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Abstract 
Globalization is beneficial for economic growth, and the adoption of information- and 
communication technologies is seen as a trigger to the development and globalization. 
Globalization increases the competition on the market for businesses, but at the same 
time technology also enables smaller firms to create new business models and compete 
in global markets. Thanks to globalization, e-commerce has grown rapidly during the 
last years, and will most likely continue to grow. Thus, the purpose of this thesis is two 
things; to outline barriers that Swedish e-commerce SMEs face when operating in the 
emerging markets of Russia and China, and to generate in deeper understanding in how 
companies deal with these existing barriers. 
  
The literature review that has been established in this thesis includes theories connected 
to internationalization, emerging markets, barriers with institutional and cultural 
aspects, and e-commerce. The literature review has resulted in a conceptual framework 
that presents the relationship between the different theories. This conceptual framework 
has thereafter been used in order to analyze and present the empirical findings that have 
been gathered from multiple case companies. 
  
The analysis chapter is presented in accordance with the conceptual framework, and 
involves a discussion of differences and similarities between the theory and empirical 
chapter. The final chapter of this thesis presents the conclusions that derive from the 
analysis. Furthermore, a presentation will be made of the answers to the research 
questions followed by implications, limitations as well as suggestions for future 
research. The findings show the existence of both general barriers as well as specific 
barriers for China and Russia. The main barriers are found within cultural and 
institutional understanding and the case companies shows the importance of adaptation 
in the market as well as how they adapt. 
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1. INTRODUCTION 
In this chapter a background will be provided to the area which will be studied. 
Thereafter a problem discussion will be presented, which will explain the relevance of 
the topic and problems with the phenomenon today. The chapter will then present the 
research questions and purpose of this thesis, before concluding with the delimitations 
of the study. 
 
 
1.1. Background  
Globalization is beneficial for economic growth as well as for development, and gives 
endless opportunities for those who want to exploit them (Savrul, Incekara and Sener, 
2014). According to Weber and Kauffman (2011), the widespread adoptions of 
information and communication technologies are two powerful triggers that can be 
associated with the development of the world and the globalization. Consequently, with 
globalization also come the changes of the competitive landscape on the markets (Cuñat 
and Guadalupe, 2009). The competition increases and the technology of today enable 
smaller firms to create new business models, compete in global markets and to expand 
their business (Savrul et al., 2014). Mentioned by Schu, Morschett and Swoboda 
(2016), online retailers seem to internationalize more rapidly than physical stores. 
Furthermore, the globalization leads to greater use of electronic-commerce (E-
commerce) (Scupola, 2009). E-commerce is defined by Laudon and Traver (2016) as 
the use of Internet, web and mobile devices to enable commercial transactions between 
individuals and business. According to Kraemer, Gibbs and Dedrick  (2005), e-
commerce improves the performance of firms, measured as efficiency, coordination, 
and market impacts. Researchers argue that e-commerce in emerging markets can be the 
key to competitive advantages, if it is practiced efficiently (Kshetri, 2007). Particularly 
small and medium-sized firms (SMEs) in emerging markets can benefit enormously 
from e-commerce, according to Kordić (2014). Cavusgil, Ghauri and Akcal (2013) state 
that emerging markets will play a major role for the future development due to their 
rapid growth.  
          
Emerging markets are defined as low to middle income, rapidly growing economies, 
due to the rapid industrialization and liberalization (Cavusgil et al., 2013). It is 
important to bear in mind that not all developing countries are emerging; it is just those 
who are undertaking economic reforms and government policies that favor economic 
liberalization and the adoption of a free-market system (Hoskisson, Eden, Lau and 
Wright, 2000). These reforms and policies are made to address poverty, thus improving 
the living standards for its population (Hoskisson et al., 2000). The size of the emerging 
markets cover 80% of the world population and this indicates that the emerging markets 
are crucial to consider when expanding businesses, and should not be ignored (Cavusgil 
et al., 2013). When the economy of an emerging country grows, so do the purchasing 
power and the technology skills in that country (Cavusgil et al., 2013). These factors 
create a new platform of customers, and new opportunities for companies to develop 
alongside the emerging markets (Savrul et al., 2014).  
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China and Russia are two of the leading powers of the emerging markets and have a 
great influence on the world development (Shen, Shuai, Jiao, Tan and Song, 2017). 
China and Russia are part of BRICS (Brazil, Russia, India, China and South Africa), 
which is a political cooperation that encompasses over 30% of the world’s land 
coverage, accounts for approximately 42% of the world population, and contributes to 
more than 20% of the gross world product (Shen et al., 2017). The economic 
perspective of China and Russia is important, and expected to increase further in the 
coming years (Shen et al., 2017). A significant engine for development in emerging 
countries has been the urbanization process (an increase in a population in cities and 
towns versus rural areas) (McGranahan and Martine, 2012). Both China and Russia 
have shown a positive growth in urbanization (Shen et al., 2017). It is also mentioned 
that the growing middle class in China and Russia will increase the global competition 
among e-commerce companies (Kordić, 2014). China and Russia’s membership in 
World Trade Organization (WTO) have been and continues to be important for future 
trade and investment (Agarwal and Wu, 2015). It is further argued by Agarwal and Wu 
(2015) that this will continue to create increased opportunities for the developed 
markets to exploit and explore these emerging markets. For instance, China has 
fundamentally changed the game for technology in developed markets and is actively 
seeking to leverage technology at both institutional and entrepreneurial levels for 
competitive advantage (Hout and Ghemawat, 2010). Being invested and involved in the 
right emerging markets might be a strategic and increasingly important decision for 
companies (Jain, 2007).  
 
During the 20th century, around the world, the public generally started to gain access to 
new communication technologies in a rapid pace (Shapiro and Varian, 1999). Moreover, 
Shapiro and Varian (1999) also state that the entrepreneurs who could draw on these 
exceptional scale economies built vast empires, and great fortunes were made. Every 
day brought forth new technological advances, where old business models did not seem 
applicable (Laudon and Traver, 2016). The Internet enables new ways to conduct 
business, to exchange and communicate ideas and information, and is a critical driver of 
innovation (Schaffers, Komninos, Pallot, Trousse, Nilsson and Oliveira, 2011). It is 
further mentioned by Savrul et al. (2014) that the Internet makes it possible for even the 
small firms to exploit opportunities abroad to promote competition in the international 
arena. E-commerce is one of the most effective ways for small and medium-sized 
enterprises (SMEs) to expand their operations and compete with larger firms (Turban, 
King, Lee, Liang and Turban, 2015). Furthermore, also Consoli (2016) indicates a 
particular convenience for SMEs to operate online and to increase the sales area in a 
global market, due to SMEs having to reach new customers and sell in larger areas.  
 
The predicted boom in e-commerce has increased the level of internationalization 
rapidly since the 1990’s, according to Consoli (2016). E-commerce opens up countries’ 
markets and economies, it increases the market potential and tends to add more value 
for businesses and consumers in emerging countries than in developed countries 
(Kshetri, 2007). As explained by Consoli (2016), e-commerce has become increasingly 
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more important in the modern society of today. Time saving, economic benefits and the 
variety of assortment are the main drivers for the customer to purchase through e-
commerce. Chaffey (2011) also states that e-commerce companies can for example 
build closer relationships with existing customers and suppliers, reduce costs and 
provide a more convenient channel for purchase.  
 
In general, e-commerce is growing annually 15-18% worldwide (Turban et al., 2015). 
The Russian e-commerce increased with 6.6% in 2015 in comparison to the previous 
year (Starostin and Chernova, 2016). Russia had 30 million e-shoppers in 2015 and is 
ranked first in Europe, and this number keeps on growing (Starostin and Chernova, 
2016). Online trade has increased by 120% in China during 2004 to 2014 (Savrul et al., 
2014). If this trend concerning online trade and e-commerce continues to grow, it can 
create difficulties for companies with only physical stores, and increasingly more 
customers may use the digital market for shopping instead (Laudon and Traver, 2016). 
In previous studies many authors state that in the digital world of today new customer 
behaviours have occurred, which can affect both the e-commerce and traditional 
companies (Turban et al., 2015; Neslin, Grewal, Leghorn, Shankar, Teerling, Thomas 
and Verhoef, 2006). Due to the rapid growth in e-commerce, the competition amongst 
the players on the market is intense (Savrul et al., 2014). It is argued by Hedström 
(2011), that since there is an increase of Swedish consumers that are purchasing from 
foreign e-commerce at the same time as Swedish e-commerce attracts foreign 
customers, e-commerce companies’ might have to consider altering their strategy and 
looking for new markets to enter to stay competitive. 
 
1.2 Problem Discussion  
 
1.2.1 The Practical Problem 
Previous research shows that there are barriers when starting and establishing e-
commerce (Turban et al., 2015). The severity of overcoming barriers depends on the 
structure- and formation of the new markets companies plan to enter (Karakaya and 
Stahl, 2009). Examples of barriers that e-commerce companies face when entering a 
new market could be competitive advantage of already established companies, product 
differentiation of established companies, sustainability, capital requirements, 
government policies and access to distribution channels and e-commerce resources 
(Karakaya and Stahl, 2009). Those barriers to entry differ in degree of importance but 
should be viewed as important factors when making market entry decisions for e-
commerce firms (Karakaya and Stahl, 2009). 
 
The emerging markets of China and Russia are predicted to be a large force in the 
world’s economic growth during the next 50 years (Jain, 2007). Furthermore, Jain 
(2007) argues that the challenges for China and Russia are to maintain policies and 
develop institutions that keep the development on track. Traditionally, emerging 
markets suffer from institutional voids that inhibit the development of market economy, 
labor, goods and services and technology (Puffer, McCarthy and Jaeger, 2016). The 
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weak control of the financial market and poor legal protections make the market less 
attractive for investments and new ventures (Vassolo, De Castro and Gomez-Mejia, 
2011). 
 
According to previous studies, e-commerce depends a lot on a supportive institutional 
environment, for example according to Zhu and Thatcher (2010), the building of 
transactional integrity is highly important for the development of e-commerce, thus 
boosting private investments in the new digital market. Furthermore, Oxley and Yeung 
(2001) argue that the institutional environment can both contribute and undermine 
confidence for e-commerce. For example e-commerce activities highly depend on the 
availability of credible payment channels for e-commerce users and also on the strength 
of the “rule of law”. A strong “rule of law” gives more transparency and stability, 
reduces uncertainty and influences the level of trust, which is of great importance for e-
commerce (Oxley and Yeung, 2001). There are studies that show that emerging markets 
might not have as strong institutional stability in comparison to already developed 
countries (McMillan, 2007). In emerging markets with underdeveloped legal and 
juridical institutions, e-commerce firms experience significant disadvantages (Lawrence 
and Tar, 2010).  
 
Infrastructural issues are frequently reported in the literature since e-commerce requires 
a new logistics approach (Cho, Ozment and Sink, 2008). Increased daily order volumes, 
small order size, small parcel shipments, and same-day shipments are common in e-
commerce (Cho et al. 2008). Also mentioned by Cho et al. (2008) is that e-commerce 
success depends on the efficiency of their distribution networks. Emerging countries 
generally have complications with attracting logistics providers and the shortage of 
logistics capability is a major barrier (Handfield, Straub, Pfohl and Wieland, 2013; 
Khanna, Palepu, and Sinha, 2006). Research has also shown that the slow Internet 
diffusion in most emerging countries leads to low IT business value and difficulties for 
e-commerce (Kshetri, 2007). It is explained by Kshetri (2007) that the slow Internet 
diffusion is mainly due to market and infrastructural factors, which control the access to 
information- and communication technology (ICTs). For example, Haley (2002) states 
that China’s poor infrastructure and limited penetration of computer-based Internet 
services has lead to that cellular phones have become the most frequently used Internet 
device in China instead. Nowadays, China is rapidly heading towards having the largest 
mobile communications network in the world as well as in cellular businesses (Lu, Lu, 
Yu and Yao, 2014). Mobile growth has significantly accelerated in emerging countries 
compared with desktop-based services (Bold and Davidsson, 2012). 
 
Financial issues include global e-commerce such as government tariffs, customs,  
taxation and pricing (Turban et al., 2015). Another major financial barrier for global e-
commerce firms is payment systems. According to Turban et al. (2015), e-commerce 
vendors must adapt and provide flexible payment methods for the each operating area. 
Kshetri (2007) also states that the unavailability of credit cards is a major problem in 
emerging countries, which make the financial systems underdeveloped in e-commerce 
sectors. In China and Russia, cash on delivery (Cod) acts as a frequently used payment 
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method (Kshetri, 2007; Goparaju, 2015). One of the main reasons for customers who 
have the ability to shop online, but avoid doing so, is the lack of trust for online 
transactions and the fear of sharing personal and banking information on Internet and 
with the web provider (Savrul et al., 2014). There is a fear from customers that e-
commerce companies might lose credit card information, cheat them or that their 
identity and bank account are stolen by hackers (Laudon and Traver, 2016). 
Furthermore Laudon and Traver (2016) also explain how the relative lack of rules and 
practices on e-commerce makes it important for the e-commerce companies to provide 
confidence and security. 
 
The lack of knowledge and awareness of benefits of e-commerce, and consumer’s lack 
of confidence regarding shopping online have also hindered e-commerce (Kshetri, 
2007). People in emerging countries prefer shopping face to face instead of buying 
online (Kshetri, 2007). It is explained by Sousa and Voss (2012) how trying to offer the 
same service- and personal treatment of the customers is more difficult within e-
commerce than in physical stores. Sousa and Voss (2012) further state that there is a 
relationship between e-service quality and customer loyalty. E-commerce and e-
transactions have different acceptance among consumers depending on their culture and 
environment. According to Hofstede (1983), many of the emerging countries tend to 
have cultures that are more collectively oriented. Meskaran and Ismail (2012) further 
agree with Hofstede (1983) and state that a collective cultural setting is heavily 
dependent on reputation, safety and privacy when shopping online. Recommendations 
from friends and family impact consumer behavior as well as the factors that affect the 
reputation of the online retailer (Meskaran and Ismail, 2012). 
 
1.2.2 The Scientific Research Gap  
Previous research has been conducted within e-commerce to some extent, but despite 
the fact that e-commerce is a fundamental part of the global development, the 
phenomenon has remained relatively unstudied within emerging markets (Starostin and 
Chernova, 2016). The limited research that exists on the e-commerce subject has in the 
past been largely focused on the western world’s aspect of the phenomenon (Van Slyke, 
Belanger and Sridhar, 2015). The e-commerce phenomenon also has large and positive 
influences on emerging markets (Starostin and Chernova, 2016), and research on 
emerging markets would therefore be of great importance.  
 
A reason to why e-commerce in these markets has not been extensively studied could be 
the barriers that e-commercial firms might face due to the institutional voids, culture or 
infrastructure. Meskaran and Ismail (2012) state that the understanding of the role of 
culture in emerging countries is of great importance to find methods to improve trust in 
B2C e-commerce. Meskaran and Ismail (2012) also provided empirical materials, but 
state that there are still voids in the research within the e-commerce field and that more 
research is needed. Also Kshetri (2007) mentions a lack of empirical evidence from the 
emerging world, which has been behind in the theoretical development within the e-
commerce field. Based on the identified voids, this study can contribute to a deeper 
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understanding and provide empirical evidence of e-commerce in emerging markets, and 
fill the research gap that has been found within e-commerce.  
 
Oxley and Yeung (2001) state that the influence government policy and the institutional 
environment have on e-commerce is an important perspective for future research and 
further development for e-commerce. Institutional influences on e-commerce have not 
been studied enough in previous e-commerce research and additional focus on policies 
and institutional environment could fill a current void (Oxley and Yeung, 2001). It is 
mentioned by Kartiwi and MacGregor (2007) that it is important in e-commerce to 
study SMEs, since several previous studies have been focused on larger enterprises in 
developed economies. Also Savrul et al. (2014) explain that most previous studies 
mainly focused on traditional and larger companies but due to the fact that SMEs play a 
vital part for employment and economic development, SMEs is an important topic to 
focus on. The authors of this thesis believe that there is a rapid adoption of e-commerce 
by SMEs as seen in Turban et al. (2015), and that more research should therefore be 
done to examine e-commerce in relation to SMEs. Other arguments are for example that 
the business environment within e-commerce is changing quickly and because of this 
older studies might not be still relevant. The emerging markets of China and Russia are 
also changing fast due to their rapid economic growth, it is therefore important to follow 
the development. In addition to this, the authors of this thesis have recognized a 
research gap concerning how e-commerce companies deal with barriers specific to e-
commerce. Most previous research has focused on presenting possible barriers for e-
commerce firms, rather than on how to deal with them. Since this thesis will outline 
how barriers to e-commerce are dealt with, this will fill the noticed research gap. In 
conclusion, our study may contribute to fill several research gaps within e-commerce. 
 
1.3. Research Questions  
After researching the subject of e-commerce entering an emerging market, the following 
research questions have been developed: 
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1.4 Purpose  
The purpose of this thesis is to outline barriers faced by Swedish e-commerce SMEs 
operating in the emerging markets of China and Russia. This thesis aims to provide a 
deeper understanding of how e-commerce firms may deal with existing barriers, to be 
able to enter and operate in an emerging market as efficiently as possible. By 
interviewing companies with experience in this area, valuable knowledge will be gained 
of existing barriers as well as an insight of how companies have managed these barriers. 
Moreover, this study will present evidence in how to operate in the chosen emerging 
markets of China and Russia in order to deal the existing barriers, and how to succeed 
on the markets in the best way possible. The provided evidence may facilitate for future 
e-commerce companies who are planning to expand into these markets, and who may 
get an understanding in how to handle the barriers related to their e-commerce business 
in these emerging markets. 
 
1.5 Delimitations 
This thesis will not be analyzing the barriers for multinational enterprises (MNEs), 
based on the fact that e-commerce plays a larger and unique role for SMEs (Loane, 
McNaughton and Bell 2004; Consoli, 2016; Kordić, 2014). To be able to study this 
phenomenon the data will only derive from Swedish SMEs with experience from the 
Chinese- and the Russian market. Moreover this study will not emphasize business-to-
business (B2B) e-commerce.  
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1.6 Outline 
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2. LITERATURE REVIEW  
 
In this chapter our theoretical framework will be presented. The chapter begins by 
introducing internationalization as a concept, and moreover internationalization 
theories will be further discussed. Theories of emerging markets will then be presented, 
and consequently lead to a definition of culture as well as institutional theories. This 
will together lead to a thorough presentation of e-commerce and the relevant theories of 
this phenomenon. The chapter will be finalized with a conceptual framework, which will 
provide the reader with an understanding in how the theories relate to each other. 
Throughout this chapter barriers to e-commerce deriving from the theoretical 
framework will be brought up, as well as how the barriers should be dealt with. 
 
