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Abstract 

Globalization has driven the internationalization of both SMEs and large enterprises and 

has caused new opportunities and challenges to emerge. As a result of these new 

challenges, such as increased foreign competition, or due reasons such as lack of 

international experience, change in strategy, or dissatisfaction about their performance, 

many internationalized firms withdraw from their international operations. Permanent 

exit of international markets may not always be the best option. Re-entering these 

markets can be rewarding as the intangible resources gained from their initial 

internationalization experience may facilitate their international market re-entry, thereby 

having an advantage over newly internationalizing firms.  

 

The main purpose of this study is to contribute to the concept of the re-

internationalization process. This is done by exploring the relationship between 

international heritage and the different stages of the re-internationalization process, 

which consists out of: the initial internationalization experience, de-internationalization, 

the international time-out stage and the firm’s international market re-entry.  

 

Based on the results of this study, it can be concluded that SMEs apply international 

heritage differently, based on their level of resource commitment to the international 

market. This study shows that firms with a higher level of resource commitment tend to 

apply their international heritage on a global level, whereas firms that commit less 

resources only apply their international heritage in the market in which the international 

heritage was gained. Furthermore, while the disruptiveness of the market exit varied 

between the case companies, all four firms continued to commit resources to the exited 

market, albeit to varying degrees. Lastly, the empirical findings show that the role of 

international heritage is not a facilitating one, but that it causes the firm to be more 

careful. 

 

Keywords 

Foreign market entry, Market exit, De-internationalization, International heritage, 

International market re-entry, Re-internationalization. 
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"Losers live in the past. Winners learn from the past 

and enjoy working in the present toward the future." 

- Denis Waitley 
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1 Introduction 

The background provides brief definitions of the core concepts that are used in this 

thesis, namely: de-internationalization, the international time-out stage, re-

internationalization, international heritage, and the past of the firm. This is followed by 

the problem discussion, in which the research gap is identified through a review on 

current literature. Based on the identified research gap, a main research question is 

formulated, which is supported by three sub-research questions. The purpose of the 

research is stated next, and the chapter concludes with an overview of the contents of 

the thesis. 

 

1.1 Background 

Opportunities and challenges for firms that strive to internationalize have increased as a 

result of globalization, openness to foreign direct investments and regional trade 

agreements (Buckley and Casson, 2009; Yeniyurt et al., 2005), which led to increased 

internationalization and thus foreign competition (Ruzzier et al., 2006).  Many firms 

withdraw from international operations due to this increased foreign competition 

(Welch and Welch, 2009), or due to a variety of other reasons, such as lack of 

international experience, change in strategy, poor performance, or increase in operating 

costs (Reiljan, 2004). A firm has several options after international market exit, it can 

concentrate predominantly on its domestic market, enter new foreign markets, or enter 

an international time-out period with no focus on international operations and later re-

enter international markets (Welch and Welch, 2009). Permanent exit of a foreign 

market may not always be the best decision (Javalgi et al., 2011), as re-entering such a 

market might be rewarding for firms. The international market re-entry of these firms 

may be facilitated by their previous presence in the market, giving them an advantage 

over newly internationalizing firms (Welch and Welch, 2009; Javalgi et al., 2011). As 

knowledge the process of re-internationalization and the behavior of re-

internationalizers is limited, it poses a research challenge for the internationalization 

process and international entrepreneurship fields (Welch and Welch, 2009). This study 

concentrates on the process of re-internationalization of Swedish and Portuguese small- 

and medium-sized enterprises (SMEs). 
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1.1.1 Small- and Medium-sized enterprises and the global economy 

The phenomenon of globalization refers to the dismantlement of national borders for 

economic purposes; it is the economic integration of previously national economies on a 

global scale (Daly, 1999). It is generally agreed upon that globalization is driven by 

three forces: the explosive growth of low-cost technology, the gradual dismantlement of 

trade barriers and liberalization of formerly closed markets (Gjellerup, 2000; Axin and 

Matthyssens, 2002).  The face of the business environment has changed due to 

globalization,  which  drives   the internationalization of both large and small 

enterprises, albeit the latter to a lower extent (Gjellerup,  2000),  partially  because  the  

large  corporate  sector is  already  more  highly internationalized  (Ruzzier  et  al.,  

2006). The international challenges faced by small- and medium-sized enterprises are 

increasing as a result of the globalized economy, which, through  increased  

internationalization, caused  increased competition  from  foreign  firms (Ruzzier  et  al.,  

2006) and  causes  firms  to take  into  account the  risks and opportunities presented by 

global competition in order to enhance their survivability (Onkelix and Sleuwaegen, 

2008).  

 

The divergence between small- and medium-sized enterprises (SMEs) and larger firms 

can be based on a variety of criteria, therefore there is no globally agreed upon 

definition of SMEs (OECD, 2002). Firms with less than 250 employees, alongside 

several financial criteria, are regarded as SMEs by European standards (European 

Commission, 2008). SMEs are significant drivers of intra-EU trade, based on data from 

2012, they accounted for 56 percent of trade value for imports from other EU Member 

States and 48 percent of trade value in exports to other EU Member States (Eurostat 

Easy Comtext, 2012). Large enterprises account for 2 percent of the enterprises that 

import from other EU Member States, while their share in trade value amounted to 44 

percent. The role of SMEs differs per industry; they are responsible for 72 percent of the 

value of arrivals and 79 percent of the value of intra-EU exports in the trade sector, 

whereas they only account for 35 percent of the value of arrivals and 32 percent of the 

total value of exports in the industry sector (Eurostat, 2016a). Trade between EU 

Members States, in terms of dispatches, increased with 4.7 percent between 2014 and 

2015, which makes for the sixth consecutive annual rise since 2009. The importance of 

intra-EU trade is underlined by the fact that intra-EU trade in goods, valued at EUR 
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3070 billion in 2015, was higher than extra-EU trade, valued at EUR 1 791 billion in 

2015, for each EU Member State, with the exception of the United Kingdom  (Eurostat, 

2016b). 

 

Despite the SME sector being less highly internationalized than the larger corporate 

sector, SMEs generate earnings in international markets (Wright et al., 2007). As SMEs 

can lack the resources to meet the global challenge to internationalize (Bagchi-Sen, 

1999), governments throughout the European Union seek to encourage the 

internationalization of both new and existing SMEs in order to establish greater 

international competitiveness (Wright et al., 2007). Policies that aim to provide a 

supportive environment for SME internationalization have several strands: encourage 

new SMEs to trade internationally from the outset (Raines and Brown, 2001), 

encourage export capable and inexperienced exporter firms to internationalize (Philp, 

1998), and the promotion of additional exporting by existing exporting SMEs (Julien et 

al., 1997). These views may neglect a certain group of (potential) internationalizing 

SMEs, namely the ones who have been internationally active before but have withdrawn 

from their international operations. Given the amount of studies on de-

internationalization and non-linear internationalization, it cannot be discounted that a 

group of former international operators exists, which may be categorized as newly 

internationalizing firms (Welch and Welch, 2009). As they may operate differently than 

newly internationalizing firms due to past experiences (Vissak, 2006; Welch and Welch, 

2009; Javalgi et al., 2011), this would not be justified (Welch and Welch, 2009).  

 

To exemplify the significance of re-internationalizers: between 2004 and 2013, 19 

percent of Swedish exporting firms have restarted their international operations 

subsequent to termination (Naldi and Kuiken, 2016). While there are currently no 

publicly available statistics on Portuguese re-internationalizing firms, it can be assumed 

to be somewhat similar to the Swedish statistics, due to the similarities between the 

Swedish and Portuguese economies. Both nations are heavily export dependent, as the 

total exports of goods and services accounted for 44.5 percent of Sweden’s GDP in 

2015 (The World Bank, 2015) and for 40 percent of Portugal’s GDP in 2015 (AICEP, 

2016). While Sweden’s exports remain relatively strong, its share of the export market 

is decreasing (Sweden’s Export Strategy, 2015). This decrease is attributed to the weak 
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economic growth rate in Europe, which is not compensated for by trade with emerging 

markets, which accounts for 70 percent of Sweden’s exports markets (Sweden’s Export 

Strategy, 2015) and 72.7 percent of the Portuguese exports in 2015 (AICEP, 2016). As a 

result of this, both Sweden and Portugal have set the economic objective to increase 

their exports in both absolute figures and as a proportion of GDP, and to increase the 

proportion of enterprises that export, thereby increasing the participation of Swedish 

and Portuguese enterprises in the global economy (Swedish Export Strategy, 2015; 

COMPETE 2020, 2014). 

 

1.1.2 The concept of re-internationalization  

The process of re-internationalization is conceptualized to consist out of the following 

stages: the initial internationalization experience, de-internationalization, the 

international time-out stage and ultimately the international market re-entry (Welch and 

Welch, 2009). The study of re-internationalization is important for firms who have 

exited foreign market, due to the fact that this process can be rewarding for firms who 

aim for global expansion or growth (Javalgi et al., 2011). 

 

The initial international experience has three characterizing elements: its duration, 

geographical spread and degree of resource commitment (Welch and Welch, 2009). It 

leaves the firm with an international heritage, which can be defined as ‘’the intangible 

dimensions that remain despite tangible resources and physical presence having been 

withdrawn’’ (Welch and Welch, 2009, p. 569). A firm’s international heritage is shaped 

by the nature of the initial international experience and can contain both positive and 

negative elements (Welch and Welch, 2009). A firm that only exports to a foreign 

market will be less exposed to that market than a firm that has established a local 

presence through, for example, a sales or manufacturing subsidiary. It will this 

accumulate less knowledge from its international experience (Welch and Welch, 2009).  

 

De-internationalization refers to the activities of a firm that aim to reduce current 

international operations or engagement, or to exit a foreign market completely (Benito 

and Welch, 1997). A firm’s decision to withdraw from a market can either be forced or 

strategic of nature. A forced withdrawal is based purely on external changes, whereas a 

strategic withdrawal can be influenced by both endogenous and external changes 
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(Pauwels and Matthyssens, 1997; Welch and Welch, 2009). Therefore, discontinuing 

international operations does not inherently imply a reactive strategy or failure and 

should not, a priori, be regarded as such, as it may be an action, alongside expansion 

and extension decisions (Douglas and Craig, 1996), through which the firm aims to 

optimize its international market portfolio (Pauwels and Matthyssens, 1997). This is in 

line with the portfolio logic, as exporting is not a single activity, but rather a part of a 

firm’s overall portfolio of activities in which investments and disinvestments in 

different nations are evaluated with their interdependencies in mind (Axinn and 

Matthyssens, 2002). Whereas some authors argue that the distinction between voluntary 

and involuntary business exits is irrelevant (Coad, 2013), others would argue that that 

distinction is necessary as it depicts the firm’s motives for market exit, which provides 

insight in the conditions surrounding the market exit (Pauwels and Matthyssens, 1997).   

 

A firm enters the international time-out stage when it decides to de-internationalize to 

the point where it exits the foreign markets completely. This is the period when a firm 

has withdrawn from a, or several, foreign markets, but continues with its domestic 

operations (Welch and Welch, 2009). This period is characterized by: its duration, the 

firm’s degree of international orientation, and the nature of the firm’s activities (Welch 

and Welch, 2009). Current re-internationalization literature suggests that the 

international time-out stage is of vital importance to a firm’s re-entry activities, as 

authors propose that this period is used by firms to evaluate their performance and 

identify whether and how market re-entry can take place in the future (Vissak, 2006; 

Welch and Welch, 2009). For the majority of re-entering Swedish exporting firms (79 

percent), the international time-out stage did not last longer than two years (Naldi and 

Kuiken, 2016). This has only recently been shown through empirical research, but it has 

previously been theorized that this period is would indeed last two years (Vissak, 2006), 

as re-entry costs tend to increase after two years of absence from a specific market 

(Robertsand Tybout, 1997) and the value of formerly acquired knowledge is likely to be 

nullified due to changes within the firm and changes within the market (Welch and 

Welch, 2009). There are three possible outcomes when a firm has entered the 

international time-out stage, the firm may:  concentrate solely on domestic operations, 

seek new international markets to enter, or re-enter a foreign market in which it was 

previously present (Welch and Welch, 2009). 
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The permanent exit of a foreign market might not always be the best solution (Javalgi et 

al., 2011) as over time, both the situation in the market as well as inside the company 

are likely to change. The combination of internal and external changes can result in the 

firm deciding to re-enter the foreign market. The process of re-internationalization is 

defined as the process of re-engaging in international operations, preceded by 

withdrawal from international markets. It is a process that starts with the firm’s initial 

international experience and ends with the firm’s ultimate international market re-entry 

(Welch and Welch, 2009). Re-internationalization processes are likely to share certain 

characteristics with traditional internationalization processes, but it is suggested that 

there are distinct differences as well (Vissak, 2006). Current re-internationalization 

literature suggests that the re-entry of firms in foreign markets is shaped by experiential 

knowledge that was gradually accumulated during the firm’s presence in the foreign 

market, which includes international networks (Freeman, 2013), managerial skills and 

attitudes towards internationalization (Welch and Welch, 2009). It is argued that re-

internationalizers operate differently from new internationalizers, as they have 

accumulated experience and knowledge in their initial internationalization experience 

which may facilitate foreign market re-entry and thereby affect the revitalization of 

international operations (Vissak 2006; Welch and Welch 2009; Javalgi et al., 2011). The 

accumulated experience and knowledge can be seen as heritage of the firm’s 

international operations (Welch and Welch, 2009). This ‘’international heritage’’ will be 

generated through any kind of internationalization, regardless of entry mode. However, 

the international heritage is predominantly shaped by the nature of the firm´s initial 

internationalization experience, which is characterized by its duration, geographical 

spread and the degree of resource commitment (Welch and Welch, 2009).  Therefore, 

the more the firm will expose itself to the foreign market through higher forms of 

commitment, the more knowledge and experience will be accumulated through the 

firm's international operations (Eriksson, et al., 1997). 

 

1.1.3 The past of the firm 

The past is seen as a broader concept and represents “All that ever happened” in a firm, 

this includes the social actors and contextual circumstances that have had a direct 

influence on the firm, or vice versa. On the other hand, history provides an 
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understanding of the current firm situation, being also likely to adapt and self-interpret 

the past. A firm’s heritage encloses all aspects from the past that are still relevant and 

can be valorized for the firm’s present and future (Balmer and Burghausen, 2014). The 

firm constructs an intrinsic history from its initial operations to the present. This 

provides an understanding about the organization performance (Sydow et al., 2009) 

which is fixed and is not possible to be replaced (Brunninge, 2009). The firm’s history 

is also seen as a possible reason for inertia and path dependencies. Historical paths can 

limit the development of strategic options, affecting the entire organization negatively 

and might in some cases even lead to failure (Ericson, 2006; Hannan and Freeman, 

1977). On the other hand, when an organization analyses and exploits the past and 

applies its understanding to the present and future, they are actively using the history to 

change strategies giving also importance to past events (Gioia and Chittepeddi, 1991; 

Rowlinson et al., 2014). While history explores and explains what can sometimes be an 

uncertain past, the heritage makes the past relevant for the current context and intentions 

(Lowenthal, 1998).  

 

In that way, heritage can be both understood as a domain of corporate marketing that 

use the firm traits to build heritage as part of the brand and identity (Balmer, 2013), or 

also the previous experience of doing international operations (Welch and Welch, 

2009). From a firm’s perspective, the heritage is defined as the appropriated and 

valorized past being also included all that is still relevant for the present and future in an 

organization (Balmer and Burghausen, 2015a) and “corporate” as a term that denotes 

the relation between strategies, marketing, stakeholder perspectives and all the 

incorporated entities that is possible to be identifiable (Balmer and Burghausen, 2015b). 

The prior international experience is part of the corporate past as heritage. Any 

consideration regarding the knowledge retained by an international experience is 

relevant for the re-internationalization process (Welch and Welch, 2009).  

