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Abstract 

The purpose of this paper is to increase the understanding of how knowledge and 

uncertainty can affect relationship commitment between companies in the international 

market. Therefore, knowledge accumulation, the various levels of uncertainties and the 

creation of business relationships will be examined. In order to achieve the purpose of 

the study the main research problem is formulated: How do Knowledge and uncertainty 

levels related to relationship commitment of internationalized firms? 

This thesis is based on the qualitative method since the aim of this study is to 

understand and analyse a phenomenon not quantitatively to measure it. This research is 

further based on the deductive approach since we have formulated our main research 

question on the basis of previous theory and apply it on real life cases. The empirical 

data is collected through a multiple case study with three companies active on the 

international market. 

The study's conclusion indicates that relationship commitment has an impact on 

knowledge and uncertainty in the international context. We demonstrate this by proving 

that companies can through relationships accumulate the necessary knowledge needed 

to reduce uncertainty in international business. Thus reducing the gap between 

knowledge possessed by the firm and knowledge needed to perform an international 

activity.  
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1 Introduction 

This chapter will give an introduction of the thesis. It begins with a description of the 

background and moves towards presenting the problem discussion. This chapter will 

also address the problem definition, purpose and disposition of the thesis. 

1.1 Background 

”Any management decision inherently carries some uncertainty.  It doesn’t matter if the 

decision is about an investment, a new product introduction or budget plans for the 

future, there is always a chance that the expected outcome may not be achieved” 

- Thomas Oestreich, Oracle Corporation (2009:4)  

The globalization of the economy and intense international competition experienced 

during the past decades have forced domestic companies to compete on international 

markets (Korsakiene & Tvaronaviciené, 2012). In today’s global economy firms face 

many obstacles when trying to do business outside their domestic market. There seems 

to be a lack of understanding about international markets and cultures, in addition to this 

approaches to gather information in order to develop clear strategies to cope with 

uncertainty is also insufficient (Johanson & Vahlne 2009). According to bmgi.com 

(2014) firms may encounter uncertainty in different forms; it can manifest itself as 

uncertainty in global markets, credit markets and regulations. Due to uncertainty firm’s 

nowadays tend to implement short-term strategies instead of planning in the long term, 

unfortunately this may lead to loss of value in the long run.  

It is argued by Hilmersson & Jansson (2012) that international markets are constantly 

changing and firms need to adapt their operations in order to manage this changing 

market environment. This market characteristic creates uncertainty for firms who seek 

international partners. Johanson & Vahlne (1977) mentions that domestic firms lack 

knowledge about international markets and such knowledge can only be acquired 

through international experience.  

A firm’s decision whether to internationalize or not depends on many factors. It can be 

either internal or external triggers or motives that force the firm to move certain 

activities abroad. In the internationalization process firms will face uncertainties along 

the way forcing them to deviate from their intended strategy (Svend Hollensen 2014). In 

reality few companies manage to follow their intended strategy completely, instead due 

to unforeseen events and uncertainties there will always be an emergent strategy dealing 
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with these problems. This means that uncertainty will always be present when firms 

implement their strategies (Mintzberg 1994). According to Hilmersson & Jansson 

(2012) international experience reduce uncertainty, however the authors mentions that 

there seems to be a gap between the knowledge firms already possess and the 

knowledge necessary to manage an international venture.  

1.2 Problem Discussion 

Courtney, Kirkland & Viguerie (1997) mentions that the traditional approach in 

assuming that the external environment is either certain or uncertain creates a barrier for 

companies trying to implement their international strategies. In other words it may be 

crucial for firms to understand the determinants of uncertainty and how to adapt and 

utilize resources to decrease it. As mentionsed above by Hilmersson & Jansson (2012), 

there seems to be a gap between knowledge possessed by the firm and knowledge 

needed to perform an international activity, this gap is referred to as uncertainty since 

companies experience difficulties in how to categorize it and how to acquire it. 

Uncertainty can be perceived as very complex and abstract at first, however Knight 

(2006) provides an explanation to clarify this concept. According to the author, 

uncertainty can be seen as something that can’t be measured, if something can be 

measured, it is transferred into risk. This means that risk can be measured in numbers, 

i.e. loss in income and it can therefore be controlled (Forlani, Parthasarathy & Keaveney 

2008). 

 

To further clarify the non-measurable uncertainty, also referred to as “true uncertainty” 

by Knight (2006), can be explained as something that people are confronted by every 

day, since many decisions are made with little or no information to predict a future 

outcome (Figueira-de-Lemos, Johansson, Vahlne 2011), (Kahneman & Tversky 1974). 

According to Cyert & March (1963) people and companies base their decisions on 

gathered information to make rational decisions. However there is an underlying 

problem, as humans or companies base their decisions on gathered information, they 

make decisions based on unreliable information since it is rarely interpreted properly 

due to limited amount of time. Even if all information would be interpreted correctly 

and transformed into knowledge managers doesn’t possess the ability to predict the 

future and consequently uncertainty will always be present (Figueira-de-Lemos, 

Johansson, Vahlne 2011).  
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According to the network approach firms tend to form networks in order to exchange 

knowledge and information. All networks are built on different types of relationships, 

Ford (1980) mentions that all relationships are created in stages where commitment 

increase over time and that commitments lead to relation specific tailored resources. 

Chetty & Eriksson (2002) states that relationship commitment can be explained as a 

mutual bond between a supplier and customer that enables both the actors to engage in a 

business transaction.  

 

Journal of International Business Studies (2014) have called out a need for more 

qualitative  studies in order to understand the complexities in the field of international 

business. JIBS explicitly calls out the need for qualitative studies regarding uncertainty 

(palgrave-journals.com, 2014). In this report we distinguish between different types of 

knowledge and the uncertainty related to it. We see the need for this breakdown of basic 

definitions since modern IB studies are mainly performed in a quantitative method, that 

relies on concepts which are not fragmented enough (palgrave-journals.com, 2014). Doz 

(2011) argues that the current IB research borrows theories from various other fields, 

such as transactional cost economics which has come to dominate the research for 

explaining a firm’s entry mode. By performing a qualitative research we lay a 

foundation on well-defined terms so further theory-building can be done in the field of 

international business. With this in mind there is a great need to qualitatively investigate 

and analyse the business relationships role in reducing uncertainty in international 

business.  

 

In this chapter it has been elaborated that knowledge accumulation is a necessity in 

order to reduce uncertainty in international business. We see a need to clarify how 

companies can use their business relationships to create a shared dependence so that 

knowledge can be exchanged. We can also see that there is a need to explain how 

knowledge, relationships and uncertaintiy can be related to each other, when this has 

been neglected in previous research. 
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1.3 Problem Definition 

Based on the problem discussion above and the problematization of the field, we have 

identified the following primary research question:  

1. How do knowledge and uncertainty levels relate to relationship commitment of 

internationalized firms? 

In order to answer the preliminary research question the following secondary research 

questions needs to be answered:  

a) How do companies gain knowledge through networks and relationships? 

b) How does knowledge accumulation affect uncertainty? 

c) How do the process of establishing relationship commitment affect uncertainty?  

1.4 Purpose 

The research purpose of this thesis is to describe, analyze and identify how uncertainty 

levels and knowledge relates to relationship commitment. There is sufficient prior 

research on the relation between knowledge and uncertainty, however the relation of 

these concepts towards relationship commitment is neglected. This paper aims to 

enhance the understanding of uncertainty and it’s various levels as well as what type of 

knowledge likely to reduce it and in addition the role of relationship commitment in this 

process.  

1.5 Disposition of the thesis 

This thesis is divided into six chapters, starting with the introduction, which give an 

explanation about the background to the problem followed by a problem discussion, 

which leads to the research questions. In chapter two the chosen methodology will be 

elaborated in order to give the reader an explanation to the method used in this thesis. 

The theories will be presented and elaborated in chapter three. This is to give the reader 

a greater understanding of the research area. In chapter four the empirical findings will 

be presented which is collected through interviews with the selected case companies. In 

chapter five the theories and empirical findings will be analysed and finally in chapter 

six our conclusions will be presented as well as suggestions on further research, 

managerial implications, contributions and limitations within the area. In figure 1., on 

the following page the disposition of this thesis is presented.  
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2 Methodology 

This chapter addresses the research plan starting with the approach and research 

method. In this section the data gathering process will be explained as well as the 

research quality of this paper. 

2.1 Research Approach 

After formulating a research question it is necessary to make a plan how to conduct the 

research, like a blueprint to follow. This research plan is also important to the reader 

since it describes the research process and if someone would like to re-create the study 

or develop it, it then has to be clear what type of pattern we have been using (Merriam 

2009). There are three ways of reasoning used in modern research today; deductive, 

inductive and abductive. These concepts stands as a framework for the research process 

and how to draw conclusions construct explanations or make predictions by using 

existing knowledge (Merriam 2009). This report will be based on the deductive 

approach.  

The deductive research approach is based upon logical reasoning and finding whether 

something is valid or false - yes or no. It begins with a general rule, a premise, to apply 

it on a specific situation to verify if that situation is either true of false in relation to the 

premise (Merriam 2009). The reason why we are performing a deductive research is 

because we want to further investigate the current theories.  

Inductive reasoning is all about gathering information, seeking patterns and forming a 

theory to explain the world. Like the deductive approach which starts with a general 

rule and verifying a specific situation, the inductive starts from specific and goes to 

general. The aim is to be able to generalize based upon the information gathered, to find 

a conclusion which “given X+Y the answer is probably Z”. Since the inductive 

approach is not based upon logical conclusions it is up to the researcher to convince the 

reader of his arguments are true in a relevant and cogent way (Merriam 2009). 

The abductive approach is explained as a mix of deductive and inductive in the way of 

reasoning of going from general/specific to specific/general conclusions. It can be said 

going from general to less general. The researcher starts out with a gathered set of 

assumptions and aims to form a conclusion which explains this set of information as the 

most likely explanation (Merriam 2009). 
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2.2 Research Method  

The type of research method will be based on is in the qualitative form. The essence of 

understanding qualitative research is to accept that the world has no right or wrong.. It is 

more a matter of interpretation; to which degree, changes and processes. The primary 

interest in this thesis is to understand a phenomenon, not to measure it – therefore we 

have chosen to perform a qualitative research. A qualitative researcher wants to break 

down these interpretations and link them to a special context or time – How does an 

individual experience or interact in a specific situation and what has that for meaning 

for her (Merriam 2009).  

The quantitative research method is used for systematically investigate a phenomena. 

Through the quantitative research the researchers can answers when, how much and 

where something is performed. The method is used for research where the researcher 

wants to measure something (Bryman & Bell, 2013). The quantitative research can 

efficiently be used for market research. The primary interest in this thesis is to 

understand a phenomenon and not to quantify it. 

2.2.1 Layout of the research  

This report will be of the multiple site case study research type. According to Lapan, 

Quartaroli & Riemer (2011) it exists different types of case studies. However there are 

several purposes of why you perform a case study such as its ability to explain, explore 

and compare. Single case study is when one example is examined at a single company 

or place. The longitudinal case study involves repeated observations of a phenomenon 

over a longer period of time see a trend. The multiple case studies or the comparative 

case studies are performed at several companies and the researcher looks upon similar 

examples (Lapan et. Al 2011). According to Yin (2011) the different case studies of 

single and multiple contexts can be analysed to get either an holistic picture or an 

embedded, depending on the research questions and its’ purpose.  

In the multiple case study the empirical data is gathered through interviews from 

different interviewees from different companies (more in 2.3.1) (Merriam 2009). It is 

then up to the researcher to analyse and to find casual relations, so the researcher is 

therefore the primary instrument for data collection and data analysis. It is up to the 

researcher to evaluate what he finds important, what is missing or what has been 

foreseen in previous research (Merriam 2009).  
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2.2.2 Understanding the research 

Ontology is the study of the nature of existence, reality and being. Ontology brings up 

questions regarding if things exist or can be said to exist. Ontology discusses the 

questions whether reality (an object) exists regardless of human observers or if reality is 

constructed in the mind of the observer. However, when looking at ontology from a 

researcher’s perspective, they don’t emphasize the true essence of reality and its 

existence - they want to focus on naming the parts, processes and grouping it into 

categories (Löfgren 2013).  

“The researcher is the primary instrument for data collection and data analysis” 

(Merriam 2009, p5).  

With this quotation and on the basis of ontology we find it important to describe for the 

reader that the data collected and the analysis is based upon how we as researchers look 

upon the world. Understanding is the goal in this research and since the understanding 

belongs to the individual we find it important to bring up the subject ontology as well as 

the next; constructionism.  

In this research we are not aiming for “reinventing the wheel”. We use the wheel as our 

foundation for the research and add on more knowledge to it, so we can enable 

ourselves to see and understand how it turns and functions. To acquire new knowledge 

in this report we will base our statements on the theory; constructionism. 