2.1 Internationalization   
In this section, the internationalization process will be discussed and internationalization 
theories that are relevant to the research questions of this study are discussed in more 
detail. The network approach is discussed in order to emphasize the findings that SMEs 
internationalize and solve problems using relationships and networks. This is because of 
their lack of adequate resources particularly in the international context. Subsequently 
the international entrepreneurship and born global approaches are presented. Both of 
them are particularly relevant to SMEs, which tend to be very entrepreneurial and also 
to companies based on e-commerce and modern communication media, which tend to 
be born globals. The theories are discussed in relation to barriers and how the theories 
believe that the barriers could be decreased.  
 
2.1.1 Internationalization Process 
 
2.1.1.1 Johanson and Vahlne’s Internationalization Model 
Internationalization is a widespread concept with many different approaches. 
Internationalization is explained by Ruzzier, Hisrich and Antoncic (2006:477) as “[...] 
the geographical expansion of economic activities over a national country’s border”. 
Coviello and Munro (1997) state that Johanson and Vahlne’s (1977) Uppsala 
internationalization model is considered to be one of the most commonly cited concepts 
regarding the well-discussed subject.  
 
Johanson and Vahlne (1977) explain the process of internationalization of firms as a 
process in which the firm gradually increases their international involvement as an 
incremental process, to decrease the uncertainty of psychic distance. Furthermore, 
Johanson and Vahlne (1977) indicate that one obstacle towards international operations 
is market knowledge, and how the lack of it may hinder the development of these 
international operations. To overcome these obstacles for internationalization, Johanson 
and Vahlne (1977) explain how a company can decrease uncertainty through market 
knowledge. Increased knowledge and reduced uncertainty can be obtained through 
international experience in foreign markets, and successive establishment of operations 
in new countries.   
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Furthermore, according to Johanson and Vahlne (2009) a lot has changed since the 
Uppsala internationalization model first was published in 1977. Johanson and Vahlne 
(2009) argue that economic and regulatory environment has changed, and so has the 
company behavior. Due to the different changes, Johanson and Vahlne created a revised 
model with a focus on a network perspective. Johanson and Vahlne (2009) further state 
that outsidership within the relevant network is more seen as the root to uncertainty, to 
difference to their Uppsala internationalization model from 1977, where psychic 
distance was the larger concern. Moreover, Johanson and Vahlne (2009) imply that 
relationships offer potential for learning and building trust and commitment, which are 
both important for internationalization, and decreases the uncertainty. Additionally, 
Johanson and Vahlne (2009) further argue that relationships also have an impact on the 
selection of foreign market to enter. This because relationships make it possible to 
identify opportunities that have a large impact on the specific geographical market a 
company will decide to enter (Johanson and Vahlne, 2009). 
 
2.1.1.2 Network Approach  
Sharma and Blomstermo (2003) imply that research has shown that network ties drive 
the internationalization process of a firm. Hadley and Wilson (2003) agree and state that 
the network model of internationalization allows influence of external actors or 
organizations on the internationalization of the firm. Sharma and Blomstermo (2003) 
further argue for the importance of networks, and state that firms’ ties provide channels 
for sharing knowledge as well as the motivation to do so. Vasilchenko and Morrish 
(2011) also mention that SMEs use networks to internationalize and to gain competitive 
advantages.  A basic assumption in the network model, made by Johanson and Mattsson 
(1987), is that the individual firm is dependent on resources controlled by other firms, 
since they do not have adequate resources. The firm accesses these external resources 
through their network position (Johanson and Mattsson, 1987). It is explained by 
Sharma and Blomstermo (2003), that with an international network the firm might find 
it easier to go abroad, compared to firms with solely domestic firms as exchange 
partners. Vasilchenko and Morrish (2011) further strengthen this and add that networks 
have been seen as a solution to common barriers to foreign markets. 
 
However, Johansson and Elg (2002) do highlight the issues that can be seen with a 
network approach, in form of entry barriers. Moreover, trying to establish a position in a 
network to which a company is new becomes vital to successfully establish in a foreign 
market. Often when trying to establish new relationships with suppliers and customers 
in a new market, a company does this in competition with organizations already in the 
network (Johansson and Elg, 2002). The tough competition within a network makes it a 
key issue to strengthen the existing networks and establish new networks, in order to 
stay competitive on the market. Firms tend to use the network approach, also in order to 
create entry barriers for new foreign competition to hinder them from entering 
(Johansson and Elg, 2002). In order to overcome these barriers, Sharma and 
Blomstermo (2003) state that having a network orientation and consequently identifying 
the roles and strengths of the included actors will provide firms with a greater 
understanding of possible constraints and opportunities for its operations. 



 11 

 
2.1.1.3 International Entrepreneurship and Born Global 
McDougall and Oviatt (2000) state that the interest of international entrepreneurship 
grew after first being mentioned by Wright and Ricks (1994). When Wright and Ricks 
(1994) first introduced international entrepreneurship, they stated it to be a new research 
activity within international business. Wright and Ricks (1994) moreover explained how 
entrepreneurs and their businesses became less limited to the domestic market, due to 
the emerging of the global environment. Even small firms started to get the opportunity 
to go international, and Wright and Ricks (1994) further explained how not only the big 
business could be international players. McDougall and Oviatt (2000) define 
international entrepreneurship and explain it to be a combination of many things. More 
specifically a combination of innovation, proactive and risk-seeking behavior that cross-
national borders and is intended to create value in organizations (McDougall and Oviatt, 
2000). It is mentioned by Jones, Coviello and Tang (2011) that one perspective in 
international entrepreneurship is that the internationalization patterns for companies are 
in fact strategies, and that one of these strategies is the Born Globals. 
 
Born Global is a concept that has been highlighted significantly the last decade. Moen 
(2002:156) defines Born Globals as ”[…] firms that engage in significant international 
activity a short time after being established”. Chetty and Campbell-Hunt (2004) explain 
how the concept of Born Global has surfaced due to the increasing importance of niche 
markets. Firms organize the Born Global way in order to stay competitive, considering 
the need of the product does not always exist or is not big enough in the home market 
(Chetty and Campbell-Hunt, 2004). The main focus of Born Globals is growth through 
international sales, and firms achieve this through meeting the demand of specialized 
and customized goods for international niche markets while they have access to 
international networks and international financing (Chetty and Campbell-Hunt, 2004). 
One contributing factor for the development of Born Global is the development of the 
technology and the opportunities created by this fast development of advanced 
communication technology (Fan and Phan, 2007). According to Born Globals, firms do 
not internationalize incrementally but enter international markets rapidly after the firm’s 
inception (Jones et al., 2011; Freeman, Hutchings, Lazaris and Zyngier, 2010). 
Furthermore, Chetty and Campbell-Hunt (2004) view Born Global firms as 
entrepreneurial who see the world as one total market and do not limit themselves to 
one specific market. Additional characteristics of Born Globals are a firm who goes 
international within two years of its start-up of the business (Freeman et al., 2010). 
 
But there are also barriers for Born Global firms. Ruzzier et al. (2006) explain exporting 
barriers as hinders for a firm’s ability to initiate, expand or sustain export marketing 
operations, and explain these hinders to be attitudinal, structural and operational 
constraints. Uner, Kocak, Cavusgil and Cavusgil (2013) have made a study regarding 
the barriers to export and how they differ depending on firm and stages in 
internationalization. One of these kinds of firms was Born Globals and the study was 
made in an emerging market context. Uner et al. (2013) found documentation to be one 
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critical barrier for Born Globals, touching upon unfamiliar procedures and paperwork. 
Uner et al. (2013) further state how governmental barriers stand for a major barrier, and 
how a change in the public policy to promote further export activities can be suggested, 
to ease the burden of excessive export regulations. One barrier that, according to Uner et 
al. (2013), can be seen as one of the largest hinders is the problematic with 
communication with foreign customers. According to Efrat and Shoham (2012) Born 
Globals often lack important resources, such as experience, and this can also be a 
hinder. Moreover, Uner et al. (2013) made the suggestion in order to eliminate the idea 
of export barriers for Born Global firms, a focus should be on export procedures and 
communication problems of born global firms. Knight and Cavusgil (2004) explain how 
the Born Global firms leverage innovativeness, knowledge and capabilities to achieve 
foreign market success and how this is important to overcome existing barriers, such as 
lack of financial, human and tangible resources.  
 
2.2 Emerging Market 
As stated earlier in the first chapter, the emerging economies are markets with a large 
number of potential customers, most common in Africa, Latin America, Central Asia, 
and the Middle East (Sheth, 2011). Significant for emerging markets are that they are of 
low income with a rapid growth, using economic liberalization as their primary drivers 
of growth. According to Meyer and Tran (2006) the markets vary widely when it comes 
to business environment. Rapid growth followed by increased purchasing power is the 
main motivation for foreign companies to enter an emerging market (Cavusgil et al., 
2013). However, these markets pose challenges because of their less developed 
institutional environment and the weak resources of local firms (Meyer and Tran 
(2006). It is also stated by Meyer and Tran (2006) that some of the emerging markets 
require entrepreneurs from abroad to target the emerging market in a different fashion 
compared to the traditional way of entering a developed market, due to the challenges in 
these emerging markets. According to Vassolo et al. (2011) emerging markets differ in 
four aspects compared with developed countries:  
 
1. Institutional voids: the lack of information, poor legal protection and high 

transaction costs are barriers for the effectiveness of markets, labor, goods, services 
and technology (Chan, Isobe and Makino, 2008). 

2. The arbitrary alteration of the “rules of the game”: governments in emerging 
markets tend to be more prone to arbitrarily alter the institutional context, with the 
consequent risk of expropriation (Vassolo et al., 2011). 

3. Privatization: open up countries and attract foreign direct investments (FDI) and 
make a country more competitive on a global basis (Vassolo et al., 2011). 

4. The existence of large proportion of informal economic activity: such as high level 
of corruption and informal businesses who deal with illegal goods (Vassolo et al., 
2011).  

 
The weaker institutional context poses challenges and uncertainty for businesses 
(Vassolo et al., 2011). For example, underdeveloped infrastructure, poor laws and 
regulations and a weak capital market create difficulties for foreign firms to enter 
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emerging markets (Meyer and Peng, 2015). The great frequency and variation of change 
in institutions, makes institutions more relevant in emerging markets than in the 
developed world (Hoskisson et al., 2000). It is further stated by Hoskisson et al. (2000) 
that businesses have to rely more on networks and relationships when operating in 
emerging markets due to limited institutional constraints. Moreover, Meyer and Peng 
(2015) state that globalization is shifting the ways institutions interact with each other 
when norms and rules for business are emerging, which may be important for 
understanding international business, especially within emerging markets. Meyer and 
Peng (2015) claim that the institutional based-view has become a leading theoretical 
perspective. 
 
2.2.1 Emerging Market of China 
China is the largest emerging market with almost 1.4 billion inhabitants and an 
important trade partner for the whole world (Zhang, Knight and Tansuhaj, 2014). The 
country is also the largest recipient of foreign direct investment (World investment 
report, 2015), as China has become a low-cost manufacturing base (Sharma, Wang and 
Wong, 2014). It is furthermore explained by Cavusgil et al. (2013) that it is a reason to 
why it is beneficial to locate factories and facilities in the country. The Chinese 
government has reformed its economy, installed market forces, and opened one industry 
to foreign investors during the last decades, which has opened up the country (Cavusgil 
et al., 2013). The emerging market of China has attracted many companies from abroad 
since these reforms took place (Sharma, Wang and Wong, 2014). China is still a 
communist regime but the economic reforms are a major force for the county's growth 
(Cavusgil et al., 2013). The government’s centralized economic controls have been 
reduced gradually and are instead moving toward a market economy (Kretzberg, 2008). 
As a result there is rapid development with increasing purchasing power of the 
population, and the economic projections state that China will become the largest 
economy in terms of purchasing power (Khanna, 2009). The country's GDP has shown 
an average growth rate of 9,5% in over two decades (Cavusgil et al., 2013). Zhang, Liu, 
Zhang and Wong (2014) state that the GDP in total, and income per capita for both 
urban and rural residents in China may be doubled by 2020 compared with the 2010 
level. Regarding the economic reforms, Cavusgil et al. (2013) state that that the reforms 
were a part of China’s campaign to join WTO. To reach WTO, China has reduced 
tariffs and the number of products requiring import licenses, revised customs laws, and 
strengthened intellectual property protection (Cavusgil et al., 2013). In 2008, China 
launched a 586 billion dollar-package (USD) in order to support further economic 
growth and reduce the effect of the global economic crisis (Cavusgil et al., 2013). The 
package was designed to increase investments within the infrastructure, such as 
constructions, roads, power systems and transportation networks.  
 
China differs widely through various regions in the country in terms of purchasing 
power, attitudes, lifestyles, media use, and consumption patterns. For example, the 
costal part and the southeastern part are more developed because these regions in China 
were first to attract foreign investors (Guesalaga and Marshall, 2008). According to 
Yaprak (2012) many companies find it difficult to enter China for a variety of reasons, 
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including the entry barriers perceived or experienced by foreign firm managers. The 
most formidable barriers are competitive strategy, political and social ideology, 
institutional, and cultural barriers. According to Yaprak (2012), these barriers hinder 
smooth expansion and efficient operations for foreign companies that invest in China. 
Cavusgil et al. (2013) state that two things are essential for success in the emerging 
market of China, first to understand the diversity among consumers and second its 
implications for marketing strategies (Cavusgil et al., 2013). 
 
2.2.2 Emerging Market of Russia 
Russia is the most important market in the former Soviet Union with more than 144 
million inhabitants (Cavusgil et al., 2013). The fall of Soviet combined with effects of 
the Asian financial crisis caused a major financial crisis for Russia during the 1990’s. 
Russia became a semi-authoritarian state with poor fiscal policies and economic 
instability (Cavusgil et al., 2013). It is explained by Cavusgil et al. (2013) that the 
government of Russia undertook reforms in order to increase its integration with the 
global economy and get support for stabilizing the economy, for example, they joined 
IMF and the World Bank. President Putin did a major change between 2000 and 2008 to 
centralize the system and to break out of the recession, and Cavusgil et al. (2013) 
further explain how economic reforms in banking, labor and taxes, as well as increasing 
commodity prices was made. As the economy began to recover, the foreign investments 
increased (Cavusgil et al., 2013). Even if reforms have contributed to development of 
Russia there is still major problems such as tax evasion and infrastructure issues 
(Cavusgil et al., 2013; Aidis and Adachi, 2007). For example, the logistics in Russia 
lags far behind the western world due to their underdeveloped infrastructure and 
transportation resources (Fisenko, 2011). The Russian consumer admire western and 
American products, and large brands do well meanwhile smaller foreign investors might 
be disadvantaged due to the cost of market entry and uncertainties in trade (Aidis and 
Adachi, 2007). It is stated by Åslund, Guriev and Kuchins (2010) that such investments 
in infrastructure and raising production capacity are difficult in the presence of inflation, 
limited level of long-term resources within the financial system and corruption.  
 
Russia is a vast, resource-rich country, with immense diversity, which is another driver 
for growth (World Bank, 2017). The economy is highly dependent on the industrial 
sectors and natural resources (Mankoff, 2009). Exports in the natural resource sectors as 
well as in the industrial sector, and the increasing commodity prices led to higher 
revenues, which is a direct link to increased domestic purchasing power (Ahrend, 2005). 
In 2011, Russia became a member in the World trade organization, which has lead to 
improvements in the business environment (Cavusgil et al., 2013). After a period of 
high economic growth in the first decade of the 2000s, growth dynamics in Russia have 
weakened since 2012, since second generation structural reforms have advanced more 
slowly (World Bank, 2017). According to the World Bank (2017) Russia has been 
coping with sanctions and a low oil price, which have burdened the Russian economy. 
The economy is improving gradually, and a moderate growth rate is projected for 2017–
19, supported by rising oil prices, macroeconomic stability, and improved investor 
confidence (World Bank, 2017). It is stressed by Giallourakis (2017) that corruption, 
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weak protection and low institutional capacity in legal system also troubles the 
businesses in Russia. Giallourakis (2017) believes that Russia in the long term 
perspective, a decade or more, provides large opportunities for the world. It is further 
described that the domestic market in Russia is large and growing over time and there is 
a need and a demand for foreign products and services within the Russian market 
(Giallourakis, 2017). Nevertheless, World Bank  (2017) emphasizes that structural 
reforms will be necessary to boost productivity and raise the country’s long-term 
growth. 
 
2.3 Barriers 
 
2.3.1 Culture 
Culture is defined as “the collective programming of the mind distinguishing the 
members of one group or category of people from others” (Hofstede, 2017). It is 
stressed by Hofstede and Minkov (2010) that culture is our basic values and is acquired 
from the first ten years of life through experiences from the living environment, family 
and school. Cavusgil, Knight, Riesenberger, Rammal and Rose (2014) emphasize that 
understanding culture has become increasingly important in the context of international 
business, and that it may affect various business activities. Furthermore, businesses 
need to have good knowledge and understanding about their customers in order to 
design effective business strategies and programs (Leonidou, Kvasova, Leonidou and 
Chari, 2012). A major force for the development of cultural convergence and facilitating 
the spread of international business is technology, especially computer-mediated 
communication (Leung, Bhagat, Buchan, Erez and Gibson, 2005).  
 
Six dimensions of national culture are presented by Geert Hofstede (2017) and include 
the following: 
 
• High Power distance vs Low power distance - The degree to which the less 

powerful members of a society accept and expect unequal power distribution. 
Hofstede (2017) points out that inequality exists in all societies and will always 
exist, and that this dimension shows how members of society regard this inequality. 
In extreme terms, there is therefore great power distance in dictatorial societies, 
while the power distance is much smaller in democratic societies. 