 

1.2 Problem discussion 

The problem discussion is divided into two separate parts, the first paragraph 

concentrates on the re-internationalization process, whereas the second paragraph 

discusses international heritage.  
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1.2.1 Re-internationalization process 

Internationalization literature is abundant and has a predominant focus on the positive 

development of international business operations, or firm growth, (Benito and Welch 

1997; Freeman et al., 2013), which is one of the most important issues in business 

management, as it reflects market acceptance and firm success (Feeser and Willard, 

1990). It is shown that firms increase international market involvement either in a slow 

and incremental manner (Bilkey, 1978; Johanson and Vahlne, 1977; 1990), or in a fast 

and diversified manner, quickly after the firm’s foundation (Madsen, 2013; Oviatt and 

McDougall, 1994). In contrast, research in regard to the decline or complete exit from 

foreign markets is less plentiful (Benito and Welch, 1997; Holmlundet al., 2007), which 

may be attributed to the undesirable stigma of failure attached with these phenomena 

(Benito and Welch, 1997). Research devoted to a firm’s re-engagement into 

international operations after exiting an international market, or re-internationalization 

(Luostarinen, 1979), is even more scarce (Vissak, 2006; Welch and Welch, 2009; 

Javalgi et al, 2011). However, it has been suggested that intentions to increase 

engagement in international activities among firms that had exited their initial 

operations may be high, and that thus, processes of de-internationalization may be 

followed by acts of re-internationalization (Luostarinen, 1994; Araujo and Rezende, 

2004; Pauwels and Matthyssens, 1999; Lamb and Liesh, 2002; Kuctschker et al., 1997). 

The dearth of research likely originates from the same reasons that initially impeded 

research on de-internationalization: the perspective that regards international withdrawal 

as failure (Seringhaus, 1987), which may have reduced the attractiveness re-

internationalization as a research area (Pauwels and Matthyssens, 1999) in the past. As 

an added disadvantage, re-internationalization as a topic is even more obscure. The fact 

that literature on (de-)internationalization is more plentiful than on re-

internationalization may be seen as logical, as the former is a prerequisite of the latter. 

However, it can be argued that the extent of the current re-internationalization research 

paucity is unjustified, as recent publications have shown that foreign market re-entry 

may be far from uncommon (Naldi and Kuiken, 2016). Additionally, the high emphasis 

the Swedish and Portuguese governments place on strengthening their countries´ 

exports shows that re-internationalizing Swedish and Portuguese firms are worthwhile 

of being researched. 
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The small amount of devoted research results in a paucity of empirical data on how 

firms approach the re-internationalization process (Vissak, 2006, Welch and Welch 

2009, Javalgi et al., 2011). Current re-internationalization theory hypothesizes that re-

internationalizers may operate differently than new internationalizers, due to the 

knowledge, resources and capabilities accumulated during their initial 

internationalization experience (Vissak, 2006; Welch and Welch, 2009; Javalgi et al. 

2011). This legacy from previous international experience is defined as international 

heritage (Welch and Welch, 2009) and finds its origin in internationalization research. 

This platform is what distinguishes re-internationalizing firms for their newly 

internationalizing counterparts and provides an understanding of how their history can 

impact the re-entry effort (Welch and Welch, 2009) and may explain part of the 

augmented internationalization shown in several empirical studies (Austrade, 2002). 

However, the concept of international heritage is not extensively researched (Welch and 

Welch, 2009) and deserves further attention, so that the advantages of previous entries 

are not lost and can be re-utilized in cases of re-entry (Javalgi et al., 2011). In order to 

continue to explore the process of re-internationalization, it is required to establish what 

type of international heritage remains from the initial international experience of firms 

and how different this makes re-internationalizers in comparison to new 

internationalizers, who do not have preceding international experience (Welch and 

Welch, 2009; Javalgi et al., 2011). This would contribute to the understanding of the 

importance of the international heritage, which has previously been underlined by re-

internationalization literature (Welch and Welch, 2009) but lacks empirical data to be 

validated. 

 

1.2.2 International heritage 

A research gap exists on the impact of the international operations on the firm's heritage 

and how it can be used as a differentiation potential resource comparing with new 

internationalizers (Blamer and Burghausen, 2014; Welch and Welch, 2009). During the 

time-out stage period, the study of the impact of changes on the corporate heritage and 

how it affects positively or negatively the strategic decisions of a firm, provides an 

important contribution to the understanding of the relevance of corporate heritage for 

the firm strategy (Blamer and Burghausen, 2015a). Firms are now realizing the 
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importance of corporate heritage after long periods of investing on it without notice 

(Blamer and Burghausen, 2015b). 

 

The study towards the past and history for the firm has been continuously affirmed as an 

important research field to understand organizations (Rowlinson, et al. 2014), even if 

little attention from strategic management literature was done regarding the historical 

perspective of the firm (Booth, 2003; Ericson, 2006). History, as a potential source for 

firms to exploit advantage in the market, is growing the awareness of decision makers 

and managers for the importance of the resource for internal use (Suddaby, et al. 2010). 

The experience of previous internationalization operations may improve the firm ability 

to conduct activities in foreign markets (Johanson and Vahlne, 1977). This experience is 

transformed in heritage when the experiences from the past are considered relevant for 

the present and for the future (Balmer and Burghausen, 2014). Nevertheless, less 

attention has been paid regarding the heritage retained from history. Even if is evident 

an expansion of research for corporate heritage, the importance for the firm operations 

and strategic decisions has been neglected (Blamer and Burghausen, 2015a). In a multi-

disciplinary approach, the corporate heritage founding’s has also the possibility to be 

researched in a multiple theoretical perspective. The identification of the concept 

scrutinized to the firms reality, has provided insights that may influence other 

disciplines and theoretical perspectives (Blamer and Burghausen, 2015b). The study of 

corporate heritage and relevance for the firm is now prepared for further advances of 

comprehension and understanding providing insights for the theory and practice 

(Balmer, 2013). The importance of heritage to the firm internationalization and re-

internationalization introduce the potential relation between concepts, advantages for 

the firm and advances on the research.  

 

1.3 Research questions 

A main research question is formulated based on the presented research gap. The main 

research question this thesis aims to answer is as follows: 

 

What is the role of international heritage in the re-internationalization process of 

SMEs? 
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The overarching research question branches out into the following three sub-questions: 

 

 How does de-internationalization influence international heritage? 

 How do the international time-out stage and international heritage influence 

each other? 

 How does international heritage affect international market re-entry? 

 

1.4 Purpose and focus of the study 

The main purpose of this study is to contribute to the concept of re-internationalization 

by exploring the relationship between international heritage and the stages of the re-

internationalization process (de-internationalization, the international time-out stage and 

international market re-entry) from a SME perspective. It explores how international 

heritage affects a firm’s international market re-entry, in order to increase the 

understanding of the role of international heritage.  

 

Exploring the relationship between international heritage and de-internationalization 

provides insight to the importance of the exit process of a firm, by exploring how 

developments during de-internationalization activities shape international heritage.  By 

describing how the components of the international time-out stage affect and shape a 

firm’s international heritage, this study provides insight in the relationship between 

these two concepts. After establishing how the earlier processes of re-

internationalization shape international heritage, it explores the effect on the firm’s 

international market re-entry. 

 

Lastly, this study may aid policy-makers to construct trade assistance programs to better 

support overseas activities of firms who may re-internationalize, regardless of their 

current internationalization stage, by providing more insight into the concept of re-

internationalization. Providing insight in regard to exit and re-entry patterns of SMEs 

can show that re-internationalization is not an uncommon phenomenon and therefore, 

flexibility in international planning may be required. Providing insight in the market 

exit and re-entry patterns of Swedish firms may be valuable to practitioners who wish to 

construct policies which better facilitate the exporting endeavors of SMEs. Creating a 

better internationalization environment for SMEs is a priority for both the Swedish and 
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the Portuguese government, and establishing export assistance policies is one of the top 

priorities of the Swedish government, as it fears that Swedish enterprises are losing 

ground to foreign enterprises (Government of Sweden, 2015), the Portuguese 

government prioritizes the improvement of SME internationalization conditions and the 

qualifications of SME to face global challenges, e.g. flexibility and  competitiveness  

(Deloitte, 2015).  

 

1.5 Delimitations 

This study is delimitated by several factors. The main focus of this study is on the re-

internationalization process from a SME perspective. Re-internationalization is seen as 

a process consisting out of the initial international experience, de-internationalization, 

the international time-out stage and the international market re-entry. Therefore, this 

study excludes internationalization theory as it is outside the scope of the study. The 

SME perspective has been selected as they were deemed to be more accessible and 

available. This study specifically focusses on SMEs from Sweden and Portugal. 

Furthermore, academic articles solely devoted to re-internationalization are scarce and 

foremost conceptual of nature. This results in a relatively narrow perspective as the 

author is refrained from approaching the phenomenon from various theoretical angles. 

Besides that, the re-internationalization process would be explored more in depth rather 

the general internationalization perspective. The authors have chosen to go with an 

exploratory case study approach, which was deemed as more appropriate than a broad 

survey study, as the concept of re-internationalization is in an early stage of exploration 

and due to the opacity and complexity of the topic. 

 

1.6 Thesis structure 

There are five more chapters that follow this introductory chapter. These respectively 

cover the: theoretical framework, methodology, empirical data, analysis, and 

conclusions and recommendations. The thesis will conclude with a reflection on the 

research, alongside several suggestions for further research.  

 

The second chapter presents the theoretical framework which is divided in two main 

topics: the process of re-internationalization and the past, history and heritage of the 
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firm. Both topics are divided into subtopics. The re-internationalization process is 

divided into: de-internationalization, the international time-out stage, international 

market re-entry and internationalization knowledge. The second main topic is divided 

into corporate past, history and heritage and international heritage. 

 

This methodology is presented in chapter three and provides an overview of the 

methodology applied in this study, by applying business research methods and theory in 

regard to qualitative research and case studies. The choices made in the methodology of 

this research are motivated and respectively the research approach, strategy, method, 

case company selection, data collection, operationalization, data analysis and the quality 

of the research are discussed.  

 

The empirical data is gathered through semi-structured interviews with two Swedish 

and two Portuguese SMEs which have experienced re-internationalization. The results 

of the interview are presented on a case-by-case basis company and are presented in 

chapter four. 

 

The analysis is presented in accordance to the theoretical synthesis and covers each of 

the presented theoretical concepts, namely: de-internationalization, the international 

time-out stage and international market re-entry and international heritage. 

 

The concluding chapter contains the conclusions of the study which are based on the 

empirical data and analysis. The three sub-questions are answered and subsequently the 

main research question. The chapter concludes with a reflection on the limitations of the 

study and several suggestions for future research in regard to the topic of international 

heritage and re-internationalization.  
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2 Theoretical framework 

The presented theoretical framework covers the relevant concepts researched in 

literature. The theoretical framework is divided in two main topics: the re-

internationalization process, and the past and heritage from the firm. Firstly, the re-

internationalization process and its main components are defined, which includes de-

internationalization, the international time-out stage and international market re-entry. 

Secondly, the concept of organizational history and heritage is defined, including its 

foundational concepts.  

  

2.1 Re-internationalization process 

The re-internationalization process can be seen as the “…withdrawal from inward and 

outward international operations by a company before subsequent international re-

entry.” (Welch and Welch, 2009, p.568). The process, that combines a following of 

events, consists in an initial internationalization period, an exit from international 

operations, then a time-out period, a market re-enter process completed with 

successfully renewed international operations (Welch and Welch, 2009). After looking 

for the initial internationalization period, de-internationalization and time-out period, it 

is relevant to analyze the re-entry and the renewal of international operations. The re-

entry process is not only dependent on the foreign market condition, but also the time, 

scope, resources, capabilities and objectives of the firm (Javalgi et al., 2011).  

 

2.1.1 De-internationalization process 

Whereas processes of internationalization have received high amounts of attention, the 

field of de-internationalization is relatively unexplored as the body of literature that 

covers the phenomenon is rather limited (Reiljan, 2005). The majority of de-

internationalization research concentrates on defining the phenomenon and its main 

processes (Reiljan, 2005; Benito and Welch; 1997; Mellahi, 2003). This research has 

defined de-internationalization as the acts of firms that are aimed at reducing 

commitment, exposure or engagement in foreign markets (Reiljan, 2005; Turnet, 2012; 

Benito and Welch, 1997). This decrease occurs in terms of divestment, export 

withdrawal or market exit and can happen in terms of products, markets or operational 

mode (Reiljan, 2005). It is a prerequisite for re-internationalization, as the latter cannot 
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occur without the former (Reiljan, 2004). While certain literature suggests that de-

internationalization activities are usually followed by re-internationalization (Kirpalani 

and Luostarinen, 1999.), more recent literature states that this is not necessarily the case 

due to increased global competition, which has intensified de-internationalization 

processes (Reiljan, 2004). De-internationalization can occur in either a full or partial 

manner (Benito and Welch, 1997) and therefore the concept can manifest itself in 

various forms and to different degrees. Reducing an ownership stake in a foreign 

venture (Benito and Welch, 1997), reducing operations or switching to operation modes 

with a lower level of commitment are examples of partial de-internationalization 

(Benito and Welch, 1997; Calof and Beamish, 1995; Johanson and Vahlne, 2009). 

Firms can exit markets though the sale or closure of foreign subsidiaries, which is 

regarded as complete de-internationalization (Welch and Welch, 2009). This means that 

a product or service no longer being available, or a company is no longer being 

represented in a market (Karayaka, 2000). 

 

A firm may de-internationalize at any stage of internationalization (Pauwels and 

Matthyssens, 1997), however it is suggested to occur primarily in the earlier stages of 

internationalization, as the firm still is internationally inexperienced (Benito and Welch, 

1994; Welch and Luostarinen, 1988; Welch and Wiedersheim-Paul, 1980). Partial de-

internationalization is more common in further stages on internationalization (Reiljan, 

2004; Benito and Welch, 1997). This is due to the fact that stages of internationalization 

may be seen as indicators of the extent of a firm’s commitment to international 

operations. This translates to an inverse correlation between the probability of full de-

internationalization and a firm’s commitment to international operations (Benito and 

Welch, 1997), as an increasing commitment to international operations, which is 

reflected in the allocation of resources, results in a decreased probability of full de-

internationalization (figure 1). Thus, internationalization can be considered as a barrier 

to de-internationalization (Benito and Welch, 1997). 

 

The decision to decrease a firm’s involvement in, or exposure to, current cross-border 

activities may be either voluntary or forcibly (Fletcher 2001; Benito and Welch, 1997). 

A forced market exit is based on changes in the external environment of the firm, such 

as nationalization, expropriation or economic boycotts (Akhter and Choudry, 1993). 
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Figure 1: Correlation between De-internationalization and Commitment to International Operations 

 

Source: based on Benito and Welch, 1997; Johanson and Vahlne, 1977; 1990. 

 

A voluntary market exit is based on changes in both the external environment of the 

firm (Swoboda, Olejnik and Morschett, 2011), such as: resource costs (Boddewyn, 

1979), a decrease in foreign demand and/ or increased local demand (Welch and 

Wiedersheim-Paul, 1980), loss in price competitiveness (Welch and Welch, 2009) or 

fierce competition (Javalgi et al., 2011), but also due to changes in the internal 

environment, such as: problems of foreign business partners (Benito and Welch, 1997), 

a low level of readiness of the foreign market (Matthyssens and Pauwels, 2000), 

changes in the firm’s international commitment (Benito and Welch, 1994) or long term 

orientation (Akhter and Choudry, 1993), a lack of resources (Bell et al., 2003), 

dissatisfaction about overseas activities (Javalgi et al., 2011), or overall firm 

performance (Swoboda et al., 2011), may also cause firms to decide to de-

internationalize. An elaborate list of possible environmental causes for de-

internationalization is depicted in table 1. 