Constructionism is an epistemology about how humans learn new knowledge (Kvale & 

Brinkmann 2009). Constructionism explains that it is necessary for people to construct a 

complete picture of an issue. The full picture is built up around old experience or 

knowledge about the subject, which allows the human to reconstruct a picture of the 

world based on her understanding on new experiences (Kvale & Brinkmann 2009).  

The antagonists of constructivism are positivism, whose supporters argue that 

knowledge is transferred from a document or another human to another person. 

Constructionism learning theory argues of how people construct holistic views to be 

able to interpret new knowledge in an efficient way, instead of bits and pieces of 

knowledge (Papert 1989). In the beginning of the research our knowledge was limited, 

but as time passed our knowledge increased as well. This is also the explanation why 

this research looks like it does. The process of closing the hermeneutical circle is 

contingent during the whole research. It is therefore important for us and the reader 
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when writing and reading this report to have clear structure of how to write it, how to 

read it and how to interpret new knowledge to one context, in the name of 

constructionism.  

2.3 Data gathering procedure 

2.3.1 Primary data  

Bryman & Bell (2013) describes primary data as information observed or collected 

directly from first hand experiences. The primary data collection method must be in 

accordance with research question, be reliable and also in unity of the given time plan 

(Yin 2011). For this research the time is limited and the research question will be 

answered by the primary data. The gathering of empirical information in this research is 

through interviews with the main argument that both researchers have previous 

experience of this method. Interviews are also an appropriate method to gather primary 

information when a qualitative research is done, due to the deeper meaning and 

understanding of the answers (Bryman & Bell, 2013). 

According to Yin (2011) the qualitative research method includes several ways of 

collecting empirical information. The most common one is the qualitative research 

interview, but it can also be done through observations, focus groups and by various 

texts. Observations means that the researcher looks at person’s gestures, expressions 

and how they behave in certain situation, then the researcher analyse and interpret it to 

form a conclusion. The purpose is to get a deeper insight in areas such as cultures or 

emotions. Focus group is mainly used for market research and to test an upcoming 

product or service. The focus group is administrated by a moderator who makes sure the 

participants are discussing the given topic. Various texts or notes mean that the 

researcher reviews content from personal documents such as archive files, artefacts and 

other texts (Yin 2011). 

We find the appropriate method for data collection for a multiple case study to perform 

interviews (Yin 2011). The procedure has been explained briefly above and based on 

that this report is written by amateur researchers the data collection method will be in 

accordance with our knowledge for achieving trustworthy reliability. Yin (2011) says 

that the researcher should possess some values and skills, such as (Yin 2011, p73); 
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 Ask good questions 

 Be a good listener 

 To be adaptive 

 Have a firm grasp of the issues being studied 

 Avoid biases 

Yin (2011) says that it exist more or less suitable persons for performing case studies. 

We argue for this being true since the bullet points above relate various kinds of implicit 

knowledge or personalities. 

2.3.2 Secondary data 

According to Bryman and Bell (2013) secondary data is information which is not 

gathered to answer the research questions. Secondary data however helps the 

researchers to find solutions, further explanation and to help the researcher to answer 

the research questions. This type of information can be gathered from research articles, 

literature and internet. The largest benefits with secondary data are that it is cheap, does 

not consume much time and can be gathered from different sources on an international 

level (Bryman, Bell 2013). The secondary data collected in this paper mainly consist of 

reports and articles from One Search, which is the Linnaeus University’s library search 

function of full-text databases, reference databases and the library catalogue (lnu.se 

2014). For the company presentations we have used the companies own websites.   

2.3.3 Selection of companies 

Within the field of qualitative research selection of primary data is to find the right 

persons to interview (Bryman, Bell 2013). The persons we interviewed should be able 

to answer our research questions in a good way. Since this research is about business 

relations under uncertainty, we need interview persons who have experience within this 

field.  

When choosing the interview objects we did it from a convenient selection. The choice 

was made due to our limited professional network and due to time pressure. Some other 

methods to use are snowball effect method, maximal variation and group homogeneity 

(Merriam 2009). However as argued above, this study and the researchers were under 

certain limitations and chose to take the most efficient one. 
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When we selected the right persons for interviews we based it upon two criteria which 

matched our research question. The first criteria was the ability to influence strategic 

decisions are something that we regard as of high importance. Those who influence or 

take decisions are people with a holistic view over a given situation. They know which 

objectives to reach, how to get there and how to deal with environmental factors. 

International experience was the second criteria. That is something we find equally 

important as the first criteria. Only influencing strategic decisions on the domestic 

market would not be sufficient for our research. The uncertainties encountered 

domestically are different from internationally, which is in line with our research 

question. We did not choose to segment ourselves to a specific sector or company size, 

since we wanted to investigate how decision-makers perceive characteristics of 

relationships, uncertainty and learning of knowledge.  

2.3.4 Company presentation  

Frohe Group  

Frohe is a Swedish plastic production company with approximately 50 employees. The 

main production facility is placed in Stockholm and the second facility in Wroclaw, 

Poland. Our interview target was Klas Samuelsson CEO of Frohe Group. Samuelsson is 

highly involved in strategic decisions on an international level. (cgi.se 2014). 

CGI 

CGI is a Canadian multinational company within the information technology industry. 

CGI employs 70,000 people worldwide and about 1000 employees in Sweden in all 

major cities. Our interviewee was Peter Johnson stationed in Stockholm, Head 

Investment of Management Scandinavia. Johnson has a long international experience 

and is currently active in taking strategic decisions on international questions. (Frohe.se, 

2014). 

Karolinska Development  

A Swedish research and development company within the chemistry and health-care 

industry with approximately 50 employees. Currently developing a medication for a 

customer segments found internationally. The interviewee, Sven Göthe is a project 

manager and has extensive experience of different internationalization projects. 

(karolinskadevelopment.com 2014). 
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2.3.5 Operationalization  

Patel & Davidsson (2011) describes operationalization as the transformation from 

theory into interview questions. This process is important since the empirics are then 

based on theories. In this research we decided to divide the questionnaire in four main 

areas from our main theories and our theory synthesis to gather the appropriate data.  

Network – The design of the questions was based on what Johanson & Mattsson (1987), 

(Johanson & Vahlne 2009) argues about the impact of uncertainty. We wanted to know 

how our interviewee regarded network and whether they perceived a need to share and 

gain new knowledge through it, like Chetty &  Agndal (2007) says can be done. The 

follow-up questions regarded exemplifications to get a more thorough picture.   

Relationship – When designing these questions we relied on the theories Ford’s (1980) 

relationship model as well as theory from Jansson (2007) and Jansson & Sandberg 

(2008). The theory was used for setting up questions for how a relationship was created 

and what was needed to commit further to it. Follow-up questions were about 

exemplifications and how they value relationships. 

Uncertainty – For understanding our interviewees perception of uncertainty we based 

our questions on the theory of Knight (2006) who explains uncertainty as something 

non-measurable. We also wanted to know how the interviewee perceives uncertainty in 

relation to internationalization ventures and based our questions on the theories of 

Figueira-de-Lemos, Johansson, Vahlne (2011). Courtney, Kirkland & Viguerie´s (1997) 

theory on levels of uncertainty was also kept in mind during the interviews.  

Knowledge – By looking at the theories of Figueira-de-Lemos, Johansson, Vahlne 

(2011) and Eriksson, Johansson & Majkgård (1997) we designed questions to learn how 

the interviewees look at gaining new knowledge. We wanted to gather a general picture 

how interviewees perceive new knowledge without specifically asking about theories 

regarding explicit and implicit knowledge. Instead we asked follow-up questions 

regarding processes or procedures when gaining new knowledge, to get a more 

personalized picture.  

2.3.6 The interviews  

The specific interview method in this research will be the semi-structured interview 

type. Jan Trost (2010) describes semi-structured interviews as the researcher starts to 
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ask questions from a fixed general topic, with underlying follow-up questions. Rather 

than following a pre-decision questionnaire pattern, as in comparison to the structured 

interview. The unstructured interview method reminds much of a normal conversation. 

The researcher only uses some notes to keep the interview on the correct subject (Trost 

2010). We decided to use the semi-structured interview since we wanted to be able to 

bring up the areas we find interesting, but at the same time have the flexibility for the 

interviewee to also present aspects he might find interest in.  

The days before the interviews we informed the interviewees over phone about the 

subjects we were going to bring up, to get the most out of the interview (Trost 2010). 

We formed an interview guide which we used as a basis for all our interviews. On top 

of that we also asked the interviewee follow up questions on areas as we regarded 

needed more light. The follow up questions where based on terms of encourage and our 

personal notes taken during the interview (Kvale & Brinkmann 2009). The questions 

consisted of examples as; Can you give me an example..? Can you tell more about 

situation X…? We also informed the informants that we might come back and ask them 

further questions if we regarded something as unclear. 

The interview with Klas Samuelsson and Frohe AB was performed 2014-05-10,  09.30 

at their office in Stockholm. The interview with CGI and Peter Johnson was performed 

2014-05-12, 10.30 at a hotel in Stockholm. Both interviews took 75 minutes. The third 

interview with Sven Göthe and KD was done over Skype on 2014-05-15, 16.00 and 

took exactly 60 minutes. All interviews were tape recorded to ensure we could 

transcribe them and ensure quality (Silverman 2001). We had told the interviewees that 

we needed 90 minutes for the interviews so they would not feel time-pressured. The two 

first interviews took longer time since we were not as experienced as in the third to steer 

the interviewees from side-tracks and other irrelevant information. Several times during 

the interviews we used the concept of semi-structured interview of swapping orders of 

the questions, since the interviewees many times answered several questions at a time.  

2.3.7 Data analysis  

The literature argues that there are a lot of guidelines and patterns how to perform a 

qualitative analysis (Fejes & Thornberg 2009). However, Fejes & Thornberg (2009) at 

the same time say that there are no absolute rules which you have to follow, except for 

using your whole intellect for the analysis. A qualitative analysis of data puts emphasize 
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not only what is said but also what it means. It is therefore important to analyze 

carefully and it can be done in a step-by-step procedure (Löfgren 2013).  

Since we are performing a deductive research approach we chose to group the data after 

our rsearch questions and then searched for similarities and differences. The analysis 

was performed in a systematically review of the data to find bits and pieces which are 

essential for the result of the research (Fejes & Thornberg 2009). We had to organize 

the data, break it down to manageable units, categorize it into categories which reflect 

the theories and finally codify it. Fejes & Thornberg (2009) argues that the researcher 

has to remember to stay in a reflexive attitude, meaning that the researcher has to 

consider his own perspectives on the data, methods used for gathering the data, his 

prejudices and values. 

2.4 Research Quality  

2.4.1 Validity 

The concept of validity in this research paper implies that we have managed to 

investigate what supposed to be investigated and nothing else (Thurén 2007). This 

concept can also be explained as the value of the collected material. The collected data 

will form the basis for the solution of the problem in this paper and the validity is 

determined by how well we can solve this problem (Kylén 2004). Yin (2009) addresses 

the concept of internal and external validity. Internal validity is explained as the causal 

relationship between empirical phenomena, meaning why certain events lead to another. 

Internal validity can be described as how the researcher matches conclusions and results 

with reality. Internal validity is mostly used in explanatory studies, meaning when the 

aim of the thesis is to explain how and why certain events lead to another. There is a 

risk that the researcher assumes that one event has a causal relationship to another 

without taking a third event into consideration (Yin 2009). In this thesis we aim to 

ensure internal validity through a broad range of theories that are internationally 

recognized within our field of study as well as with semi-structured interviews. 

According to Yin (2009) external validity means that results and conclusions of a study 

can be generalized, the result can therefore be used in different situations. 
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2.4.2 Reliability  

This quality measurement is to minimize errors in a research study. Reliability can be 

described as if this research study would be carried out again by another researcher the 

result of the two studies should have a similar outcome (Merriam 2009), (Yin 2009). 

Reliability can also be referred to as the degree of consistency, predictability and 

accuracy, in other words, if one uses the same instrument to gather the same 

information and reaches the same result the instrument is considered to have high 

reliability (Kumar 2014). In order to ensure reliability it may be beneficial to use a 

protocol as a guide through the research process, it is also advantageous to work with as 

many operational steps as possible (Yin 2009). In order to ensure reliability we have 

participated in seminars, which has been available to us during the process of writing 

this essay. We also used a time plan to work from, involving planned stages. 

2.4.3 Method critisicm and ethical considerations 

The choice of a qualitative research method comes along with some issues. The 

qualitative method involves a certain view of information which affects the data 

gathering procedure and the analysis of the data. In combination with a multiple case 

study on different types of companies this carry some limitations, especially in terms of 

generalization. The qualitative method compared to the quantitative is less 

representative when it comes to generalization due to less focus on units and 

opportunities (Merriam 2009). 

The concept of pre-understanding translates into areas as knowledge, insights and 

experience before the engagement of a research (Gummesson 2000). We argue that our 

prior knowledge when it comes to the international business field is in accordance to the 

level of this thesis. Therefore the material in the introduction and the choice of theories 

are in level of what we can be expected from what we have learned throughout three 

years of academic studies at Linnaeus University.  