 
• Individualism vs Collectivism - The degree of people's will to choose their own 

values and contexts or if they are primarily seen as part of a larger group with a 
greater purpose, the degree independence. Thus, in a collectivist society the interests 
of the group go before the individual. 

 
• Masculinity vs Femininity - This refers to the valuation of traditional male or 

traditional female values. Male culture wants achievement, heroism, determination 
and material rewards for success. Feminine culture stands for cooperation, modesty, 
care for the weak and value of quality of life. 
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• High uncertainty avoidance vs Low uncertainty avoidance - To what extent 

members of a society feel uncomfortable with uncertainty and ambiguity. In 
organizational cultures, it is about occupational insecurity. A high value on this 
scale is often characterized by many rules and norms, and staying for a long time in 
the same workplace, while a lower value means more freedom and challenges. 

 
• Long term oriented vs Short term oriented - The time dimension of a society and 

how people of the society look at it. This is the extent to which members of a culture 
feel that maintaining links to their past as important when dealing with current and 
future challenges. 

 
• Indulgence vs Restraint - Indulgence is also called subjective well-being or 

satisfaction and stands for self-realization, the extent to which desires and enjoying 
life is held back. Restraint stands for a society that does not accept the satisfaction 
of needs and drives that are related to enjoying life and having fun. 

 
 

 
Figure 1. Culture comparison between China and Russia. Source: Hofstede, (2017). 

 
Once again it is important to underline that emerging markets vary widely in their 
culture, though according to Hofstede (2017) and Meskaran and Ismail (2017), 
emerging markets often have high power distance and a collectivist culture. Figure 1. 
Illustrates and compares China’s and Russia’s culture and it shows that both countries 
are collective oriented and have a high power distance (Hofstede, 2017). The significant 
difference is the level of uncertainty avoidance, where Russia tends to have a high level 
whilst China has a relatively low level. Leung et al. (2005) stress that culture influences 
the level of individuals’ resistance or acceptance of changes. Harzing and Hofstede 
(1996) argue that certain cultural values promote change while other values prevent it. 
According to Hofstede's cultural dimensions the values of low power distance, low 
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uncertainty avoidance, and individualism facilitate change. Changes threaten stability, 
power structure and the existing harmony, thus uncertainty will occur. High power 
distance and collectivistic cultures tend to have a lower level of acceptance of changes 
and act more conservative Harzing and Hofstede (1996). 
 
2.3.1.1 Language 
Language may also pose a large problem for use of e-commerce (Chaffey, 2011; Abbad, 
Abbad and Saleh, 2011). Regarding languages it is mentioned by Lawrence and Tar 
(2010), that it is one of the most prominent hindrances to e-commerce, and that many 
people in emerging countries are often uneducated and tend to have limited information 
access on the web. Chaffey (2011) explains that a website might need to be tailored to 
support customers from different countries, to for example adapt different product 
needs, cultural and languages barriers, and that it is common that a website need more 
than only translation. This tailoring process is called localization, and it can moreover 
increase the search engine optimization (SEO), since local versions of the search 
engines will list websites with local language adaption more prominently (Chaffey, 
2011). It is unlikely that SMEs possess the required resources to develop a multi-
language adapted website beforehand (Chaffey, 2011). Language is important due to 
that it is a gateway to knowledge and information transfers in the digital world 
(Lawrence and Tar, 2010). It is argued by Gomez-Herrera, Martens and Turlea (2014) 
that customers usually tend to buy locally, and that language barriers for certain play a 
vital part there. 
 
2.3.1.2 Consumer Trust   
There are several different definitions of trust and most researchers have defined it 
according to their specific disciplinary worldview (McKnight, Choudhury and Kacmar, 
2002). Social psychologists define it as cognition about the trustee, while sociologists 
define trust as a characteristic of the institutional environment. All types of trust above 
influence the trust in e-commerce research (McKnight et al., 2002). The cultural 
background and its set of values affect the trust among individuals, and it varies across 
nationalities and cultures (Jarvenpaa,  Tractinsky and Vitale, 2000). Institution-based 
trust is the sociological definition of trust, which refers to the individual perception of 
the institutional environment, in this case, the Internet. Perceptions of the structural 
characteristics of the Internet, such as safety and security, can influence trusting beliefs 
and trusting intentions towards a specific company (Bélenger and Carter, 2008). 
 
Trust generally occurs when a consumer relies on that the seller has both the ability and 
the motivation to deliver goods and services of the quality expected by the consumer, 
this decision to trust the seller depends on the trustworthiness of the seller (Turilli, 
Vaccaro and Taddeo, 2010). E-commerce typically lacks human warmth since there is 
no face-to-face interaction, and trust is one of the most frequently cited barriers to why 
consumers do not purchase online (Oliveira, Alhinho, Rita and Dhillon, 2017). The lack 
of human warmth is a critical factor in stimulating purchases over the Internet and it is 
important for Internet vendors to make consumers comfortable when sharing 
information such as personal information or making purchases online (Turilli et al., 
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2010). According to Smilansky (2015) security for sharing personal and financial 
information is still one of the major concerns in e-commerce. Mcknight et al. (2002) 
state that trust helps individuals to overcome perceptions of uncertainty and risks. 
Therefore it is important for online merchants to be trustworthy in order to get loyal 
customers and win new ones (Oliveira et al., 2017). Large investments within e-
commerce security have also been made, and it has increased the trust among 
consumers (Smilansky, 2015). It is further stated by Smilansky  (2015) that increased 
security also has led to a continuous growth in e-commerce. Jarvenpaa, Tractinsky and 
Saarinen (1999) found that consumers coming from individualistic cultures tend to have 
a higher trusting stance in general and are more willing to base their trust in the 
merchant on factors that are inferred from an impersonal web site than consumers from 
collectivistic countries. Furthermore, other customers’ evaluations of stores, the 
reputation, and size affect the customer's trust of a company (Jarvenpaa et al., 1999). 
 
2.3.2 Institutions 
Eriksson-Zetterquist (2009) explains that there are three parts of institutional theory; 
new institutional theory, early institutional theory and new institutional sociology. 
According to Eriksson-Zetterquist (2009), early institutional theory focused on the 
importance of change and that institutionalization is a slow process that takes place 
within the organization. In the center of new institutional theory are the organizational 
structures and processes that are typical throughout an industry (Eriksson-Zetterquist, 
2009). New institutional sociology is on the other hand focusing on a wider approach of 
external and internal issues in organizational contexts (Greenwood and Hinings, 1996). 
The different perspectives have a common emphasis on institutional change even 
though they are built upon diverse assumptions (Burns and Scapens, 2000). Institutions 
can be both formal and informal and they control societal transactions in for example 
politics (transparency, corruption), society (norms, attitudes) and law (regulations, 
economic liberalization) (Butler and Joaquin, 1998).  
 
In general, institutional theory states that there are institutional regulations in the 
society, which operate as standards (Meyer and Rowan, 1977). Institutions affect how 
individuals and groups act inside and outside of the established institutions. Institutions 
supply the consumers and companies with criteria for success and failure by 
constructing regulations, authority and other resources (March and Olsen, 1989). 
Globalization has resulted in dramatic changes in institutional theory since its beginning 
(Meyer and Peng, 2015). E-commerce highly depends on a supportive institutional 
environment and emerging markets may have less institutional stability, which for 
example can lead to lower trust and willingness to consume online (Zhu and Thatcher, 
2010). According to Jong-A-Pin (2009), different countries vary in political stability. In 
developed markets the institutions that support the market are near undetectable, even 
though they are significantly important, while when the market conditions in emerging 
markets are deprived there is a fundamental lack of strong formal institutions 
(McMillan, 2007). It is also concluded by Peng (2003) and Wright, Filatotev, 
Hoskinsson and Peng (2005), that institutions considerably affect firm strategies on for 
example foreign market entry. In addition to this, Meyer, Estrin, Bhaumik and Peng 
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(2008) also mention that foreign companies entering emerging markets might find a 
need to gain local resources to overcome the inefficiencies in the weak institutions.  
 
Legal barriers and regulations instituted by the government are two of the largest 
barriers to e-commerce (Kshetri, 2007). Especially in emerging countries, incentives 
and subsidies from the government are identified as vital factors (Kshetri, 2007; 
Starostin and Chernova, 2016). But inadequate regulations and laws might have a 
negative impact on e-commerce as well (Gibbs, Kraemer and Dedrick, 2003). It is 
concluded by Oxley and Yeung (2001) that e-commerce depends significantly on an 
institutional environment with a strong “rule of law” that supports transactional integrity 
in online markets. Also Starostin and Chernova, (2016) state that institutional factors 
such as business laws supporting e-commerce, lack of legal protection and Internet 
taxation are barriers that highly affect e-commerce. Since e-commerce is mainly 
technologically driven and relies on many basic technologies to function, the 
underdeveloped institutions, infrastructure and technology in emerging countries might 
affect e-commerce negativity (Laudon and Traver, 2016).  
 
It is mentioned by Jansson, Johansson and Ramström (2007) that the economic systems 
in China and Russia are going through comprehensive institutional development, with 
the whole society in transition as well. Even though abolishment of entry barriers for 
new firms and other changes of laws and regulations are taking place, Jansson et al. 
(2007) nevertheless explain that institutions have become unpredictable and uneasy 
which leads to that weak institutions become even more weak. The institutions in China 
and Russia lead to a void between existing and desired institutions, which make 
companies rely on informal institutions rather than formal, and that firms are forced to 
perform basic functions themselves (Jansson et al., 2007). It is further argued by 
Jansson et al. (2007) that for institutional barriers in China and Russia, the concept of 
patience is important in different degrees. In China a high patience is required due to 
their weak and uncertain institutions, meanwhile in Russia a low patience is demanded 
because of their short-term business orientation (Jansson et al. 2007). To deal with some 
of the institutional barriers in Russia, Aidis and Adachi (2007) mentions that domestic 
and foreign companies need good connections and networks to reduce the uncertain 
institutional impact. This is supported by Tracey and Phillips (2011) who add that it is 
important in Russia to work with local intermediaries and distributors. A firm might 
also need enough capital because of the many taxes and inspection agencies, and 
depending on which Russian region the company operate in different levels of support 
will exist from the local authorities (Aidis and Adachi, 2007). Also in China 
cooperation and networks are of importance to overcome institutional barriers, but the 
possession of certain competitive advantages is also vital (Lu, Lui and Wang, 2010). 
This is supported by Li, Meng, Wang and Zhou (2008) who imply that good political 
connections might decrease institutional barriers in China. 
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2.3.2.1 New institutional theory  
The new institutional theory is a further development of the early institutional theory. 
The differences between the two theories are that the new institutional theory allows the 
external environment to be taken into account (Eriksson-Zetterquist, 2009). According 
to Burns and Scapens (2000), institutions affect companies to start transforming their 
activities. Also Warren (2003) states that political and social factors can have a great 
impact on the company as an institution. When companies change their activities it is 
controlled, regulated and limited by the other organizations in the same industry 
(DiMaggio and Powell, 1983). Because of this, firms might become more similar 
because of isomorphic and legitimacy pressures. DiMaggio and Powell (1983) explain 
that these pressures lead to that firms in the same industry over time will look similar 
due to competitive and customer pressures, thus a firm is more likely to adopt new 
technologies due to external, isomorphic motives from the government, customers, 
competitors, among other things. than internal factors. It is argued by Tracey and 
Phillips (2011) that the building of legitimacy can help firms overcome institutional 
voids.  
 
Greenwood (2011) mentions that companies crossing national borders might experience 
differences in the institutions than they are used to, and may even come into collision 
with the regulations in the other market. Scenarios with differences when crossing 
national borders will become more customary with the increasing internationalization 
(Greenwood, 2011). It is suggested by Kolade, Harpham and Kibreab (2014) that one 
way to overcome these institutional differences can be cooperation, leads to a stronger 
position for both companies in the cooperation, as well as benefits that might make the 
differences easier to overcome. Furthermore, in new institutional theory it is argued that 
organizations strives for stability, by for example imitate each other to be as similar as 
possible, this is explained as isomorphism, an important part of the new institutional 
theory (Eriksson-Zetterquist, Kalling, Styhre, 2015). The processes of isomorphism can 
be seen as vital factors of survival because organizations consider isomorphism to 
increase efficiency (Dimaggio and Powell, 1983). One factor that might help companies 
overcome institutional barriers is to transfer institutions from developed markets to 
emerging markets, making the institutions more alike (Tracey and Phillips, 2011). 
According to Laudon and Traver (2015) the government constitutes a vital organization 
that largely affects companies through regulations, controls, among other things. E-
commerce markets functions best under a strong institutional set of laws and 
enforcements mechanisms (Laudon and Traver, 2015).  
 
2.4 E-commerce  
E-commerce is defined as the use of Internet and web and mobile devices to enable 
commercial transactions between individuals and business (Laudon and Traver, 2016). 
E-commerce offers new opportunities for entrepreneurs to reach new markets, disrupts 
the traditional way of doing business and influence the internationalization of firms, 
making the business environment more rapid and even destructive (Laudon and Traver, 
2016). Thus, the e-commerce phenomenon is the use of Internet and other information 
technologies that support all trade throughout the whole logistics chain (Turban et al., 
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2015). According to Turban et al. (2015) e-commerce can be divided into different 
usages, depending on the level of digitalization of 1. the product/service, 2. the process, 
and 3. the delivery. All these measures can be either digital or physical, and they 
determine what usage the e-commerce has (Turban et al., 2015). If one of the three 
measures is digital, the e-commerce is classified as partial. Turban et al. (2015) 
consequently explain that to be qualified as a “pure e-commerce”, all measures have to 
be digitized.  
 
To gain and retain customers are a key success factor, and significantly crucial for 
online firms in the increasingly competitive environment (Turban et al., 2015). This is 
also supported by Huizingh (2010) who adds that attracting new customers is vital for e-
commerce business, but furthermore assigning value to current customers, focusing the 
position in the business network and to customize the product are also important factors. 
Huizingh (2010) further states that the Internet has several positive advantages for 
attracting new customers, for example lower communication, transaction, or distribution 
costs and offering a different meaning to the marketing tool “place”. Atasoy (2013) 
mentions that the Internet support firms in enlarging the geographical size of markets. 
Though finding new customers also indicates that there will be new competitors, 
without former invisible market boundaries it becomes easier for new competitors to 
enter (Huizingh, 2010). According to Verhoef, Kannan and Inman (2015) the technical 
development, the increase of actors on the Internet, the development of new additional 
digital channels and the changing buying behavior of customers have increased the use 
of “omni-channels” to find new customers and to retain current customers. Omni-
channels involve social media, mobile devices, customer service, email, and also 
physical and online stores (Verhoef et al., 2015). It is concluded by Kordić (2014) that 
mobile devices play a vital role for e-commerce in emerging markets, and the wider use 
of several devices will further increase e-commerce in China and Russia. 
 
Explained by Turban et al. (2015) positive effects such as trust, loyalty and satisfaction 
can be obtained through efficient online marketing activities. In China trust in e-
commerce is highly significant (Teo and Liu, 2007). The goal of marketing is customer 
loyalty, meanwhile satisfaction and trust are factors that might influence the loyalty 
(Turban et al., 2015). Satisfaction is the most significant factor in e-commerce that 
highly influences loyalty (Bashar and Wasiq, 2013). It is also mentioned by Huizingh 
(2010) that the number of loyal and satisfied web customers is crucial, and not the 
number of visitors. To gain loyalty from the customers the firm needs to first gain their 
trust, and consequently trust in the e-commerce company makes the customer more 
likely to share personal data, which makes further customization easier (Huizingh, 
2010). The possibility to search and buy products on the Internet for consumers has 
dramatically changed how companies handle customer relationships (Collier & 
Bienstock, 2006). Customer relationships are largely dependent on satisfaction, the 
customers base and relationship management (Choi, Park, Lee and Ryu, 2006; Sung, 
2006).  
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Many e-commerce companies globalize their websites by adapting the site for different 
countries, this to be able to adjust for example pricing, design, payment, customer 
support, currency and language differences (Turban et al., 2015). The adaption requires 
personalization and customization and because digital products are usually easy to adapt 
and customize, with almost zero marginal costs, this leads to positive advantages for e-
commerce (Huizingh, 2010). The marginal cost indicates how the total cost alters when 
a change in the production level takes place (National Encyclopedia, 2017). By 
personalization and customization suppliers can reduce waste and enhance switching 
costs, while the customer obtains offers and functions that match their requirements 
better (Huizingh, 2010). It is especially vital in China to personalize and customize e-
commerce services to overcome barriers to e-commerce (Zhao, Wang and Huang, 
2008). It is important to not influence quality negatively, the e-commerce website 
should include clear privacy information, payment method and security communication 
so the customer’s gain enough trust in the company (Huizingh, 2010). Mentioned by 
Lui (2008) the e-commerce development in China is highly dependent on a developed 
website and e-commerce security to gain better capabilities. Also Zhao et al. (2008) 
mention that payment methods and furthermore delivery, are two important factors to 
overcome problems in China with e-commerce. In China the large e-market Alibaba, 
offers an open environment for SMEs together with a reliable payment method 
(Alipay), which increases the customer's’ willingness to shop online (Zhao et al., 2008). 
Further on, also in Russia it is of large importance to adapt payment methods and 
language, to be able to overcome existing barriers to e-commerce (Hawk, 2004). 
 