 

As de-internationalization can be a conscious choice in order to manage the firm’s 

international market portfolio, is should not, a priori, be regarded as failure (Pauwels 

and Matthyssens, 1997): it can be a strategic choice (Benito, 2005). 
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Table 1: Environmental Causes for De-Internationalization 

 Internal External 
D

o
m

es
ti

c 

Insufficient production capabilities2 Lack of government assistance in 

overcoming export barriers1 

Poor formalization of export 

departments9  

Inadequate promoting programs4 

 

Lack of managerial time10 Lack of attractive export incentives4 

Lack of qualified personnel12 Complexity of paperwork5 

Risk aversion16  High cost of capital to finance exports8 

Management emphasis on domestic 

market18 

 

F
o
re

ig
n

 

Payment problems and delays2 Competitive intensity3 

Limited market intelligence7 Language and culture5 

Technical support and after-sales 

service11 

Making foreign market contacts6 

 

Transportation difficulties13 Lack of information11 

Transportation costs14 Overseas regulations12 

Product specifications15 Prices17 

Risks and costs16 Value of currency19 

Source: based on Albaum, 19831; Alexandrides, 19712; Gripsrud, 19903; Katsikeas, 19944; Rabino, 

19805; Yaprak, 19856; Barret and Wilkinson, 19857; Hook and Czinkota, 19888; Katsikeas and 

Morgan, 19949; Kaynak and Kothari, 198410; Kedia and Chhokar, 198611; Pavord and Bogart, 

197512; Samiee and Walters, 199013; Sullivan and Bauerschmidt, 198914; Tesar and Tarleton, 

198215; Bauerschmidt et al., 198516; Dichtl et al., 199017; Sharkey et al, 198918; Yang et al., 199219 

 

The kind of experience that is involved in the market exit process can partially 

determine how the internationalization is judged, how much of the firm’s international 

heritage is retained, and the probability of international market re-entry (Welch and 

Welch, 2009).  Attitudes towards internationalization may be changed as a result of 

personal interactions and flows of information within a firm during de-

internationalization. The decision to exit the market becomes exponentially more 

difficult as the firms commitment to international operations increases (Welch and 

Welch, 2009). For smaller sized firms, which are often led by a key decision-maker, the 

exit process is likely relatively simple and thus quickly implemented (Rao and Naidu, 

1992). Firms which have been driven out of the market involuntary may have 

experienced the exit process to be particularly traumatizing, which can scare the firm 

away from future internationalization possibilities. The international heritage of the firm 

is thereby dissipated and the probability of market re-entry reduced (Crick, 2002; 2004). 

Disrupting business relationships, which are fundamental to the firm’s international 
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operations and a key dimension of international heritage, is unavoidable during de-

internationalization. Cessation of a business relationship that avoids, as much as 

possible, hurting the disengager, the other party and the connected network is 

preferable, as a highly disruptive exit will rupture relationships to the point that there is 

limited residue to be found when international re-entry is sought  (Alajoutsijarvi et al., 

2000). The degree of disruptiveness of the market exit determines the extent to which 

the firm’s international heritage is dissipated and how likely market re-entry is (Welch 

and Welch, 2009).  

 

2.1.2 International time-out stage 

Firms that ultimately re-internationalize after exiting an international market spend, by 

definition, a period of time without international operations (Welch and Welch, 2009). 

This period of time is defined as the international time-out stage and has been recently 

conceptualized, thus is has not been researched extensively (Welch and Welch, 2009). 

Nevertheless, re-internationalization literature suggests that this period of time may be 

of high importance for firms that aim to eventually re-internationalize (Vissak, 2006, 

Welch and Welch, 2009). A firm enters the international time-out stage when it has 

carried out de-internationalization activities to the point where it has no longer has 

engagement in the foreign market (Benito and Welch, 1997). Literature suggests that 

during the international time-out stage, the firm has withdrawn from both inward and 

outward international activities, but continues with its domestic operations (Welch and 

Welch, 2009).  

 

It is proposed that there is significant deviation between firms in what this stage 

contains with regard to the degree of withdrawal from international commitment (Crick, 

2004; Freeman, 2007; Welch and Wiedersheim-Paul, 1980). Many firms are likely to be 

at one of both ends of the international orientation spectrum. They are either not 

interested in pursuing international ventures, which leads to either low or no 

international commitment, which in turn results in no internationally relevant action 

(Welch and Welch, 2009).  At the other end of the spectrum there are firms that remain 

committed to international involvement, and thus maintain a range of activities that may 

represent some form of international connection, flow of information and visibility 

(Welch and Welch, 2009). This translates to a positive correlation between international 



 

 

 

19 

interest and international commitment (Fig. 2): the more internationally interested the 

firm is, the more likely it is to remain committed to international involvement after 

international market exit, which may lead to increased probability of a firm’s ultimate 

re-entry (Freeman, 2007).  

 

It is suggested that international heritage, consisting out of experiential knowledge, 

networks, key management and staff, and attitudes,  is subject to change while the firm 

has withdrawn from its international operations: it can be dissipated, retained or 

increased (Welch and Welch, 2009). The duration of the international time-out stage is 

suggested to be positively related to the dissipation of various aspects of the 

international heritage. Therefore, the longer a firm stays out of international operations, 

the less will remain of the legacy of its prior international activities which can be 

utilized to facilitate future international market re-entry (Welch and Welch, 2009).   It 

has been suggested that it is advantageous for firms to limit periods of absence of 

international operations to two years, as re-entry costs tend to increase and after two 

years of absence they are not significantly different from those of new internationalizing 

companies with no prior presence in that foreign market (Roberts and Tybout, 1997). 

Recent research has shown that almost 80 percent of Swedish de-internationalized 

exporting SMEs tend to re-internationalize within two years after market exit (figure 2), 

which supports both the abovementioned notion, as well as the notion that re-

internationalization likelihood decreases as the duration of the international time-out 

stage increases. 

 

Figure 2: Years to Re-entry after International Market Exit 

 

Source: Naldi and Kuiken, 2016 



 

 

 

20 

 

However, a longer international time-out phase might be beneficial for the probability 

of the re-internationalization of certain firms. Firms that have had a negative 

international experience due to failure or unhelpful local networks are more likely to 

have no interest of re-starting their ventures in that foreign market (Welch and Welch, 

2009).  This will likely be cause for major adjustments within the firm itself, its external 

environment or both, to induce a new move to restart international activity. Time can be 

seen as positive from this perspective, allowing the firm to refresh, revive or even 

strengthen its international heritage through staff turnover, internal restructuring, 

recovery or replacement of damaged networks and changes in management and the firm 

international orientation (Welch and Welch, 2009). 

 

A key consideration in regard to international heritage is that it primarily resides in 

individuals who were involved in the earlier international venture of the firm. As 

international heritage is considered to be predominantly tacit and thus difficult to 

transfer, it is mostly lost if the firm does not retain these employees (Welch and Welch, 

2009). Whatever knowledge might have been initially obtained from the earlier 

international venture, organizational amnesia may mean that a lot of this information is 

lost or relatively inaccessible (Pollitt, 2000).  

 

2.1.3 International market re-entry 

The re-entry phase is strictly linked with the de-internationalization phase, as the degree 

of de-internationalization partially decides the degree to which re-internationalization 

can occur. While complete exit leads to a complete re-entry, a partial exit means that the 

firm needs just to re-enter partially (Vissak and Masso, 2014). The firm may expect a 

fragile re-entry motivation, in markets where the exit was caused by negative reasons. 

In fact, the aversion to re-enter can also be justified because the present objectives differ 

from the exit reasons; the residual mindshare can barrier the re-entry; the negative 

reasons for exit are not extinguished (Bala and Subramanium, 1996); the lack of trust on 

the exit market; the lack of knowledge about the current market situation; fear of 

prejudgment due to the previous experience; or lack of international continuous 

experience (Javalgi et al., 2011). On the other hand, firms who prefer to exit 
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permanently from foreign markets may decrease global expansion and international 

competitive advantage (Javalgi, et al. 2011).  

 

The choice for an appropriate re-entry mode is critical for the firm internationalization 

decisions (Buckley and Casson, 1976). Also the knowledge of the foreign market has an 

important role for the re-entry process. The accumulation of foreign institutional 

knowledge related with the market rules, regulations and main institutions; of the 

foreign business knowledge of the market situation and knowledge about the customers; 

and also of the knowledge of internationalization know-how, is a gradual process with 

different stakeholder interactions (Eriksson, et al., 1997). All the knowledge and 

information are essential to overcome the liability of foreignness and support the firm 

entry strategies (Zaheer, 1995). After the exit, the firm has accumulated potential 

resources that are wasted if the firm do not re-internationalize. As it is possible to see in 

table 2 this internationalization experience, knowledge and retained assets, provides a 

stronger position for the firm and serve as a facilitator for the re-entry process. As an 

important perception aspect, firms must recognize the differences of knowledge 

between the first internationalization process and the re-entry (Javalgi, et al, 2011). 

Table 1: De Novo Entry versus Re-entry in International Markets 

Criteria De novo entry Re-entry 

Foreign market knowledge Less knowledge 
Highly 

knowledgeable 

Relationships (e.g. customers, 

suppliers) 

To establish trust and 

understanding 

Previously 

developed 

Resources To explore sources Previously explored 

Host country environment 

(Economic, Political) and culture  
To gain familiarity Experienced 

Sunk costs No 
Opportunity to 

salvage Sunk Costs 

Company reputation Establish reputation Already established 

Risk aversion Low High 

Source: Javalgi, Deligonul, Dixit, Cavusgil (2011) 

 

One of the main differences between re-internationalizers and new internationalizers is 

the accumulated previous experience and knowledge of the market. The initial 
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international experience of re-internationalizers also part of the international heritage 

has also the possibility to be a potential learning platform for the firm (Welch and 

Welch, 2009). The internationalization knowledge and experience can be used initially 

to reduce the initial commitment and thereafter in a possible re-entry (Benito and 

Welch, 1994). In fact, the firm may learn from the de-internationalization if it is 

intended to process a re-entry (Pauwels and Matthyssens, 1999).  

 

The use of all the retained knowledge about the exited international market provides a 

great incentive for the re-entry and an important opportunity to create competitive 

advantage for new internationalizers (Welch and Welch, 2009; Javalgi, et al., 2011) The 

existent knowledge and capabilities may be used in order to facilitate and support the 

strategies for the re-entry phase, or firm should know at least where to find relevant 

information (Crick, 2004). The combination of the right knowledge, the internal and 

external triggers and the renewal interest of internationalization can increase the 

management commitment for re-entry. The firm should also note differences comparing 

with the initial internationalization experience. It is expected a more accelerated process 

of re-entry depending in the previous experience nature and length (Welch and Welch, 

2009). As an example of the main potential accelerators for the re-entry process the firm 

has the cultural heritage, relationships (Welch and Welch, 2009) and the networks 

(Freeman et al., 2013, Vissak et al, 2012). 

 

Although, a potential increase of interest and commitment of managers can lead the firm 

for re-internationalization, that it is only possible if it is in line with the firm objectives 

and strategic decisions for the future. The main objectives for the re-entry can be 

divided in four different types: capture emerging opportunities, growth and 

diversification, salvaging sunk costs, capturing resources or a combination of the prior 

objectives (Javalgi et al., 2011). 

 

 Capture emerging opportunities: Due to the government change, 

implementation of regulation and economic stability, emerging countries are 

return to the attractive pool of markets to invest. Firms who exit the country 

because external triggers are reconsidering to invest again in those countries 

(Sapienza et al., 2006). Additionally, the type and scale of previous operations 
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influence the probability of the firm receiving requests from foreign markets 

(Johanson and Vahlne, 1977). 

 Growth and diversification: Firms are facing a more competitive environment 

on their home markets and that leads to the need of growth. On the other hand, 

to avoid the exposure risk for internal and external forces, the diversification of 

market minimizes the different negative impacts for the firm (Sapienza et al., 

2006). 

 Salvaging sunk costs: After de-internationalization, there are tangible sunk 

costs (e.g. infrastructures and production investments) and intangible sunk costs 

(e.g. advertising, relationships).  These sunk costs are irrecoverable after the 

market exit (Karakaya, 2000).  The sunk costs can provide competitive 

advantages when re-entering in a market (Javalgi et al., 2011).  

 Capturing resources: The global economy competitive pressure can lead the 

company to return for exit markets in a search for low cost resources and 

knowledge (Javalgi et al. 2011). 

Despite the initial objectives, firms just can be considered as partial or complete re-

internationalizers if a considerable volume of international operations of the exited 

market returns (Vissak and Masso, 2014).  Although the firm objectives for re-entry a 

market, is important to have in consideration the risks associated to the process. The 

market and organization changes during the time-out stage may increase the risk of re-

entry due to the differences between the initial internationalization and the re-entry 

(Javalgi et al, 2011). According with to the objectives and the decisions, the re-entry 

strategy is based on the host market attractiveness, the host market risk and the firm 

resource and capabilities (Goodnew, 1985). The different levels influence the re-entry 

mode and are influenced by the firm perception. Indeed, high levels of market 

attractiveness lead the firm to consider the re-entry (Javalgi et al., 2011). Also, high 

volume of resources and capabilities accelerate the re-entry and increase the managers 

for a re-internationalization commitment (Welch and Welch, 2009). On the other hand, 

a market that evidence high risk increases the aversion of firms for re-entry (Benito and 

Welch, 1994).  
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Export patterns 

In practice it may be difficult to define a specific period of withdrawal after which re-

entry can be deemed as re-internationalization (Welch and Welch, 2009). To exemplify: 

some firms may engage in sporadic exports (Johanson and Vahlne, 1977), this is done 

by responding to international demand as it arises and thereby characterizing their 

internationalization activity with substantial sequential increases and decreases, while 

there may be considerable periods when exports are quiescent (Katsikeas, 1996; Rao 

and Naidu, 1992), this is defined as non-linear internationalization (Vissak, 2010) and 

such firms are not considered to have exited a foreign market, as they are completely 

prepared to respond to the international demand as and when it arises (Welch and 

Welch, 2009). Therefore, such firms are not considered to be re-internationalizers 

(Vissak, 2006). In order to further distinguish what type of firms can be considered 

relevant for this study, four types of export related patterns have been identified (figure 

3). Partial de-internationalizers have either completely ceased or reduced operations in 

either on or more markets, but have retained international activities in some form 

(Fletcher, 2001; Benito and Welch, 1997; Calof and Beamish, 1995), or have entered 

different international markets after exiting previous ones (Katsikeas, 1996, Lawless, 

2009, Vissak 2010). 

 

Figure 3: Exports Typology 

 

Source: based on Vissak and Masso 2014 

 

To underline different forms of partial de-internationalization, three types of firms can 

be distinguished (Vissak and Masso, 2014), firms that: 
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 Did not export to at least one market for a year or more, but did retain some 

international activities in either one or more other foreign markets that they 

previously exited from; 

 Have experienced an decrease in export of 25 percent or more in at least one 

foreign market, but did not withdraw from any foreign markets entirely; 

 Exported to one or more international markets, exited all of these markets and 

later entered either one or more other markets. 

 

Firms that have withdrawn from all foreign markets completely and have not re-entered 

any previous markets or any other foreign markets can be regarded as complete de-

internationalizers (Fletcher 2001; Benito and Welch, 1997; Calof and Beamish, 1995). 

If a firm still has connections to the foreign market, but in a limited form, which 

represent such a miniscule share of company activity, it can be regarded to have 

effectively exited (Merrett, 2002), ergo de-internationalization, thus the firm can be 

considered to have arrived in the international time-out stage (Benito and Welch, 1997; 

Pauwels and Matthyssens, 1997).  

 

A firm must first exit an international market in order for re-internationalization to 

occur; this exit is then followed by a stage of international time-out, which preludes the 

firm’s international market re-entry (Welch and Welch, 2009). If a firm manages to 

restore its previous export volume and re-enters all previous markets, it can be 

categorized as a complete re-internationalizer (Vissak, 2010). There are two types of 

compete re-internationalizers that can be distinguished: firms that re-internationalized 

completely after a complete exit (to exclude minor fluctuations, a 25 percent threshold 

is applied), and firms that re-internationalized completely after a partial exit. If firms 

have carried out re-internationalization activities, but as a result of de-

internationalization have become less international than before (Vissak, 2010), they can 

be categorized as partial re-internationalizers. Two types of partial re-internationalizers 

can be distinguished: firms that did not re-enter all previously exited markets after 

exiting at least two foreign markets completely, and firms that did not re-enter all 

previous markets after exiting at least two foreign markets partially (Vissak and Masso, 

2014).  
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Reasons behind international market re-entry 

There are three possible outcomes when a firm has entered the international time-out 

stage, the firm may: concentrate solely on domestic operations, seek new international 

markets to enter, or re-enter a foreign market in which it was previously present (Welch 

and Welch, 2009). Although the different strategic decisions affect the firm 

commitment for internationalization, it is only placed into practice if the firm is exposed 

to some stimuli that may trigger the firm to conduct foreign operations (Tan et al, 2007). 

