the most important positions to gain in the early 

internationalization step for service firms.    

6.3 Main	  research	  question	  

How do service firms overcome barriers in an early stage of internationalization?  

We have been able to identify three key enablers for early internationalization of service 

firms; Networks and relationships, International entrepreneurship and presence at the foreign 

market. These are further illustrated in our model below (see fig. 5 next page). We have 

acknowledged that these three characteristics contribute to a more rapid internationalization 

process which is more commonly required for service firms. Networks and relationships 

provide the service firms with business market-, institutional and local specific knowledge, 

human resources and a security base in the foreign market. International entrepreneurship 

contributes with an early internationalization drive, personal networks and great corporate 

vision. We strongly believe that this in turn increases the motivation factor of the employees 

in the firm. Presence enables the service firm to easier conduct business and overcome 

cultural and institutional barriers. 

Furthermore, these three key enablers help to overcome the aforementioned main barriers 

such as lack of business and local specific knowledge and lack of trust in third-party 

relationships. As mention before, presence is very vital for service firms in the early stage. 

Market barriers like low competition and different customers behaviors might be hard for 

service firms to affect but through an established close network and through great 

international entrepreneurship drive, it helps the service firm to handle the market pressures 

better. This is the same in the case of the internal barriers, such as lack of national labor force 

and lack of managerial capabilities. When it comes to lack of managerial capabilities, 

international entrepreneurship overcome this barrier by a strong entrepreneurial spirit. 
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Fig. 5: Key enablers for early stage of internationalization for service firms (Flodin and Jansson, 2012) 

6.4 Suggestions	  for	  further	  research	  

This study has been only focusing on soft-service firms in an early stage of 

internationalization to a mature market and in our case, Norway. We see that our study is 

rather complex and have identified other research areas for further investigation. We have in 

our study mainly based our findings on the Norwegian market and therefore do we see a 

potential for studies about other specific country markets. Especially, emerging country 

markets could be an interesting aspect to further investigate service firms’ early 

internationalization process. Furthermore, since we have only been focusing on consulting 

firms, a quantitative study that compares different kinds of service firms and their barriers and 

enablers in an early stage would also be interesting to carry out.  

 

In our research, we have been focusing on internationalization process for service firms in an 

early stage. We would further highlight that a research about internationalization process for 

service firm in different stages could be relevant to the research field, since the current 

knowledge of service firm’s is rather limited.  
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Appendix:	  Interview	  guides	  

Questions to already established consulting firms in Norway 
 
Personal 

-‐ Name? 

-‐ Title? 

 

The Company 
-‐ What line of business are you operating within? 

-‐ When were you established? 

-‐ Size? 

-‐ Where are you operating? 

-‐ When did you start to internationalize? 

-‐ What is important for you when expanding into new markets? 

-‐ Do you have any distinguished expanding routine for new markets?  

 

Norway 

 
The first period of expansion 

-‐ When did you expand to the Norwegian market? 

-‐ Why did you choice to expand to the Norwegian market? 

-‐ How long was the planning process before the expansion? 

-‐ What do you think are the main differences/similarities between expanding service 

and manufacturing firms?  

-‐ Is it, in your opinion, easier or more difficult for service firms while internationalize?  

 

Enabling facts for an expansion to Norway  

-‐ What facts were the enablers behind an expansion to Norway? 

-‐ How much previous knowledge about internationalization did you have before the 

expansion to Norway? 

-‐ How much previous knowledge did you have regarding political laws and regulations, 

business regulations and etc. before the internationalization to Norway? 
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-‐ What resources did you posses during the first period of expansion? 

-‐ Did you use any exhibitions, connections or similar during the expansion to Norway? 

-‐ Have you managed to identify any cooperation or a business partner in Norway? Was 

this then a partner that you had before the internationalization? 

-‐ How important do you think the collaborations and relationships with different 

business partners are for an international expansion? 

-‐ Is international expansion a goal within the company culture?  

-‐ Is international expansion an urge from the owners of your company? 

  

Presence on the Norwegian market  

-‐ How present are you on the Norwegian market? 

-‐ How did you choose to establish yourself and why? 

-‐ How important is it, in your opinion to be present on the Norwegian market?  

 

Barriers regarding an international expansion to Norway  
-‐ What difficulties have you been able to identify regarding the expansion to Norway? 

For example cultural, political language, laws and regulations, the view on Swedish 

firms etc.  

-‐ How have you managed to overcome these barriers? 

-‐ Do you experience any differences regarding the fact that Norway is not a part of the 

European Union? 

-‐ Are there any political or laws and regulation difficulties that have made the first 

period of expansion to Norway more difficult?  

 

Rivalry and the industry  

-‐ How is the consulting industry in Norway? 

-‐ Have you experienced strong rivalry within Norway? 

-‐ If yes, how do you do to stay competitive? 

-‐ What differences are you able to identify between the Swedish and the Norwegian 

customers?  

 

National and business culture 
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-‐ What differences are you able to identify between the Norwegian and the Swedish 

market? 

-‐ Are there any cultural differences between Sweden and Norway? 

-‐ Is there a different business culture in Norway compared to Sweden? 

-‐ In your opinion, how is the Norwegian view regarding Swedish companies?  

-‐ How important do you think the language is in in Norway? Is it a cultural barrier or 

closeness between Norway and Sweden?  

 

Future internationalization 

-‐ In your opinion, how are the prospects for the future regarding the Norwegian market? 

-‐ Have the internationalization to Norway enabled expansion to other markets?   
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Questions to case company Lexicon Väst  

 
Personal 

-‐ Name? 

-‐ Title? 

-‐ Do you have any previous experience from Norway?  

 

The Company 
Description of the company   

-‐ What line of business are you operating within? 