Distribution is another important factor for e-commerce firms (Turban et al., 2015). 
Because the mobility of goods is a vital part of the logistics chain, the success for e-
commerce is dependent on the efficiency in the distribution network (Cho et al., 2008). 
Dissatisfaction originates for many customers from missing or late delivery, damaged 
products or incorrect content (Ramanathan, 2011). According to Cho et al. (2008) the 
B2C e-commerce has an unusual high amount of returns. A large part of these returns 
depend on that there is not enough information available at the time of purchase, and no 
possibility to see the product beforehand (Ramanathan, 2011). It is stated by Collier and 
Bienstock (2006) that delivery is the most significant factor for the quality of an e-
commerce firm. The end of an transaction plays a vital part in the customer’s intention 
of buying from the company again, and thus gaining loyal customers (Collier and 
Bienstock, 2006). The delivery time had, according to the research of Coller and 
Bienstock (2006) the most influence on the customer evaluation of quality. In China to 
be able to improve the delivery for e-commerce companies, better supportive 
infrastructure and more efficient transportation systems are required (Zhao et al., 2008). 
It is mentioned by Hawk (2004) that Russia offers multiple private delivery services that 
might enable e-commerce. 
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2.5 Conceptual Framework 
The literature review has shown that e-commerce is an important part of the modern 
society of today. It is understood that the Internet has provided companies with new 
ways to conduct business and to communicate and exchange information and ideas, and 
therefore e-commerce can offer opportunities for companies to reach new markets and 
also increase the potential for new chances of business. From the literature review it is 
further known that e-commerce firms are more or less global from the beginning and are 
able to reach anyone who has Internet access. Consequently, e-commerce is one of the 
most effective ways for SMEs to expand their operations and to be able to compete with 
larger firms. It is also shown that e-commerce firms might internationalize differently 
from traditional companies. However, institutional, cultural and customer behavior 
barriers could have both a negative and positive influence on e-commerce companies 
regarding both internationalization and operations. In addition, the literature review 
suggest that e-commerce usually adds more value for both customers and businesses in 
emerging markets, and that particularly SMEs will gain benefits from e-commerce in 
those markets. Further presented by the literature review is the fact that the emerging 
markets of China and Russia particularly will play a significant role in the future global 
economic development.    
 
The authors of this thesis have from the literature review seen how e-commerce is 
linked to internationalization. However there are barriers, for example cultural and 
institutional, that influence how internationalized e-commerce firms are operating in the 
emerging markets of China and Russia. The barriers may influence the strategic 
decisions of a Swedish e-commerce company and their choices on how to deal with 
barriers in China and Russia. To be able to internationalize, to reach, and operate in the 
emerging markets of China and Russia, knowledge regarding how to deal with the 
existing barriers is required. Seen from the literature review is recommended actions to 
overcome some of the barriers, such as networks and adaptation. 
 
The illustrated figure (Figure 2) of the conceptual framework explains how the used 
theories in this thesis are linked to an internationalization of e-commerce and e-
commerce expansion in the emerging markets of China and Russia, and what barriers 
that companies might face when operating in those markets. The three main concepts in 
this thesis are internationalization, e-commerce, and the barriers to e-commerce in 
China and Russia.  
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Figure 2. Conceptual framework 
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3. METHOD  
 
In the upcoming chapter, an explanation of the methodological framework will be 
presented.  It starts with a presentation of the chosen research approach followed by 
discussion of the chosen research method, as well as a presentation of the research 
design. Further on, the data that has been gathered and an operationalization is 
presented and additionally the validity and reliability of this thesis will be outlined. This 
chapter lay the foundation for how the empirical findings will be treated.  
 
3.1 Research Approach 
The research approach explains the relationship between the theory and the empirical 
data (Leavy, 2014; Patel and Davidson, 2011; Ghauri and Grønhaug, 2010). Research 
tends to follow either an inductive approach or a deductive approach (Leavy, 2014). It is 
explained by Leavy (2014) that deductive approach usually tests theory, while an 
inductive approach systematically generates theory from collected data. Research with 
an inductive approach generally relies on generating understanding from the data, and 
the researcher of an inductive approach observes what is taking place and thoroughly 
collects data (Leavy, 2014). It is further explained by Leavy (2014) that the data then 
leads to a development of hypothesis to explain what have been observed. However, 
Ghauri and Grønhaug (2010) argue that the conclusion drawn from inductive research 
can be seen as uncertain regarding the validity of the study, this due to inductive 
research generating a general conclusion. 
 
On the contrary, a deductive approach tests an existing theory or hypothesis by 
collecting data (Lapan, Quartaroli and Riemer, 2012; Leavy, 2014). It is explained by 
Dubois and Gadde (2002) that a deductive approach is concerned with developing 
propositions from current theory and makes them testable in the real world. Patel and 
Davidson (2011) imply that a deductive method faces the risk that the existing theories 
on which the research derives from will influence and aim the research and hinder new 
discoveries.   
 
In addition to these two traditional approaches, a third one has emerged, combining 
elements from both deduction and induction (Saunders, Lewis and Thornhill, 2016). 
Abduction begins with observing a ‘surprising fact’, thereafter a possible theory is 
created of how this factor may have occurred. Saunders et al. (2016) explain how the 
abductive approach derives from an empirical basis, but simultaneously accept a 
preconditional theoretical framework that can be adjusted during the research process. 
Lapan et al. (2012) support Saunders et al. (2016) and pinpoints that the original 
framework in an abductive approach is successively modified during the research, partly 
as a result from unanticipated empirical findings, but also of theoretical insight gained 
during the process. Davis (2007) explains the abductive approach as an approach to 
research that is said to better describe the method used in a qualitative research, than 
either the idea of a deductive or inductive reasoning. 
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This thesis departs from both theory and reality, hence an abductive approach seems 
most applicable. First off, the increased use of e-commerce and the potential with it was 
identified. Furthermore, previous research mainly emphasized e-commerce in developed 
countries, even though Russia and China are two growing economies with increasing 
purchasing power and an increased use of e-commerce (Ahrend, 2005; Zhang et al., 
2014; Starostin and Chernova, 2016; Savrul et al., 2014; Cavusgil et al., 2013). The 
authors of this thesis then found the need to investigate in the barriers for Swedish e-
commerce SMEs to enter these markets and how these can be handled. This since there 
is research on e-commerce but not to the same extent regarding barriers towards Russia 
and China, and even less in the context of overcoming these barriers in the countries. By 
looking into barriers through internationalization theories as well as emerging market 
and e-commerce theories this study to some extent also departs from theory. Since this 
thesis also is structured according to a multi case study, the choice of an abductive 
approach is further strengthened by Alvesson and Sköldberg (2009) who highlights the 
abductive approach to be the method frequently used in practice at a case study. 
 
3.2 Research Method 

Traditionally, according to Saunders et al. (2016) qualitative and quantitative research 
methods are differentiated through the distinction between numeric data (numbers) and 
non-numeric data (images, videos, words). Therefore quantitative data often create or 
use questionnaires or statistics, while qualitative data generates for example interviews 
(Saunders et al., 2016). As explained by Denzin and Lincoln (2013) in a qualitative 
research method factors are studied in their natural surroundings to interpret 
phenomenon in relation to what meaning people bring to them. On the other hand, the 
purpose of a quantitative research method is to find answers to questions with the help 
of scientific procedures (Denzin and Lincoln, 2013). It is further mentioned by Denzin 
and Lincoln (2013) that the two different research methods have several factors 
separating them from each other such as style, stated objectives and language. Holme 
and Solvang (1997) and Denscombe (2004) state that in a qualitative research method 
there is less formalization, which better contributes to understanding a phenomenon. As 
the purpose of this study is to gain a deeper understanding about the barriers of e-
commerce in emerging countries, a qualitative research approach is therefore considered 
to offer the intensity and flexibility of the interviews that this study needs.  
 
Often, the qualitative approach is used because the already existing theories is 
inadequate to explain a phenomenon or because a lack of theory altogether (Merriam, 
2009). Therefore, qualitative research is many times linked to an inductive research 
approach due to their result in theoretical contributions (Merriam and Tisdell, 2016). 
But Davies (2007) explains how an abductive approach is even more satisfying for a 
qualitative researcher than an inductive or a deductive approach. 
 
Usually qualitative research methods contain relatively small, non-random samples, 
especially compared to the large, random samples of the quantitative method (Merriam, 
2009; Denscombe, 2004). Small sample studies have a vital, valid and well-established 
part in research and have several theoretical advantages such as increased validity to the 
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data collection process (Olsson and Sörensen, 2007). This sort of research approach is 
also particularly fitting in areas of new topics, with a testable, unique and empirically 
acceptable theory (Eisenhardt, 1989). Therefore, in relation to the research topic of e-
commerce, which is a relatively new phenomenon, a qualitative approach gives this 
study several positive advantages. Further this study will have a small and non-random 
sample, which also points in the direction of a qualitative approach rather than a 
quantitative.  
    

3.3 Research Design 

Ghauri and Grønhaug (2010:54) define the research design as an “[…] overall plan for 
relating the conceptual research problem to relevant and practicable empirical 
research”. The research design provides a framework for how the data is to be collected 
as well as its analysis.  
 
According to Yin and Nilsson (2007) there are five research strategies that have been 
more frequently used; experiment, survey, analyze of sources, historical study and case 
study. Ghauri and Grønhaug (2010) state that the different designs are suitable for 
different research, depending on the choice of research method and approach. Yin 
(2013) explains that the case study strategy can be a possibility to get an in-depth 
understanding on a single or small number of “cases”. Merriam and Tisdell (2016) agree 
with this, and explain how a case study is an in-depth description and analysis of a 
bounded system. The case could be a single person who is a case example of some 
phenomenon, a program, a group, an institution, a community, or a specific policy 
(Merriam and Tisdell, 2016). The choice of a case study provides closeness that may 
result in valuable and deep understanding that generate new learning about real-world 
behavior and its meaning (Yin, 2013). It is argued by Saunders et al. (2016), that 
explorative studies is applicable when using ‘how’ and ‘what’ research questions. This 
thesis uses ‘how’ and ‘what’ questions, and can therefore be explained as an explorative 
study.  
 
When looking at the research questions of this thesis, a case study seems the most 
applicable due to the deep understanding and analysis it can provide. Yin and Nilsson 
(2007) mention how a case study is the best suitable method when current events shall 
be studied, which is the situation in this thesis since internationalization through e-
commerce is a current and expanding topic of today. The aim of this thesis is also 
relatively unexplored, which is another argument for conducting a case study method. 
Furthermore, case studies are further divided into single-case studies and multiple-case 
studies, depending on whether the study will examine one or more cases (Yin, 2013). 
 
3.3.1 Multiple-Case Design 
The foundation in a case study strategy is one or several cases. Cases are empirical units 
that can be validated and are tied to theoretical and practical interests (Scholz and 
Tietje, 2002). The alternatives of single- and multiple-case study design are either to 
gather the empirical data from one single case or from several different cases (Yin, 
2011). The multiple-case study can provide more ensuring data than when conducting a 
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study on a single case, this since the gathered evidence is supported by several cases, 
which create greater confidence in your findings and is therefore to prefer (Yin, 2011). 
According to Ghauri and Grønhaug (2010) single case studies are often preferred in 
unique cases, which is not the situation regarding the studied phenomenon that is 
investigated in this thesis. Therefore, it is argued that a multiple-case study design is 
more appropriate in this thesis. Ghauri and Grønhaug (2010) also state that this form of 
study is more applicable on cases that are not of rare characteristics. 
  
There is also criticism to take under consideration when using case studies. Yin and 
Nilson (2007) explain the maybe largest concern to be a lack of stringency in this form 
of study. But Yin and Nilson (2007) also explain this to be a cause of negligent work, 
and not having followed procedures that affected the result and conclusion of the work. 
To avoid lack of stringency, this thesis will thoroughly and methodically analyze the 
empirical findings. Yin and Nilson (2007) moreover state that criticism has been 
discussed when it comes to the complexity and the required time that the strategy of 
case study requires, and how this resulted in unreadable reports. Furthermore, Yin and 
Nilson (2007) explain how unreadable reports might have been the case in the past, but 
that this does not have to affect the future. In this thesis, this factor will still be taken 
under consideration, and through methodical work with long-term planning and a 
systemic schedule, the high amount of required time will be taken into account when 
gathering our empirical findings. This in order to avoid the problem of an untidy thesis. 
 
3.3.2 Purposive Sampling 
In order to collect relevant data for the identified problem in research, the next task is to 
select samples to analyze (Merriam and Tisdell, 2016). There are two types of sampling 
described by Merriam and Tisdell (2016); probability sampling and nonprobability 
sampling. Probability sampling is commonly associated as randomly selected, which 
allows the researcher to generalize results from the samples. Probability sampling is not 
the most appropriate way for a qualitative research since generalization in a statistical 
sense is not the main purpose. Thus, Merriam and Tisdell (2016) explain that 
nonprobability sampling is most common in qualitative research, and the most 
appropriate sampling method to answer a qualitative research question. It lets the 
researcher designate the samples after certain criteria and purpose. The general 
difference between the two types is how the samples are selected (Merriam and Tisdell, 
2016). Furthermore, purposive sampling is another form of nonprobability sampling 
presented by Merriam and Tisdell (2016). It is based on the assumption that the 
researcher wants to investigate. A purposive sampling method allows the researcher to 
choose samples from relevant criteria that are connected to the research problem 
definition (Denscombe, 2004). According to Ghauri and Grønhaug (2010) purposive 
sampling is also the best non-probability sampling method when trying to generate 
samples that are somewhat generalizable across the population.  
 
This thesis has conducted purposive sampling due to the arguments and 
recommendations above in order to select suitable companies and respondents for this 
study. Merriam and Tisdell (2016) state that purposive sampling must determine a 
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selection of criteria that reflect the purpose to find suitable cases for the study. The 
criteria for this study were the following; 
 

1. The studied companies must be Swedish. 
2. The company must have less than 250 employees. 
3. The company must be dealing with e-commerce activities. 
4. The company must have experience within the emerging markets of China and 

Russia. 
 
To secure the relevance of the interviews the criteria were extended further to specify 
what kind of knowledge and insights this study needed. When choosing respondents for 
this study, most important was that they should have personal experiences from the 
emerging markets of China or Russia and has a great insight of their company’s 
operations. Therefore, the respondents also needed to meet the following criteria; 
 

1. The respondent must have a good insight of the company's operation. 
2. The respondent must have a position that involves e-commerce activities in the 

emerging market of China and Russia. 
 
Choice of studied case 
Based on these criteria stated in the previous section, six case companies were found 
and investigated to derive the empirical data. The following section presents the case 
companies and the respondents.  
 
1. Design Online AB 
Design Online is a Swedish company founded in 2002. Robin Ålander works as 
marketing manager at Design Online. The interview was conducted over telephone in 
form of a telephone meeting, due to consideration of the interviewee’s wishes.  
 
2. Stutterheim - Svenska Regn AB 
Stutterheim is a Swedish company founded in 2010. The interviewee, Philip Nasbeth is 
the e-commerce manager of Stutterheim. The interview took place in form of a Skype-
meeting due to the consideration of logistical reasons.  
 
3. Northern Spirit Sports AB 
Northern Spirit was founded 2014 in Sweden. The interviewee Niklas Carlson, has been 
with Northern Spirit from its beginning. The interview took place in form of a telephone 
meeting due to consideration of the interviewee’s wishes. 
 
4. Triwa AB 
Triwa is a Swedish company founded in 2007. The respondent from Triwa, Tobias 
Ericsson, is one of the founders and owners of the company. The interview was 
conducted via telephone due to logistic reasons.  
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5. Anonymous case company Beta  
The anonymous case company will henceforth be referred to as Beta. The CEOs of the 
company is located, one in Sweden and one in another country. The interview was 
conducted through e-mail due to the time and the geographical distance, since the 
interviewee is not positioned in Sweden.  
 
6. Grand Frank AB 
Grand Frank was founded in 2014 in Sweden. The respondent, Olof Engh, is the 
marketing manager at Grand Frank. The interview was conducted over telephone due to 
the wishes of the respondent.  
 
3.4 Data Collection 

Data collection is defined as a step in the research process with the aim to gather 
information relevant to answer the research question (Saunders et al., 2016). It is about 
asking, watching and reviewing (Merriam and Tisdell, 2016). The data collection 
should conduct a suitable sampling methodology, recording the information in both 
audio and script, storing the collected data and considering the ethical issues that may 
emerge (Saunders et al., 2016). Both primary and secondary data have been gathered in 
this research in order to establish a well-founded theoretical framework and collect 
relevant data of the e-commerce phenomenon in the emerging markets of China and 
Russia. 
 
3.4.1 Primary Data 
The primary data in a qualitative research is usually collected through interviews and 
observations (Merriam and Tisdell, 2016). Interviews promote the researchers 
understanding of behaviors, feelings and how people interpret the surroundings. When 
the empirical data is collected by the researcher herself it is called primary data but 
conducting a survey or experiment is also a primary source. Interviews usually represent 
the majority of the data collected in qualitative research (Merriam and Tisdell, 2016). 
The advantage of using primary data is that it can be tailor made and formulated in that 
particular way the researcher want it for the project (Ghauri and Grønhaug, 2010). It is 
stated by Denscombe (2004) that the primary data can be called "raw" data, which 
means that the data is unaffected by other theories or concepts. Ghauri and Grønhaug  
(2010) argue that primary data allows the researcher to gain a deep understanding for 
reasons behind the problem of the phenomenon. When conducting interviews it is 
possible to do the interviews in different forms such as, phone calls, e-mail and face-to-
face meetings (Merriam and Tisdell, 2016). Video calls such as Skype and Facetime is a 
good tool when interviewing and can give the full picture of the interviewee and be 
more like a face-to-face meeting (Merriam and Tisdell, 2016). In this thesis the primary 
data is collected through interviews, which has given a deeper understanding of our 
research phenomenon and on e-commerce from a perspective of an experienced 
Swedish e-commerce SME. 
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3.4.2 Secondary 
Empirical data collected by someone else is called secondary data (Merriam and Tisdell, 
2016; Ghauri and Grønhaug, 2010). Secondary data can be found in journal articles, 
books, online data sources such as websites of governments, semi-government 
organizations and catalogues (Ghauri and Grønhaug, 2010). It is also stressed by 
Merriam and Tisdell (2016) that the researcher must review the credibility of the source 
in a critical way, to see if the information is relevant and trustworthy. Ghauri and 
Grønhaug (2010) explain that secondary data are useful when finding information and 
solving research problems, and gives the researcher a good insight on the research topic. 
The secondary sources in this thesis are collected in order to complement the primary 
data that has the highest importance for the outcome of the research. The secondary data 
used for the introduction, theory and methodology chapters were collected from books, 
online sources and journal articles. It gave the authors of this study a broad and 
informative base to start from in each related area, and led further to the design of the 
research. In order to find trustworthy sources, this thesis is mainly based on data from 
ranked journal articles, web sites conducted by authorized institutions.  
  