Even with that, triggers are not enough to ensure a foreign entry but are still important 

for the increase of an internationalization engagement (Dichtl et al. 1983). The 

stimulation, as part of the experiences of doing business out of the international 

environment, can be divided internal or external triggers (Tan et al, 2007; Wiedersheim-

Paul et al, 1978). Internally, the opportunities identified by the firm or individual 

managers, the internationalization experience of managers, the internal network and the 

corporate goals can stimulate the firm to the internationalization (Tan et al., 2007). In a 

corporate perspective, the unique competences of the firm by owning important assets 

that create market advantage, and the excess of resources (e.g. production, capital, 

knowledge) makes the firm to consider expansion as a possibility (Wiedersheim-Paul et 

al, 1978). Externally, also linked with the market opportunities, the direct orders from 

international customers, the foreign government support to stimulate the foreign direct 

investment and the domestic market competitive pressure can be seen as the main 

triggers (Tan et al, 2007; Wiedersheim-Paul et al, 1978). While not empirically 

validated, it is suggested that the probability of re-internationalization increases if the 

firm: has a strong commitment to re-enter international markets, are actively pursuing it, 

have not experienced a traumatizing exit process and have managed to retain, or even 

added to, their international heritage (Welch and Welch, 2009). 

 

The importance of the triggers are just considered when the firm is willing to 

internationalize, there is evidences of information transmission between the firm and the 

foreign market and the firm collects the information for internal use (Wiedersheim-Paul 

et al, 1978). The accumulation of knowledge from previous experience and new 

information about the current market situation is useful for to analyze the potential 

attractiveness of a specific place. The information received can trigger a firm to the re-

entry and it is available in several different sources (Brewer, 2001). The information is 
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considered as a driver that will influence the firm to the internationalization expansion 

and acting as the “…motives, incentives, triggering cues or attention evokers” 

(Leonidou, 1998, p. 43). The capability of the firm to retain information is also 

important to support managerial decisions. The market environment continuously 

changes, which means that the firm need to re-evaluate the market attractiveness and 

considered the resources needed for the process (Brewer, 2001). The way on how the 

information is presented, collect and transformed into knowledge, will determine if the 

possible stimulation creates an impulse that leads decision-makers to the 

internationalization decision (Knight and Liesch, 2002).  

 

2.1.4 Internationalization Knowledge 

Literature argues that internationalization is predominantly driven by the interplay 

between market commitment and market knowledge (Johanson and Vahlne, 1977; 

Eriksson et al., 1997). Market commitment is the combination of the resources 

committed and the degree of commitment (Johanson and Vahlne, 1977). Market 

knowledge can be gradually acquired through operations in foreign markets and is 

defined as information about, and operations in, those markets, which is in some way 

stored and realistically accessible (Johanson and Vahlne, 1977).  As internationalization 

is driven between the interplay of its main drivers, it will falter if one of its main drivers 

is lacking. The absence of market knowledge is identified as a major obstacle to the 

development of operations in international markets, as differences between countries 

with regard to, for example language and culture, constitute the main characteristic of 

international, as distinct from, domestic operations (Johanson and Vahlne, 1977).  

 

One of the challenges that firms have to deal nowadays is the need to develop the 

required competencies and capabilities to enter in the global market. Globalization and 

political, cultural and economic aspects are forcing the firms to acquire and retain new 

internationalization knowledge about foreign markets (Javalgi et al., 2011). This is part 

of the liability of foreignness defined as the additional costs required for firms to 

operate internationally and to acquire internationalization knowledge (Nachum, 2014). 

Internationalization knowledge can be defined as the experiential knowledge of firms 

that is part of the existent resources and capabilities to carry out international operations 

(Eriksson et al., 1997) being the representation of the firm know-how of doing 
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international operations (Javalgi et al., 2011) The acquired knowledge of international 

operations can be dived into objective knowledge and experiential knowledge 

(Johanson and Vahlne, 1977), the former tends to be explicit knowledge while the latter 

is likely to be mainly tacit (Javalgi et al., 2011). While the objective knowledge can be 

taught through explicit knowledge, which means a relative easy way of transferring 

information (e.g. documents and reports), the experiential knowledge requires a learning 

process through experience which represents to individuals an increase of tacit 

knowledge (Johanson and Vahlne, 1977; Javalgi et al., 2011). Due to the fact that the 

specific context of the experience impacted the experiential knowledge retained, this 

means that the knowledge only can be applied if a similarity of circumstances is verified 

(Johanson and Vahlne, 1977).  

 

Experiential knowledge can be divided in business knowledge (e.g. of market, 

competitors and clients) and institutional knowledge (e.g. rules, institutions, 

government, norms and values) (Eriksson et al, 1997). Business knowledge can be 

divided in general knowledge and market-specific knowledge. General knowledge 

concerns, for example, certain characteristics of customers, irrespective of geographical 

location and is thus applicable to multiple markets. On the other hand, market-specific 

knowledge consists out of characteristics of the specific national market (Johanson and 

Vahlne, 1977). Insufficient experiential knowledge about how to do business 

internationally (Eriksson et al, 1997) and also a lack market-specific knowledge such as 

the business environment, culture, market structure and the characteristics of the 

customer (Johanson and Vahlne, 1977), can lead the firm into a problematic situation, 

whereas an increase of experiential knowledge increases the firm’s ability to perceive 

“concrete” opportunities (Johanson and Vahlne, 1977), to generate turnover (Javalgi et 

al., 2011), to reduce risk uncertainty, and to serve as a facilitator for the acquisition of 

relevant external knowledge, even if it requires a high level of time-consumption 

(Eriksson et al., 1997). The knowledge about markets can be either information or 

know-how about operations and is somehow retained by individuals, digitally stored or 

reported on paper, it is required when a firm develop international operations (Johanson 

and Vahlne, 1977) 
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Accumulation and use of knowledge by firms for internal changes is a gradual process 

and is mainly possible with an exposure in a specific market and context that is 

unfamiliar to the firm, and also with the interaction with stakeholders (Johanson and 

Vahlne, 1977; Eriksson et al., 1997; Javalgi et al., 2011). Higher levels of exposure to 

the foreign market through increase resource commitment allows the firm to gain a first-

hand feel for local customs and preferences, while simultaneously enabling the firm to 

gain more differentiated knowledge, as well as selecting the type of knowledge that the 

firm really needs, interpretable in a firm-specific context (Carlson, 1974). While the 

domestic knowledge is sometimes easy to access due to the lifelong experience, 

objective knowledge of foreign markets is not easily acquirable (Johanson and Vahlne, 

1977).  

 

The gradual increase of experiential knowledge supports the firm’s position in a specific 

market with direct influence on the internationalization process. Nevertheless, the use of 

experiential business knowledge may vary between firms (Eriksson et al., 1997). In 

some cases, the active search for experiential knowledge can be made through the 

existent network to support internationalization activities and if needed, few extra 

investments are done to fill the knowledge gap. On the other hand, firms that 

internationalize by themselves seek for information that shows the potential market 

opportunities and how can they exploit the resources. This is a consequence of the lack 

of specific foreign customer’s knowledge and experiential knowledge in new markets 

abroad, which can result in high costs for the firm depending on the internationalization 

level (Eriksson et al., 1997). For these firms, it isimportant to consider the difficulty of 

finding the adequate information in countries where the firm has a lack of institutional 

knowledge (Johanson and Vahlne, 1977; Eriksson et al., 1997). Ultimately, the use of 

the right institutional knowledge is considered a source of competitive advantage 

(Eriksson et al., 1997; Javalgi et al., 2011) and reduces the costs of unnecessary 

knowledge acquisition. This can also be applied to the language and the specific foreign 

market culture by facilitating the understanding of the local requirements and needs 

(Eriksson et al., 1997). Culture and language, if not well understood, can be a potential 

obstacle for decision making. Both factors represent in fact the main difference between 

domestic and international markets (Johanson and Vahlne, 1977) 
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Although international operations lead the firm to receive experiential knowledge, a low 

level of internationalization operations will contribute less for the knowledge on how to 

develop internationalization operations. This is relevant for the firm because it means 

that significant experiential internationalization knowledge is a capability on what and 

where the appropriate knowledge is and how it should be used, according to different 

situations and contexts (Eriksson et al., 1997). A weakly structured plan of activities or 

a low amount of retained knowledge of internationalization operations implies the need 

for the acquisition of additional experiential knowledge (Johanson and Vahlne, 1977). 

One solution can be hiring personnel with experience or receiving advices from 

consultancy. The best way to acquire experience quickly can be through a sales 

manager, a salesman or to buy part of a firm in other to acquire market knowledge, but 

on the other hand, the availability of this resource is considerably low depending and 

always depends on the market circumstances (Johanson and Vahlne, 1977).  

 

2.2 The past, history and heritage of a firm 

“The present of things past is memory; the present of things present is sight; and the 

present of things future is expectation” – Bertrand Russell, 1945, pp. 354 

 

The past of a firm and how it relates with the previous developed strategies has been a 

considerably researched topic in the business academic field (Booth and Rowlison, 

2006), and has played an important role in the development of strategic theories after 

1950´s (Lockett and Wild, 2014). As a consequence, business history researches have 

exerted historic analysis to understand firms, serving as an example for international 

business theory and the past as a resource for the firm (Lockett and Wild, 2014). On the 

other hand, the use of the corporate heritage for the present and future strategic 

decisions needs a better academia explanation (Balmer, 2013). The explanation of 

corporate past and history linked with corporate heritage will be provided as a basis for 

the international heritage concept. 

 

2.2.1 Corporate past, history and heritage 

The philosophic perspective of history can be understood in the quote “…the past which 

a historian studies is not a dead past, but a past which in some sense is still living in the 

present…” (Collingwood, 1939, p. 68). The past is not independent from the present 
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and as a process it can be re-enacted according to the contemporary historical 

perception (Booth, 2003). The history of the firm is also recognized as an important 

source to understand organizations and members (Sydow et al., 2009). In fact, “…an 

appreciation of history is required in approaching a dynamic understanding of strategy, 

technology and organizations” (Booth, 2003, p.96). In a broader perspective, the firm’s 

interpretation of history influences the corporate identity and serves as a driver for the 

corporate strategy (Blombäck and Brunninge, 2009), even if the interpretation of history 

is limited due to the unchangeable characteristic of past events (Brunninge, 2009).  

 

History can be a source for improvement and growth (Booth, 2003), but on the other 

hand, can be seen as a potential reason for the firm inertia to change or also to get stuck 

on path dependencies. It is suggested that future strategic options are managed 

according the past path decisions (Ericson, 2006; Brunninge, 2009). Although path 

dependencies remain for long periods, the historical perception of members is not fixed. 

Members tend to not consider the same importance for past events and even if what 

happened cannot be changed, the present perception of the past can be reconstructed 

(Brunninge, 2009). 

 

The corporate past represents “all that ever happened” to the firm, which includes the 

internal and external events that have influenced the firm somewhere in the past. 

Furthermore, corporate history represents “all that is told” about the organizations past 

and it attempt to provide reasons for the current firm situation. According to the 

strategic changes in the organization and the performance of the firm since the 

beginning, the corporate history gives a narrated explanation about the firm’s trajectory 

(Balmer and Burghausen, 2014). The corporate history can be rephrased according to 

the firm’s intentions to exhibit the firm history in line with the present purposes and 

intentions. The interpretation of the past events can change according to present 

circumstances, concerns and strategic interests (Delahaye et al., 2009).  

 

This relation to the history of the firm is mainly absorbed by the corporate past of the 

firm as the primary dimension and relation to the other concepts. On the other hand, the 

corporate heritage is not just a retrospective about the past and the implications for the 

present, but also how can it be relevant for the future (Balmer and Burghausen, 2014) 
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which requires a more in depth explanation.  In comparison with the foundational 

concepts of corporate past and corporate history that have a retrospective temporal 

focus, corporate heritage also includes the prospective for the firm (Balmer and 

Burghausen, 2014). Corporate heritage can be defined as: 

 

“… all the traits and aspects of an organisation that link its past, 

present, and future in a meaningful and relevant way. Thus, it refers to some 

aspect of an organization’s past that is still deemed by current internal 

and/or external stakeholders to be relevant and meaningful for 

contemporary concerns and purposes but concurrently perceived as worth 

to be maintained and nurtured for future generations; it is the selectively 

appropriated and valorized past of a company or ‘all that is (still) relevant’ 

in the light of contemporary concerns and purposes” (Balmer and 

Burghausen 2014b, pp. 394-95). 

 

The word ‘’heritage’’ originates from French and means “to inherit” or “to pass on” 

(Balmer, 2011). One of the main characteristics of heritage is the ability to make the 

past relevant for the contemporary context (Lowenthal, 1998). The notion of heritage 

also includes tangible structures (e.g. buildings), intangible assets (e.g. skills), 

metaphysical perspective (e.g. culture) and institutions (e.g. corporate identity) and as 

such is presented in several societal dimensions (Balmer, 2013). In contrast on what 

history is and represent for a firm, the heritage provides a clarification of the past by 

providing insights on the relevant aspects for the firm’s ambition and purposes. One of 

the most relevant distinctions between history and heritage for a firm is the time 

dimension (Urde et al., 2007). 

 

While history mainly refers to events that occur in the past, heritage includes three 

dimensions: the past, the present and the future (Urde et al., 2007). The introduction of 

the past dimension as a potential source of information brought the attention of heritage 

as a potential resource for firms (Balmer and Burghausen, 2015a). Especially for firms 

with international operations, managers can benefit significantly from the experienced 

and knowledge retained in international previous explorations (Welch and Welch, 

2009).  
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The heritage, as part of the past of the organization, is considered a very important asset 

and strategic resource for the organizations in order to achieve the firm’s strategy 

objectives and also to improve the legitimation, authentication and differentiation with 

internal and external stakeholders (Balmer, 2009). The awareness of the heritage 

dimension by managers can ensure the protection and transition for the next 

generations. The managerial sense of validation by acknowledging the importance of 

the resource, appreciation by valuing the relevance for the firm and adoption by 

applying the resources, implies efficiency to the use of heritage in the present and future 

(Balmer, 2014).  

 

2.2.2 International Heritage 

Firms partially base their strategies and actions on their experience (Simon 1991; Cyert 

and March, 1963; Levinthal and March, 1993), which is a key mechanism that 

facilitates learning and builds knowledge based resources (Huber, 1991). A firm’s 

accumulated experiences shape its behavioral patterns and strategic evolutions, and may 

lead to path dependency as it accumulates both positive and negative reinforcement of 

previous choices (Levitt, 1988). The importance of experience has been shown in 

studies regarding firm expansion and market entry (Baum et al., 2000), especially in an 

international context (Erramilli, 1991; Eriksson et al., 1997). International market exit is 

an important moment for firms; it represents an arduous experience as it is burdened 

with tangible, e.g. competitive, financial, and intangible losses, loss of image, loss of 

trust (Javalgi et al., 2011). When a firms leaves an international market, it does so with 

a stock of knowledge that has been gradually accumulated during their international 

operations (Vissak, 2006; Welch and Welch, 2009, Javalgi et al., 2011). This gradually 

accumulated knowledge is part of a firm’s international heritage, which is defined as 

‘’the intangible dimensions that remain, despite tangible resources and physical 

presence having been withdrawn’’ (Welch and Welch, 2009, pp. 570).  It is 

conceptualized to constitute out of the firm’s experiential knowledge, international 

networks, managerial skills and attitude to internationalization (Welch and Welch, 

2009). International heritage is seen as a firm’s legacy from previous international 

operations and is the common denominator between re-internationalizing firms. 