Criticism can however be raised against the process and the results of the empirics. The 

first two interviews were conducted physically meanwhile the third were executed over 

phone. By performing an interview over phone we missed out the opportunity to see 

facial expressions and body gestures which Yin (2011) emphasizes is important when 

performing a qualitative interview. However, we noticed an increased experience of 
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conducting interviews in the process of gathering the empirical data. This may imply 

that we have missed relevant information from the interviews firstly conducted.  

The amount of the empirical data can be considered low in this research (three 

interviews). To outweigh this we emphasized on analyzing the material thoroughly to 

end in a reliable conclusion.  

We informed the respondents before we performed the interviews about subjects related 

to ethical considerations (vr.se 2014). We asked the interviewees whether they wanted a 

fringed name or not, so they could be truly honest in the answers. None saw that as 

necessary, which we think is related to that the questions concern their general view on 

knowledge, uncertainty and relationships. We did not ask for any specific customers, 

strategies or other company secrets. 

3 Theoretical Framework  
In the following chapter we present the theoretical framework on which the essay is 

based on. The section begins by explaining why firms face of uncertainty in the 

international market. Then we go into how networks and relationships can create a 

foundation for reducing uncertainty. To understand how networks and relationships 

reduces uncertainty, theory on knowledge will be presented. Then different levels of 

uncertainty will be presented and finally a theoretical synthesis in which this is 

compiled. 

3.1 Traditional internationalization theory 

Earlier research within the field of international business points to the direction that the 

internationalization process is of an incremental nature, this means that firms gradually 

increases their involvement in foreign markets. The Uppsala internationalization model 

(Johanson & Vahlne, 1977) is a framework that focuses on the international 

development of a firm with regard to knowledge acquisition, integration and use of 

knowledge in foreign markets and operations. The basic assumption of this model is 

that firms lack knowledge of foreign markets and operation and such knowledge can 

only be acquired through activities abroad (Jan Johanson & Jan Erik Vahlne, 1977), 

(Johanson & Vahlne 2009). 

3.1.1 Uppsala model 1977 

The Uppsala model has two versions, one from 1977 and a new revised version from 

2009 that will be in focus in this thesis. The two models are rather similar in many ways 

and are based on the same structure with both state and change aspects. It is assumed 
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that change and state aspects are dependant of each other, in the old model it is 

explained that firms change by learning from experience in foreign markets. Firms also 

change due to commitment decisions made to strengthen their position in the foreign 

market. The experience gained from commitment in foreign markets lays the foundation 

of a firm’s market knowledge, which in turn determines the degree of market 

commitment. This indicates that the Uppsala model is dynamic by nature and that the 

internationalization of firms happens incrementally (Johanson & Vahlne, 1977). 

3.1.2 The revised version Uppsala model 

The latest version of the Uppsala model, also called “The business network 

internationalization process model” has a strong connection to the network's impact on 

the internationalization process. Johanson & Vahlne (2009) recognized the importance 

of networks as they came to the conclusion that business relationships result in an 

exchange of knowledge and learning. The authors argue that a relationship is a mutual 

commitment were two or more parties learn interactively. To further explain how 

knowledge can be created through networks, Johanson & Vahlne (2009) refer to the 

interaction between producer and user, were one party may lack market knowledge but 

can be obtained through the mutual commitment.  

The new revised Uppsala model from 2009 consist of the same basic structure of state 

and change aspects that have an impact on each other as the old model. However in the 

new model it is knowledge opportunities that are the major element. Johanson & Vahlne 

(2009) assumes that firm’s major reason to go international is by recognizing 

knowledge opportunities and since the internationalization process is assumed to be 

made through networks, firm´s make relationship commitment decisions in order to 

acquire the knowledge needed to perform an activity. The process of learning and trust 

building through the relationship commitment will be a determinant to the firm´s new 

network position. This process is continuous where state and change the aspect 

constantly interact, this leads to internationalization according to the Uppsala model is 

of a dynamic nature in which the network is constantly affecting a firm's international 

strategic decisions. 
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3.2 Business Network  

The network approach is chosen due to the relevance of internationalization and the 

very nature of a network. According to Johanson & Mattsson (1987) uncertainty may 

emerge from the relationships within a business network, meaning the bonds between 

actors and the structure of the network. In this way firms have the ability to impact the 

level of uncertainty within the network and thus reducing some of their own. By 

understanding the network approach, it will give a better understanding of the 

uncertainties associated with internationalization strategies and how to reduce it 

(Johanson & Mattsson 1987). 

3.2.1 The structure of a network 

According to the network approach internationalization of a firm involves establishing 

position against a counterpart in foreign networks. A firm can achieve this by 

positioning itself in a network in the domestic market, which is new to the firm, which 

in turn has links to foreign networks, called international extensions. Another approach 

is to develop already established relationships with actors in the foreign market. The 

company will consequently add more resources on a network outside its domestic 

market, where it already has a position, this is refered to as penetration. A firm may also 

increase coordination between the positions of different national networks, this is 

refered to as international integration (Johanson & Mattsson 1988). Networks are 

primarily created so that firms should be able to acquire knowledge through 

relationships. The mutual exchange of knowledge allows companies to skip the 

traditional internationalization steps advocated by the Uppsala model as relationships 

Figure 2. The business network internationalization process model 

(Johanson & Vahlne 2009) 
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means that new opportunities can appear in unexplored markets (Chetty & Agndal 

2007). 

3.2.2 The importance of relationships 

In the majority of internationalization theories the basic assumption is that firms lack 

market knowledge and international experience is the main cause of uncertainty. 

Jansson (2007) mentions that firms acquire knowledge through relationships with other 

actors in the market. He also argues that knowledge accumulation is continuous and 

therefore the duration of a certain relationship becomes important, meaning the longer a 

firm has been involved with an actor in a foreign market, the more knowledge the firm 

has acquired. Johansson & Vahlne (2003) mentions that a business network can lead to 

certain problems that may be related to uncertainties in the process of 

internationalization. These problems are not linked to the market in the foreign country 

but instead connected to customer and supplier relationships. Johansson & Vahlne 

(2003) argue that internationalization is not at all linked to a country's borders, but to 

the establishment and development of relationships with actors. The network approach 

offers an image of a world without borders and it's only relationship that matters, this 

also means that relationships will be characterized by uncertainty. 

3.2.3 Relationship Commitment 

According to Chetty & Eriksson (2002) relationship commitment between a supplier 

and customer can be explained as a mutual bond that enables both the supplier and 

customer to engage in business. Commitment is created through the resources adapted 

by each firm to the relationship in order to realise a perceived business opportunity. As 

the relationship consists of two parties or more commitment will be measured in the 

belief of the other party’s commitment to the relationship. Consequently if one actor 

adds resources to a relationship the other firm will respond in the same way. This lead 

to mutual dependence and integration between the two firms, hence the commitment 

increases (Chetty & Eriksson 2002).  

According to Chetty & Agndal (2007) the research on social capital can be closely 

linked to the research of Johanson and Vahlne’s (1977) market knowledge and market 

commitment. Social capital is defined as the number of contacts in your network 

multiplied with the level of trust you have with these contacts (Bo Rothstein 2003). The 

more social capital a firm has the better (Chetty & Agndal 2007). This is in accordance 
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with what Nahapiet & Ghoshal (1998)  says about achieving social capital emphasizes 

opportunity development – whereas one outcome of opportunity development can be to 

reduce uncertainty in an uncertain situation (Johanson and Vahlne 2003). This can be 

related to what Chetty and Agndal (2007) says about opportunity creation through 

commitment in relationships. They argue that opportunity development is the 

interaction two parties has towards each other and how they value their mutual social 

capital. The higher valued relation the more commitment the parties put into the 

relationship. This shared knowledge will allow them to recognize opportunities 

emerging from uncertainty. Nahapiet and Ghoshal (1998) says social capital encourages 

parties to work towards the same goal, so the more interaction there is in a network, the 

more social capital is created. 

According to Ford (1980) the process of developing a business relationship is highly 

impacted by the product and process technologies of two parties. Companies has a 

tendency to establish close relationships instead of just “playing” the market, this is 

mainly due to cost reduction and revenue advantages. In order to establish a close 

relationship firms tend to adapt and tailor resources to a specific activity with a buyer or 

seller. This means that adaptation to another party in the form of tailored resources or 

products cannot be used in the market. The value of the investment will only show up in 

the specific relationship and thus the company has made a clear commitment to a 

buyer/seller relationship. As an example of such a relationship, Ford (1980) refers to the 

relationship of a supplier and customer where the supplier develop a specialized product 

to the buyer. Ford (1980) has developed a five-stage model explaining the development 

of a business relationship, which is also elaborated by Jansson (2007). This model will 

now be elaborated further below. 

 

 

 

 

 

 



  
 

21 

 

 

 

 

 

 

 

The pre-relationship stage is the stage where companies evaluate each other in order to 

find new potential partners (Jansson 2007). This stage will be characterized by zero 

commitment by the two entities, uncertainty will be high and experience of the 

counterparty will be low (Ford, 1980). In the early stage relationships are being formed 

and a mutual learning process begins where two companies learn about each other 

(Jansson 2007). The relationship will still be characterized by high uncertainty since 

potential rewards and future cost associated with the relationship will be difficult to 

estimate. Commitment to the other counterparty is in this stage be rather low, however 

minor adaptation may take place (Jansson 2007), (Ford 1980). The development stage 

entails that companies becomes increasingly involved in the relationship as contracts are 

being signed and deliveries of purchased products increase. The two companies increase 

the experience of one another as this step is characterized by a mutual learning process 

resulting in shared norms and values (Ford 1980). Uncertainty associated with the 

relationship has been reduced due to increased trust and commitment via formal and 

informal adaptations by both parties (Jansson 2007). In the long-term stage both 

companies has reached a stage of mutual dependence, meaning large-scale deliveries of 

purchased products (Ford 1980). In this stage the companies experience low uncertainty 

due to high commitment and adaptation. The relationship have now become 

institutionalized, meaning shared norms and values regarding operation procedures 

(Jansson 2007). The final stage is characterized by high commitment to the extent that it 

is being taken for granted. The relationship have now become extensively 

institutionalized and the distance between the companies is small resulting in low 

uncertainty. However this pose a risk, adaptation to environmental changes may be 

Figure 3. Relationship stages (Jansson 2007) 
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difficult due to the routine operation procedures, resulting in that the relationship may 

get stuck. Due to this problem the relationship may reach a phase were it will be 

finalized (Jansson 2007), (Ford 1980).  

 

 

The five stages model (Figure 5) can also be as an internationalization process as seen 

above, developed by Jansson & Sandberg (2008). According to the authors the 

relationship approach to internationalization is of incremental nature, meaning stepwise 

involvement in more distant markets as knowledge increase. Jansson & Sandberg 

(2008) argues that companies gain experiential knowledge through the interaction in 

networks and thus making it easier to establish new relationships. As firms gain more 

knowledge about foreign markets as the relationship reaches the final stage and in the 

same time the number of relationships increase the more international the firms is 

perceived to be (Jansson & Sandberg 2008). As the firm becomes more 

internationalized they tend to enter more distant markets, this creates the incremental 

nature of internationalization from a network point of view.   

3.3 Knowledge 

3.3.1 Experiential knowledge and market commitment 

Figueira-de-Lemos, Johnson & Vahlne (2011) brings up the concept of experiential 

knowledge to reduce uncertainty. Eriksson et. Al (1997) states that experiential 

knowledge is central when describing a firm’s internationalization process. The process 

starts by an establishment domestically. After a while trigger agents initiate the firm to 

start to look abroad to either decrease their costs or increase their sales, by 

Figure 4.  The five stages model (Jansson & Sandberg 2008) 
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internationalizing either their upstream activities or downstream activities (Svend 

Hollensen, 2014). The next step in the process is entering a market and the firm enters 

an early stage of internationalization which Figueira-de-Lemos, Johansson & Vahlne 

(2011) describes as the “apprenticeship period”. During this period the firm is 

experiencing a physical and objective slow growth compared to the knowledge gained. 

By acquiring more information the firm now manages to understand how much 

knowledge they’re lacking about the foreign market. The type of information and the 

evaluation of the information are limited and unreliable in this stage or in other words; 

the environment is full of uncertainties. The original Uppsala Model (Johansson, Vahlne 

1977) describes how more effort put into the foreign market will reduce this 

uncertainty, whereas they refer this effort of gaining more knowledge as commitment. 

This knowledge acquisition of market information is referred to as experiential 

knowledge. Johansson & Vahlne (1977) continue to argue that this market commitment 

is symmetrical with the contingent uncertainty over the whole process of 

apprenticeship. During this apprenticeship period the firm adapts and experiences the 

local routines, administrational issues and cultural questions – by learning by doing the 

firm now gradually achieves more experiential knowledge (Eriksson et. Al.1997).  