3.4.3 Structure of Interview 
A research interview can be formulated in different levels of formality; structured 
interviews, semi-structured interviews and unstructured interviews (Saunders et al., 
2016). The interviews can be either formalized and structured with standardized 
questions for all participants in the research, or informal and unstructured (Merriam and 
Tisdell, 2016). It is further stated by Merriam and Tisdell (2016) that the structured 
interviews are standardized and formal, with the questions and the order in which they 
are asked determined in advance. Semi-structured interviews follows a structure to some 
extent but are more flexible than the structured interviews, it is a mix of the structured 
and unstructured interviews (Merriam and Tisdell, 2016). The main difference between 
semi-structured and unstructured interviews is that unstructured interviews are informal 
with unstandardized questions, it is more like a conversation between the interviewer 
and the interviewee (Merriam and Tisdell, 2016). Semi-structured interviews can be 
regarded as more qualitative in nature and is suitable when researching a complex area 
(Denscombe, 2004).  
 
This thesis has conducted semi-structured interviews, which means that the interviews 
had a standardized list of themes with key questions. The questions are in line with the 
structure but it is not necessary that the key questions follow a certain order (Merriam 
and Tisdell, 2016). In addition to this, Merriam and Tisdell (2016) explain that 
supplementary questions occur naturally. Semi-structured interviews allows further 
explanations and can lead to discussions which helps to address the research questions 
and objectives that provides a rich and detailed data for the research (Merriam and 
Tisdell, 2016). Therefore, semi-structured interviews are most appropriate for this 
thesis, as the flexibility of the structure opens up for new ideas and discoveries and 
allows a depth regarding the topic. 
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In order to ensure that the respondents would be able to give relevant information, an 
insight of the research and the interview guide (see Appendix 1) with questions was 
given to the respondents by e-mail, the day before the interview took place. The 
interview guide and the interview was conducted in Swedish since all the participants 
were Swedish, it was a natural step to take. The interviews carried out in the way the 
respondents preferred, in these cases by phone calls and online interviews (e-mail and 
via Skype). Merriam and Tisdell (2016) argue that text-based interviews such as e-mail 
are beneficial since they provide a ready-made transcript for the researcher and it saves 
time. The researchers of this study felt insecure if it would be possible to go in depth 
and gain relevant information through conducting an interview through e-mail. It was 
solved by attaching an interview guide with a detailed explanation of the concepts and 
phenomenon that was to be investigated. Interviews through email did not provide a 
real-time conversation when investigating the cases, but it still gave the researchers in 
this study chances to ask supplementary questions. 
 
3.5 Operationalisation 

Ghauri and Grønhaug (2010) define the operationalisation as a set of procedures that 
describe the performed activities to establish the empirical findings, its existence or the 
degree of existence of what is described by a concept. According to Berg and Lune 
(2014) it is important to operationalise the concepts to ensure that everyone have the 
same definition. It is important to perform a profound literature review before writing an 
interview guide (Jacob and Furgerson, 2012). When doing a literature review, further 
understanding of what previously has been written about the chosen topic is received. 
Thus, knowledge about what needs to be asked during the interviews is obtained (Patel 
and Davidson, 2011). The literature review contains theoretical framework that then 
needs to be operationalised, hence defining the concepts with a sharp connection to the 
real world in abstract conditions (Patel and Davidson, 2011). The theoretical framework 
in this study has therefore been operationalised, and furthermore the interview questions 
(see Appendix 1) have therefore been founded based on these frameworks. 
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Table 1. Operationalisation 

Table 1   

Concepts Interview 
questions 

Reasoning 

 

Business operations 

 
1-7 

The interviewee was asked a couple of questions 
for an introduction of the company, this to be 
able to get an overall knowledge and 
understanding of the interviewee and the case 
company. 

 

Internationalization 

 

8-18 

To be able to comprehend the company’s 
establishment on emerging markets, especially 
China and Russia, questions were asked 
regarding the firm’s internationalization process, 
how the expansion process has evolved and if 
relationships is vital when expanding, among 
other things. 

 
 

Barriers to e-
commerce 

 
 

19-24, 26, 
28-30 

Since an important part of our research topic is 
barriers to e-commerce in emerging markets, 
questions were also asked regarding what 
barriers the case companies experience when 
exporting to emerging markets of Russia and 
China for example cultural or institutional 
barriers. There were also questions regarding an 
example of a successful/unsuccessful case of 
exporting and its reasons for success/failure. 

 

How to deal with the 
experienced barriers 

 
25, 27, 30 

To be able to get a deeper and wider 
understanding and knowledge about how the 
companies are working with the experienced 
barriers, several questions were asked 
concerning how, and/or if, the barriers are 
handled in some fashion. 

 

Other 

 

31-33 

In conclusion of the discussion during the course 
of the interview, the interviewees were asked 
three general questions about the future for 
themselves, e-commerce and their view on the 
potential of emerging markets. 
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3.6 Method of Analysis  
Merriam and Tisdell (2016) stress that the goal of data analysis is to make sense out of 
the collected data, interpret what the respondents have said and in the end answer the 
research questions. Also Ghauri and Grønhaug (2010) state that the purpose of analysis 
is to gain knowledge and understanding from the collected data. In addition, Ghuari and 
Grønhaug (2010) argue that qualitative research faces particular analytical challenges, 
for example large amount of collected data. Therefore a key characteristic of analysis is 
the division of the complex whole into smaller components to be able to dissect, sort, 
reduce and reconstitute data. It is however argued that no overall agreed-upon approach 
to analyze qualitative data exists (Ghauri and Grønhaug, 2010). Nevertheless, Miles, 
Huberman and Saldana (2014) differentiate three elements in qualitative data analysis; 
conclusion drawing/verification, data reduction and data display. Data reduction 
involves focusing, simplify, select and transforming the collected data. The reduction 
can also take place subconsciously in the course of the first stages of a study during the 
selection of conceptual framework and cases (Miles et al., 2014). The transformed and 
reduced data collection is later displayed in a manner that grants conclusion drawing 
and taking action (Ghauri and Grønhaug, 2010). 
 
When analyzing the empirical data, the researchers of this study transcribed the 
interviews that were collected in verbal form into text form. Next step was to organize 
and structure the answers to compare them and then draw a line of similarities and 
differences. Segments that could be used to answer the research questions were 
identified in the gathered empirical data and later presented in relation to three concepts 
also introduced in the literature review; internationalization, e-commerce, and the 
barriers to e-commerce in China and Russia. These concepts and theories were 
continually used to analyze the primary data in this thesis. The presentation of the 
collected data contributed to drawings of conclusions, which were presented in a 
succeeding chapter (see Chapter 6). Therefore it can be argued that the analysis of the 
collected data in this study correlates with the three different elements mentioned by 
Miles et al. (2014).  
 
3.7 Quality of Research  
It is important that researchers ensure the reliability and validity in a research due to that 
researcher intervene into people’s lives (Merriam and Tisdell, 2016). Qualitative 
research is based on assumptions of the real life, but researcher’s results are trustworthy 
to the extent that there has been some rigor in carrying out the study (Merriam and 
Tisdell, 2016). When ensuring the reliability and validity, ethical considerations must be 
conducted to not harm the respondents (Merriam and Tisdell, 2016). It is also stated by 
Ghauri and Grønhaug (2010), that to make international research trustworthy and 
reliable is vital in the current globalization all over the globe. 
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3.7.1 Validity  
Validity indicates the truthfulness and accuracy of the data, and without validity, the 
credibility and objectivity of the research would be at stake (Denscombe, 2004). 
Improving the objectivity will assure the extensiveness and accuracy of the data that the 
research is based on (Silverman, 2004). Consequently there is a need for the researcher 
to question if the collected data is of the right sort to be able to study the research 
subject and measure it properly (Denscombe, 2004).  
 
When performing a qualitative research it is usual to be less concerned about valid data 
compared to in a quantitative research method, this because a qualitative study often 
establishes closeness to the topic and also due to that the respondent can control the 
input of data (Holme and Solvang, 1997). But there can be misinterprets of the 
respondents by the researcher in a qualitative research method too, which might make it 
hard to exhibit whether the collected data is validated and proper (Denscombe, 2004). 
Consequently it is important to not only inspect validity in the end of a research, it is 
instead a continuous process throughout all the phases of research (Kvale, 2007). 
Therefore the design of a valid conclusion of a thesis only appears when all phases is 
founded on a logic, supportive and justifiable content, hence the validation of each 
phase operates as a link between the chosen research questions, operationalisation, 
conceptual framework, data and the results (Kvale, 2007). This results in that the 
findings answer the questions that were set out to be answered, and that results that are 
relevant for the questions are presented (Kvale, 2007).   
 
However there are assured steps to increase the validity of the research. One step is 
triangulation. Triangulation involves analyzing and studying the same set of data but 
across several perspectives to gain more and better understanding of it, this increases the 
validity of a study (Yin, 2011). It is further stated by Denscombe (2004) that data 
grounded on “facts” is also a factor that contribute to accuracy and appropriateness, it is 
one of the most vital benefits with using a qualitative approach due to that the research 
will be thoroughly based on empirical data and fieldwork. Data grounded on facts 
involves a continually comparative process between empirical data and the emerging 
conclusion, with the precision of the data verified constantly (Denscombe, 2004).   
 
With the use of triangulation in this thesis, the authors have worked hard to ensure that 
the interpretations have been valid and appropriate. Moreover, since this study have 
three authors the validation increases even more due to that several opinions create and 
support greater measures of objectivity than research written by fewer authors. In this 
study there has been an active work process to maintain a proper level of validation by 
examine an extensive range of theoretical sources, such as peer-review articles, printed 
books and reports together with empirical studies, all containing several angles 
concerning our main field of study. In order to increase the validity, have the authors of 
this thesis avoided to ask leading questions to the respondents to gain general answers. 
With triangulation and the use of well-grounded data the results of this study will 
answer the research questions in a more correct manner.  
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3.7.2 Reliability 
Reliability refers to the level to which independent researchers find the same results in 
equivalent situations (Sherman and Webb, 2001). According to Merriam (2009) 
reliability can also be described as the degree of which a certain outcome can be 
repeated. Merriam (2009) further states that due to the fact that qualitative studies are 
performed within human context, a problem arises because the human behavior is never 
static. This leads to the fact that if a study would be repeated in exactly the same 
manner, the circumstances must always be influenced (Merriam, 2009). To be able to 
increase the reliability in this study the structure of the interviews are the same 
throughout all interviews. Furthermore, the interviews were recorded to avoid 
subsequently subjective interpretations. Reliability is connected to the thoroughness of 
which the researcher has managed the gathering of data and the analysis (Davis, 2007). 
When assuring reliability, the researcher of a study insures that the instruments used in 
the study did not have any influence on the variation in the result (Denscombe, 2004). 
To be able to improve the reliability in a qualitative study it is reasoned that that the 
methodological proceedings ought to be presented in detail, and when doing so, the 
reader of the study further understands the origins- and the conclusions from the result 
(Denscombe, 2004).       
 
To be able to further validate the reliability of this study an exhibition of the 
methodological proceedings of our thesis was made in a distinct and evident fashion. 
This to simplify the reader's’ understanding of what manner the empirical data was 
collected and how the conclusions was gathered from that data. All the interviews was 
recorded and then later transcribed in detail. Consequently all empirical data is 
documented in both audio and text. The interview guide was also supplied (see 
Appendix 1) in advance for the reader to get knowledge about what would be asked 
during the interviews. The interviews were conducted via semi-structured interviews to 
enhance both the validity and reliability. Afterwards, the empirical data was analyzed by 
organizing and structure the answers and compare differences and similarities. Useful 
answers were identified and presented in relation to the chosen concepts, which then 
contributed to conclusions. The analysis method was carried out with most 
thoroughness, to ensure reliability. 
   
3.7.3 Ethical considerations 
In qualitative studies several different ethical issues might arise regarding the collected 
data and the interpretation of the outcome (Merriam and Tisdell, 2016). It is the 
researcher who has the sole responsibility to conduct the study in a precise and sincere 
fashion (Ghauri and Grønhaug, 2010). Furthermore as explained by Ghauri and 
Grønhaug (2010) it is important that the researcher should also be transparent 
concerning how the study is performed, for example making the weaknesses and 
strengths of the used methods known for the reader or making sure the interviewees’ 
know what is to be studied. Patton (2002) mentions several ethical considerations for 
when the researcher is involved in qualitative research; explaining the purpose of the 
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research and which methods that are used, confidentiality, informed consent, data 
collection limitation and explaining for the interviewee what they gain.  
 
In this study the transparency is guaranteed by presenting the methodological layout, 
with an overview of the negative and positive aspects of the chosen methods. The 
interviewees’ have been presented with a possibility of total anonymity, and if they 
wish so, the data collected cannot be tracked back to them. The case firms were, when 
first contact was made, informed about the purpose of this thesis and how they would 
assist in it. This enabled them to gain a perception about the topic and to choose if they 
wanted to partake or not.  
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4. EMPIRICAL FINDINGS  
 
In this chapter the empirical data that has been collected in this thesis will be 
presented. At first an introduction of the case companies and the interviewees will be 
made. Thereafter, a presentation will be made regarding the case companies’ 
experiences of doing business in the emerging markets of Russia and China, and their 
opinion of existing barriers to those markets. There will also be a presentation of how 
and if, from the interviewees’ perspective, a company could overcome the barriers that 
exist. Furthermore, this chapter has been structured in a fashion that follows the 
conceptual framework to make it easy for the reader to follow. 
 
4.1 Cases 

All the participating companies in this thesis have experience from doing business in the 
emerging markets of China and Russia, and an insight on what barriers there is to 
consider in these markets. The companies also have an insight in how to handle the 
existing barriers. Moreover, the companies were founded in Sweden and have an 
substantial international existence. One of the interviews was conducted via Skype, 
another four over the telephone and one through e-mail per request of the respondents. 
The interviews were conducted between the 11th of April 2017 and the 15th of May 
2017. 
 
Design Online AB 
Design Online has its head office in Kalmar, Sweden, where the company also was 
founded in 2002 by Jörgen Bödmar. Today the company consists of approximately 50 
employees. Since 2003 they are available on the Internet, where they are selling 
Scandinavian design to all over the world. The products are mainly from Scandinavian 
brands or from a Scandinavian designer. Their vision from the beginning has been to 
make their products available to the customers regardless of location. The head office is 
located in Kalmar but an office is also located in South Korea. Robin Ålander is 
working as marketing manager and has been with the company since 2012. He is 
working with all brands and is strongly focused on performance based marketing 
through digital channels. 
 
Stutterheim - Svenska Regn AB 
Stutterheim was founded by Alexander Stutterheim in 2010 and have their head office 
located in Stockholm. The company has 20 employees, ranging from design to 
production and e-commerce and marketing. Stutterheim produce and sell rainwear and 
accessories through their web-shop as well as through retailers, and reach customers in 
many different parts of the world. The vision of the company is that rain should always 
be associated with Stutterheim. Since the beginning, they have been available on 
internet for the whole world but the “real” expansion of the company took place 2012 
when competent and sell oriented management came and strengthened the company. 
They opened a warehouse in USA, which helped them to come closer to the 
international market. Philip Nasbeth is working as e-commerce manager at Stutterheim 
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and has represented Stutterheim in one year, but has many years of experience within 
the field of e-commerce. 
 
Northern Spirit Sports AB 
Northern Spirit is a Swedish company who was founded 2014 by three entrepreneurs by 
name: Niklas, Joakim and Richard. The company was founded with the vision to grow 
as a strong brand within the sport of Crossfit. Northern Spirit wants to keep growing 
throughout the world and they believe that a nished market within Crossfit is the right 
way to go. The interviewee is one of the founders of the company, Niklas Carlson, who 
has been with Northern Spirit from the beginning. Carlson is one of the CEOs of 
Northern Spirit and the company consists of a total of six employees. 
 
Triwa AB 
Triwa was founded in 2007 by four friends; Tobias Ericsson, Harald Wachtmeister, 
Didrick Wachtmeister and Ludwig Scheja, with a passion for watches in Stockholm, 
Sweden. All the four founders still currently work in the company. Their office is 
located in Stockholm and have around 22 employees, meanwhile a subsidiary in Hong 
Kong have six employees. The company sells watches, sunglasses and bracelets in 
metal, with a vision to build a Scandinavian accessory brand for all over the globe. The 
company has both their own stores, and sell to retailers and distributors all over the 
world, and direct to the final consumer through their online shop. Tobias Ericsson is one 
of the founders of Triwa and has been working with the company for ten years, whereof 
eight years full-time. 
 
Anonymous Case Company Beta 
Beta was founded in Sweden 2014 when the two two founders saw opportunities within 
the field of sports, since the sportswear was not that fun or inspiring, and e-commerce 
was a good way to reach the world in a fast pace. The vision of the company is to 
inspire and motivate girls to an active lifestyle and make them believe in themselves. 
The company sell sports wear and accessories related to sports through their website 
and web-based retailers. The interviewee is the CEO and founder of Beta. The 
interviewee has been working with the company for three years. In the empirical 
findings, Beta will further be addressed with a fictional name, more specifically 
Blomqvist. 
 
Grand Frank AB 
The entrepreneur Erik Bergstrand, who saw a gap in the market for fun- and colorful-, 
but still elegant men’s clothes, founded Grand Frank in 2014. Grand Frank is today 
selling clothes and accessories to men all over the world, and they believe in creating 
the products together with the customers, to be able to provide what the customer wants. 
Grand Frank has about 10 employees, with their head office in Stockholm, Sweden.  
The interviewee was Olof Engh, who is one of the part owners of the company and the 
marketing manager of Grand Frank. Engh has been with the company since 2015. 
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4.2 Internationalisation 
Ålander explains that the vision for Design Online was always to be an international e-
commerce company. He continues to state that when the company was founded in 2002, 
when the concept of e-commerce was still relatively new, and specifically to conduct e-
commerce internationally. Ålander further explains how the company did not 
specifically work with networks and contacts to go international, but how they built 
everything from scratch and on their own, and how they benefitted from their first 
mover advantage as well as their niche of Scandinavian interior internationally. Ålander 
mentions how the company started out in Sweden, and how they rapidly launched an 
English website that more or less reached out to the whole world. One factor 
emphasized by Ålander that contributed to their success in English speaking markets, is 
their search engines optimization, such as on Google. Design Online quickly got a top 
ranking on Google, which was important for their further development. Additionally, 
Ålander argues that another factor that contributed to their early success was the fact 
that Design Online offered shipping to countries that other companies might limited 
their shipping to.  
 