-‐ When were you established? 

-‐ Size? 

 

Norway 
Facts regarding the first period of expansion to Norway and the Norwegian market  

-‐ Why did you choice to expand into the Norwegian market? 

-‐ What are the main enablers behind the expansion? 

-‐ How is the planning process before the expansion? 

-‐ What is, in your opinion the most important aspects before an expansion to Norway? 

-‐ What do you think are the main differences/similarities between expanding service/ 

manufacturing firms?  

-‐ Is it, in your opinion, easier or more difficult for service firms while internationalize?  

 

Enabling facts for an expansion to Norway  

-‐ Have you done any market research about the Norwegian market? For example size of 

the market, competition, potential customers, economical growth etc.?  

-‐ Have you been in contact with the Swedish trade council in Norway for consultation 

about the expansion? 

-‐ Do you have any employees within the company with knowledge regarding 

international expansion?  
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-‐ Do you have any employees within the company from Norway or with knowledge 

regarding the country?  

-‐ Do you have any employees within the company with previous knowledge regarding 

political laws and regulations, business regulations etc. that can be beneficial for the 

expansion? 

-‐ Do you have any employees within the company with knowledge regarding the 

business culture in Norway that can be beneficial for the expansion?  

-‐ What resources do you posse?  

-‐ Are you planning to use any exhibition, connections or such before the 

internationalization to Norway?  

-‐ Have you been able to identify any cooperation partners or customer relationships in 

Norway?    

-‐ How important do you think the collaborations and relationships with different 

business partners are for an international expansion? 

-‐ Is international expansion a goal within the company culture?  

-‐ Is international expansion an urge from the owners of your company? 

-‐ In your opinion, what are the most important facts for internationalization to Norway 

in the early stage of expansion?  

 

Presence on the Norwegian market  

-‐ Regarding a potential expansion to Norway, how present are you planning to be on the 

Norwegian market? In what way are you planning to establish yourself in Norway?  

-‐ How important is it, based on your previous experience, to be present on the 

Norwegian market?  

 

Barriers regarding an international expansion to Norway  
-‐ What difficulties are you now able to identify regarding an expansion to Norway? For 

example cultural, political language, laws and regulations, the view on Swedish firms 

etc.  

-‐ How are you planning to overcome these barriers?  

-‐ What facts would make you not to establish yourself in Norway?  

-‐ Do you think there are any differences regarding the fact that Norway is not a part of 

the European Union? 
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-‐ Do you think there are any political, laws or regulation difficulties that would make 

the first period of expansion to Norway more difficult? 

-‐ Do you think there are any potential barriers regarding national culture or business 

culture regarding the internationalization to Norway?  

-‐ Do you think that the Norwegian customers are different compared to the Swedish 

customers? 

-‐ In your opinion, how is the Norwegian view regarding Swedish companies?  

-‐ How important do you think the language is in in Norway? Is it a cultural barrier or 

closeness between Norway and Sweden?  

 

Future internationalization 

-‐ In your opinion, how are the prospects for the future regarding the Norwegian market? 

-‐ Do you think that the internationalization to Norway may enable the expansion to 

other markets for your company? 

-‐ Is your goal to establish yourself in additional countries in the future?    
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Questions for the Trade Council and Peppes regarding the Norwegian 

market  
 

Personal 
-‐ Name? 

-‐ Title? 

 

Norway 
-‐ What do you think characterise the Norwegian market in terms of Economy? 

-‐ Culture? 

-‐ Politics?  

-‐ What would you recommend Swedish companies before entering the Norwegian 

market? What is important to know before the expansion to Norway?  

-‐ How important is it, according to your opinion, to be located in Norway while doing 

business with the country?  

-‐ What are the main barriers for a Swedish consulting firm entering the Norwegian 

market?  

-‐ Are there any political or legal barriers that might make the expansion to Norway 

more difficult?  

-‐ In your opinion, how are the prospects for the future regarding the Norwegian market? 

 

The consulting industry and its rivalry  

-‐ How is the consulting industry in Norway? What facts contribute to Swedish 

consulting firms entering the Norwegian market? 

-‐ Are Swedish consulting firms facing sever rivalry in Norway? 

-‐ According to your opinion, what is the best way for Swedish consulting firms to enter 

the Norwegian market? For example through strategic alliance or through buying an 

already existing company etc.?   

-‐ According to your opinion, are there any differences between consulting/ 

manufacturing firms entering the Norwegian market?  
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-‐ Is it, according to your opinion, easier for consulting firms to internationalize?  

 

National and business culture 

-‐ Are there any differences concerning the fact that Norway is not a part of the 

European Union?  

-‐  In your experience, how is the Norwegian market different from the Swedish market? 

-‐ Are there any cultural differences between Sweden and Norway?  

-‐ Is there a different business culture in Norway compared to Sweden?  

-‐ How important is the language in Norway? Is it a barrier or a cultural closeness?  
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Linnaeus University – a firm focus on quality and competence 
 
On 1 January 2010 Växjö University and the University of Kalmar merged to form Linnaeus University. This  
new university is the product of a will to improve the quality, enhance the appeal and boost the development 
potential of teaching and research, at the same time as it plays a prominent role in working closely together with 
local society. Linnaeus University offers an attractive knowledge environment characterised by high quality and  
a competitive portfolio of skills. 
 
Linnaeus University is a modern, international university with the emphasis on the desire for knowledge, 
creative thinking and practical innovations. For us, the focus is on proximity to our students, but also on the 
world around us and the future ahead. 
 
 
 
 
 
 
 
 
 
Linnæus	  University 
SE-‐391	  82	  Kalmar/SE-‐351	  95	  Växjö 
Telephone +46 772-28 80 00 