As mentionsed above that decisions are made about the future in regard to the 

information available, the more knowledge the firm achieves, the more accurate 

decisions should be made. So the more commitment and effort to understand the foreign 

market, the easier it get to handle uncertainties (Figueira-de-Lemos, Johansson, Vahlne 

2011). Experiential knowledge is seen as a knowledge achieving process and can be 

divided according to Eriksson et. Al (1997) into foreign business knowledge which 

mean experiential knowledge of clients, competitors and market. Foreign institutional 

knowledge concerns government, institutions, rules and norms. In accordance with 

Bruce Kogut and Harbir Singh’s (1988) research in international business and 

experiential knowledge. They also argue by increasing knowledge of clients, markets 

and rules the firm will be able to identify opportunities, thereby reducing uncertainty. 

Eriksson et. Al (1997) continue to say that both institutional knowledge and business 

knowledge is not associated to a specific market or country. The experiential knowledge 

is firm-specific and relevant to all markets.  
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3.3.2 Implicit and explicit knowledge 

Many researchers explain the source of uncertainty as lack of knowledge (Mikael 

Hilmersson, Susanne Sandberg, Firouze Pourmand Hilmersson (2013): Figueira-de-

Lemos Johansson & Vahlne (2011): Johansson & Vahlne (1977). Experiential 

knowledge is therefore an important factor for reducing uncertainty. Knight (2006) 

argues for reduce of uncertainty being related to implicit knowledge, meanwhile explicit 

knowledge is related to reducing risk. This is just like in accordance with what Carl 

Frappaolo (2008) says about implicit knowledge being related to experiential 

knowledge.  

According to Frensch & Rünger (2003) explains implicit knowledge as information 

which has not been codified. They continue with saying that implicit knowledge is a 

process and converts an experience or a happening to knowledge. Bennett & Bennett 

(2008) means that the person gaining implicit knowledge does not have to be aware of 

that he is actually learning something, since he instinctively reacts as rational as 

possible on the situation. When that situation might occur again the person knows he 

has experienced it and can therefor come up with a more appropriate solution. Therefor 

teaching implicit knowledge is not possible, however converting implicit to explicit is 

possible by writing it down on a paper or anything equal. 

Explicit knowledge is information which is codified and could have previously been 

implicit; however that relation is not compulsory. Explicit knowledge is the type of 

knowledge which humans easily can pass on between other humans. Explicit 

knowledge can take the shape of information on a document, a manual or a picture 

(Dhanaraj, Lyles,  Steensma, Tihanyi 2003). 

 

3.4 Uncertainty and risk 

One of the most common issues a company faces when they are internationalizing is the 

lack of foreign market knowledge (Figueira-de-Lemos, Johansson & Vahlne 2011). 

When a firm starts investigating the potential market and starts acquiring information, 

the greater their understanding of how much information they are lacking (Figueira-de-

Lemos, Johansson, Vahlne 2011). According to Frank Knight (2006) the lack of 

information can however be categorized into two areas; risk and uncertainty. Risk and 

uncertainty are however not separate. Comparing risk and uncertainty as with the two 
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sides of a coin - both the sides are different but still plays an equal role. Both risk and 

uncertainty are sharing several basic issues. According to Knight (2006) uncertainty is 

only uncertainty when it cannot be measured, however when it can be quantified 

uncertainty transforms into risk.  

The research in international business and how to manage risk can be approached by 

different theories, like the resource based view titles risk as lost income due to bad 

management of the resources. Taken as an example, the resource-based view says that 

risk can be measured and more importantly – it can be controlled (Forlani, Parthasarathy 

& Keaveney 2008).  

The non-quantitative risk which cannot be measured is what Knight (2006) titles as true 

uncertainty. Uncertainty however does not only consist in the field of international 

business. Uncertainty is widely used in all fields of science such as sociology, physics, 

and entrepreneurship. However the science fields do not regard uncertainty in the same 

way. Take for example entrepreneurship whereas an expert entrepreneur embraces 

uncertainty and by effectuation the entrepreneur manages to create uncertainty into 

something positive (Read, Sarasvathy, Dew, Wiltbank & Ohlsson, 2011). The approach 

to uncertainty in international business is that you cannot predict the decisions for the 

future, since the future is never certain (Figueira-de-Lemos, Johansson, Vahlne 2011). 

Uncertainty is something humans face every day in more or less every decision. A 

decision is based upon the information a person have or receives and makes rational 

decision based on that (Kahneman & Tversky 1974). Unfortunately the information 

humans receive from the world is often unreliable and the human mind cannot interpret 

that information properly, especially when the time is limited (Cyert & March 1963). If 

all information was accurate and the mind good enough to put that knowledge into use, 

decision makers can still not predict the future. This is because the firm and its 

management cannot control the environment and all the uncertainties related to the 

same. The firm can only estimate what will happen in the future (Figueira-de-Lemos, 

Johansson, Vahlne 2011). These estimations relate to what Knight (2006) refers to “true 

uncertainty”, the type of uncertainty whereas the firm tries to adapt to the uncertainties, 

since they cannot control it. Knight (2006) as well as Johansson & Vahlne (1977) takes 

up the other concept of uncertainty called “contingent uncertainty”.  
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Contingent uncertainty and the outcome of the same can however be controlled and 

reduced, but not extinguished. It is important to distinguish contingent uncertainty 

between and risk. Only because the outcome can be adjusted in both of the terms, they 

do not mean the same. Risk starts at an initial level which is related factors such as entry 

mode or the size of a project and is considered something negative for the firm and the 

firm wants to bring it to a comfortable level (Figueira-de-Lemos, Johansson, Vahlne 

2011). Mikael Hilmersson in his research of internationalization strategies (2013) – 

Small and medium-sized enterprise internationalization strategy and performance in 

times of turbulence brings up the concept of investing in a portfolio with many options, 

just like in other industries or sectors to reduce risk.  

3.4.1 The four levels of uncertainty 

Lindley (2006) argues that people are uncertain about the future in different degrees. He 

means that uncertainty can take different shapes depending on who are looking at it. An 

event might be uncertain for one person, but not for another person. This origin from 

that humans possess different knowledge and different confidence, such as if the 

statement is uncertain for both, but one party shows more confidence since he believes 

it’s true. So every firm therefor possesses different degrees of uncertainty.  

Courtney, Kirkland & Viguerie (1997) have developed a framework of classifying 

uncertainty surrounding strategy into four levels. They mean that no approach can make 

the uncertainties to go away, but by following the framework and classifying 

uncertainty will lead to more informed and confident strategic decisions;  

Level 1: A Clear-Enough Future. The first level of uncertainty has one 

outcome. This means that a manager only have to make one forecast about the 

future which is precise enough. Surrounding that forecast is the uncertainty, 

but the uncertainty can be overcome by defining a strategy to reach the 

objective. An example of this type of uncertainty could be top car 

manufacturer who want to increase revenue and whether they should enter the 

low-cost segment or expand their top-models. Depending on market analysis a decision 

is made.    

Level 2: Alternate Futures. On this level it takes more than one strategic 

forecast to approach the uncertainty. The future now consists of several 

Figure 5. Clear-

Enough Future 
 

Figure 6.  Alternate 

Futures 
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outcomes and an analysis cannot decide which outcome it will be, however it can come 

up with probabilities. For example, a firm faces a legislation issue about their product 

on a foreign market. Will it pass (1, 2) or will it not pass (3), do we have to reconfigure 

the product (1) and in that case, how much (2)? The second statement depends on the 

first and the outcomes are discrete and clear, however very hard to predict. Level 2 

uncertainties are the often related to competition uncertainties, legislation or regulations. 

Level 3: A Range of Futures. The third level of uncertainty consists of range of 

possible outcomes. The variety of outcomes does not have a discrete scenario, 

since the actual outcome is not set and based on estimations that it may result 

in “somewhere between 40-70%”. As for example, a European company 

entering an Asian market with a product. With the help of market analysis the 

customer penetration rate may vary from 15% to 35%. The differences 

between 15 and 35 are rather big and therefor the strategy has to be adopted 

after the range of scenarios. This level of uncertainty is often related to 

market, product developments and technical innovation. 

Level 4: True Ambiguity. True ambiguity means that multiple dimensions of 

uncertainty are active in the environment and it is not possible at all too 

foreseen or calculate the outcome. Compared to level 2 there are no discrete 

scenarios, not even a range of scenarios as in level 3. The information 

concerning this uncertainty is very unstable and limited/non-existent. 

Ambiguity is often related to political and economic unstable situations, such 

as the Russian market in the 1990’s. However, level 4 uncertainties tend to 

move towards level 3 or 2 after a while. 

 

 

 

 

 

 

 

Figure 7.  A Range of 

Futures 

Figure 8. True 

Ambiguity 
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3.5 Theoretical Synthesis  

The internationalization process is often characterized by high degrees of uncertainty 

due to lack of knowledge in foreign markets. Uncertainty can be reduced by acquiring 

knowledge. Some types of knowledge are not available to everyone but it can exist 

within the business network, by strengthen and utilize network relationships firms may 

acquire knowledge, reduce uncertainty and thus create opportunities in foreign markets 

(Johansson & Vahlne 2009). 

Mintzberg (1994) argues that few intended strategies really become in realized due to 

emerging factors occur. Knight (2006) and Figueira-de-Lemos, Johansson, Vahlne 

(2011) brings up the concept of contingent uncertainty as a factor of changing the 

intentions and actions of a firm on a foreign market. Knight (2006) also brings up that 

implicit knowledge is related to uncertainties. A good way to gather more implicit 

knowledge is by committing to the foreign market. Johanson & Vahlne (2009) 

recognized the importance of networks as they came to the conclusion that business 

relationships result in an exchange of knowledge and learning. The type of knowledge 

and learning which decreases uncertainty according to Eriksson et. Al. (1997) is to 

gather  experiential knowledge over time and in networks this knowledge translates as 

commitment to the other party. To increase commitment and to achieve experiential 

knowledge the parties engage in informal and formal adaptions. Informal adaptions are 

related to sharing values and norms, which in itself is an implicit learning process. 

Formal adaptions however are related to explicit knowledge since it concerns writing of 

contracts, delivery, payment terms etc. (Ford 1980). So by performing experiential 

actions towards relations in your network should therefor decrease uncertainty.  

In accordance with the theory brought up in this chapter points towards relationship 

commitment is a process whereas the commitment is increased over time. At the same 

time, an increased commitment performed by networking increase knowledge which 

decrease uncertainty. In this research we have created an approach to a model that show 

how knowledge and levels of uncertainty relates to relationship commitment (figure 

10.). This model will now be further explained in order to create a better understanding 

to the reader. As mentionsed by Courtney, Kirkland and Viguerie (1997) uncertainty 

can take different shapes; these shapes are referred as the four levels of uncertainty. 

These levels cannot be eliminated, however the degree of relationship commitment and 

knowledge should work as a tool to manage the levels of uncertainty. The model states 
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Figure 9. The relationship between the four levels 

of uncertainty and relationship commitment 

(created by the authors)  
 

that an increase in relationship commitment will result in more knowledge and in the 

same time uncertainty experienced by the firm will move from true ambiguity (level 4.) 

towards clear enough-future (level 1.). This suggests that relationship commitment will 

help firms to make strategic decisions affected by uncertainty.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

4 Empirical Findings 

In the following chapters we present the collected empirical data. The chapter begins 

with empirical data collected from the interview with Frohe Group. Then we continue 

with CGI, followed by Karolinska Development. Each company is presented 

individually through a company presentation followed by the interviewees thoughts and 

experiences on the subject. 

4.1 Frohe Group 

4.1.1 Company presentation  

Frohe Group is divided into two strategically located companies, the headquarters is 

located in Tyresö, Sweden and the second plant is located in Wroclaw, Poland. The 

company specializes in many aspects of plastics production. Frohe offers its clients 
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plastics development and production that can be tailored to a wide range of desired 

purposes. The company values close relationships with their clients in order to adapt 

products to their needs. Current customers can be found in industries such as medical, 

agricultural, electronics and automotive. The empirical data is collected from the 

interview with the company’s CEO, Klas Samuelsson. Frohe is founded and run by 

Mårten Samuelsson and Klas Samuelsson since 1991 (Frohe.se, 2014). 

4.1.2 Networking 

When Frohe started scanning the Baltic region for objects to acquire they were 

recommended a skilled lawyer through a network partner. They did not have any 

previous experience of the region nor internationalization. According to Samuelsson 

this lawyer laid the foundation for the internationalization process. Samuelsson explains 

that they are dependent on the strong nodes in the network; as an example he explains 

that when the customer Haldex wanted to move their R&D department from Sweden to 

Germany. In that process Frohe wanted to be able to sustain high quality and managed 

to do so by allowing some of their personal work onsite. During this process they 

achieved more connections in Hungary, India and Germany. However Frohe or its 

managers do not actively work for increasing the network. They are not members of any 

branch organizations, regular visitor of fairs, or such. According to Samuelsson 

networking actively is not of the highest importance, it is the quantitative values that 

matter. Still, recruitment from the outside is mainly done through the network. 

Samuelsson sums up his view on networking that it’s a good tool that can be used in 

many ways. 