However, it is expected to vary heavily between firms, as it is largely shaped by the 
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nature of the firm’s initial international experience, which is characterized by its 

duration (depth of experience), geographical spread (the number of foreign markets 

entered), the degree of resource commitment (the type of operation mode) (Welch and 

Welch, 2009) and the amount of market exits and re-entries that the firm has 

experienced (Bonaccorsi, 1992; Welch and Wiedersheim-Paul, 1980). International 

heritage is further shaped by how key decision makers process and interpret their 

experience, further differentiating international heritage between firms (Welch and 

Welch, 2009).  

 

International heritage is the element that most significantly differentiates a firm’s re-

entry from a de novo (anew) entry (Javalgi et al., 2011). This type of accumulated 

knowledge contains both tacit and explicit dimensions (Teece, 1998). Explicit market 

knowledge can be codified and therefore transferred with ease. Firms that have 

protocols in place which result in detailed documentation of previous operations may 

find this documentation useful when considering international market re-entry. The tacit 

dimension is acquired through experience, is difficult to codify and therefore relatively 

difficult to transfer (Johanson and Vahlne, 1977; Cavusgil et al., 2003). Tacit 

knowledge of host country factors (for example: economic, political and cultural) may 

be a deciding factor for a firm considering market re-entry (Javalgi et al., 2011).  

 

The theoretical concepts of international heritage and corporate heritage are related, as 

corporate heritage has a retrospective focus on a firm’s past and it’s prospective for the 

future (Balmer and Burghausen, 2014), which also applies to international heritage 

(Welch and Welch, 2009).  However, corporate heritage has a predominant focus on 

corporate branding and marketing (Balmer and Burghausen, 2015a), while international 

heritage applies a firm’s past in an international business context, which is a new 

application of heritage (Welch and Welch, 2009). Additionally, international heritage is 

distinguishable through several other characteristics. It focuses exclusively on 

intangible dimensions (Welch and Welch, 2009), whereas corporate heritage is broader 

and focuses not just on intangible dimensions but also on others such as the tangible, 

metaphysical and institutional ones (Balmer, 2013). Furthermore, the knowledge 

dimensions of  international heritage are primarily tacit in nature that predominantly 

resides in individuals involved in the firm’s previous international venture (Welch and 
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Welch, 2009), while corporate heritage relates more with the corporate definition that 

includes strategies, marketing, stakeholder´s perspective and all the incorporated entities 

that is possible to be identifiable (Balmer and Burghausen, 2015b).  The individual 

location of international heritage limits the accessibility of this knowledge and makes it 

vulnerable for organizational amnesia, for example by means of employee loss (Pollittt, 

2000).  

 

If used correctly, the negative internationalization experience can be used in an example 

to avoid the same mistakes for the next internationalization phases and also benefit from 

the learning process (Luostarinen and Welch, 1990). This is supported by recent 

research that shows the importance of learning experience to support future firm 

activities when entrepreneurs are able to learn from failure and capture the benefits of it 

(Schutjens and Stam, 2006). The assets and liabilities retained from the international 

operations will also facilitate or obstruct the future internationalization intentions 

(Welch and Welch, 2009). Although they are important, assets and liabilities should not 

be considered as the only components of international heritage. In fact, the cultural 

heritage also incorporates the unique and intangible characteristics of each market, 

affecting the procedure of management and the style of the relationships (Lorusso, 

2014). This will have impact on the firm flexibility to use cultural heritage in order to 

adapt to each foreign cultural differences and also to support global strategic decisions 

(Keneley, 2013). Nevertheless, even with high internationalization commitment, the 

cultural influence of the origin country and the administrative heritage will have a 

decisive impact on the organizational practices (Barlett and Ghoshal, 1989; Harzing and 

Sorge, 2003). 

 

2.3 Theoretical synthesis 

The theoretical chapter presented above will serve as a support for the following 

analysis. It was developed in order to contribute for the understanding of the major 

theories about the firm past and history and also for the understanding of specific 

theories about the re-internationalization process and the international heritage. 

The re-internationalization process might be rewarding for firms who have previously 

withdrawn for a market (Welch and Welch, 2009; Javalgi et al., 2011). To understand 

the re-internationalization process, the concepts of initial internationalization 
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experience, de-internationalization, time-out stage and international market re-entry 

must be analysed (Welch and Welch, 2009). The internationalization experience is 

considered part of the international operations learning and constitutes the experiential 

knowledge of the firm (Johanson and Vahlne, 1997) Furthermore the experiential 

knowledge is part of the firm’s international heritage (Welch and Welch, 2009).  

 

Through inclusion of the concept of international heritage in the theoretical synthesis, it 

is implied that the initial international experience has taken place, as the two concepts 

are inherently related and as the former is a direct result of the latter. The initial 

international experience has deliberately been omitted from the theoretical synthesis, as 

it falls outside of the scope of this study.  

 

The de-internationalization stage was identified as the firm activities that aim to reduce 

partially the current operations or engagement, or to exit completely from the market 

(Benito and Welch, 1997), due to forced or strategic decisions (Paul and Matthyssens, 

1997). The way that the firm exit from a foreign leaves it with a positive or negative 

international heritage (Welch and Welch, 2009). After the exit, the firm enter in the 

time-out stage. This is a process where the firm significantly decrease or withdraw from 

international operations, but still continue with the domestic operations. Even with a 

complete withdraw, firms can either or not interested in pursuing international ventures 

(Welch and Welch, 2009). The time-out stage is vital for the firm since it provide the 

chance to evaluate the performance and to identify a possible future international market 

re-enter (Vissak, 2006; Welch and Welch, 2009). During the time-out stage, the firm 

can dissipate, retain or increase the international heritage. The remaining of 

international experience and knowledge in the firm is positively related with the 

duration of the time-out stage. During the period, firms can also continue to manage the 

international heritage in order to prepare a possible re-entry (Welch and Welch, 2009). 

This creates a relation between both time-out stage and international heritage concepts.  

 

Finally, the re-enter of firms in foreign markets is shaped by experiential knowledge 

that was gradually accumulated with the previous internationalization experience and 

serve as a potential learning platform (Welch and Welch, 2009). The re-entry is also 
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linked with the de-internationalization in the way that partial exit leads to partial re-

entry while completely exit implies a complete re-entry (Vissak and Masso, 2014).  

 

For the firm, the past is considered “All that ever happened” in the firm, while history 

attempt to provide an understanding of the present and a self-interpretation of the past 

(Balmer and Burghausen, 2014). On the other hand, heritage is defined as the 

appropriated and valorised past that is still relevant for the present and future of a firm 

(Balmer and Burghausen, 2015a). The accumulated knowledge and experience from the 

initial internationalization period can be seen as the international heritage of the firm in 

foreign markets, and is shaped by the nature of the firm’s initial internationalization 

experience (Welch and Welch, 2009). This international experience as part of the 

international heritage is mainly tacit knowledge and is possessed by the individuals who 

were involved in the initial international venture of the firm (Welch and Welch, 2009). 

The use of the retained knowledge about the prior internationalization experience 

provides a great incentive to re-enter and a potential source to create competitive 

advantage (Welch and Welch, 2009; Javalgi et al., 2011). The existent knowledge and 

capabilities should also be used by firms to support the re-entry strategies or to find 

relevant information about the market (Crick, 2004). The following diagram presents 

the existent relations in the theoretical framework, and aims to provide a better 

understanding about the interaction between the re-internationalization process and the 

international heritage. 

 

Figure 4: Theoretical synthesis 

Source: own illustration 
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3 Methodology 

This chapter provides an overview of the methodology of this study by applying business 

research methods and theory in regard to qualitative research and case studies. The 

choices made in the methodology of this research are motivated and respectively the 

research approach, strategy, method, case company selection, data collection, 

operationalization, data analysis and the quality of the research are discussed.  

 

3.1 Research approach 

Three types of scientific research methods can be distinguished: abduction, deduction 

and induction. The main distinction between deductive and inductive research is its 

point of origin. A deductive research originates from theory, whereas an inductive 

research is based on an empirical finding (Pierce, 1955) thus essentially turning the 

deductive approach around (Goddard and Melville, 2004. Furthermore, inductive 

studies generally have the goal to generate generalizable theory based on empirical 

findings (Bernard, 2011; Saunders et al., 2009;), while deductive studies tend to test 

existing theory, by concluding one or more hypotheses or propositions from theory and 

subsequently test these, in order to see whether the empirical findings support the 

theoretical hypotheses or not (Seale et al., 2008; Saunders et al., 2009).  

 

Conceptualized theories regarding the process of re-internationalization are the main 

starting point for this research and thus, the approach is deductive. The authors of this 

study have built a theoretical framework based on re-internationalization literature and 

will gather empirical data regarding the relationship between international heritage and 

the different stages of the re-internationalization process. Theory states that key 

personnel is part of international heritage and that international heritage is partially 

shaped by the interpretation of these employees, as they can affect how international 

heritage is processed by the firm (Welch and Welch, 2009). Therefore, the empirical 

data is collected by interviewing key decision-maker(s) within the case companies, who 

have been involved in the re-internationalization process of the CEO’s.  
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3.2 Research strategy and method 

There are three factors that determine which type of strategy is most fitting for a 

specific research: the type of research question, the amount of control the researcher and 

whether the research concentrates on historical or contemporary events (Yin, 2014). The 

authors have opted for the multiple case study design for the following reasons: the 

study predominantly contains how-questions, focusses on the relationship between 

historical and contemporary events, while the researcher has no control over behavioral 

events. While a multiple-case research design is likely to require more resources than a 

single case study (Yin, 2014), it has two distinct advantages. Firstly, information is 

collected from multiple case companies, which creates a stronger foundation for the 

empirical findings (Yin, 2014; Herriot and Firestone, 1983). Secondly, the researchers 

can conduct analysis between the different cases, which evidently is not possible in a 

single case study, this may provide new perspectives or implications that would not 

have come to light in a single case study (Yin, 2014; Baxter and Jack 2008). The 

potential for generalization of the results of the study is increased due to incorporating 

multiple cases (Noor, 2008).   

 

This study aims to observe and asses the reality of re-internationalization processes 

within the selected case companies. This study primarily wants to gain insights from 

individuals within the firm, with regard to how they perceive and interpret the re-

internationalization process within their firm. A quantitative research approach is 

undesirable as it does not allow for the required level of depth and is less appropriate to 

deal with the concept of re-internationalization, due to its immaturity and its complex 

and opaque nature (Welch and Welch, 2009).  Therefore, as the researchers want to 

create an understanding of the subjective perception of individuals, a qualitative 

research method has been selected, which is most appropriate when studying an 

individual’s perception of reality (Merriam, 2002; Saunders et al., 2009). This research 

method enables the researchers to establish a rich description (Merriam and Tisdell, 

2009) of the re-internationalization process, which is desirable due to the nature of the 

studied phenomenon, and allows for an in-depth exploration of the interlinkage between 

international heritage and the stages of the re-internationalization process. 
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3.3 Selection of companies and interviewees 

To ensure the suitability of the case companies for the study, it is advised to establish a 

list of criteria which the case companies must meet (Merriam, 2002). As the selected 

case companies largely determine the empirical findings, a suitable selection of case 

companies is of vital importance for any study (Yin, 2014). Four companies have been 

interviewed, all of which meet the following criteria: 

 

 the firm must have less than 250 employees at the time of the re-

internationalization; 

 the firm must be operating from Sweden or Portugal; 

 the firm must have re-entered a foreign market which they have previously 

exited. 

 

A higher number of firms would increase the generalizability of the study, this was 

however not accomplished due to limited available resources. However, the amount of 

interviewed companies does fit case study guidelines, as having less than four firms 

would make it difficult to generate theory, whereas an amount that exceeds ten may 

provide data which is too voluminous to handle (Eisenhardt, 1989). An overview of the 

case companies and the interviewees is provided in table 3. 

 

Table 3: Case Companies and Interviewee Details 

Company Product Employees Export Date Interviewee 

Logoplaste Plastic 

packaging 

150 90% 19-05-2016 Dr. Filipe de 

Botton, CEO 

ERMAX Lightning 

component 

33 5% 18-05-2016 Hugo Barreira, 

Manager 

Amokabel Conductors, 

cables 

155 50% 11-05-2016 Henrik Blad, 

CEO 

Nybrogrus AB Aggregate, 

granite 

30 24 - 40% 04-05-2016 Jonas Johanson, 

CEO 

Source: own illustration 
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3.4 Data collection 

Data can be collected from six different sources (Yin, 2014) and can either be primary 

or secondary of nature (Fisher, 2010). Data that is gathered by the researcher(s) directly 

from the source of information, which was previously not available, is considered as 

primary data (Merriam and Tisdell, 2009). The primary data in this study has been 

gathered through face-to-face interviews, which had a semi-structured nature and have 

been conducted at the firm’s headquarters, which are located in the South-Eastern part 

of Sweden, and in the vicinity of Lisbon, Portugal. The interviews lasted approximately 

one hour and have been audio-recorded so that they could be transcribed afterwards, in 

order to minimize potential interpretation mistakes. In order to receive suitable results, 

the desired interviewees must have had the role of key decision-maker during the firm’s 

re-internationalization process, as they are expected to be best suited to provide insight 

on the process. It is therefore important that the interviewee was employed by the firm 

before strategic changes which led to the de- and re-internationalization stage were 

implemented and had an active role in this process. 

 

Data that has not been collected by the researcher(s), but by others, for a purpose 

different than the specific study, which therefore was available prior to the specific 

study, is regarded as secondary data (Merriam and Tisdell, 2009). A mismatch between 

secondary data and the data required for the specific study is likely, as it has been 

collected for a different purpose.  It therefore may require filtering (Merriam and 

Tisdell, 2009). The secondary data used in this study consisted out of documents and 

information about the firms that was publicly available, such as the firm’s website, press 

releases or company reports.   

 

3.5 Operationalization 

The deductive nature of this study makes it a necessity that the theoretical concepts as 

described in the theoretical framework and synthesis are translated into more concrete 

concepts. This is required as the theoretical concepts are likely to be rather abstract, and 

may be interpreted wrongly by practitioners, thereby hurting the quality of the empirical 

findings. The translation of theoretical concepts to more concrete concepts is regarded 

as operationalization (Saunders et al., 2011). The operationalization was conducted 
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prior to establishing the interview guide, as it partially served as the foundation for the 

interview guide, which is presented in appendix A. During the interview, the re-

internationalization process was broken down into its main concepts, namely: de-

internationalization, international heritage, the international time-out stage and 

international market re-entry. These main concepts were introduced individually during 

the interviews and the researchers strived to ask as little as possible and let the 

interviewee do the majority of the talking, in order to obtain the most amount of 

information possible. When needed, the researchers asked more specific questions if the 

interviewee did not cover this in his initial answer to the more general questions. The 

interview guide does not necessarily reflect the questions asked during the interview, as 

at times, one answer from the interviewee covered several questions. It is more so an 

overview of the questions that the interviewers wanted to have answered. 

 

3.6 Data analysis 

The interviews have been audio-recorded and transcribed in order to avoid loss of 

information that was provided during the interview. The transcription has a main focus 

on the content provided by the interviewee, and thus acts as a tool to provide an 

overview of the provided content. Therefore, incoherent sentences, pauses and potential 

overlap have purposefully been omitted in the transcription, in order to increase the 

comprehensibility of the transcripts (Patton, 1990). The transcriptions of the interviews 

acted as the main source of information for the empirical findings. The accumulated 

empirical information has been transformed into a case record, which ‘’ … pulls 

together and organizes the voluminous case data into a comprehensive primary 

resource package’’ (Patton, 1990 pp. 386-387). An analysis of the content was then 

conducted, which was aimed at making the case record as comprehensible as possible, 

thus stripping it from redundant information, while ensuring that it remains complete, 

but manageable (Patton, 2002). The empirical findings have furthermore been analyzed 

by means of a cross-case analysis (Yin, 2014) and have been connected to the 

theoretical concepts as presented in the theoretical synthesis. The analysis is concluded 

with an inter-case analysis in which the international market re-entry of the case 

companies is discussed individually. The researchers have chosen to do so as treating 

the international market re-entry simultaneously would inhibit analytical depth, due to 

the differences between the conditions surrounding the international market re-entry.  
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3.7 Research quality and credibility 

The quality of a research refers to the transparency of the research process, and the 

reliability of research methods, whereas credibility refers to the validity of data, such as 

empirical findings and results (Seale, 2008). Three different kinds of tests have been 

applied in order to test the quality of this study, namely: construct validity, external 

validity and reliability. Literature suggests that internal validity is also a test used to 

measure the quality of an empirical social research, but it is deemed to be more 

appropriate for explanatory studies (Yin, 2014) and is thus deliberately omitted. Each of 

the applied tests is discussed in this paragraph. 