E-commerce manager Nasbeth, states that Stutterheim started in Sweden, and first when 
a good and professional management team entered the company two years later, they 
started to expand their business. But the company has though, according to Nasbeth, 
been global from the start, since their website never really turned countries down. 
Nasbeth further explains how the company started to work with distributors when the 
new management team entered the company, and how distributors, more or less all over 
the world, started to sign up, and how this increased the sales outside of Sweden. 
Moreover, Nasbeth describes how the company early on started to open warehouses in, 
for example, USA to shorten the shipping to some countries and facilitate the return 
process of products. Nasbeth summarizes the success factors for the company’s 
expansion to be a strong PR-team and good distributors. More specifically, he describes 
Russia to be a hard market to enter, but explains how this was possible due to a retailer 
and distributer in the country.  
 
Carlson from Northern Spirit states that there are three primary factors to consider when 
doing business in a new market, and these are: the language, the payment options and 
the delivery. Carlson means that it is important to make the customer feel safe and 
comfortable when shopping, and these primary factors is a good way to go. Carlson 
explains that Northern Spirit was global from the beginning and launched their web-site 
on English and Swedish already from start, to be accessible all over the world. To be 
successful, Carlson states how the company started out focusing on their deliveries to 
offer a good and sheep enough delivery for their customer. To act on a more local level, 
Carlson further explains how Northern Spirit created strong contacts in different 
countries where the customer could return their product locally. Carlson moreover 
explains how an e-commerce company was the ultimate choice for the business. When 
being a small company who wants to expand internationally, with limited money behind 
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and acting in such a niche market as Northern Spirit, which they want to continue doing, 
a physical store was not really an option.  
 
Ericsson explains that Triwa started out global from the beginning, with Holland and 
Australia as the first markets besides Sweden. He explains one factor for the success, in 
for example Russia, to be valuable contacts and distributors. Meanwhile in China the 
expansion was, according to Ericsson, due to a strong and ongoing Scandinavian trend 
in Southeast Asia. Ericsson also mentions that Triwa found a valuable partner in China 
as well. Moreover, he explains that the competition has highly increased due to the 
many companies who produce the same products, and has become successful at 
conducting marketing online. Additionally, Ericsson also explains how the price for 
marketing online has above all largely increased.   
 
Blomqvist explains that the company went global from the start and that e-commerce is 
an easy way to reach the world. He further states that the easy way of sending packages 
to most countries has been a major factor for their expansion. Moreover, Blomqvist also 
explains how social media and word of mouth (customers’ preferences and passing 
information mouth to mouth) has facilitated the company, and made it possible for Beta 
to enter the different markets. Blomqvist clarifies how networks or contacts has not 
facilitated their entry into China or Russia, but how this is still important, especially 
when working with wholesale, due to the amount of work required when dealing with 
export. Furthermore he mentions that collaborations with celebrities in emerging, such 
as Russia and China, have contributed to increased sales. 
 
Engh explains how Grand Frank started to sell worldwide from the start, and he 
moreover describes this to be one contributing factor to the success of the company, 
together with the fact that the company offered free shipping all over the world. Engh 
clarifies how the free shipping decreased the hinder for customers to buy from a foreign 
company. He further discusses the success of the company, and how he believes the 
company to have identified a gap on the market and how the founder managed to build a 
strong brand page on Instagram (a social media platform), which made it possible for 
the founder to reach to a wide range of customers from one location. Engh does not 
believe networks and contacts to be a factor for their success. However, he does believe 
that word-of-mouth is something very important since people do affect each other with 
their opinions. 
 
4.3 Barriers  
Ålander explains that Design Online mainly experience infrastructural and institutional 
barriers that hinders the exports. He exemplifies this by explaining how one vital 
problem that they have seen, in for example Russia, is that the product does not always 
arrive at the final destination. Ålander further states that in many occasions, packages 
get lost due to insufficient infrastructure and logistics or corruption in the customs. 
According to Ålander,the language and marketing channels is also seen as one of the 
major barriers that hinder a deeper penetration into the Russian market. Ålander 
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explains how different marketing channels can act as different barriers, and how 
markets, such as Russia, uses a search engine called Yandex. Moreover, Ålander further 
describes how differences in language and culture regarding advertising, result in 
advertising models who are applicable in larger parts of Europe, cannot be copied 
towards Russia. Another barrier in Russia, stated by Ålander, is the general lack of the 
understanding towards copyright and how this can be an issue when selling original- 
and designer products, such as Design Online. Furthermore, Ålander explains how the 
company has not noticed any lack in the technology in Russia or China. He also 
mention how some emerging markets have skipped one step, going from nothing to 
cellphones direct, and how this can create an issue in form of Design Online’s website 
not being mobile adjusted, which result in the customers not being able to see the 
website correctly. Ålander states another problem with the Internet, such as Google 
getting better at targeting the search result based on which language you speak, so if the 
company do not have their website translated into the language the consumer is 
searching on, the chance of them finding Design Online is pretty small. Ålander argues 
that the regulations and laws in different markets are very complex and that rules and 
regulations is definitely a hinder. Ålander further states that there is an overall fear in 
many non-English speaking countries, not specifically of sharing personal information, 
but of doing something wrong when ordering from a foreign website. Ålander means 
that customers can feel a bit worried and want to have a very good insight before 
ordering. Ålander further explains the worry result in another kind of shopping culture 
in countries such as China, who use a “shopping agent”, which orders the product on 
behalf of the customer. Moreover, Ålander describes different communities to have 
appeared in some countries, as in for example China, where it is common for people to 
order online together. 
 
According to Nasbeth, the main barrier for Stutterheim when acting in the emerging 
markets of Russia and China is the language barriers. Nasbeth further explains how both 
countries have different alphabets and in China they use signs instead of letters, so the 
big problem when customers from these countries order is how to interpret and how to 
design the order formula. Nasbeth exemplifies this with further describing the 
difficulties with language regarding writing your address in signs, as in for example 
China. Moreover, Nasbeth explains the cultural differences to be one barrier, in form of 
how to advertise correctly in these markets. Another important factor that Nasbeth states 
is infrastructure, he believes that infrastructure together with language is one of the 
main reasons to why Russia is a hard market to enter. He exemplifies this with the 
argument of the website of Stutterheim not being in the Russian language, which may 
decrease the sale to the country, together with the lack of infrastructure who makes it 
harder to ship there. Nasbeth further described the issue of mobile adjusting the 
webpage, since markets such as Russia and China is more frequently using their mobile 
phones instead of the desktop. Another issue, according to Nasbeth, is the different 
social media platforms they use in for example China. Nasbeth explains how they differ 
from what we are used to in the western world, and how they are using more 
communication platforms which can be hard to adapt to and to enter in form of 
influencers and advertisement. Moreover, he explain how Russia and China differ in 
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form of laws and regulations, and how China is more open for companies to enter the 
country while Russia is harder to penetrate. Nasbeth further explains how customs and 
taxes is something you need to have a lot of knowledge about before entering a market. 
Nasbeth, do not specifically experience people to be afraid of sharing personal 
information, but more information is also required, according to Nasbeth, when it comes 
local paying methods. Nasbeth further believes that the sales in a country would 
decrease if they did not have the option of their local paying methods, such as Alipay in 
China. Nasbeth explains how the customers feel more safe shopping from the website if 
they feel safe regarding the payment.  
 
According to Carlson from Northern Spirit, logistics is a large barrier. When talking 
about logistics, Carlson highlights the cost of shipping to emerging markets, in 
difference from shipping to a close by market such as Spain or Germany. Carlson means 
that it is a lot more expensive to ship to countries such as for example Russia. Carlson 
further believes that laws and regulations can be one barrier to the emerging markets, 
hinders in form of laws that facilitate for the local stores to favor them. Carlson 
moreover sees the corruption in some countries as something that can act as a 
troublesome barrier. A further barrier, stated by Carlson, is the cultural difference, 
mainly in form of language, but also differences in paying methods and similar, but he 
does not feel an avoidance from the customer regarding sharing personal information. 
As Carlson states, it is a lot about making the customer feel safe when shopping, and 
these factors play a big role in this aspect. 
 
Ericsson from Triwa explains that in for example Russia, it is very hard to bring the 
products into the country. There is a high amount of customs documents that needs to 
be obtained, and the costs are very high. Due to institutional issues, Ericsson explains 
how Triwa have even excluded Russia from their sales in the past, due to packages 
getting lost at the borders, and Ericsson further explains how corruption played a big 
role in this. According to Ericsson, one barrier to China is for example the fact that 
completely different resources is needed to operate on the Chinese market, which is 
associated with very high investment costs. Ericsson exemplifies this with explaining 
how the usual marketing channels do not exist in China, and consequently different 
marketing resources are required. Ericsson mentions that the Chinese market is 
completely blocked from all traces from Google and Facebook. This explains how a 
whole new system of servers would need to be built to be able to reach the Chinese 
customers without difficulties. Additionally, Ericsson do not see signs of customers 
being afraid of sharing personal information, but mentions that uncertainty might be a 
hinder, as well as language and culture. Furthermore, he have noticed how emerging 
markets tend to use mobile first, instead of desktop. According to Ericsson, he sees 
great cultural differences between both China and Sweden, as well as between Russia 
and Sweden. He further explains how there is a completely different mindset in China, 
with language and cultural barriers. Moreover, Ericsson describes how there are a large 
amount of “influencers”  (e.g. bloggers) in China, which attracts many customers to the 
website and convert the posts on their social platforms, which consequently increases 
the sales significantly. Ericsson also explains how Russia, for example, have different 
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values than in Sweden which can complicate different matters. In addition, Ericsson 
mentions there to be a higher corruption in Russia in comparison to Sweden. 
 
The major barrier that Beta has experienced when acting on the Russian and Chinese 
market, according to Blomqvist, is that the logistic service is not always traceable when 
using the local post service, hence many packages got lost. One further barrier, stated by 
Blomqvist, is customs to a country, but also when customers do not have the option to 
pay with their local currency. Moreover, Blomqvist sees the language as a barrier, and 
most frequently in the customer service when the customers do not speak English that 
well. Blomqvist do not, however, see that customers today would avoid sharing 
personal information when paying, but believes that customers are more used to buying 
online and from foreign companies. Additionally, Blomqvist do not see any hinders in 
the technology in the emerging markets of Russia and China.  
 
Engh explains how language can act as a barrier, and exemplifies this with how they 
have noticed an increased sale on the Swedish market since they added Swedish as a 
language, and implies that the sales most likely would increase in the same way when 
offering the local language of a market, such as China. Furthermore, Engh describes 
there to be communication difficulties towards both Russia and China. Engh, further 
explains how Russia is a hard market to enter and how closed it is towards Europe, and 
moreover, how the company have had issues with the customs in Russia, stopping their 
packages. Engh do not see any specific barriers with the technology, but further states 
that one barrier for China could be the different platforms you need to enter, in order to 
reach the customer. He further clarifies this with describing an application in your 
phone where you can shop from different stores directly, an application called JD Mall. 
Engh further explains how you can do more or less everything directly in your phone, 
and he also explains how customers in China may prefer to pay for their product on 
delivery, which you can do with most of the items in the application. Moreover, Engh 
explains how he does not see the sharing of personal information to be an issue, but 
possible that the cash-on-delivery option (paying for the product at arrival) may be a 
hinder since many people in China may prefer to do so, and how this way of paying is 
not applicable for Grand Frank. Together with this, Engh further states how local paying 
methods are important, or how it otherwise can act as a barrier since a lot of people feel 
more comfortable with this. Additionally, Engh states Russia to be a less attractive 
market today with the uncertainty that exists in the country due to factors such as the 
government and laws. 
 
4.4 How Swedish E-commerce SMEs Deal With the Barriers 

When it comes to infrastructure and corruption, Åhlander states that corruption is not 
just a problem in emerging markets and it exist in many other countries as well. There is 
nothing they can influence, it is an institutional problem within these countries. 
Åhalander exemplify Design Onlines operation in Russia with packages getting lost 
sometimes due to the corruption and sometimes they have to close down the Russian 
market. Åhlander further state that the company have opened up and tested the Russian 
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market again and it has gone better with less dissapears of packages. Regarding the 
language barriers, Åhlander explain that some parts are solved with the help from 
translation agencies if there are minor issues. Moreover, Ålander explains that if the 
company would make a further expansion into the Russian market, they would probably 
need to hire someone who have experience from the market, understand the culture and 
behavior on the Internet together with someone who can read and write Russian. 
Ålander states that the issue of copyright and original products versus copies is a very 
difficult issue and it is about seeing if the market in general is ripe for understanding 
copyright and to make an analysis if the company should try to fight the deeply rooted 
way of thinking. Åhlander explains that the company and other retailer could be better 
to talk more about original versus copy and make people even pay attention to the issue. 
He also describes how the company tries to decrease fraud and increase the safety in 
emerging markets, such as Russia and China, through cooperating with the larger credit 
cards and Paypal, where the safety is higher, which decreases the risk for fraud. 
Moreover, Ålander also explains how they need to watch and track the order all the way 
to countries where fraud is very common. Ålander further explains how they currently 
are developing an adjusted web page for mobile phones to overcome the trouble they 
have faced in countries where mobile phones are more frequently used than desktops. 
One issue that Ålander describes is the difficulty for countries to find them if the 
webpage of Design Online was not in the language they were searching on, due to 
Google getting better at targeting the search results. Ålander further states that 
companies today have their webpage translated into nine languages, and with two more 
planning to launch during 2017, which both makes the company more visible on other 
markets as well as increases the feeling of safety for customers shopping abroad. To 
further increase the feeling of security and safety, Ålander moreover explains how 
Design Online also work with different certifications to reassure their customers that 
they are on a secure website. Ålander states, that in some countries they also inform the 
customers about the company and the organization, which makes the company more 
human and personalized, which seem to reduce the insecurity. 
 
Nasbeth states that regarding the language barrier, the website is translated into four 
languages, and to make it easier for the customer, they also have the frequently asked 
questions (FAQ) function. He further explains how the FAQ is translated into Japanese, 
South Korean and how they are currently working on developing a translation to 
Mandarin. FAQ can help to answer any potential questions regarding their concerns and 
prevents the same questions to be asked to the company itself. To solve some of the 
logistic issues, Nasbeth explains how the company has set up their own warehouse in 
countries, such as USA to facilitate with returns and shipping to some countries. 
Nasbeth further explains how Stutterheim have customized their webpage to mobile 
phones and how he believes that companies in general need to have a mobile adjusted 
way of thinking. Nasbeth exemplifies this with explaining how fewer amounts of text 
and another format on the pictures can facilitate in this matter. Regarding the barrier 
occurring with the payment in the different markets, Nasbeth states that Stutterheim 
cooperates with an international payment partner who have localized and dealt with 
payment methods in all kind of markets, but also tries to adapt local paying methods to 
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increase the feeling of safety. When it comes to the barrier of laws, customs and taxes, 
Nasbeth believes that it is important to not promise the customer something the 
company cannot guarantee. Nasbeth further explains how a company need to be clear 
and, for example, wright on the website that local taxes and duties may occur if that is a 
possibility.  
 
To handle the barriers, Carlson states that Northern Spirit started out by focusing a lot 
on the logistics, through finding the cheapest and good delivery way possible for the 
customer. Carlson also explains how, if the demand would increase in the emerging 
markets of China or Russia, the company would probably look to a partner in that 
specific market, who could locally handle the shop on the market. Carlson further 
explains how the partner orders from Northern Spirit to sell the products locally in order 
to reduce the shipping costs. Moreover, Carlson explains how Northern Spirit has been 
working with this, finding a partner on the different markets, where the customer could 
return a product locally to the partner while Northern Spirit for example sent out a new 
size or similar. Carlson further explains how they work a lot with embassies in different 
markets, and how they also work with local partners who have helped them in form of 
information. Furthermore, Carlson states that the company has also worked with being 
visible in form of attending different events and competition within their niche products. 
To further make the customer feel safe, Carlson describes the company to work a bit 
with local paying methods on different markets. 
 
Ericsson mentions that it is very important to have the website translated and Triwa 
have their website translated into eight different languages, and Ericsson further states 
this to highly increase the conversion. Moreover, Ericsson explains how Triwa often has 
interns and other personnel that speak different languages such as Spanish, German and 
Chinese, and how the company otherwise use translation agencies for larger 
assignments. Ericsson further explains how foreign translation agencies can be 
important to use, due to that Swedish agencies often lack the skills for the translation to 
be fluent and good enough. To overcome the difficulties in China, Ericsson mentions 
how Triwa has their own private server solution. Ericsson explains how the company 
clear the website from all traces from Google and Facebook, and instead connect to 
China’s social media platforms. Moreover, Ericsson describes how they locate servers 
right outside the borders to China, which enables the loading time on the website to 
decrease significantly. Furthermore, adapted payment solutions, such as Alipay in 
China, are required and overall, Ericsson argues that an adaptation of the payment 
methods, depending on which market it is, is very important. Ericsson further argues 
that, in general, there is a high level of security on the payment methods that Triwa use, 
and they have close relationships with all the payment partners. Ericsson also states that 
if barriers occur they usually try to find other solutions or try to change their own 
routines. Ericsson further exemplifies it with occasions where the company have been 
more discreet than other times, and how they sometimes avoided writing on the package 
what it contains or what company sent it, in order to avoid someone stealing the 
package, in for example corrupted countries, which have occurred. Additionally, 
Ericsson further explains how the concept of influencers in China could be a good 
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option to invest in. Ericsson states that influencers are a very good way to go and how it 
drives a lot of traffic to the site, by them posting on their social platforms.  
 
Blomqvist explains how some local post services can be problematic, due to being 
untraceable, resulting in missing packages, and further describe how working with 
larger postal services, such as DHL and FEDEX, can be one way to handle the problem. 
Furthermore, Blomqvist states that not offering the customer's local currency can be 
hindering the customer from purchasing, and how Beta today offer four different 
currencies on their webpage but how the company is working on developing their 
webpage and to be more worldwide friendly. Blomqvist explains how social media has 
helped the company to enter emerging markets, such as China and Russia, and clarifies 
the importance of entering their social media platforms and offering the local currency 
on a market, hence adapting to the market. 
 