“To achieve my goals I use my business tool box, whereas network is one tool among 

many.” Klas Samuelsson 2014-05-09 

4.1.3 Relationship  

Samuelsson says that the relation with the lawyer has just grown stronger and stronger 

over time and is one of the reasons of Frohes success in Poland. The lawyer gave them 

advices and they trusted his judgment. Frohe has experienced many situations after the 

setup whereas this lawyer has helped them out. Samuelsson also emphasizes two other 

relations; customer and supplier –relations. The pace of achieving new customer 

relations has been three new every year. We keep this low number so we can nurture 

every relation properly since our business values are based on knowing the customer 
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and get to know their research and development departments. Samuelsson says that the 

scenarios of the development of a relationship vary, but the usual incubation time for a 

relationship is a couple of years. As for example Samuelsson mentions the customer 

Siemens. It took them well over two years to even be qualified for the first stage of 

relationship creating. The next step was then to fulfill the first order, which was 

extremely important. After being able to provide products over a period of time after 

Siemens specifications, they were accepted as a supplier. Long relations are something 

Frohe values high and can also lead to new relations, such as when companies move, 

recommendations and when people are hired. However, the relations have to be mutual 

according to Samuelsson and that’s why Frohe prefers comparatively smaller 

customers, instead of supplying the car industry. The car industry priorities are 

considered to be cost cutbacks and their values do not match Frohes. Samuelsson 

continues to say that relations for him is mainly finding mutual interest in the business 

field, but that it makes it easier if you clutch on a personal level as well.  

4.1.4 Knowledge 

During the initial phase Samuelsson says that they always he or his brother was working 

onsite in Poland. There was a lot of new information which had to be interpreted such as 

polish laws, accounting system and cultural differences. Regarding the administrational 

system according to Samuelsson is that it is very accurate and reliable in Poland, which 

resulted in that it was easy to earn knowledge of the system. However, something that 

Frohe learned is that raising an argument against the system can be a very time-

consuming process due to both its reliability but also that Swedish people has more 

liberal views on procedures compared to Polish. Samuelsson refers to a happening 

which were close of getting a trial in court.  

Another way for Frohe to enhance their knowledge about the environment is to work in 

it – as for example a special agile group has been formed for especially working out on 

the field with the customer. Sometimes they also let the environment come to factory – 

in terms of inviting researchers and specialists to learn them more about upcoming 

trends. Just like they once did regarding their current development project; clean room 

production. Samuelsson argues that a good way of bringing in new knowledge into the 

organization is to recruit people from the outside. However, when it is regarding high 

manager positions, internal options are preferred.  
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4.1.5 Uncertainty & Risk 

When Frohe internationalized the purpose was to increase their sales. However, Frohe 

never risked more than what they could afford and used their own capital as well as 

several small loans to fund the upgrading of the facility. Samuelsson continues that they 

could have used a Polish bank for funding the project, which would have been cheaper, 

but then they were in the hands of the Polish banking-system as they did not have 

sufficient knowledge about. A way according to Samuelsson for Frohe to apply their 

Swedish business values and to reduce uncertainty during the initial phase was to 

always have a Swedish manager at site. One way of reducing the uncertainty regarding 

accounting issues in the country was to outsource all of it to a well-renamed firm. It was 

a must for Frohe has since it was a guarantee that the economy was under control.  

Trends and other opportunities on the market are observed from distance at the moment. 

Every now and then however Frohe invites researchers to speak about future materials 

etc. Although some uncertainty can be reduced, a lot of it has to be lived with according 

to Samuelsson and refers to that many decisions are based on gut feeling and 

approaching the issue with effectuation as the entrepreneur he is. Samuelsson says he 

enjoys his job and which stands he uses as a motto for uncertainty – as long as you 

perform a good job, the result will be good as well.  

4.2 CGI 

4.2.1 Company presentation 

CGI is a company within the IT - industry that offers its customers virtually all types of 

IT solutions and services. CGI is a global company with approximately 70,000 

employees in 40 countries on continents like North - South America, Asia and Europe. 

The company provides its customers with many different services such as advanced 

business and IT consulting, system integration, business process services and 

application development and management (cgi.se 2014). The interviewee, Peter Johnson 

is currently the Head of Investment management Scandinavia at CGI. Peter Johnson has 

extensive experience within the industry and has previously worked for IBM and 

currently CGI. In the market, the company compete with consulting firms such as 

KPMG, Capgemini and Accenture (Johnson 2014).  
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4.2.2 Networking  

According to Peter Johnson the business network is one of the most valuable assets a 

company can possess. He mentions that it is of great importance to maintain and 

develop the business network since opportunities may arise from the connections within 

the network in the future. Johnson mentions that he currently has a sizeable network 

consisting of people from the years he was studying, current colleagues, former 

colleagues and customers. He states that the sizeable network is a product of his interest 

in people and the possibility that it may create business opportunities in the future. 

Johnson mentions that in order to increase the business network it is of value to attend 

certain events, seminars and conferences that is of interest to CGI. This leads to 

interaction with industries and potential customers that might be of interest to the 

company.  

Johnson argues that a relationship with existing customers or partners can serve as a 

door opener to new contacts and networks. He argues that reputation is important in an 

industry where services are being sold. If you as an employee or the company as a 

whole has performed a great job towards a client, this will spread through acquaintance 

circles, corporate networks and the market as a whole. He argues that the actors in a 

network have contacts in other networks which can lead to new business activities if 

they manage to create a good reputation in the market. Johnson further explains the 

importance of having a good reputation on the market by declaring that a cornerstone in 

creating a good reputation can be how a company deals with relationships that have to 

be terminated. It is important to communicate why to exit a relationship and what has 

gone wrong and to express what you could have done better. A way to demonstrate this 

can be by making a "win-review and loose-review", which means that you go through 

why a customer chose CGI partner or why they did not. Johnson argues that an example 

of such a situation may be a delivery to a specific customer is terminated. 

4.2.3 Relationship 

According to Johnson relationships are vital when doing business, he says that most 

companies operate on their relationships with customers and suppliers and it is 

important to focus on maintaing these relationships for a long period of time.  

Johnson explains that the creation of a relationship may be derived in many different 

ways. He mentions in general terms that business relationships are not created 
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spontaneously due to the fact that there must be an objective or reason the create a 

relationship, in most cases this objective is profit. At CGI the parent company in 

Canada provides the affiliates, i.e. CGI Sweden, with marketing plans and business 

plans consisting of objectives that are based on previous year's results. Thus the 

development or creation of relationships is controlled by the key objectives that the HQ 

deems necessary. However, he mentions that a relationship may be created in other 

ways. One way could be to meet company representatives privately, Johnson argue that 

this is more of a coincidence than a strategy. He believes that a relationship can be 

created between two people through mutual friends, after work etc. In this way you can 

plant a seed for future collaboration between companies.  

Johnson explains that commitment can be increased by additional sales or aftersales, he 

also mentions that it is very important to follow up. His view of relational commitment 

is to extend the contracts in order to get a greater interdependence between customer 

and seller. He explains that CGI works extensively with strategic and tactical meetings 

with their clients on an annual basis. At these meetings, they meet the client's corporate 

management and discusses with an fixed agenda what CGI does, what it has done, 

whether successful or not, then develop a strategy for the coming year and hopefully it 

will be agreed on how to proceed in the next year.  

Johnson mentions that the most fundamental factor to a good relationship is trust 

between the parties. He develops this argument by explaining that trust can be created 

by the perceived reliability of the other company's decision makers. This reliability 

arises from past experiences of the decision-maker in question or experience from 

previous transactions with the company but it can also be based on the reputation that 

the decision-maker or company has on the market. Johnson also explains that he and 

CGI has a responsibility to its customers by fulfilling the promises that have been 

communicated. One should aim to always deliver on time and in the manner that has 

been agreed upon. It is important that the customer gets what is expected of CGI and 

that as little problems as possible occur in this process. Then there is a reason for both 

companies to create a deeper commitment. 

4.2.4 Knowledge 

When it comes to knowledge in organizations and how to acquire knowledge, Johnson 

means that knowledge is best transferred through relationships and networks. He states 
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that during his career he has learned more from people within companies rather than the 

companies itself. Johnson argues that firms can capitalize on knowledge and experience 

through internal recruitment of staff. This will lead to that the experience and 

knowledge of the processes within the company is utilized in an efficient manner. 

However, he claims that today's job market is rather different from a few decades back 

because people rarely stays in the same position for more than 3-5 years, which means 

that the movement of manpower increases. This allows companies may also acquire 

knowledge externally by hiring or lure people from companies within their network.  

According to Johnson, knowledge and experience is also acquired through the 

participation in various seminars, forums, conferences, education and industry-

associations. These events allow people to share experiences and knowledge but also to 

expand and develop the business network. However, it is important to find interesting 

events related to the industry that might be beneficial in the future for the company. 

4.2.5 Uncertainty and risk  

According to Johnson the relationship may have some impact when working towards 

reducing uncertainty in a business transaction. He explains that in an untested 

relationship there is a strong focus on top-level management of the potential customer 

or partner. He explains this focus by mentioning that CGI examine what kind of people 

who have decision-making authority in the other company, meaning what kind of 

general reputation does these people have on the market. It is also of importance to 

evaluate their business ethics and how these people have succeeded in the past, in other 

words what kind of relevant experiences do they possess. As an example, he mentions 

that in order to decrease uncertainty in corporate acquisitions CGI carefully evaluates 

the top-level management of the company to conclude that this undertaking is 

appropriate to use to enter a new market. Johnson also mentions that it is common to 

take into account different key numbers, you simply make a static analysis to evaluate 

the company's financial resources. This can refer both to the own company and the 

customer one want to work with. This is primarily to reduce the potential risks while the 

assessments of people and their experiences and skills have more to do with reducing 

any uncertainties.  

“By reviewing the management as well as the numbers of a company I can legitimate 

my decisions” – Peter Johnson 2014-05-12 
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Johnson also mentions that uncertainty is clearly evident in decision-making situations 

that he has not encountered before. In such situations, for instance in an unproven 

business activity, Johnson states that he rely much on rational fact but also on his gut 

feeling. He means that you can have a rational description to a certain level then one has 

to evaluate the other person’s characteristics to ensure the necessary competence and 

experience. In this way one takes a balanced risk is that is reduced with empirical facts. 

He argues that the evaluation of choosing the right people to collaborate with is a way 

to reduce uncertainty, this has worked well for him at CGI. 

4.3 Karolinska Development 

4.3.1 Company presentation  

Karolinska Development is a company that aims to develop innovations into products 

that can either be sold or out-licensed with high returns. The company's business model 

is to select the most attractive medical innovations and develop these innovations and in 

a later stage commercialize these innovations through the sale of companies or out 

licensing of products (karolinskadevelopment.com, 2014). The empirical data is 

collected from the interview with Sven Göthe, project manager at KD. Sven Göthe has 

extensive experience within the industry and has previously been involved in 

international acquisitions and hiring out production (Göthe, 2014).  

4.3.2 Networking 

Sven Göthe works actively to make his network bigger by always being open to what 

people around him has to say. In exchange he receives up to date news, contacts and 

hints of market actors. 

“By actively networking I easily get á jour information” – Sven Göthe 2014-05-15 

These market advices and contacts are important; Göthe says that the network can be of 

help when KD is looking for manufacturer of their product. By assessing the best 

applicant they usually verify with their network whether someone has worked with the 

manufacturer or not and what their impression was. The actors in Göthes (2014) 

network usually shares information, solutions and problems with each other and Göthe 

refers to that’s the purpose of having a network.  

Göthe divides his network into different areas; Work internal, work external, job 

opportunities and personal. The one which is growing at the fastest pace is the external. 
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By actively searching for more actors he can gain the spearhead knowledge he values 

the most. The other areas are more stable and concerns old classmates, friends and 

colleagues. Göthe continues that only because he has not been in touch with such actors 

in the network he’s not afraid of reaching them for help with issues. At the same time 

Göthe says that he might be able to help that actor with something. 

Göthe says that an actor in a network necessarily has to be a person and refers to 

Kungliga Tekniska Högskolan. KTH is one of the most valuable actors in Göthes 

network. KTH is not only a knowledge rich source, but also works as a junction point in 

the network since researchers, companies and other industry stakeholders are related to 

the institute. Requests and connections are easily administrated through KTH. Even 

though a business relationship might been unsuccessful Göthe thinks that it can still be 

valuable to keep that person in his business network.  

4.3.3 Relationship 

Recommendations through the network are powerful triggers for starting relationships. 

Göthe always tries to settle a relation with their suppliers before the production is 

launched. By creating a strong relation Göthe argues that it can prevent of future 

casualties and since he then knows how the actor acts on uncertainties. 

It is important for Göthe to start working on the relationship at the first meeting. A good 

way according to Göthe to approach a relationship is in an informal way. Perhaps 

inviting someone for a lunch and to see what type of person it is. At a later stage Göthe 

sets up a more formal meeting to discuss what both actors are up to at the moment and 

more importantly – where they want to go. However, Göthe says that the most 

important part is to maintain the relation both on a formal and informal level. This can 

be done by various methods, however the method Göthe prefers the most is to meet 

physically. This can either be on the formal level by setting up seminars and 

professional meetings, but also on the informal level of eating a dinner or inviting for 

conferences. Göthe says that he tries to meet the actors as often as possible, but the 

contact is mainly done through telephone. 