 

The construct validity test is also referred to as measurement validity, as it test whether 

or not the researcher actually measures what needs to be measured (Yin, 2014). In order 

to account for this, the authors operationalized the four stages of the re-

internationalization process in order to make them graspable for the interviewees, as to 

avoid confusion during the interviews. Furthermore, multiple sources of evidence (Yin, 

2014) have been used, such as the interviews conducted by the researchers, but also 

documents, information on the firm’s websites, interviews conducted by other 

researchers and company reports. The external validity of a study relates to the 

generalizability of the results of the study (Fisher, 2010; Yin 2014). As this is a multiple 

case study, the overall goal is to generate findings which can be generalized to a wider 

theory in order to strengthen or weaken the existing theory, this is referred to as 

analytical generalization (Yin, 2014). The goal of this study is not to represent a specific 

population, but rather to provide insight in the value of international heritage and its 

place in the re-internationalization process. The case companies can thus be seen as re-

internationalization representatives. As the empirical results from this study originate 

from the selected case companies, they may not be applicable to other firms. Lastly, by 

purposefully selecting the case companies, the likelihood of obtaining comparable 

empirical findings is increased due to similar sampling (Merriam, 2002). The 

researchers have selected case companies which fit their list of criteria as mentioned in 

paragraph 3.3. The reliability of a study is regarded as the extent to which a study or 

research, including the empirical findings, can be replicated by other researchers 

(Merriam, 2002). While personal bias, and thus perception and personal interpretation, 
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exist to a certain extent, reliability can be challenging to achieve (Merriam, 2002). 

Theory suggests to document and outline the steps taken by the researchers in order to 

increase the reliability of a study (Yin, 2014; Bryman and Bell, 2011). In order to 

combat observer bias (Saunders et al., 2009) both researchers were present in all four 

interviews, and both researchers were responsible for asking questions during the 

interview and transcribe the interviews later. The researchers have attempted to 

minimize the bias of the interviewees by asking questions in a neutral manner, so that 

the answer of the interviewee would not be nudged in a specific direction. 
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4 Empirical data 

The empirical data has been obtained through semi-constructed interviews with two 

Portuguese and two Swedish case companies. A brief background is provided for each 

case company in order to provide more information about the firm and its 

characteristics. These backgrounds are sequentially followed by a presentation of the 

qualitative empirical data regarding their re-internationalization experience. The 

chapter is concluded with a table that summarizes the main characteristics of the four 

case companies.  

 

4.1 Logoplaste 

‘’ … even being a half a billion company in terms of turnover, in the international 

market you are an SME’’ – Filipe de Botton, 2016 

 

Logoplaste is a Portuguese industrial group that manufactures plastic packaging for 

firms in the personal care, food and beverage, household care and oil and lubricants 

sectors. Logoplaste was founded in 1976 by father and son Marcel and Filipe de Botton 

and has its headquarters in Cascais, Portugal. The firm employs 2.050 people, has an 

annual turnover of EUR 495 million, which is a 7.8 percent growth compared to 2014, 

exports approximately 90 percent of its sales and manages over 60 factories spread over 

Europe, North-America and Vietnam. Logoplaste pioneered with its ‘’through the wall’’ 

concept, which was a response to the revolution in Portugal in 1974 in which Marcel de 

Botton lost his former factory. This concept meant supplying their products from plants 

installed directly in the site of the client. The firm is responsible for the entire packaging 

production, including the purchase of raw materials, machinery and equipment. The 

firm was represented by Dr. Filipe de Botton, CEO of Logoplaste. 

 

Logoplaste was considered a SME with almost 150 employees in 1992. Logoplaste’s 

first act of internationalization was establishing three factories in Spain in 1992, 

respectively in Jaén, Toledo and Pirinéus, and managed these from their headquarters in 

Lisbon. They decided to manage their first foreign factories from a distance, as the 

traveling distance from their headquarters to the foreign factories was similar to the 

travelling distance to their domestic factories, Logoplaste thus perceived that ‘’if we 
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know how to manage a Portuguese factory which is six hours away, managing a factory 

in Jaén, Toledo or in Pirinéus would be pretty much the same’’ Filipe de Botton (2016). 

The internationalization of the firm was on one hand driven by a nearly saturated 

domestic market. On the other hand, Filipe de Botton mentioned that the firm’s was not 

necessarily spurred by strategical analysis, but that it was a natural progression of the 

firm’s growth, which was triggered by conversations with friends ‘’… the trigger of the 

strategy was being in a place, in a certain moment and in a certain condition’’ Filipe de 

Botton. The Spanish factories were established in cooperation with local SMEs, which 

was a deliberate approach, as Logoplaste did not want to potentially jeopardize business 

relationships with their current partners in Portugal, such as Nestlé and Coca Cola. As 

time progressed, it became evident that cooperating with SMEs was not the right choice 

for Logoplaste and its business model. Two main lessons were drawn from this initial 

internationalization experience, Filipe de Botton (2016) stated that ‘’those companies 

did not have the financial resources to be able to set up in-house factories’’ and ‘’with 

our business model, we need to have proximity and intimacy. Furthermore, Logoplaste 

did business with companies which were not yet established, but were trying to launch a 

new product. This added an additional dimension of risk, as it was not guaranteed that 

the product launch would be successful. Logoplaste decided to de-internationalize 

approximately three to four years after the initial internationalization and did this by 

closing all three of its initial Spanish factories, but did not lose any key personnel. Filipe 

de Botton (2016) furthermore attributed the unsuccessful business venture to a 

‘’conceptual mismatching in our business model’’, as Logoplaste was supplying the 

products, but the client was unable to pay Logoplaste sufficiently. Logoplaste closed the 

three initial factories in Spain after three of four years, which suffered them significant 

losses. The firm never completely withdrew from Spain, as it opened up new factories 

directly as the initial ones were closed. Thus, their internationalization was a continual 

process. 

 

The firm’s Spanish market re-entry was significantly different from its de novo entry. 

While it continued to work with its ‘’through the wall’’ approach, they no longer 

worked with SMEs, or start-ups. Instead, Logoplaste solely worked with established 

LEs. As their previous experience has taught Logoplaste that their business model 

requires them to have a local presence, they started to manage their Spanish factories 
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from Madrid, instead of Lisbon. This change was henceforth applied in every 

internationalization effort and thus the firm’s internationalization strategy changed 

directly as a result of their initial internationalization experience. Filipe de Botton 

underlines that while they establish a local presence in all of the markets were they are 

have international operations, they do not impose Portuguese working conditions or 

traditions onto the foreign subsidiary’s. Filipe de Botton makes it clear that Logoplaste 

focusses heavily on local adaption: ‘’Logoplaste is a firm from Portugal, but not a 

Portuguese firm’’ Filipe de Botton (2016).  

 

Filipe de Botton (2016) describes Logoplaste as being ‘’a completely transparent 

company’’. He states that there is a high focus on sharing knowledge and experiences, 

and that through an internal communication channel, called LogoTV, it is possible for 

every employee to stay up-to-date on current developments within Logoplaste, and can 

even spectate production in any of the firm’s factories in real-time.  Logoplaste actively 

looks at its past in order to avoid previous mistakes. Filipe de Botton (2016) mentions 

that ‘’everyone is allowed to make a mistake. You can be wrong once, but if you are 

wrong twice about the same thing, I will start to question your competence’’. The firm 

does not always repeat steps that have proven to be successful in the past, as conditions 

surrounding these steps change over time and thus, a similar step does not guarantee a 

similar result.  

 

Despite the firm’s current employee count and annual turnover of, it still considers itself 

to be an SME in terms of the international market: ‘’ … even being a half a billion 

company in terms of turnover in the international market, you are still an SME’’ Filipe 

de Botton (2016).  

 

4.2 ERMAX 

 “You have to be aware of your past decisions, to know if they are good or bad and 

which are to repeat and not to repeat” - Hugo Barreira, 2016 

 

ERMAX is a Portuguese company with its headquarters in Mem-Martines, Portugal and 

was founded by two partners, António Barreira and José Afonso, back in 1991. The firm 

has a diversified portfolio of products in electronics and lighting systems. ERMAX is 
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closely related to the firm CITAC. ERMAX takes care of the purchase of raw materials 

and the production of the products, whereas CITAC purely focusses on sales, 

distribution and installation. Combined, the companies employ 33 people. The main 

objective for the future is leader in the Portuguese market for sound systems and 

intelligent solutions for houses. ERMAX was represented by Hugo Barreira, Manager at 

ERMAX. 

 

ERMAX received a request of a Portuguese salesman in 2010 who was ‘’interested to 

export our products to clients in Angola’’ more specifically, the products that were 

exported to Angola were ‘’road light for streets with solar panels’’ Hugo Barreira 

(2016). An increase in the demand of these products was the main reason for the 

Portuguese salesman to approach ERMAX. The salesman took care of the distribution 

and maintained all of the business relations with the Angolan market and was an 

independent and external distributor of ERMAX. The firm responded positively to the 

salesman’s advances, as the Angolan market ‘’was considered a good place to invest’’ 

Hugo Barreira (2016).  Furthermore, the Portuguese market was suffering at the time, so 

an international opportunity was highly welcome. In order to get a better understanding 

of the Angolan market, one of the partners travelled to Angola with the purpose of 

studying the culture, way of doing business and market opportunities.  

 

The internationalization initially started of positive up towards 2011, which is when the 

main Angolan client started to fail paying for the complete orders. At the time, the 

Angolan client was required to pay 25 percent prior to transportation, 50 percent when 

the products were delivered and the remaining 25 percent once the products were 

installed. As debt raked up, ERMAX decided to terminate the business relationship. 

Hugo Barreira (2016) stated that the firm remained to have the desire to re-enter the 

market if the right opportunity would arise.  

 

The firm spent 1 to 2 years outside of the Angolan market and re-entered in 2012. 

During the international time-out stage, the firm did not experience any kind of 

significant changes in terms of structure or ownership, nor did it lose any key personnel.  

After having de-internationalized from the Angolan market, the firm did keep track of 

the market and scouted for potential opportunities. They however did not commit to any 
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kind of business relationship during this time, as they were scared off by the initial 

internationalization experience and thus were cautious about prospective clients. The 

firm considered placing an internal salesman in the Angolan market, but decided not to 

go through with this plan, due to ‘’the high costs of renting and living and the 

investment required’’ Hugo Barreira (2016). The negative experience in Angola did not 

affect the firm’s business in the domestic market, or its way of doing business in other 

international markets. The lessons learned in Angola were henceforth strictly applied to 

Angola, which shows a market specific change of approach. While having exited from 

the market, ERMAX continued to communicate with the Angolan client in order to 

collect the debt. ERMAX did one agreement with the previous client in order to receive 

25 percent of the debt immediately and the other 25 percent after. It was considered a 

necessary change in the payment policies in order to receive the money, which would 

otherwise be lost.  

 

ERMAX re-entered the market in 2012 in cooperation with the same Portuguese 

salesman. The initial Angolan internationalization experience was important as it taught 

them what to expect, to be careful, and how to deal with the Angolan clients. On the 

other hand, the re-entry in Angola was difficult. In order to avoid the previously 

experienced problems, the firm changed their payment system, ERMAX wanted to be 

receive 100 percent of the payment prior to delivery. After many negotiations, the 

Angolan client accepted, on the condition that they could physically see the products 

when making the deal. This created difficulties for ERMAX, as it required them to 

transport the products over there, while an agreement was not guaranteed. As they did 

not have a physical presence in Angola, this was accompanied by significant 

transporting costs. Hugo Barreira (2016) states that ‘’ERMAX loses clients due to the 

new and stricter rules’’, but feels that it has no other choice, as the customer would do 

whatever they could to avoid payment if ERMAX would continue with the old way of 

doing business.  

 

The international experience was in fact important for ERMAX. They now consider 

themselves to be more aware of past decisions, and reflect on how this impacted the 

firm. With this in mind, the firm tries to improve from the best practices or avoid past 

mistakes. The main problem for the firm about experience is the high concentration of 
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information in top managers. For ERMAX, the experience and information should be 

actively shared between the stakeholders and should not be confidential for anyone. On 

the other hand, due to the different international experiences of both partners, if one 

leaves the company, it will create a critical gap of knowledge in the firm about 

international operations. For ERMAX, the use of history is very important because, 

when they know historical events with a positive effect on the firm, they have an idea 

about a positive way that will lead to positive results. The firm does improvements by 

rely on history for strategic decisions and to avoid the same mistakes done in the past.  

 

4.3 Amokabel 

‘’ We learned how difficult it is to enter a market, you should really have respect for 

such projects.’’ – Henrik Blad, 2016 

 

Amokabel is a family-owned Scandinavian group of companies that produce different 

types of conductors, cables and consumer packed products. The first company of the 

Amokabel group was founded in 1992 and its headquarters is located in the south-

eastern part of Sweden. The firm employs approximately 155 people and has an annual 

turnover of EUR 76 million. The firm has approximately 350 customers worldwide and 

its exports account for 50 percent of its total annual sales. The firm distinguishes itself 

from competition through its focus on customized production, short lead times, 

minimization of overhead costs and aim to keep production capacity at around 50 

percent, so it is possible to quickly respond to large orders. Amokabel was represented 

by Henrik Blad, who has been appointed as CEO of the firm in August 2015.  

 

Amokabel started the joint venture ‘’Amelco Kabel vt LTD’’ with the Indian family 

firm Elcomponics, which was a customer of Amokabel in 2008. Foreign companies 

where not allowed to have a majority of the shares at the time of market entry and 

therefore Amokabel held 49 percent of the shares and Elcomponics was the majority 

shareholder with 51 percent of the shares. Amokabel was responsible for delivering 

three machines and the technical knowhow to the plant in India and take care of the 

manufacturing of the product, while Elcomponics would focus on the sales of the 

products. Besides having a local partner was a legal obligation at the time, Amokabel 

felt that it would benefit them to have a partner that was familiar with the market and its 
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customs. Prior to establishing the joint venture, it was stipulated that 50 percent of the 

firm’s production would be sold to a different firm that belongs to Elcomponics. 

Internal pricing agreements were made to determine at what price these cables would be 

sold. 

 

Problems started to become apparent approximately six months after the joint venture 

was started. Amokabel noticed that the volume of sales to Elcomponics other firm 

exceeded the stipulated amount, instead of 50 percent of the firm’s production; it was 

closer to 80 or 90 percent. This resulted in the machines being ‘’filled with cheap and 

dirty cables, thereby breaking our agreement’’, according to Henrik Blad (2016).  No 

profits were made on the sales to this firm, which, due to the volume of sales to this 

client, made the joint venture highly unprofitable. Amokabel approach Elcomponics 

about the matter and attempted to solve it in ‘’a friendly manner’’, but found that 

Elcomponics was uncooperative and mainly cared about its own interests while 

disregarding Amokabel’s. Elcomponics did not held up their end of the deal, Henrik 

Blad attempted to conduct sales himself in India, but found it hard to do so successfully. 

All of the aforementioned events combined caused Amokabel to decide to step out of 

the joint venture in 2009, but encountered trouble when attempting to nullify its 

ownership in the Amelco Kabel vt LTD. The firm has currently not yet managed to sell 

the shares, but has written them off entirely. While the Indian market represented only a 

small part of Amokabel’s sales, the venture was still perceived as disappointing, as it 

lost the firm approximately EUR 540 thousand and Amokabel had spent considerable 

time and effort establishing the firm, which could have been spent on other markets. 

Henrik Blad acknowledges that the biggest mistakes made in the Indian venture were: 

selecting the wrong partner, making legal mistakes, and underestimating cultural 

differences between Sweden and India (predominately hierarchy and trustworthiness). 