Engh, explains how Grand Frank is a relatively new company, but it is in their pipeline 
to translate their website into additional languages. He further explains how it takes 
more than to simply translate the website, and how when you have done the translation 
you need to be able to respond and interact with the customers in their language, but it 
is still something they want to do. Regarding the corruption in countries, Engh 
exemplifies one situation where one larger transportation company have tried to 
additionally charge the customer to deliver the package, and how Grand Frank went the 
long way of calling the company to release the package. He further explain it as time 
consuming but how it worked for them in that specific case, and how you need to find a 
solution to every different case. Moreover, Engh explains the importance of making it 
clear to the customer that additional costs may occur in form of taxes into the country, 
to stay clear of disappointment from the customer. Engh, once again explains how 
Grand Frank is a relatively new company, but how he believes in the importance of 
entering a market all in. He further clarifies, when entering markets such as China, the 
company should hire experts and personnel, specifically dedicated to the market and to 
make sure to be visible on their platforms, in order to overcome the barriers of the 
different platforms in China. In order to increase the sales and comfort with the 
customers, Engh describes how Grand Frank is working on launching an application 
that can provide different, more local, paying methods to the customers. Engh, also 
states that the company have a wish to interact with their customers on a more 
personalized level and the plan is to involve the customers into their operations. 
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5. ANALYSIS  
 
This chapter will present a thorough analysis, in which the empirical data will be 
analyzed by connecting it to the theoretical framework. A comparison and discussion 
will be made regarding the similarities and differences identified between the empirical 
data and theoretical framework. The analysis will be structured in accordance with how 
the empirical data was presented. 
 
5.1 Internationalisation 

The process of internationalization of firms is explained by Johanson and Vahlne 
(1977), as a process in which the firm gradually increases their international 
involvement as an incremental process to decrease the psychic distance, this being 
referred to as the Uppsala internationalization model. This do not correlate with the 
answers from the respondents, since all the companies stated to have started 
internationally from start, and did not go by incremental steps to internationalise. 
Johanson and Vahlne (2009) did however create a revised model with a focus on a 
network perspective, where they argue that outsidership within the relevant network is 
more seen as the root to uncertainty. Also this disagrees with the respondents, where the 
majority of the companies state to not have used networks and contacts to 
internationalize. Hence, the answers from the respondents also disagrees with the 
network approach who also emphasises networks, and explain that the firms’ ties for 
sharing knowledge. Design Online further explains that they first went international all 
by themselves. 
 
The internationalization process of all the companies can though be better connected to 
the Born Global theory, which is explained by Moen (2002), as firms that engage in 
significant activity a short time after being established. Freeman et al. (2010) further 
explain Born Global firms as companies who go international within two years of its 
inception, which once again correlates with all the respondents. Moreover, Chetty and 
Campbell-Hunt (2004) explain how the concept of Born Global has surfaced due to the 
increasing importance of niche markets, and how the need for the product does not 
always exist or may not be big enough. This can be seen in agreement to Northern 
Spirit, who explains how e-commerce was vital due to them being such a niched 
company with small resources, and how they needed to reach out internationally. Efrat 
and Shoham (2012) explain how the advanced technology development within 
telecommunication and the Internet provides firms with easy access to worldwide 
customers. Since all the respondents are e-commerce companies, we cannot with 
certainty assume that this is accurate, and Beta strengthens this with the statement of 
how everything today is globalized, and how easy it is to reach the world through, for 
example, social media. Moreover, Knight and Cavusgil (2004) explain how the Born 
Global firms leverage innovativeness, knowledge and capabilities to achieve foreign 
market success. This correlates with the respondents who show that the key to success is 
knowledge to adapt to the markets.  
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Uner et al. (2013) found barriers for Born Globals in form of documentation. This 
correlates with the exact words of Triwa, and Beta and Stutterheim further state that the 
customs procedure is something you need to have good knowledge about when 
entering. Uner et al. (2013) also identified barriers in terms of governmental barriers 
within a Born Global approach, which we can connect to the respondents who all 
answered that institutional barriers to be one of the main barriers when mainly entering 
Russia. We therefore see institutional barrier stated by the respondents to correlate with 
the governmental barriers stated by Uner et al. (2013). One of the major barriers seen by 
the respondents was the language barrier, which all companies saw as an issue. This 
correlates well with Uner et al. (2013) when they state communication to be one of the 
larger hinders towards foreign customers.  
 
Additionally, one difference can be seen in accordance to the internationalization 
process towards Russia and China. Namely how a minority of the respondents, 
Stutterheim and Triwa, both made their way into Russia due to good contacts. This can 
indicate that a network approach is more applicable in closed countries that are harder to 
penetrate.  
 

5.2 Barriers for e-commerce in emerging markets of China and Russia 

 
5.2.1 Culture 
Abbad et al. (2011), together with Chaffey (2011) state language to be a large problem 
for use of e-commerce. Lawrence and Tar (2010) agree and state that it is the most 
prominent hindrance to e-commerce. This correlates with the answers from all the 
respondents as they emphasize how language can act as one of the major barriers for e-
commerce businesses. Design Online goes a little deeper into this and explain how this 
can be an issue connected to the Internet. Design Online means that search engines 
today, such as Google, is getting better at targeting your search result based on what 
language you speak, which result in slim chances for the customer to find your website 
if it is not translated into the customers’ language. Also, this correlates with Chaffey 
(2011), who explains how a company needs to tailor their website to support different 
countries, and to for example, adapt product needs, cultural and language barriers, and 
how this tailoring process, who is called localization, may increase your search engine 
optimization (SEO). Chaffey (2011) also explain how the website may need more than 
only translation, and this is further supported with Grand Frank, who states that you 
need to be prepared and ready to interact with the customer in the specific language, if 
you decide to launch a website in the language. Moreover, Stutterheim agrees with the 
existing language barriers and states that both Russia and China have different alphabets 
and China have signs instead of letters, and the problematic with, for example, 
interpreting that in the order formula and when to write their addresses. 
 
Bélenger and Carter (2008) argue that the perceptions of the structural characteristics of 
the Internet can influence the idea of trust towards a company, and how it can be 
characteristics such as safety and security. Oliveira et al. (2017) further strengthen this 
with explaining how e-commerce typical lack of trust is one of the most frequently cited 
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barriers to why consumers do not purchase online. The fact that creating a feeling of 
trust and safety is important in an e-commerce business is something that can be 
confirmed by all the respondents. The majority of the companies connects trust to the 
options of payment, and state the importance of adapting to the local paying method in 
the market, and Nasbeth from Stutterheim describes how he believes this to increase the 
feeling of safety. Blomqvist from Beta moreover, connects the uncertainty and feeling 
of safety and trust to the option of choosing the local currency when shopping online. 
Moreover, Smilansky (2015) states that sharing personal and financial information is 
still one of the major concerns in e-commerce. All the studied companies do though 
disagree with this, and state this to be a minor concern of today, and Beta explains how 
the company believes that customers to day are more used to buying online and from 
foreign companies.   
 
In addition to the cultural barrier of language, in comparison to Russia, China is seen to 
have relatively low uncertainty avoidance, according to Hofstede (2017). A minority of 
the companies does however, see uncertainty as a barrier to China.  Design Online 
explains how the uncertainty of doing something wrong is so large that China has 
something called “shopping agents” who order the product on behalf of the customer. 
Moreover, he explains how communities have appeared in China, where it is common 
for people to order online together, which can be correlated to Meskaran and Ismail 
(2017) who state emerging markets to have a high collectivist culture. A minority of the 
companies also stated there to be different cultural values in Russia. Triwa connects this 
a bit to the large amount of corruption in China and Design Online further explain the 
experienced lack of understanding of copyright, and how this may affect the original- 
and designer products from Design Online. A minority of the companies also states the 
cultural differences to be an issue in form of how to advertise correctly in the emerging 
markets of Russia and China, which can be seen correct in accordance to Cavusgil et al. 
(2013) who explain the implications for marketing strategy in China to be one of the 
essential factors for success in this emerging market. Design Online further develops 
this and explains different marketing channels to be a further issue, and how, for 
example Russia, uses a search engine called Yandex. Design Online further describes 
how differences in language and culture regarding advertising result in advertising 
models who are applicable in larger parts of Europe, cannot be copied towards Russia.   
 
In conclusion the respondents experienced both similar- and dissimilar cultural barriers 
in China compared to in Russia. It is indicated that both countries have skipped the 
desktop stage in the development e-commerce, and seem to have gone straight to the 
use of mobile devices instead, and that this can act as a vital barrier if the companies 
have not adapted their websites and services to mobile devices. Furthermore the 
language barrier is also in common for both Russia and China, as well as the advertising 
and marketing channels differences. These marketing differences also make different 
resources necessary, which might leads to higher costs. On the other hand the different 
shopping culture that China exhibits is something the respondents does not experience 
as a barrier in Russia. On the contrary from China, the Russian market further on 
display a lack of understanding of copyright, which a minority of the respondents have 
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perceived as a barrier. Consequently the cultural barriers in China and Russia are both 
similar and dissimilar to each other, and they correlate relatively well with the literature 
regarding cultural barriers. 
 
5.2.2 Institutions 
Laudon and Traver (2016) imply the underdeveloped institutions, infrastructure and 
technology in emerging countries might affect e-commerce negatively. This however, 
does differ a bit in accordance to the answers from the respondents, and does not seem 
completely applicable in the emerging markets of Russia and China. The majority of the 
companies do not see technology in Russia and China as a hinder for e-commerce, but 
the majority has, however, noticed a thinking of “mobile first” instead of desktop usage. 
Design Online and Stutterheim further explains how this can be problematic if the 
company’s webpage is not mobile adapted. But Stutterheim, Triwa and Grand Frank all 
discussed how China use different platforms, how you need to master other types of 
social media than the western world is used to, and how they use more communication 
applications in their phone where it is harder to market the company. Triwa further 
explain how you need to develop a whole new system with servers that you need to 
clear from all tabs and tracks from sites such as Google and Facebook to make the 
website more accessible in China. This however, is something that we can correlate to 
Laudon and Traver (2016) when they state that underdeveloped institutions affect e-
commerce negatively, due to our understanding of this phenomena to occur due to laws 
and regulations in China, who have blocked these sites.  
 
Legal barriers and regulations instituted by the governments are argued by Kshetri 
(2007) as two of the largest barriers to e-commerce. According to Kshetri (2007), this is 
especially important in emerging countries which Starostin and Chernova (2016) further 
agrees with. Moreover, McMillan (2007) argues that there is a fundamental lack of 
strong formal institutions in emerging markets. This can further be seen in accordance 
to the answers from the respondents, where all the companies state different institutional 
barriers to be one of the main issues when trying to enter the Russian market. According 
to Laudon and Traver (2015), the government affects companies through regulations 
and controls, and they further argues e-commerce markets to function best under a 
strong institutional set laws and enforcements mechanisms. The majority of the 
companies have explained how they have had problems with their packages getting lost 
on its way to Russia. Both Design Online and Stutterheim further emphasizes how the 
infrastructure in the country is a large issue. Beta further explains how the local logistic 
services can be a part of this, since they often do not have the possibility to track 
packages. Design Online together with Northern Spirit and Triwa believes corruption to 
be a larger factor to this as well. Hence, the answers that has been provided from the 
respondents correlates with Vassolo et al. (2013) and Giallourakis (2017), who stress 
that corruption, weak protection and low institutional capacity in legal system troubles 
the businesses in Russia. This further correlates with what a minority of the company 
have stated. Grand Frank explains how Russia is a less attractive market at the moment 
due to the uncertainty that generally exists in the country in form of institutional and 
governmental issues. Moreover, the majority of the companies agree with there being a 
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barrier when trying to enter, mainly Russia, in form of rules and regulations in the 
country. Triwa exemplifies this with explaining the amount of documentation needed 
and the complexity of the customs, Beta and Stutterheim agrees with this and 
Stutterheim, together with Grand Frank, experience Russia as hard to penetrate and very 
closed towards Europe per say. 
 
In conclusion both Russia and China have similar institutional barriers as well as 
dissimilar. For example a majority of the respondents experience barriers in the form of 
laws and regulations on both China and Russia. The respondents do enhance that the 
laws and regulations in China are in general more open towards other countries, while 
in Russia is overall more closed and harder to penetrate the market. Another similarity 
between the two countries is the need for adapted payment methods and clear 
instructions. The respondents have also experienced significant infrastructure and 
logistics barriers in China as well as in Russia. The empirical findings also display 
several dissimilar institutional barriers in Russia that does not exist to the same extent in 
China. For example Russia has a considerably higher level of corruption, which causes 
problem in the customs and in other areas. Russia also has largely complicated 
document requirements for exporting, which can cause great problem if the companies 
have no knowledge of what is required. The found barriers from the respondents 
correlate with the barriers originating from the literature, though technology was not 
found to be a barrier as the literature suggested. 
 
5.3 How Swedish e-commerce SMEs deals with the barriers 

 
5.3.1 Culture  
The theoretical framework emphasizes that solving the language barrier are a vital 
factor for e-commerce firms. Chaffey (2011) and Turban et al. (2015), explains that e-
commerce companies need to adapt to the languages. Chaffey (2011) further explains 
that a website might need to be tailored to support customers from different countries 
and one example is the languages barriers. This tailoring process is called localization, 
and it can moreover increase the search engine optimization (SEO), since local versions 
of the search engines will list websites with local language adaption more prominently 
(Chaffey, 2011). It is further explained that SMEs possess the required resources to 
develop a multi-language adapted website beforehand (Chaffey, 2011). There is no 
doubt about the importance of language since all the respondents stress its importance in 
their operation in the international arena. A majority of the respondent solves the 
language barriers through translation of their webpage, and all of the respondents have 
their webpage translated into more than one language in order to reach a broader 
market. Design Online explain that a translation makes the company more visible on 
other markets as well as increases the feeling of safety for customers shopping abroad. 
Stutterheim have also the frequently asked questions (FAQ) function translated into 
Japanese, South Korean and how they are currently working on developing a translation 
to Mandarin. Triwa states that they often have interns and other personnel that speak 
different languages such as Spanish, German and Mandarin, and how the company 
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otherwise use translation agencies for larger assignments. Triwa highlights the 
importance to use foreign translation agencies, due to that Swedish agencies often lack 
the skills for the translation to be fluent and good enough.  
 
A minor part of the respondents have seen that cultural differences would not have any 
direct effects on their operations within emerging of China and Russia. Though, Design 
Online explains that the issue of copyright, original products versus copies is a very 
difficult issue in Russia. Design Online explained that it is about seeing if the market in 
general is ripe for understanding copyright and to make an analysis if the company 
should try to fight the deeply rooted way of thinking. Design Online further explains 
that the company and other retailer could benefit from talking more about original 
versus copies and make people even pay attention to the issue. 
 
According to Jarvenpaa (1999), trust among consumers occurs when the consumer 
believes that the seller has both the ability and the motivation to deliver goods and 
services of the quality expected by the consumer. Oliveira et al. (2017) emphasize the 
importance for online merchants to be trustworthy in order to keep and win new 
customers (Oliveira et al., 2017). Turban et al. (2015) explain that positive effects such 
as trust, loyalty and satisfaction can be obtained through efficient online marketing 
activities. Huizingh (2010) stress that the e-commerce website should include clear 
privacy information, payment method and security communication so the customer’s 
gain enough trust in the company. This correlates with the majority of the respondents 
due that all companies have put in resources that relates to gaining trust among their 
customers in to some extent. The resources appear in form of well-established payment 
methods for each market, right information regarding terms and conditions, online 
marketing activities that are adapted to the specific market. A majority of the 
respondents tries to decrease fraud and increase the safety in emerging markets, such as 
Russia and China, through cooperating with well-established and local payment 
methods for each market, which decreases the risk for fraud. To further increase the 
feeling of security and safety, Design Online also work with different certifications to 
reassure their customers that they are on a secure website. Design Online also inform 
their customers about the company and the organization, which makes the company 
more human and personalized, which seems to reduce the insecurity. Moreover, 
Oliveira et al. (2017) states that e-commerce typically lacks human warmth since there 
is no face-to-face interaction and lack of trust is one of the most frequently cited barriers 
to why consumers do not purchase online. A minority of the respondent has stated that 
they have face-to-face interactions with their customers. For example, Northern spirit 
works with being visible in form of attending different sports events within their niched 
products. We do both see and get the feeling of that e-commerce companies from 
Sweden want to interact with their customers in a more personalized level and the 
reason could be in order to gain more trust or become more competitive in today's e-
commerce environment. 
 
There are both similarities and dissimilarities among the ways the respondents deal with 
the existing cultural barriers in China and Russia. In general there is a large language 
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adaption in both China and Russia by a majority of the respondents, both with the use of 
translation agencies and in house translation for minor translations. For both the 
Chinese and the Russian markets a majority of the respondents also adapt their websites 
and services to mobile devices, and also to local marketing and advertising channels. 
However in Russia, to overcome the copyright issues, it is explained by Ålander that 
Design Online analyze the situation to decide if the market is mature enough for them in 
order to try to change how Russian people see copyright. The literature highly mentions 
adaption to local markets as a way of overcoming barriers, and this correlates with the 
answer from the respondents, as they mainly adapt languages, marketing channels and 
websites.  
 
5.3.2 Institutions 
According to Verhoef et al. (2015), the technical development, the increase of actors on 
the Internet, the development of new additional digital channels and the changing 
buying behavior of customers have increased the use of “omni-channels” to find new 
customers and to retain current customers. Omni-channels involve social media, mobile 
devices, customer service, email, and also physical- and online stores (Verhoef et al., 
2015). This correlates with our respondent’s answers since the majority of the 
respondents have explained that technology is flexible and adaptable. Therefore, we 
assume that e-commerce firms are adaptable to the technology. Design Online are 
currently developing an adjusted web page for mobile phones to a adapt to countries 
where mobile phones are more frequently used than desktops. Stutterheim states to have 
customized their webpage to mobile phones and how Stutterheim believes that 
companies in general need to have a mobile adjusted way of thinking. Stutterheim 
exemplifies this by explaining how fewer amounts of text and another format on the 
pictures can facilitate in this matter. To overcome the online marketing difficulties in 
China, since social medias such as Facebook, Instagram and the search engine Google 
are not that established as it is in the western world, some of the respondents adapt to 
the local marketing channels. Triwa also has their own private server solution and 
explains how the company clear the website from all traces from Google and Facebook, 
and instead connect to China’s social media platforms. Moreover, Triwa describe how 
they locate servers right outside the borders to China, which enables the uploading time 
on the website to decrease significantly and makes the website more accessible in 
China. 
 