“I find it important to meet face-to-face” – Sven Göthe 2014-05-15 

When a relation is set Göthe find it important that the both the actors are working 

mutually towards the goal and committing to the relation. If an uncertainty arise it is 
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important that both actors work towards it and to solve it. If the problem is too 

significant and no solution in sight, Göthe says it is important to end the project in 

respectful manner. A proper way to do so is to distinguish between individuals and 

company limitations/objectives. The individual Göthe has a relation with might be a 

very skilled person and a good contact for future networking. Göthe says that every 

relation and business activity it is important with an evaluation to be able to separate the 

good and bad. 

4.3.4 Knowledge 

By previous experience Göthe knows that the quickest way to learn more about 

producers on the global market is to make a first screening on the internet and ask 

around in the network, to see which actors are active on the market. When acquiring 

new knowledge Göthe says that is has to be shared, then usually via every 2014-days 

meetings. However, this knowledge mainly concerns objectives and deadlines. However 

Göthe also finds it important that both the customer and supplier shares ideas and 

constructive critics to bring the project further. When a project is completed Göthe 

argues that it is important to evaluate the what has been done to make sure that what he 

and the organization has learned is collected in a good way. 

By active networking Göthe says that he receives knowledge about future trends but 

also areas such as organizational, production technics and market opportunities. 

However, the most important type of knowledge gained through the network is the 

spearhead knowledge. This type of knowledge is also what Göthe is looking for. Göthe 

continue to say that general knowledge is easy to gather through branch-papers or 

internet. At the same time in the medical industry valuable knowledge is often 

connected to patent rights.  

Another way Göthe achieves new knowledge and to stay on top of industry 

advancements is to constantly read doctoral thesis. Göthe continues with that even 

though the data might be beyond his existing knowledge, it is always beneficial since it 

adds up to a complete picture and relates to old knowledge. Göthe says that he regularly 

visits seminars and branch fairs.  

4.3.5 Uncertainty & Risk 

Since Göthe uses different international actors on the market different uncertainties 

arise along every actor. However, Göthe mentions that a tool to reduce uncertainty is to 
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early create a relation with the new actor. This gives him the opportunity before the 

uncertainty strike to see how that actor handles unknown situations. Göthe also says that 

another way to reduce uncertainty is to be honest. While working with a company you 

have to say what you agree or disagree with, so it will not trigger an uncertainty in the 

future.  

Göthe says that an effective tool to reduce uncertainty is to use the network. The tool 

could either be a person, a company or another project. By achieving that specific 

spearhead competence into his project several problems has been solved over the years. 

In a worst case scenario and no relevant competence or solution is found the project 

might have to close down. Göthe continues to say that when uncertainties are so high, 

and the firm realizes that, they can start work on an alternative solution. Göthe says that 

decision making under uncertainty is governed and ruled by facts. When a difficult 

decision arise experts and consults are brought in to help them make the most accurate 

decision. Other difficult decisions to take according to Göthe are when to shut down a 

project or not. These decisions however are mainly based on experience and as more 

time has passed, the better Göthe has become to take them and relates this to what he 

would like to call gut feeling.  

On the question how Göthe perceive uncertainty he answers that it is everywhere and 

every decision is surrounded by it. Especially when creating and launching a new 

product. When eliminating one uncertainty, another rises. Several tests are made before 

production to reduce as much uncertainty as possible. However, Göthe says that from 

their perspective it is hard to reduce market uncertainties.  

Göthe says that uncertainties does not solely have to concern negative impacts, but can 

also be positive. Such as casual meetings in the network and can result in business 

opportunities and Göthe refers to a patent which has been approved. 

 

 

 



  
 

40 

5 Analysis 

In this chapter, we present our analysis in which we interpret the empirical data with 

the theoretical framework. Here we will compare the similarities and differences 

encountered during the study. The structure of this chapter will based in our research 

questions, beginning with sub-question a) followed by b) and c).  

5.1 How do companies gain knowledge through networks and 
relationships?  

Figueira-de-Lemos, Johansson & Vahlne (2011) describes the initial period of a firms 

internationalization process in a new market as a process where the firm adapts and 

experiences the local routines, administrational issues and cultural questions. By 

learning by doing the firm now gradually achieves experiential knowledge how these 

activities are executed. The more previous experience in internationalization a firm 

possess, the better (Eriksson et. Al.1997). If they do not possess this experiential 

knowledge a way to achieve it can be according to the network approach 

internationalization of a firm. This process involves establishing relationships in the 

foreign networks. A firm can achieve this by positioning itself in a network in the 

domestic market, which in turn has links to foreign networks, called international 

extensions (Johanson & Mattsson 1988).  

Samuelsson explains that in the initial stage when they started scanning the Baltic 

region they had no experience of the region or internationalization. Frohe decided to 

search in their established network after any actors who had sufficient knowledge and 

found the polish lawyer. When they entered Poland they encountered several 

uncertainties how to handle the local staff and economic issues, as they solved by local 

presence and finding a renamed accountant firm. 

Johnson explains that it is the headquarters of CGI which sets the objectives and 

provides business plans based on results. But at the same time Johnson underlines the 

importance of existing relations and networking partners which work as door openers to 

new contacts or networks and argues that the actors in one network have contacts in 

other which can lead to new business opportunities.  

Göthe values his contacts and network connections high. When KD is looking for a new 

manufacturer abroad they first do so by screening the market for actors through primary 

data sources. Göthe says that a good way of assessing that they are approaching a 

serious producer is to confirm it with people in the network who has experience with 
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that producer. These recommendations through the network work as relationship 

triggers and Göthe says the next step then is to start creating a relation. 

We can see a clear connection between the three interviewees that people in their 

networks works both as triggers for internationalization and as aid for gaining important 

knowledge of the market or actor. The polish lawyer as Samuelsson got recommended 

stood as a secure foundation for triggering their internationalization venture, by taking 

advantage of his experience and knowledge of the polish market. Frohe did not possess 

that knowledge themselves and therefore had to take it through the network. Just like 

Göthe does when he plans and executes international ventures. By relying on other 

person’s knowledge in the network which Göthe lacks, he manages to reach information 

which would otherwise cost him both time and money. We can also see that Johnson 

takes advantage of his network for international business opportunities. However, CGI 

sets up central objectives where to reach, but we argue for that Johnson acquires 

knowledge through different actors in the network to help them to get there.  

When this initial step into the market has been completed, the knowledge the firms have 

gained from the network stands as a foundation for the company to continue to acquire 

more. Such as according to Göthe to create a relation or as Samuelsson by sending local 

staff to handle future uncertainties.  

Many internationalization theories argue that the basic assumption is that firms lack 

market knowledge, which causes uncertainties since they lack previous international 

experience. However, firms can acquire this knowledge through relationships with other 

actors in the market (Jansson, 2007). The author argues that knowledge accumulation is 

continuous and therefore the duration of a certain relationship becomes important, 

meaning the longer a firm has been involved with an actor in a foreign market, the more 

knowledge the firm has acquired. Ford (1980) brings up the concept of the creation of 

relationships in stages and argues that the creation is impacted by the product and 

process technologies of the parties. The first stages will be characterized by low 

commitment by the two parties, uncertainty will be high and experience of the 

counterpart will be low. The two companies increase the experience of one another as 

they enter the next stages and a mutual learning process takes start, resulting in shared 

norms and values (Ford 1980).  
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Samuelsson emphasizes two other relations; customer and supplier. He mentions that 

Frohe always try to settle a stable foundation for the relation and says it has to rely on 

mutual interest, commitment and values in the business field. The pace of achieving 

new customer relations has been low for Frohe. Samuelsson says that they want to keep 

a low number of new relationships in order to nurture every established relation 

properly since Frohe’s business values are based on superior quality. The first stages of 

creating a relationship according to Samuelsson can be a qualification process of 

deliveries over several years and mentions the customer Siemens as an example. 

Johnson mentions that relationships are vital when doing business and emphasize the 

creation of long lasting relations with their customers and suppliers. Johnson mentions 

that relationships are not created spontaneously and says that one way can be to meet 

the company representatives privately. However, both parties must have a mutual 

interest; in most cases profit. But at the same time Johnson says that the most 

fundamental factor for a good relationship is trust in the person or company. By being 

able to deliver what has been promised to the customer or supplier it gives the actors an 

incentive for the future to create mutual commitment to the relationship according to 

Johnson. 

Göthe always want to settle a relation with a manufacturer before production takes start. 

By learning more about the actor Göthe receives information about how the actor might 

act in the future if an uncertainty or causality occurs.  A good way to do so according to 

Göthe is approaching the person in an informal matter, inviting for a lunch. Göthe 

continues to say that a relation consists of two actors and that both of them must commit 

equally and work together towards the goal.  

What we can see is that all the three respondents approach new relations with an open 

mind, but with cautiousness. Samuelsson, Johnson and Göthe bring up words such as 

trust, values and mutual interest. We argue that the interviewees find these words of 

value important to make sure that they match each other both on a business and a 

personal level. By doing so, the interviewees have now laid a foundation for the process 

of creating a long relationship. However, both Johnson and Göthe seem to find more 

significance in the personal level when creating relationships then what Samuelsson do. 

We argue for the reason behind this is that Frohe as a company has other business 

values than CGI and KD, since Frohe aims for few but exclusive relations.  
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We can see a clear connection how the three respondents see relationships as gradual 

improvement over time, by judging their view on commitment as a process. Samuelsson 

nurtures their relations well and is not afraid of dedicating years in the pipe-line until 

they can become a supplier for a big customer. Göthe underlines the importance to get 

to know someone so future uncertainties can be avoided as well as being sure of both 

are working towards the a common goal. Just like Johnson says about delivering what 

has been promised for future commitments. We can see that they are committing by 

their own individual means, but what they have in common is that the commitments are 

performed over time. 

In the development stage as well as the final stage of Fords (1980) relationship model  

(figure 4) the companies experience low uncertainty due to high commitment and 

adaptation. Chetty & Eriksson (2002) explains relationship commitment as a mutual 

bond that enables both the supplier and the customer to engage in business. The mature 

stages are characterized by high commitment and achievement of experiential 

knowledge in a gradual process to the extent that the commitment is finally taken for 

granted (Ford 1980). The development stage includes that companies becomes 

increasingly involved in the relationship as contracts are being signed, solutions are 

shared and troubles are dealt with (Jansson, 2007). Firms gain more experiential 

knowledge about foreign markets as the relationship reaches the final stage. From here 

the firm is perceived to be more international, since the company has gained 

experiential knowledge through interaction with relations in the network (Jansson & 

Sandberg 2008). This experiential knowledge can take the shape of implicit or explicit 

knowledge (Ford, 1980). Frensch & Rünger (2003) explains implicit knowledge as 

information which has not been codified. Implicit knowledge is seen as a process and 

converts an experience or a happening to knowledge. Since an experience can be 

considered implicit knowledge, a person does not have to be aware that he is gaining 

knowledge the moment he do (Bennett & Bennett, 2008). Explicit knowledge is the type 

of knowledge which humans easily can pass on between other humans since its 

codified. In terms of business relations it often concerns contracts, delivery and 

payment terms. (Dhana et. Al, 2003). 

Samuelsson exemplifies their customer Haldex as a good relation and as a node to reach 

out to new opportunities in the network. Samuelsson mentions that by sending their 

personal to Haldex’s premises they achieved several international connections. 
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Samuelsson continues that by placing personal at Haldex they managed to sustain their 

high-quality values by adapting their resources exclusively to Haldex.  

When Frohe internationalized into Poland they had to commit and adapt financial and 

human resources in order to succeed. The financial resources were to buying the plant 

and human was to experience and adapt to a new legislation system, with many rules to 

follow.  

Johnson says that commitment in relationship can be increased by additional sales or 

aftersales, but also the importance of following-up and making sure a successful 

delivery has been made. By extending current contracts CGI and the customer get a 

deeper interdependence. Johnson and CGI works extensively with strategic and tactical 

meetings with their customers to ensure that both parties are satisfied. CGI do this to 

ensure they maintain their good reputation as a supplier. Johnson says that reputation 

and trust are important and it takes time to build up. Johnson continues to say that by 

meeting customers on conferences, seminars and other events they are able to share 

experiences and knowledge but also to interact with potential customers to expand the 

business network. This leads to interaction with industries and potential customers that 

might be of interest to the company. Another way to incorporate knowledge through 

relations is to search in the network to hire skilled people. Johnson says that the 

movement of labour today is very high. 

Göthe puts emphasize on to maintain the relation both on a formal and informal level 

and tries to meet the actors as often as possible. This can be done by various methods, 

but Göthe prefers to meet physically. This can either be on the formal level by setting 

up seminars and professional meetings, but also on the informal level of eating a dinner. 