Henrik Blad mentions that I felt like you had no control over what was going on within 

the firm and that most employees were recruited by Elcomponics, and were instructed to 

answer to the CEO of Elcomponics, and not to Amokabel’s representative, which made 

it difficult for Amokabel to exert any kind of power. The experience in India has not 

affected Amokabel’s business elsewhere.  
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Amokabel spent approximately three to four years without international operations in 

India, after that, there were some sales, but those fall into the category of sporadic 

exports. The firm itself did not go through specific changes during this period of time, 

nor did it lose key personnel. Amokabel kept scouting the Indian market for possibilities 

and eventually got in touch with an Indian firm that is experienced in working with 

international companies. 

 

Amokabel is currently working on the preparations to re-enter the Indian market with a 

new Indian partner. Amokabel will enter the market through a leasing agreement, which 

stipulates that Amokabel will provide the knowledge and machines, and the Indian firm 

will do the manufacturing and the sales. The Indian firm is required to pay Amokabel’s 

costs upfront, with an added 25 percent profit margin; therefore costs will be covered 

from day one.  Amokabel spend more resources to ensure that the legal framework was 

constructed better, to protect them if needed. Henrik Blad (2016) says that with the 

current setup ‘’the worst thing that could happened is that the market in India drops 

dead, in which case we take our machines back’’. Additionally, Amokabel now makes 

use of internationalization experts who have a track record of representing Scandinavian 

firms in order to help them to get the venture started. Due to the past experience in the 

Indian market, it has been stipulated in agreements between both firms that internal 

audits will take place, in order to ensure that Amokabel knows what is going in within 

the firm. All of these precautions are aimed at minimizing risk in order to avoid a 

similar situation as the de novo entry and illustrate Amokabel’s more careful attitude 

towards internationalization. The new Indian partner has been pressing Amokabel for 

several years to enter the Indian market again. The biggest reason for Amokabel to 

return to the Indian market is the potential volume of the market, and the fact that the 

country heavily focusses on improving its infrastructure. Henrik Blad states that 

establishing this new Indian venture is a top priority for Amokabel, as the market is 

exploding right now and they want to enter as soon as possible. 

 

The knowledge acquired through internationalization is not codified or made explicit in 

any way. In regard to sharing knowing about, for example, the Indian venture, Henrik 

Blad (2016) said ‘’I really try telling stories about it to the employees and colleagues. 

In a small family firm, it is quite easy to share’’. Overall, the initial Indian venture is 
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perceived by the firm as a costly, but valuable lesson.  ‘’We learned a lot, as did my 

operators and technicians by setting up the plant, the gained a lot of experience. We 

learned how difficult it is to enter a market, you should really have respect for such 

projects’’, Henrik Blad (2016). 

 

4.4 Nybrogrus AB 

‘’ What you have learned… that is the knowledge in the company, what is the best way 

to do things.’’ – Jonas Johanson, 2016 

 

Nybrogrus AB is a Swedish, family-owned SME that was founded in 1958 and is 

located in the south-eastern part of Sweden. It produces granite and aggregate from 

three of its own quarry’s and a natural gravel pit for clients both in Sweden and abroad. 

The company employs approximately thirty people and has an annual turnover of 

roughly EUR 16 million. The company’s exports account for 25-40 percent of its total 

annual sales and it has clients in Poland, Latvia, Estonia, Lithuania, Russia, Germany 

and Finland. Nybrogrus AB was represented by Jonas Johansson, who is one of the 

three CEO’s of the firm, together with his two brothers. 

 

Nybrogrus AB entered the Estonian market in 1999 by means of export. At that time, 

Estonia was a newly liberalized economy and the Soviet ways of thinking were still 

‘’highly present and noticeable’’ in the way Estonians conducted business, according to 

Jonas Johanson (2016). This caused some troubles initially, as the Estonian firms lacked 

professionalism in certain areas of business, however, ‘’they however adapted rather 

quickly to Western European ways of doing business’’ Jonas Johanson, 2016. 

Nybrogrus AB’s products were sold via two ways; a Finnish agent was responsible for 

sales in all of the Baltic States and the firm sold to wholesaler who would sell and 

distribute to end consumers. The business in Estonia initially started out with low export 

levels and thus the market was not of high importance to the firm. These levels of 

export were rather consistent up until 2001, which is when the firm got in touch with 

one of the largest Estonian importers of aggregate. This caused the levels of export to 

increase greatly and thereby the importance of the Estonian market increased as well. 

This held up until roughly 2008 – 2009, which is when the Estonian economy got 

affected heavily by the worldwide financial developments and their main business 
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partner in the Estonian market got in debt. As Nybrogrus AB requires upfront payment 

in emerging country markets, their main business partner was no longer able to comply 

with the terms of agreement and thus the business relationship was terminated. 

 

Nybrogrus AB de-internationalized from the Estonian market in 2009 by terminating 

the relationship with their main business partner. The firm partially de-internationalized, 

as business activities in this market were not ceased completely. Nybrogrus AB 

continued to export to Estonia, although the export numbers were much lower. This was 

due to the fact that their former business partner accounted for a high percentage of the 

export volume, but also because competition in the Estonian market strongly increased. 

This was a result of the global financial developments in 2008 – 2009, the demand for 

gravel and aggregate products dropped in the Western European markets as the 

construction sector came to a halt. Suppliers of these products therefore sought out new 

markets, which included the Baltic States. This decreased the attractiveness of the 

Estonian market, as the competitors competed by lowering their price levels up to the 

point where ‘’they are selling at a loss, just to keep the export volumes up’’ according to 

Jonas Johanson (2016), whereas Nybrogrus AB values consistency in their price levels, 

which in this case cost them clientele. As a direct result of this, Nybrogrus AB’s market 

share in the Estonian market dropped further.  

 

Nybrogrus remained present in the Estonian market, but the export volumes were so 

low that its importance to the firm was negligible. The firm did however keep track of 

the market, by actively keeping in touch with former and present clients and their local 

network.  Jonas Johansson states that the fact that they entered the market early helped 

them to establish the brand; this was amplified by the fact that the market is rather 

small.  The brand name remained, despite Nybrogrus AB’s decreased operations. 

 

Demand from the Estonian market rose rapidly after 2009, albeit it has not yet caught 

up to the levels prior to 2008. Nybrogrus AB was no longer represented by an agent in 

the Estonian market, but sold its products solely through a wholesaler. Nybrogrus AB 

reacted to this new level of demand by increasing operations and thus export levels. The 

firm adjusted several aspects of its operations compared to its initial entry. They are 

more reluctant to enter in business that carries risk, as this has proven to be costly in the 
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past. They are more hesitant to engage with smaller firms, who, in Nybrogrus AB’s 

experience, are more prone to cause payment issues, or try to ‘’make a false claim about 

the quality of the delivery’’, in hopes of having to pay less, according to Jonas Johanson 

(2016). Prior to making agreements, the firm analyzes more and is more wary of 

potential risk, whereas before it more or less jumped straight into every possibility. The 

firm’s re-entry is characterized by a more cautious and analyzing nature. 

 

The knowledge and experience accumulated during the firm’s presence in Estonia is 

primarily stored in the top management. There is no explicit internationalization 

knowledge present within the company. There is no system or platform in place where 

knowledge is actively shared. The accumulated knowledge remains predominantly in 

the individual who has accumulated the knowledge in the first place. Nybrogrus AB did 

not experience loss of key personnel. The firm actively tries to look at past decisions 

and analyze how they worked out, and if they should be repeated or avoided in the 

future. The firm has considered opening a sales office overseas, including several 

terminals in which products could be stored. This would allow them to also accept 

requests of smaller volumes, as the transport costs involved would be significantly less. 

However, this has so far not been established, as the firm fears that the benefits might 

not outweigh the costs.   

 

A summary of the case companies including their main characteristics is provided in 

table 4.  
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Table 4: Case Companies and Main Characteristics

 Logoplaste ERMAX Amokabel Nybrogrus AB 

Location Lisbon, Portugal Lisbon, Portugal Alstermo, Sweden Påryd, Sweden 

Product Plastic packaging Lighting components Conductors, cables Aggregate, granite 

Ownership Family owned Privately owned Family owned Family owned 

Number of employees 2.050 (*150 in 1992) 33 155 30 

Target market Spain Angola India Estonia 

Active or passive market entry Active Passive Passive Passive 

Stage of internationalization at withdrawal Production plant Export Joint venture Export 

Degree of withdrawal Partial Complete Complete Partial 

Form of withdrawal  Closed subsidiary Stopped exporting Sold ownership Decreased operations 

Number of countries in global portfolio 16 3 **6 7 

Perceived strategic importance of the venture Medium - High Low Low Medium 

Profitability of this particular export market Low Low Medium Medium - Low 

Export/ Sales ratio 12 –88 5 – 95 50 – 50 25 to 40 – 70 

Annual turnover of the company EUR 495  million EUR  1  million   EUR 76 million  EUR  16  million 

* Logoplaste’s employee count at the time of their re-internationalization 

** Amokabel produces in 6 countries and sells its products worldwide  



  
 

57 

 

5 Analysis 

The empirical findings as presented in the previous chapter are analyzed through use of 

the theoretical framework as presented in chapter two. The analysis is presented in 

accordance to the theoretical synthesis and covers each of the presented theoretical 

concepts, namely: de-internationalization, the international time-out stage and 

international market re-entry and international heritage. 

 

5.1 De-internationalization process 

De-internationalization concerns the decrease of international operations and can occur 

either partially or fully (Benito and Welch, 1997). The higher a firm’s market 

commitment is, the less likely it is to fully withdraw from the market, due the 

investments made (Benito and Welch, 1997). The decision to decrease international 

operations can be forced due to external developments, or voluntary due to internal or 

external developments (Fletcher, 2011; Benito and Welch, 1997). The more disruptive 

the market exit is, the more likely it is to negatively impact the firm’s international 

heritage and prospect of market re-entry (Crick, 2002; 2004). 

 

All four of the case companies experienced problems when dealing with SMEs in their 

target market. The problems manifested in different ways, but ultimately all lead to an 

unprofitable foreign venture and sequentially de-internationalization to a certain degree. 

The main business partners of Logoplaste, ERMAX and Nybrogrus AB did not pay the 

received invoices, which lead to debts at the respective companies and ultimately was 

the main cause for terminating the business relationships. For Nybrogrus AB, there was 

a cultural mismatch with its Estonian partner, which Jonas Johanson from Nybrogrus 

AB attributed to roots of the Soviet culture still being present in the way Estonians did 

business. For Nybrogrus AB and ERMAX, this termination resulted in market exit after 

debt had raked up to an unfeasible level. Logoplaste never withdrew from the market, 

but made the transition from working with SMEs to LEs, as they deemed these as more 

reliable due to being established and having more resources. This is still an essential 

part of Logoplaste’s business plan today. Logoplaste experienced a conceptual 

mismatch at its factories in Spain and initially thought that they could manage the 

Spanish factories from Lisbon, which turned out to be a mistake. Amokabel’s Indian 

business partner proved to be unreliable and untrustworthy and aimed to serve only its 
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own interests and disregard those of Amokabel, despite the signed contracts. Amokabel 

underestimated doing how different doing business in India would be, and was surprised 

by the cultural differences which were mainly manifested in hierarchal manners and 

trust related issues. None of the four case companies lost key personnel during the de-

internationalization or the international time-out stage. The exit process of these four 

firms shows that firms with a lower level of resource commitment have an easier time 

of terminating their business relationship, as they have not invested as much as the firms 

with a higher level of resource commitment. This can partially be attributed to the fact 

that firms with a higher form of commitment are exposed to more aspects of doing 

business in that foreign market, including threats (Eriksson et al., 1997). Theory states 

that one possible classification of causes for de-internationalization is foreign external 

factors (Rabino, 1980), this was experienced by all four case companies. All four firms 

already considered re-entering their respective markets during de-internationalization.  

 

5.2 International time-out stage 

Re-internationalizing firms by definition spent a period of time without international 

operations, this period is defined as the international time-out stage (Welch and Welch, 

2009) and is conceptualized to be of high importance (Vissak, 2006; Welch and Welch, 

2009). This period of time is defined by its duration, the firm’s degree of international 

orientation and the nature of the firm’s activities. It is suggested that international 

heritage is subject to change during the international time-out stage (Welch and Welch, 

2009).  

 

The level of importance of the international time-out stage will vary based on the firm’s 

international orientation during this period of time. The level of interest and 

commitment the firm has towards a foreign market, despite not being active, and the 

extent to which this manifests into internationally relevant actions largely determines 

the degree to which international heritage is dissipated. It is anticipated that duration of 

the international time-out stage is positively related with the probability of dissipation 

of the international heritage – such as internationally specific knowledge, and foreign 

market networks (Welch and Welch, 2009). In the majority of the cases, the firms 

returned to the international market due to requests from their international networks.  
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None of the case companies carried out extensive actions to increase their international 

heritage during the international time-out stage. Logoplaste had a direct transformation 

from its de novo entry to its re-entry and implemented changes to its strategy prior to 

the international time-out. Amokabel cut all ties with its former Indian partner and thus 

did not receive any kind of information from its former network, nor did it conduct any 

activities there apart from some sporadic exports. The CEO of the company did 

however continuously do research about the Indian market, due to the market’s potential 

and partially out of personal interest. Nybrogrus AB remained present in the Estonian 

market, but the export volumes were so low that its importance to the firm was 

negligible. The firm did however keep track of the market, by actively keeping in touch 

with former and present clients and their local network. ERMAX did not have contact 

with its former distributor in regard to the Angolan market. They tried to find new 

clients themselves, but did not find any trustworthy partners, partially due to increased 

scepticism within the firm due to the initial experience in Angola. Firms can also lose 

international heritage though loss of staff, as certain knowledge, capabilities or contacts 

can be specifically tied to specific staff members. Adding new members to the staff can 

also mean an increase of the firm’s international heritage, if they have specific 

knowledge, capabilities or contacts to provide (Welch and Welch, 2009). None of the 

case companies experienced loss of knowledge or capabilities through loss of staff, but 

Nybrogrus AB, ERMAX and Amokabel have acknowledged that they recognize the 

danger of losing international heritage by losing staff members. In the case of 

Amokabel, they did hire internationalization specialists who have a track record of 

representing Scandinavian firms internationally, and some who have experience in India 

specifically, as well as lawyers to create a solid legal framework, which is an example 

of an addition to the firm’s international heritage.  

 

5.3 International heritage 

International heritage is a direct result of a firm’s initial international experience and 

constitutes out of the firm’s experiential knowledge, international networks, managerial 

skills and attitude towards internationalization. It is the intangible resources of a firm 

that persist once the tangible resources have been withdrawn (Welch and Welch, 2009). 

Theory suggests that international heritage is what separates re-internationalizing firms 
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from new internationalizers and allows faster re-establishment in the foreign markets 

(Welch and Welch, 2009; Javalgi et al., 2011). 

 

None of the case companies codified their tacit knowledge about international markets 

in order to turn it into explicit knowledge. This results in limited transferability of the 

acquired knowledge and it therefore predominately remains stored in individuals, which 

is in line with the conceptualization of international heritage (Welch and Welch, 2009). 

This results in the knowledge being vulnerable to organizational amnesia (Pollitt, 2000). 

The more effort a firm puts into retaining the knowledge, the less vulnerable it becomes 

to organizational amnesia. Amokabel and Logoplaste actively aim to share their 

knowledge, either through meetings, talking about experiences or via internal 

communication channels. On the other hand, Nybrogrus AB and ERMAX do not 

actively stimulate the sharing of this knowledge, or provide a platform to do so. They 

are therefore more vulnerable to organizational amnesia, as the knowledge is mainly 

individually stored.  

 

For all of the researched firms, history is seen as a source of information to avoid the 

same mistakes from the past. However, not all the firms look to the history as a source 

of information about how to use in the present and future, the correct things that was 

done in the past. For Logoplaste, the use of past information is not relevant due to the 

constant change of the internal and external environment. Furthermore, the firm realized 

that is not possible to build the future from past events because the things from the past 

are completely different from the future. On the other hand, for Nybrogrus AB, 

ERMAX and Amokabel history is seen as a learning process and an accumulation of the 

best practices that can be applied in the present and future.  

 

Other point for analysis that is different for each case is the usage of the international 

heritage according to each specific market. While Nybrogrus and ERMAX use the 

international heritage for market specific focus, Logoplaste and Amokabel changed part 

of the global strategy. This approach raises the need to split international heritage in 

market specific and global view. With an international heritage in a market specific 

focus, Nybrogrus and ERMAX implemented chirurgical strategic changes in specific 

markets in order to adapt the procedure without affecting the international approach 
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with other markets. On the other hand, the things that have occurred with Amokabel and 

Logoplaste in a specific market had also impact the strategy implemented in other 

countries.  

 

5.4 International market re-entry 

The process of re-internationalization concludes with the firm’s ultimate international 

market re-entry. Is it suggested that the firm’s re-entry is influenced by its international 

heritage (Welch and Welch, 2009). As this is the last stage of the re-internationalization 

process, it is addressed individually for case company.  

 

Logoplaste divested its three initial Spanish factories, while simultaneously entering the 

market with a new strategy. The firm continued with its ‘’through the wall’’ approach, 

but no longer worked with SMEs or start-ups, instead, they only worked with LEs that 

were already established. Furthermore, their previous ventures showed that their 

business model requires a local presence and cannot be managed from a distance. In 

every internationalization effort henceforth, the firm established a local presence to 

manage the factories, but did not impose Portuguese working conditions or traditions 

onto them. Dr. Filipe de Botton underlines that Logoplaste is a firm from Portugal, but 

not a Portuguese firm.  

 

ERMAX re-entered the Angolan market in 2012 in cooperation with the Portuguese 

salesman who initially sold their products in this market. The initial internationalization 

experience taught the firm to be careful in this market, which resulted in them changing 

their payment procedure. ERMAX now required their clients to pay 100 percent 

upfront, as they were afraid that delivering products prior to payments would result in 

no payments at all. After long negotiations, the clients conditionally accepted 

ERMAX’s proposal. They wanted to see the products physically prior to buying them. 

This meant that ERMAX had to transport their products to Angola for every potential 

sale, which was troublesome for the firm as they do not have a physical presence in 

Angola and thus no place for storage. The firm feels like they lose clients by doing 

business in this stricter way, but does no longer feel comfortable to continue with their 

initial way of doing business.  
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Amokabel had to two clear objective when entering the Indian market again, they 

wanted to: be better prepared overall, and minimize risk to avoid financial loss. These 

objectives caused the re-entry to be significantly different from the de novo entry. These 

objectives translated into several actions taken by Amokabel, the firm made sure to: 

find a better partner who is more likely to fulfil the firm’s needs, decrease financial risk 

by leasing its machines and knowledge to the Indian partner, start covering costs from 

day one by requiring payment upfront, demanded the Indian firm to allow internal 

audits, constructed a better legal framework so the firm could step out of the venture 

with relative ease if needed, and hired internationalization experts in order to aid the 

firm with their market re-entry. Amokabel therefore is a great example of a re-

internationalizing firm, as they have clearly pinpointed the mistakes from the de novo 

entry and through adaptations ensured that they would not repeat such mistakes again.  

 

Nybrogrus AB kept track of the Estonian market by keeping touch with its local 

network, and additionally, they continued with sporadic exports. The brand name was 

still well known in the Estonian market, due to the fact that Nybrogrus AB was one of 

the first international suppliers in a relatively small market.  Therefore, once demand 

from the market started to increase again after 2009, the firm was approached by 

Estonian customers. The firm no longer sold its products through agents, but has 

selected one wholesaler to which they sell, who then sells the products to end 

consumers in the Estonian market. Nybrogrus AB no longer provided credit to Estonian 

customers, with the exception of those who could prove their satisfactory financial 

health.  They now require payment upfront, until the customer has proven to be a 

reliable business partner, only then will they consider providing credit. The firm’s re-

entry is characterized by a more cautious and analyzing nature. 
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6 Conclusions and recommendations 

This concluding chapter contains the conclusions of the study which are based on the 

empirical data and analysis, respectively presented in chapter four and five. Firstly, the 

three sub-questions are answered and subsequently the main research question. The 

chapter concludes with a reflection on the limitations of the study and several 

suggestions for future research in regard to the topic of international heritage and re-

internationalization.  

 

6.1 How does de-internationalization influence international heritage? 

The analysis shows that all case companies have de-internationalized as a result of 

foreign external causes. It can be concluded that the more disruptive the market exit is 

the more dissipated the international heritage gets, which confirms the theoretical 

assumption. The more disruptive the market exit, the more negatively both the social 

contacts and the attitude towards internationalization got affected, which means a higher 

degree of dissipation of the international heritage. A positive connection has been found 

between the disruptiveness of the market exit and the negative effect on social contacts, 

and the attitude towards internationalization. Furthermore, the higher the resource 

commitment of the firm to the foreign market was, the more international heritage was 

acquired about the foreign market, due to increased exposure, which indicates a positive 

connection. None of the companies experienced loss of key personnel during the de-

internationalization, and thus no conclusions can be drawn on this effect on the aspect 

of international heritage.  

  

6.2 How do the international time-out stage and international heritage 

influence each other? 

This research question first focuses on how the international time-out stage influences 

the international heritage, secondly the influence of the international heritage on the 

international time-out stage will be provided.  

 

Based on the empirical findings from this study, no conclusion can be drawn on the 

relationship between the length of the international time-out stage and the extent to 

which international heritage is dissipated. On the other hand, it can be concluded that all 



 

 

 

64 

of the case companies conducted activities that were aimed at either maintaining or 

increasing their international heritage. These activities ranged from remaining in contact 

with the former clients and local network, to staying up to date about to market situation 

through research, and to actively searching for new clients in the market. The fact that 

all four firms continue to commit resources, albeit to a varying degree, towards the 

foreign market, indicates that the attitude towards internationalization is still positive, 

despite having experienced market exists due to foreign external factors.  

 

Furthermore, the empirical findings show that the international heritage also influences 

the international time-out stage. It can be concluded that the firms with higher degrees 

of resource commitment implemented more impactful changes during the international 

time-out stage, as a result of the initial international experience. This is likely related to 

the fact that firms with higher degrees of commitment are more exposed to, and are 

more in, the market and thus acquire more international heritage. The empirical findings 

indicate that the majority of top managers strive to actively share their experiential 

knowledge gained in the foreign market, in order to spread the knowledge throughout 

the firm. This is a way for the firms to combat organizational amnesia, as the majority 

of the firms have recognized that the loss of key personnel would result in a significant 

loss of international heritage. Lastly, in the majority of the cases, the firms returned to 

the international market due to requests from their international networks. It can thus be 

concluded that the international networks affect the duration of the international time-

out stage.  

 

6.3 How does international heritage affect international market re-

entry? 

The analysis of the empirical findings shows that all four case companies used a 

different strategy in the re-entry than the one used during the de novo entry. These 

changes were a direct result of the international heritage of the firm. It can be concluded 

that firms that internationalized through entry modes that entail a low level of resource 

commitment made relatively small adjustments to their strategy. It is of high importance 

to note that these changes were implemented specifically in their target market, and 

were not implemented in their overall approach to internationalization. Firms 

internationalizing through an entry mode that entails a higher level of resource 
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commitment implemented changes that were more impactful, which were also 

incorporated in their global internationalization strategy. Overall, the re-entry strategies 

of the case companies can be characterized by a more careful approach to the target 

market, as the implemented changes were predominantly aimed at reducing risk. This is 

a direct result of a lack of trust that originated from a negative aspect of the initial 

international experience. The empirical findings of this study do not indicate a 

significant different market re-entry based on the nationality of the firm.  

 

6.4 What is the role of international heritage in the re-

internationalization process of SMEs? 

Based on the empirical results of this study, it is concluded that international heritage 

does not play a facilitating role in the re-internationalization process of SMEs. The main 

difference between the de novo market entry and the market re-entry is the fact that the 

second time around, firms are more cautious, actively try to avoid their previous 

mistakes, and implement additional precautions in order to minimize risk. While having 

a cautious approach when re-entering the international market, the firms have shown 

throughout the international time-out stage to have a positive attitude towards 

internationalization, which manifested itself in resource commitment, in varying 

degrees, to the international market, despite having withdrawn from this market.  

 

Based on the empirical data regarding how firms re-enter international markets, it can 

be concluded that firms that operate in international markets with entry modes that 

entail low level of resource commitment are more market oriented in the application of 

their international heritage. The lessons learned from their international operations only 

impacted how they did business in that specific market, and did not influence the other 

operations. This is highly contrasted by the application of international heritage by firms 

that were operating though entry modes that entail higher levels of resource 

commitment. These firms have taken the lessons learned and incorporated them into 

their strategic approach to internationalization, which has changed their global strategy. 
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6.5 Theoretical implications 

As mentioned in response to the main research question, the application of international 

heritage differs between firms and is indicated to be determined by the degree of 

resource commitment of the firm. Firms that operate through entry modes that entail a 

low level of resource commitment, such as exports, appear to apply their international 

heritage specifically to the market where they acquired the international heritage, and do 

not let it affect the way they do business in other markets. In contrast, the empirical 

findings indicate that firms operating in international markets through entry modes that 

entail higher levels of resource commitment, such as joint venture or manufacturing 

plants, incorporate their international heritage into their global strategy. Thus, the 

theoretical implication is that international heritage deserves a further distinction in 

order to more accurately describe two related concepts, namely international heritage 

and market specific international heritage. International heritage is of a more general 

nature and can be applied irrespective of the geographical location of the market, 

whereas market specific international heritage refers to international heritage acquired 

in, and solely applied to, a specific market.  

 

Theory states that international heritage plays a facilitating role in international market 

re-entry. The findings of this research are not in line with this suggestion, but rather 

show that international heritage causes firms to approach international markets more 

carefully.  

 

6.6 Research limitations 

This study has several limitations that deserve to be recognized. Firstly, the results of 

this study are based on a multiple case study of two Portuguese and two Swedish SMEs. 

This means that these results are specifically based on these SMEs and that the 

generalizability of these results to other firms can be questioned.  Additionally, the 

generalizability of this study may have been higher if more firms had been incorporated 

in this study, as the generalizability of the results increases exponentially with the size 

of the sample population. Proper generalizability requires data on large populations, this 

is most fitting for quantitative studies, which will become more applicable once the 

concept of re-internationalization has matured more. Increasing the amount of case 
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company’s would allow the authors to better research the re-internationalization process 

in firms with different resources, such as employees and level of commitment.  

 

Secondly, one person per case company has been interviewed, which may have limited 

the empirical data that has been collected, as knowledge on the phenomenon differs 

between people and people can be biased. Interviewing multiple people within one 

company may have multiple perspectives on the process of re-internationalization, or it 

could have offered additional insights which would have contributed to the study. Both 

this limitation and the aforementioned one are the result of limited resources that the 

authors had at their disposal.  

 

Lastly, the interviews were conducted in a semi-structured way. This means that there is 

a slight variation between the results of each interview. This may negatively impact the 

validity of the study.  

 

6.7 Future research  

 In order to provide a better clarification of the defined concepts and to contribute with 

more insights in the re-internationalization studies, the authors identified chances for a 

future research. Some firms with international experience may share the knowledge 

internally to the employees or externally to interested stakeholders. On the other hand, 

the sharing is most of the times neglected and remains with the international operations 

intervenient. As a result, a possible future research can be done to identify possible 

strategies in order to spread the international knowledge, to minimize the international 

knowledge loss or to maximize the international heritage knowledge as a resource for 

the firm. Moreover, firms with different level of resource commitment in international 

markets may have a different perception of the importance of international heritage. 

 

The authors consider also interesting the continuity of research about the re-

internationalization process with longitudinal studies over a period of time. Also, as part 

or separated study, a research on the length of the time-out stage and the probability and 

changes that leads to the market re-entry could be considered.  
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As a future research it could also be developed a comparative study about the use of 

international heritage as a facilitator for the re-entry between SMEs and LEs. If SMEs 

are more careful entering a market, due to the risk awareness, on the other hand, LEs 

have more resources and capabilities and tend to be more flexible to risk.  

 

Finally, comparative studies between new internationalizers and firms who re-enter a 

market could provide interesting results on the difference between internal/external 

strategic decisions, as well as other performance indicators. 
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I 
 

Appendices 
 

A. Interview guide 

 

The interview will start with a brief, mutual introduction. This will be followed by an 

explanation of the purpose of the study, which is to provide insight in the relationship 

between international heritage and re-internationalization. The interviewee will be 

informed about the approximate length of the interview and will be asked about his or 

her stance on confidentiality in regard to the provided information. 

 

General information 

 

 Company:  

 Location:  

 Date:  

 Interviewee:  

 Role within the firm:  

 

Firm  

Due to the expertise of the interviewee, it is assumed that these questions can be answered 

rather quickly. These questions are not all directly related to the study’s research questions, 

but they allow the researchers to make a detailed case description, which is considered 

valuable. 

 

Initial questions 

 

 What is the firm’s export to sales ratio? 

 What is the firm’s annual turnover? 

 How many countries are in the firm’s global portfolio? 

 What is the core market you are operating in (highest market share)? 

 In which other international markets are you operating? 

 What are that markets that you exited from, and later re-entered? 

 Did you enter this market(s) actively or passively?  

 How important is this market for the firm in comparison to other markets?  

 How profitable is this market in comparison to other markets? 

 How long have you operated in this target market?  

 

Initial internationalization experience 

 

 Why, when, where and how did the firm internationalize? 

 

De-internationalization 

 

 When did you enter the target market?  

 How did you enter the target market (entry mode)? 

 What is the current entry mode of the firm in the target market? 



 

 

 

II 

 What were the main motives for your firm to enter this target market? 

 Who are you main partners in this country market? 

 How did you get to know these main partners, who initiated contact? 

 When and why did you start thinking about reducing the level of commitment in the 

target country market? 

 When did the actual decision to reduce the level of commitment in the target country 

market take place? 

 How did you lower the level of commitment in the target country market? 

 Did you anticipate a potential re-entry during the de-internationalization phase? 

 

Organizational history and heritage 

 

 Would you say the firm’s history is a resource for the firm? 

 Does the firm reflect on past performance in order to improve internal processes? 

 Does the firm actively aim to retain and store information about the firm’s history?  

 To what extent would you say that the history of the firm plays a role when making 

strategic decisions?   

 Would you say the firm has experienced critical events which have a lasting impact when 

it comes to making strategic decisions? 

 To what extent is the history of the firm related with its identity? 

 

International heritage 

 

 How important would you say that previous internationalizations are for future 

internationalizations?  

 While operating in foreign markets, you gain knowledge about these markets: does the 

firm actively aim to retain, manage and apply this knowledge? 

 How do you learn from previous internationalizations? 

 How has the international heritage gained during international operations changed the 

firm’s management styles, procedures and external relations? 

 Would you say that the firm’s resources and capabilities have significantly increased due 

to international heritage? 

 

International time-out stage 

 

 How many years did the firm spent outside of the target market, prior to re-entering it? 

 Has the firm gone through significant change during this period it has spent outside of 

the target market? 

 What were the main motives for your firm to re-enter this target market? 

 Do you feel like experiences from the first entry have made it easier for the firm to re-

enter the market? 

 Did you keep in contact with former partners in the foreign markets after market exit?  

 Was the firm open to changes and flexible enough? 

 

Re-entry 

 

 To what extent have the previous international operations impacted the ultimate re-entry? 



 

 

 

III 

 How have you managed the assets and the liabilities of the previous international 

operations during the re-entry?  

 Has the time and resource commitment of the previous international operations impacted 

the re-entry commitment? 

 What kind of internationalization did you face during the re-entry, and was it in any way 

facilitated by international heritage?  

 How was the re-entry different from the de novo entry? 

 What was the entry mode during the re-internationalization? Has this choice been 

impacted due to international heritage? 

 Would you say that the re-internationalization has been accelerated due to the 

international heritage?  

 

 

 

 