Sharing knowledge is another important subject for Göthe. He sets up regular meetings 

with customers to share processes in deadlines and objectives. However Göthe also 

finds it important that both the customer and supplier shares ideas and constructive 

criticism. But at the same time, in the medical industry valuable knowledge is usually 

locked into patent contracts, so paying caution on what knowledge is shared is 

necessary. If an uncertainty rises it is important that both actors in a relationship work 

towards the uncertainty and to solve it. Göthe then mentions the importance of 

evaluating the solution of the uncertainty, in order to make sure that all parties pick it 

up. 
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By active networking Göthe argues that he receives knowledge about future trends. The 

most important type of knowledge gained through the network is the spearhead 

knowledge and continues to say that this is what he thinks is one purpose of having a 

network. This type of knowledge is also what Göthe values the most. Göthe continue to 

say that general knowledge is easy to gather through branch-papers or internet.  

We argue that the strategies for Frohe to commit resources to their relations are obvious. 

This becomes evident as Frohe station their own personal at the customer. Haldex 

represents as a good example what can happened when actors commit to each other. In 

return we can see that Haldex received better and more specialized goods by letting 

Frohes engineers in and for Frohe that led to new connections worldwide. We argue that 

the knowledge gained at Haldex is specifically tailored-made for them. Considering the 

whole process and what it resulted in is something we would like to refer to as 

experiential knowledge. This knowledge can be used whenever any other customer 

performs something similar, such as an international development. We argue that Frohe 

adapted and commited to the polish market and managed to both reduce uncertainties 

and achieve important knowledge in how to operate on the market.  

We claim that by committing to a customer, such as Haldex, they gain implicit 

knowledge. We argue for this being true since the learning process is based on that 

Frohe’s personal are situated onsite and works exclusively with Haldex issues. Haldex 

might not incur a problem currently, but since Frohe want to ensure top-quality they 

sees the need of operating in Haldex environment to experience their quality settings 

and unique dilemmas.  

We argue that CGI seem to have a clear strategy on how to continuously commit to 

their customers based on transferring more explicit knowledge into the relationship. 

When Johnsons relationship has reach a mature state we can see that he enhances it with 

explicit knowledge such as contracts and future tactical plans. We argue that Johnson 

also understands the need of sharing exclusive knowledge as he has implicitly learned. 

By setting up tactical meetings we can see that CGI can transfer their needs and plans 

for the future, as well as picking the customer’s intentions of the relational exchange.  

Göthe on the other hand seem to have big need of mutual exchange of knowledge 

through his relationships and networks. When KD has reached the upper stages in Fords 

relation stage model we can clearly see how KD commits knowledge on two levels; 
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explicitly by writing patents and contracts and implicitly by mutually solving 

uncertainties they encounter, which will turn to experiential knowledge. 

We can also see a connection how active networking, formal and informal meetings (in 

other words commitment) leads to gaining of new knowledge. Göthe manages to gather 

the spearhead competence/knowledge he values the most by actively looking for it in 

different ways. We argue for that Göthe works in very knowledge intensive industry 

where spearhead knowledge or primary data is of essence and is hard to achieve. At the 

same time, secondary general data can easily be found through branch-papers, institutes 

and through people in your network as do not require high relationship commitment. 

5.2 How does knowledge accumulation affect uncertainty? 

Figueira-de-Lemos, Johansson & Vahlne (2011) describes the initial stage of an 

internationalization adventure as the apprenticeship period. During this time objective 

growth of a company is small however the growth of knowledge is high. This period the 

firms encounter high levels of uncertainty and to decrease uncertainty implicit 

knowledge is needed, meanwhile reducing risk is related to explicit (Knight 1921). 

Bennett & Bennett (2008) mentions that implicit knowledge is something that you have 

to experience yourself as a person this experience is transformed into knowledge. 

Frappaolo (2008) confirms this notion by arguing that implicit knowledge is closely 

related to experiential knowledge. Frensch & Rünger (2003) explains that implicit 

knowledge is a process and converts an experience or happening to knowledge. 

Eriksson et. Al (1997) states that experiential knowledge is seen as a knowledge 

achieving process and can be divided into two categories; foreign business knowledge 

and institutional knowledge. Foreign business knowledge is referred to as experiential 

knowledge of clients, competitors and market. Foreign institutional knowledge concerns 

government, institutions, rules and norms. The authors continue to argue that both 

institutional knowledge and business knowledge is not associated to a specific market or 

country. The experiential knowledge is firm specific and relevant to all markets.  

According to Knight (2006) uncertainty is defined as something that cannot be 

measured, it arises at times when there is lack of information and knowledge about a 

situation. The approach to uncertainty in international business is that you cannot 

predict future outcome of a decision, since the future is never certain (Figueira-de-

Lemos, Johansson & Vahlne 2011). This analysis consider the four levels of uncertainty 
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developed by Courtney, Kirkland & Viguerie (1997). Level 1 (Clear-enough future), 

seen in figure 6, is the mildest form of uncertainty. A specific strategy has one outcome, 

the company has a clear goal and uncertainty is low. Level 2 (Alternate futures), seen in 

figure 7, is characterized by several possible future outcomes. This kind of uncertainty 

is often related to competition, legislation or regulations. Level 3 (A range of futures), 

seen in figure 8, this kind of uncertainty is related to market, product development and 

technical innovation. In this level it is difficult to estimate any accurate outcome of an 

activity. The last and final level is Level 4 (True ambiguity), seen in figure 9. It is 

impossible to foresee or calculate any outcome, this can be related to unforeseen future 

events and so on.  

Samuelsson mentions that the purpose behind their internationalization into Poland was 

that they wanted to increase sales. During this initial period Frohe Group had small or 

close to none production, despite this the company acquired knowledge about cultural 

differences, laws and the local accounting system. Samuelsson explains that one way to 

increase knowledge about the environment in Poland was to work in it. He argues that 

Frohe Group established a management style with the purpose to work on the field close 

to the new acquired plant. He further evaluates this notion by mentionsing that in order 

to reduce uncertainty the company always have one Swedish manager on site in Poland. 

In order to solve problems regarding institutional matters Samuelsson explains that 

Frohe Group hired a local lawyer who assisted the company with legal and financial 

matters.  

Johnson says that the international strategies are dependent on what objectives the 

Canadian parent company sets up. When CGI approaches a new business opportunity 

they start by investigating the decision-makers of the customer or partner organization, 

this is to conclude that the decision-makers possess the appropriate experience related to 

the goals that CGI has set up. Johnson continues to explain that CGI also take into 

account quantitative figures such as financial analysis of the customer/partner in order 

to reduce risk. However he explains that the assessment of the management of the other 

company is important to reduce uncertainty. Johnson also mentions that uncertainty is 

clearly evident in decision-making situations that he has not encountered before. An 

example of such a situation he refers to an unproven business activity. Johnson explains 

that he rely much on rational facts but also on his gut feeling in such situations. Johnson 

argues that knowledge and experience can be acquired through internal or external 
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recruitment. Johnson mentions that experience and knowledge can also be exchanged 

between people at seminars, conferences and trade associations. 

Göthe says that since they use different producers for different projects there is always 

an incubation time for the business relation before it turns to profit. During this period 

Göthe gathers knowledge about the business partner ethics and decision-patterns to 

reveal and reduce future uncertainties. Göthe also screens the market through indirect 

sources such as the Internet to acquire second hand data about markets and future 

market opportunities. Göthe mentions that decision-making under uncertainty is 

governed and ruled by facts. When a difficult decision arise experts and consults are 

brought in to help the company to make an accurate decision. Other difficult decisions 

to take according to Göthe are when to shut down a project or not. These decisions 

however are mainly based on experience and as more time has passed Göthe has 

become better to decide them and relates this to what he would like to call gut feeling. 

Göthe mentions that uncertainty is everywhere and every decision is surrounded by it. 

Especially when creating and launching a new product. When eliminating one 

uncertainty, another rises he says. Several tests are made before production to reduce as 

much uncertainty as possible.  

We argue that all three interviewees value knowledge in international business. All 

three respondents describe how they acquire both implicit and explicit knowledge. 

There is clear evidence of the need for explicit knowledge. The three firms work with 

knowledge that can be quantitatively measured to reduce risk or to verify if the 

investment is legitimate. Johnson uses codified data such as statistics to measure a 

potential profit of an investment, Samuelsson gather information about cultural 

differences, laws and the accounting system and Göthe gather information from the 

internet to increase his market knowledge. Göthe argues further that decision-making 

under uncertainty is governed and ruled by facts. However there seems to be a need for 

implicit or experiential knowledge regarding international activities. We base this 

assertion on that all interviewees mentions the importance of being present and close to 

the customer. Samuelsson mentions that in order to increase knowledge about the 

environment one has to work in it, this is very much related to experiential knowledge. 

Johnson mentions that at CGI it is common to gain knowledge about a customer by 

observing and evaluating the experience of the management. Johnson also mentions that 

when he face decision-making in situations never encountered before he relies on 
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rational facts but also gut-feeling. Rational facts are related to explicit knowledge but 

we see a connection that gut-feeling is highly related to implicit knowledge. This gut-

feeling is also mentioned by Göthe as he explains how he makes difficult decisions 

regarding shutting down a project or not. We argue that gut-feeling is originated in that 

a person encountered similar decision making in the past and can use this sub-

consciously learned knowledge to make new decisions in the future.  

We have seen clear evidence that when firms accumulate knowledge in international 

business explicit knowledge is not enough in order to respond to the current uncertainty 

surrounding them. We are of the opinion that none of the interviewees only rely on 

quantitative measurable knowledge we can disregard the fact that any of the companies 

find themselves on level 1, this does not exclude that they respond to situations 

characterized by this level but overall, they are between level 2-3. We argue that Frohe 

Group experience uncertainty associated with level 2 since Samuelsson mostly refer 

uncertainty to institutional differences such as regulations and legislation rather than 

product, market or innovation related uncertainties. This suggests that Frohe Group due 

to high experiential and explicit knowledge experience less uncertainty than the other 

two companies. CGI fall into level 3 since Johnson emphasizes the importance of 

ensuring that the partner company possess the right experience that CGI require. 

Johnson mentions that the company use quantitative data when acquiring knowledge 

which is highly related to decrease risk. However the most important in international 

business is to be sure that the counterpart has enough experiential knowledge to meet 

the requirements of CGI. Since explicit knowledge don’t seem to be enough and the 

urge to gain experiential knowledge is large, the company seem to encounter a large 

amount of uncertainty, thereby we categorize them in level 3. We are of the opinion that 

KD is the company that encounter the highest uncertainty. KD qualifies into level 3 

which becomes rather logical as Göthe mentions that uncertainty is everywhere and 

every decision is surrounded by it, especially when creating and launching a new 

product. He also states that from his perspective it is hard to reduce market 

uncertainties. We argue that Göthe experience high levels of uncertainty due to the fact 

that KD build their business idea on innovation. We argue that we can exclude that KD 

find themselves in level 4 since Göthe mentions that the company reduce uncertainty by 

gathering both explicit and experiential knowledge through market information and 

business partner ethics and decision-making patterns.  
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5.3 How do the process of establishing relationship commitment 
affect uncertainty?  

Commitment is related to the bond between two companies created through mutual 

dependence and integration generated by resources. As two firms have entered a 

relationship due to a perceived business opportunity they tend to commit resources to 

one another, which create a strong bond (Chetty & Eriksson 2002). Commitment in 

relationships can also appear through social capital. Chetty & Agndal (2007) and 

Nahapiet & Ghoshal (1998) argues that social capital, meaning the number of contacts 

within a network multiplied by the level of trust one has for these contacts, is related to 

relationship commitment. The authors claim that firms can create business opportunity 

through the perceived value of the interaction with its contacts in the network. 

Therefore, high perceived value result in more commitment by two parties. Chetty & 

Agndal (2007) mentions that the interaction with actors in the network result in an 

exchange of knowledge which in turn can result in the recognition of opportunities 

emerging from uncertainty. Ford (1980) mentions that a relationship is created in stages 

where commitment is increased over time. Ford (1980) explains that in the beginning of 

a relationship, commitment is close to none and uncertainty will be high. As the 

relationship matures, the uncertainty associated with it decrease as firms adapt to each 

other, creating a shared commitment. Uncertainty decreases and trust increases in a 

relationship as firms commit themselves to each other through formal and informal 

adaptations, such as contract signing and shared values and norms. According to Ford 

(1980) Uncertainty decrease as firms increase their relationship commitment.    

Samuelsson mentions that Frohe Group has managed to establish a special group with 

the purpose to work on the field close to customers. He further evaluates this notion by 

mentionsing that in order to reduce uncertainty Frohe aims to apply their Swedish 

business values to the other company and that they always have one Swedish manager 

on site in Poland. Samuelsson mentions that the company do not actively work for 

increasing the network. “We keep this low number so we can nurture every relation 

properly since our business values are based on knowing the customer and get to know 

their research and development departments” – Samuelson says.  

He mentions that the development of a relationship vary, the usual incubation time of a 

relationship is a couple of years. As an example Samuelsson mentions the relationship 

with Siemens, which took them well over two years to even be qualified for the first 
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stage of relationship creating. The next step was then to fulfil the first order, which was 

extremely important. After being able to provide products over a period of time after 

Siemens specifications, they were accepted as a supplier. Long relations are something 

Frohe values high and can also lead to new relations according to Samuelsson. 

However, the relationships have to be mutual and that’s why Frohe prefers 

comparatively smaller customers, instead of supplying the car industry. 

Johnson believe relationships may have some impact when working towards reducing 

uncertainty, he explains that in an untested relationship there is a strong focus on top-

level management of the potential customer or partner. This is to find out what kind of 

general reputation these people have but also evaluate their business ethics and how 

these people have succeeded in the past, in other words what kind of relevant 

experiences they possess. Johnson argues choosing the right people to collaborate with 

is a way to reduce uncertainty, which has worked out well for him at CGI. 

Johnson argues that the actors in a network have contacts in other networks that can 

lead to new business activities, he further evaluates this notion by mentionsing that in 

order to increase the business network it is of value to attend certain events, seminars 

and conferences that is of interest to CGI. This leads to interaction with industries and 

potential customers. According to Johnson relationships are vital when doing business, 

he says that most companies operate on their relationships with customers and suppliers 

and it is important to have a focus to maintain these relationships for a long period of 

time. Johnson also explains that the relational commitment can be increased by 

additional sales or aftersales and mentions that it is very important to follow up. His 

view of relational commitment is to extend the contracts in order to get a greater 

interdependence between customer and seller. Johnson mentions that the most 

fundamental factor to a good relationship is trust between the parties. He develops this 

argument by explaining that trust can be created by the perceived reliability of the other 

company's decision makers. 

Göthe states that a tool to reduce uncertainty is to early create a relationship with an 

actor. This gives him the opportunity to see how an actor deals with unknown situations 

and uncertainty. It is important to start working on the relationship at the first meeting. 

A good way to approach a relationship is in an informal way according to Göthe. As an 

example he mentions that one could invite someone for a lunch and to see what type of 

person it is. However, he says that the most important part is to maintain the relation 
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both on a formal and informal level. When a relation is set Göthe mentions that he finds 

it important to work mutually towards the goal and committing to the relationship. If an 

uncertainty arises it is important that both actors work towards solving it. Göthe 

mentions that another way to reduce uncertainty is to be honest, while working with a 

company one has to say whether you agree or disagree on in order to get rid of any 

trigger to uncertainty in the future. One effective tool to reduce uncertainty is to use the 

network. The tool could either be a person, a company or another project that will 

provide him with the right knowledge. By achieving that specific spearhead competence 

into his projects several problems has been solved over the years. Recommendations 

through the network are powerful triggers for starting relationships. Göthe always tries 

to settle a relationship with a supplier before the production is launched. He argues that 

by creating a strong relationship he can prevent future casualties and since he then 

knows how the actor acts on uncertainties. The actors in Göthes network usually shares 

information, solutions and problems with each other and he refers to that’s the purpose 

of having a network.  

Regarding the emergence of commitment our theory presents two possible scenarios; 

either from mutual dependence through resources or high valued social capital. There is 

no clear consensus among our respondents about what is the best way to create 

commitment. We argue that CGI and Karolinska Development work in a similar way 

when creating commitment which is through their network and expertise within it. This 

suggests that they value social capital higher than resource commitment. Frohe on the 

other hand has an approach where they link resources to the other companies and in this 

case they sent staff to the company in Poland. We claim that Frohe adapts their product 

towards the customer’s specification to create relationship commitment as seen in the 

case of Siemens.  

It becomes even more evident that Frohe adapt resources when Samuelsson states that 

the company currently do not value networking activities, instead the value lies in 

nurturing already established relationships, so that business values can be exchanged. 

This is why Samuelsson appreciates mutual relationships. Both CGI and KD value their 

network when it comes to creating relationships and commitment. Johnson focuses 

largely on the competence and experience available in the other company's management 

to assess the value of social capital. Göthe wants to find out how the other company 

representative is as a person through informal and formal meetings before he enters into 
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collaboration. When a relation is set he finds it important to work towards a common 

goal and commit to the relationship, in this way Göthe also have a large focus on 

assessing the value of social capital before making a deeper commitment. We can see 

that Johnson not only commit to a relationship through social capital but also through 

resource commitment. He mentions that commitment can be increased through 

additional sales and after sales meaning extending contracts in order to create a deeper 

dependence between the companies.  

Common to all companies is that they perceive relationship commitment as a tool to 

reduce uncertainty. As we can see, Frohe implement a strategy that involves presence at 

their collaboration partner or customer by sending staff, managers or a special group 

that is intended to be at hand for the customer. We argue that this is referred to what is 

known as resource commitment in order to reduce uncertainty. In the case of CGI they 

utilize their network to reduce any uncertainty since the focus lies on assessing the value 

of a possible relationship between CGI and a partner. The value is determined in 

accordance with experience and knowledge possessed by the management within the 

company. This implies that CGI use social capital to reduce uncertainty. This is 

confirmed as Johnson argues that uncertainty decreases if there is mutual trust between 

the parties. Göthe is of the opinion that uncertainty will decrease if a relationship is 

created at an early stage, in this way he can notice how the other party deals with 

uncertainty. We are of the opinion that KD use social capital to reduce uncertainty 

similar to CGI. This become even more evident as Göthe mentions that honesty is very 

important in a relationship since it may reduce uncertainty if there is transparency 

between the firms. He mentions that it is important to say whether one agrees or 

disagrees in a certain decision. On the whole, it is important to create a strong 

relationship in order to prevent for future uncertainties. 
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6 Conclusion 
The following chapter describes the conclusions of the report, which presented initially 

with answering our sub-research questions, followed by our main problem. Then 

follows a discussion regarding limitations, managerial implications, theoretical 

contributions and finally a presentation regarding recommendations for further 

research. 

 

6.1 Answers to research question 

a) The first sub-question  How do companies gain knowledge through networks and 

relationships? It is possible to conclude that the creation of relationships should be 

considered a process which is encountered by mutual interest and trust. There is clear 

evidence on the connection between the closer a relationship comes to the mature state - 

the more knowledge the parties can exchange and thereby learn. By developing further 

upon the relationship stages we conclude that the firms are more open towards receiving 

and exchanging knowledge with each other. We can also determine that knowledge in 

mature relationships is a give and take process, where knowledge is gained through 

mutual exchange. 

We can determine that the knowledge gained from networks can be a process too, since 

networks are built upon different relationships. However we see another way and 

purpose of accumulating knowledge from the network. The purpose is to solve a 

specific issue, which has been portrayed in this research as internationalization triggers 

and knowledge gaps. The accumulation is done in state of acquirement, in opposite to 

the incremental process in relationships.   

b) In terms of the second sub-question how knowledge accumulation affects 

uncertainty? It is possible to conclude that all firms value knowledge in international 

business. In this thesis knowledge has been addressed as three different forms; 

experiential, explicit and implicit, to clarify whether there are differences in knowledge. 

After testing the four levels of uncertainty on the case companies we can draw the 

conclusion that firms focusing on acquiring experiential knowledge experience higher 

levels of uncertainty, while firms with a focus on acquiring explicit knowledge 

experience less degree of uncertainty. This means that firms experiencing less 

uncertainty focus on reducing any risks associated with a business transaction. In this 

way, the process of knowledge accumulation has reduced uncertainties at an earlier 

stage and the company only need to focus on reducing risk. Thus, there is a strong 
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relationship between knowledge accumulation and the reduction of uncertainty, the 

more knowledge a company  gains the less becomes is the perceived uncertainty.  

c) The third sub-question deals with the subject of how do the process of establishing 

relationship commitment affect uncertainty. It is possible to conclude that the process of 

establishing resource commitment decrease uncertainty since all respondents perceive 

relationship commitment as a tool to reduce it. We have found evidence indicating that 

transparency, honesty and mutual trust is important factors that impact the level of 

commitment when assessing the social capital within a network. Resource commitment 

lean more towards physical presence, transfer of business values and being at hand for 

the customer in order to reduce uncertainty. There are clear indications that relationship 

commitment increases with time as companies are defensive at the beginning of a 

relationship and assess the skills and knowledge levels of the customer’s management 

in order to find out whether collaboration is of interest. After a relationship has been 

established presence at the customer is key and mutual resource commitment creates 

interdependence. This indicates that the more relationship commitment that exists 

between the two companies, the greater ability they have to deal with uncertainties 

associated with international business. 

1) The main research question deals with the subject of how do knowledge and 

uncertainty levels relate to relationship commitment of internationalized firms? Theory 

suggests that knowledge and experience are factors that reduce uncertainty in 

international contexts. It is also apparent that knowledge can be accumulated through 

networking and specifically in relationship building through commitment between 

companies. The empirical findings show that there is a clear connection between 

knowledge, uncertainty and relationship commitment. Relationship commitment is 

perceived as a process increased over time where two firms adapt resources and 

develops trust towards each other. The more adaptation and trust developed, the more 

likely they are to exchange knowledge between each other. As knowledge increase 

through mutual commitment the perceived level of uncertainty is reduced. As 

relationship commitment increase the firm accumulates knowledge, which will in turn 

decrease the perceived level of uncertainty. On this basis, we can confirm that the model 

developed in the theoretical synthesis (figure 10) is applicable in relation to the three 

case companies of this thesis.  

 



  
 

56 

Figure 9. The relationship between the four levels 

of uncertainty and relationship commitment 

(created by the authors)  
 

 

 

 

 

 

 

 

 

 

 

Based on the analysis we have been able to categorize all three companies into our 

model. Frohe Group experience uncertainty characterized by level 2, CGI on the other 

hand experience uncertainty related to level 3 and Karolinska Development is 

categorized into level 3 as well.  

6.2 Limitations 

The conclusions made in this thesis are based on a multiple case study of three different 

firms located on different geographical places in Sweden. The case companies are not 

active within the same industry and they are also different in size. Any generalizations 

for Swedish firms active on the international market are not applicable. The analytical 

results and conclusions made are specifically for these companies and cannot be applied 

on a broader sample of firms. Another limitation of this thesis is that the interviews 

were conducted on a single occasion, where it is only possible to capture certain events 

and stages briefly in the firm’s internationalization process. The optimal procedure 

would be to follow the case companies for a certain period of time in order to get an 

overall picture of the relationship building process and how firms respond to uncertainty 

on the international market. 

6.3 Managerial implications 

The four level of uncertainty model can stand as an evaluation tool how firms succeed 

in terms of internationalization ventures. By doing so the companies can use the 

framework for evaluating whether a relationship has really benefited the firm the 

knowledge they needed to decrease uncertainty, in regard to that specific situation. The 
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model can also be used for measuring how much experiential knowledge the firm has 

gained, as well as how much explicit knowledge the firm needs to approach uncertainty 

level 1. 

6.4 Theoretical contributions 

This study contribute to the lack of qualitative research explaining the complexities 

regarding the field of uncertainty in international business. This study defines and 

fragments different types of knowledge and uncertainty levels related to it. This 

research has furthermore resulted in a model that can be used as an instrument to 

evaluate where the firm positioned themselves under a certain business event. This 

model can be seen as a contribution to the IB field and can be further developed into an 

international theory. There is a need for more international theories, instead of 

borrowing theories from the neoclassical economics. Another contribution to the field is 

that we have linked three major research areas; the network approach, relationship 

theory and uncertainty forming one conceptual model. 

6.5 Recommendations for further research  

We can see the need for further general research of international business, as in terms of 

constructing theories specifically for the field. Every market, company and 

internationalization venture is unique and so is the uncertainty related to it. Therefore 

we argue that more research should be done on uncertainty so more theories can be 

developed how to handle it. Our research has put up an evaluation model, but there is a 

need for developing a tool for mitigating uncertainty too. It could be relevant to test this 

tool on several situations to find a pattern of how the uncertainties are solved.  As for 

example what type of knowledge is essential for a production firm when they 

internationalize.  
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8 Appendices 
 

8.1 Questionnaire  
 

Intro 

 Briefly explain your role in the company and your international experience?  

Network 

 Please elaborate your perception about networks? 

 How do you in company X actively network? 

 Why do you use a network? 

 Are you sharing your problems & solutions with the network? 

 Can one established network lead to another?  

Relationships 

 How is a relationship created according to you?  

 How do you or your company maintain that relationship? 

 Are there different purposes of relationships? 

 How do you value relationships on a personal and business level?  

 Is it important with adaptations in a relationship?  

 How do you exit a relationship? 

Uncertainty 

 What is your perception of uncertainty? 

 What uncertainties does your company encounter when doing business abroad, 

give examples? 

 How do you and your company reduce uncertainty? 

Knowledge 

 How do you and your company gain new knowledge? 

 What is the best source of gaining new knowledge? 

 Do you share knowledge with other actors on the market, i.e. partners, 

customers?  

 