Aidis and Adachi (2007) explain how one way to deal with some of the institutional 
barriers in Russia is to create good connections and networks to reduce the uncertain 
institutional impact. This can be correlated to a minority of the companies who were 
able to enter Russia due to these specific reasons. Tracey and Phillips (2011) state the 
importance of cooperating with local intermediaries and distributors which both 
Stutterheim and Triwa do, and which was the main factor for their entry into Russia. Li 
et al. (2008) believes networks to be of importance in China as well, which the majority 
of the respondents do not believe in the same term. However, Li et al. (2008) further 
explain how good political connections might decrease institutional barriers in China, 
and this can in some degree be seen in accordance to the respondents, who state that 
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questions sometimes need to be brought to higher power and how they sometimes turn 
to embassies in the country. The institutional theory highlights that e-commerce 
strongly depends on a supportive institutional environment and emerging markets may 
have less institutional stability, which for example can lead to lower trust and 
willingness to consume online (Zhu and Thatcher, 2010). According to Laudon and 
Traver (2015), the government constitutes a vital organization that largely affects 
companies through regulations, controls, among other things. E-commerce markets 
functions best under a strong institutional set of laws and enforcements mechanisms 
(Laudon and Traver, 2015). The institutional theories correlates with all the respondents 
where a majority have answered that institutions are an obstacle and they have also 
stated that the Russian market are harder to reach than the Chinese market due to 
political instabilities, corruptions, laws and regulations. Grand Frank mentions that it is 
important to invest in a new market properly, to have for example employees in the 
market to be able to handle the differences. Swedish e-commerce may not have the 
power to influence institutions in other countries, but we can still see evidence that 
Swedish e-commerce can deal with the institutional barriers to some extent. Corruption 
is one major barrier that was frequently mentioned by the respondents and also a barrier 
that are out of their control. Triwa exemplifies that corruption, not necessary just in 
Russia, with occasions where the company have been more discreet than other times, 
and how they sometimes avoided writing on the package what it contains or the 
company name, in order to avoid someone stealing the package, in for example 
corrupted countries. Grand Frank exemplifies one situation where one larger 
transportation company have tried to additionally charge the customer to deliver the 
package, and how Grand Frank went the long way of calling the company to release the 
package. Design Online explain how packages have gotten lost in Russia due to the 
corruption, and sometimes they have had to close down the Russian market. Design 
Online have opened up and tested the Russian market again and it has gone better with 
less disappearing of packages. We believe that this may indicates that Russia is making 
progress. 
 
Vassolo et al. (2011) and Meyer and Peng (2015), argue that underdeveloped 
infrastructure, poor laws and regulations and a weak capital market poses challenges 
and uncertainty for business. Infrastructural barriers could be related to the respondents’ 
logistical issues as some of them state that it is problematic to secure that the delivery 
reach its final destination. In order to solve some of the logistic issues, Stutterheim 
explain how the company have set up their own warehouse in countries, such as in USA 
to facilitate with returns and shipping to some countries. Northern Spirit started out by 
focusing a lot on the logistics, through finding the cheapest and good delivery way as 
possible for the customer. Northern Spirit together with Grand Frank and Design Online 
explain, that if the demand would increase in the emerging markets of China or Russia, 
the company would probably look to a partner in that specific market, who could locally 
handle the shop on the market. This is in line with Bhaumik and Peng (2008) and 
Kolade et al. 2014, who mention that foreign companies entering emerging markets 
might find a need to gain local resources to overcome the inefficiencies in the weak 
institutions. Beta handles the logistical issues such as local postal services who are often 
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untraceable, with using international distribution companies such as DHL and FEDEX. 
Design Online also watch and track some of the orders all the way to countries where 
fraud is very common. 
 
In order to address the barrier of laws, customs and taxes, Stutterheim believes that it is 
important to not promise the customers something the company cannot guarantee. 
Stutterheim further explains how a company need to be clear and, for example, write on 
the website that local taxes and duties may occur if that is a possibility. Moreover, 
Grand Frank also explain the importance of making it clear to the customer that 
additional costs may occur in form of taxes into the country, to stay clear of 
disappointment from the customer. 
 
Regarding the institutional barriers there are both similar and dissimilar ways the 
respondents deal with these barriers. A majority of the companies adapt their payments 
methods and use well-known larger payment solutions companies, this correlates with 
the ways of dealing with barriers from the literature. To deal with the infrastructure and 
logistics barriers, the respondents use some different ways of dealing with the barriers, 
they either set up their own warehouses in different countries, use local partners or 
distributors, use large postal services or simply focus on trying to find the cheapest and 
best way for delivery. This correlate to some extent to the literature, concerning that 
companies should gain resources in local markets to overcome institutional barriers. 
Since there is more corruption in Russia than in China, the respondents mentions that to 
solve this barriers cooperation with large payments methods take place, as well as the 
companies close down the Russian market for some time before trying to open it again, 
and Design Online also tracks the packages all the way to delivery. Thus the 
respondents use both similar and dissimilar ways of handling corruption. A majority of 
the responding companies also stated that it is important to either have a employee 
focused on China or Russia, or a partner or a distributor in those countries, to truly 
succeed in those markets. This fact also correlates with the literature, such as Tracey 
and Phillips (2011) and Lu et al. (2010).  
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6. CONCLUSIONS  
 
This chapter addresses the answers of the research questions, which are a result of the 
thorough analysis performed in the previous chapter. After presenting the answer to the 
research questions, the theoretical contributions from the study are explained. 
Furthermore, the practical implications and the limiting conditions of the study’s 
performance are accounted for. Lastly, recommendations for future research are 
presented. 
 
 
6.1 Answering the research question  
In a world that is becoming more and more globalized, companies internationalize in a 
rapid pace and are continually searching for markets that could provide a higher 
potential, such as the emerging markets of China and Russia. The globalization makes 
e-commerce increase quickly, which in turn can create positive advantages for 
particularly small- and medium-sized firms. It allows them to exploit opportunities in 
foreign markets and to compete with larger companies in the international arena 
Although globalization and the Internet are vital drivers for e-commerce in emerging 
markets there are barriers, such as cultural and institutional, that will hinder the e-
commerce operations in emerging markets. It is therefore significant to have an 
understanding of what different barriers that will exist and how one might deal with 
these barriers, when operating in emerging markets of China and Russia, in order to 
become successful in these markets. The purpose of this thesis has consequently been to 
answer the following research questions (RQs): What barriers to Swedish e-commerce 
SMEs face when operating in the emerging markets of China and Russia? and How do 
Swedish e-commerce SMEs deal with these barriers when operating in the emerging 
markets of China and Russia? 
 
(1) The first research question aims to investigate what barriers there are to e-commerce 
in the emerging markets of China and Russia that influence the operations of Swedish 
SMEs in these markets. The literature presents that barriers might influence the business 
performance negatively and might significantly hinder e-commerce. Our empirical 
findings show that Swedish SMEs find some barriers in China and Russia to be of large 
importance to solve, to be able to operate in those markets in an efficient way. The 
literature display several barriers to e-commerce in China and Russia, for example 
cultural differences such as trust issues and language differences. Regarding the barriers 
of trust issues, it is implicated from our empirical data that Swedish SMEs do 
experience trust barriers in China and Russia, all the respondents see that lack of trust 
might hinder e-commerce and confirm that it is important to create a feeling of trust and 
safety for online business. Concerning language, also here can our empirical findings 
correlate with the literature, since all respondents emphasize language as a major barrier 
for e-commerce. There is also evidence from our empirical data that implies that 
cultural differences in the form of advertisement differences, such as different market 
channels, can act as a barrier. This can also be found in the literature. It is further 
presented in the literature that also technology can be a great barrier to e-commerce. In 
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this thesis it is concluded that this does not apply at the same extent on China and 
Russia, since the majority of companies did not see technology as a hinder. However 
the majority of the respondents have noticed a thinking of “mobile first” instead of a 
desktop usage. It was implied by the companies that this could in fact be a problematic 
barrier, if for example the companies’ websites are not mobile adapted. Related to this, 
the use of other social media platforms also makes it harder for Swedish SMEs to 
market themselves.   
 
Apart from cultural barriers, the literature also suggested that institutional problems 
might be a large barrier to e-commerce in emerging markets. Our empirical data support 
this, and displays that all the respondents believe that several institutional barriers is the 
main hindrance for e-commerce, especially when entering the Russian market. A 
majority of the interviewees have mentioned corruption as a great problem, which 
causes uncertainties and risks of packages not arriving. It is also display by the 
empirical data that Russia is currently a less attractive market due to the uncertainty 
caused by institutional issues, and this correlates with the literature concerning that a 
weaker institutional context poses challenges and uncertainties for companies. 
According to the literature, rules and regulations instituted by the government may pose 
challenges for e-commerce as well. This is relatively supported by our empirical 
findings, since a majority of the respondent companies see rules and regulations as a 
barrier when trying to enter a country. However, regarding governmental regulations we 
see a larger relation to Russia than to China, with for example the heavy use of 
documentation required and the complexity of the customs that pose as barriers to e-
commerce. Another institutional issue presented by the literature is poor infrastructure, 
which also can create uncertainties and problems for e-commerce companies. Thus, our 
empirical data correlates with the literature, since the data display that infrastructural- 
and logistical problems caused by poor infrastructure are huge barrier for e-commerce 
in emerging markets.  
 
Finally it is concluded from our empirical data that Swedish e-commerce companies 
operating in China and Russia are exposed to several significant barriers that influence 
their operations. These barriers are foremost cultural and institutional, and include trust 
issues, language differences, advertising differences, the change from desktop to mobile 
devices, corruption, laws and regulations, infrastructure and documentations. There is 
both similarities and dissimilarities compared to the literature, and China and Russia 
also have both similar- and dissimilar barriers in comparison to each other.  
       
(2) After the barriers to e-commerce in emerging markets have been concluded, the 
second research question concerns how Swedish SMEs deal with these barriers. 
Regarding the trust issues, the majority of the respondents all put in resources relating to 
gaining trust from their customers. The companies for example provide well established 
payment methods for each market, obtain the correct information concerning terms and 
conditions and they adapt their online marketing activities to the specific market. This 
proved localization and adaptation support the literature. In order to further increase the 
security, safety and trustworthiness, all respondents work with established and local 
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payment methods to decrease fraud and increase the safety in China and Russia. Though 
from the minority of the respondents, there was empirical data implying some 
companies work with certifications that inform customers that they are on a safe 
website, and that company and organization information might make the company seem 
more human and personalized. The literature also indicates that the lack of face-to-face 
interaction on websites relates to the lack of trust for e-commerce customers. A minority 
of the companies does have face-to-face interaction with their customers and our 
empirical data suggests that Swedish e-commerce companies often want to interact with 
their customers to gain more trust or to gain competitive advantages.  
 
According to the literature, the language barrier is an important factor to overcome. In 
our empirical findings a majority of the companies have stated that language is vital in 
international markets. A majority of the respondents solve the language barrier by 
translating their websites to several languages. It is highlighted by respondents that it is 
important not to simply translate the website, you need to be able to respond and 
interact with the customers. Our empirical findings also displays that none of the 
respondent companies believe technology to be a barrier, in contrast to the literature. 
However, the data implies that the “mobile first” attitude and differences among which 
social media platforms that are used, could act as barriers. To deal with these barriers, 
several of the respondents adjust their websites to mobile devices. There is also an 
implication of that it is important to be adjusted to a mobile attitude in general. In 
relation to this some of the respondents adapt to local marketing channels, while other 
use private servers, to be able to overcome the online marketing difficulties, mainly in 
China.  
 
As mentioned, a majority of the respondents stated institutional problems to be a large 
barrier to e-commerce in China and Russia. The literature regarding institutional 
barriers have mainly been focused on what kind of barriers there are, with less focus on 
how to solve these barriers. In the empirical findings, a majority of the companies 
displayed that the Russian market is in general harder to reach than the Chinese market, 
due to political instabilities, corruption and laws and regulations. There is also evidence 
in the empirical data that indicates there to be an overall belief that institutional barriers 
cannot be influenced or changed by a single company. Nevertheless the empirical 
findings show that minority of respondents try to bring institutional issues to a higher 
level to discuss the situation with the embassies, or work with local partners to gain 
information about the local market. A minority of the respondents also states that to be 
able to enter for example China, it is important to have a person who exclusively 
focuses on that market, with specific knowledge and competencies. Regarding the 
barrier of corruption, several of the respondent companies state that they act against 
corruption, but due to that institutional issues in foreign countries’ are hard to influence 
for a Swedish SME company, sometimes it is necessary to close a market for sales and 
try to export to that market again some time later. Not only corruption stops packages 
from arriving as they should, also poor infrastructure poses challenges for delivery. In 
order to solve some of the logistics barriers, the empirical findings show that a minority 
of the respondents set up, or see a positive advantage of setting up their own 
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warehouses in crucial countries to facilitate with returns and shipping, or cooperating 
with a local partner. A minority of the respondents are focusing on the cheapest and 
efficient delivery way, while a minority watch and track the packages all the way to 
delivery. Concerning the different laws, customs and taxes in different countries, several 
of the companies believe that it is important to be clear with information regarding local 
taxes and duties if it may occur.  
 
To be able to present the conclusion drawn from this study as well as possible, a figure 
was made to make it more clear for the reader. In Table 2., an outline of the highlighted 
barriers in China and Russia is presented, as well as the most common ways of how to 
deal with these barriers. The figure originates from the empirical findings of this thesis. 
  
Tabell 2. Outline of the Barriers in China and Russia.  

Outline of the Barriers in China and Russia 

Barriers China Russia 

Cultural Solving the barriers Solving the barriers 

Consumer trust Adaption to different local 
payment methods. Clear 
information about e.g. taxes, 
customs and similar. Interaction 
with customers. 

Adaption to different local 
payment methods. Clear 
information about e.g. taxes, 
customs and similar. 
Interaction with customers. 

Language 
differences 

Adaption of the website to 
different languages, by someone 
experienced in the language or a 
translation agency. 

Adaption of the website to 
different languages, by 
someone experienced in the 
language or hire a translation 
agency. 

Advertisement and 
marketing channels 

Adaption to local marketing 
channels and social media 
platforms. 

Adaption to local marketing 
channels and social media 
platforms. 

Use of mobile 
devices instead of 
desktop. 

Adaption of the websites to 
mobile phones as well. 

Adaption of the websites to 
mobile phones as well. 

Institutional   



 61 

Corruption The corruption is generally not 
significant in China, compared to 
Russia. 

Bringing the questions to a 
higher level, and tracking the 
package all the way to its final 
destination. 

Laws and 
regulations 

Communicating with countries 
embassies to gain knowledge of 
the country and how to act in it. 

Gaining knowledge of laws 
and regulation, or work with 
local partner who gives 
information. 

Infrastructural Looking for a partner or 
distributor locally who could 
handle the shop in the market. 

Using international logistical 
services, or setting up their 
own warehouse in the markets 

Documentations Documentations are not a 
significant barrier for China, 
compared to for Russia. 

The respondents gain help 
from consultants or local 
partners to get knowledge 

 
6.2 Theoretical Implications  
Due to the lack of research within the subject, e-commerce barriers and how to deal 
with barriers in China and Russia, a research gap was identified by the beginning of this 
study. Therefore the aim of this thesis was to conduct a research in order to contribute to 
fill the research gap. Hence, we chose to research Swedish e-commerce SMEs operating 
in Russia and China, and identify the barriers influencing the SMEs in these markets, 
and then investigate how the barriers were handled. The results of this research have 
provided a deeper understanding of the e-commerce barriers in China and Russia and 
how Swedish SMEs e-commerce deals with them. The research demonstrates that 
barriers often influence Swedish SMEs when operating in China and Russia and may 
even limit operations to the countries, and it is therefore important to be aware of the 
existing barriers and how companies might deal with them when entering these markets. 
By adapting to the discovered barriers Swedish SMEs can seize opportunities and be 
more competitive. Further on, this research correlate to some extent with previous 
studies regarding which barriers to e-commerce that exist, but also contradicts previous 
studies in some aspects. This thesis for instance found that technology might not be as 
big a barrier as the literature shows, neither found any of the respondents any customer 
fear for sharing personal and payment information. The thesis further on displayed the 
fact that the network approach is more applicable in closed countries, such as Russia. 
Moreover, the literature shows that China obtain a relative low uncertainty avoidance, 
but is contradicted by the respondents who to some extent believe that China obtain a 
high uncertainty avoidance. Additionally, the literature implies the importance of 
networks to overcome some of the barriers, but what has not been mentioned is how 
companies specifically have solved logistical issues. Through this thesis we found out 
that establishment of warehouses in some countries, and corporations with local 
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retailers who can receive returns from the customers locally is a good way to go. By 
cooperating with local retailers, you do not have to fully invest in the market, but can 
still shorten the process of, for example returns. 
 
Further on, the internationalization process of e-commerce is described as global from 
the beginning and not depended on any contacts or networks in order for Swedish e-
commerce to go international. This is much thanks to the developed technology that 
exists in today's societies. It is also assumable that Swedish e-commerce SMEs can deal 
with barriers in emerging markets of China and Russia due to flexibility that comes with 
the technology, it enables them to adapt to what the market require. 
 
6.3 Practical Implications and Recommendations  
Our empirical findings display the importance to obtain knowledge in order to enhance 
the success on foreign markets and how it is vital in order for e-commerce companies to 
stay competitive. The Chinese and Russian markets are large in size and population and 
this markets differs widely compared to the Swedish market. As the empirical findings 
shows that knowledge increases the involvement within these markets. This research 
suggest that a good understanding of the markets enables a smoother expansion and if 
the company would penetrate a market further it would be better to have a dedicated 
person on location in order to facilitate the operation within the specific country. 
Another option would be to find local expertise that has good knowledge of the local 
market in China or Russia. Moreover, we will suggest that e-commerce firms provide 
clear information regarding delivery terms and conditions for each markets to decrease 
uncertainties among customers. We will also highlight the importance to adapt to the 
market and find suitable marketing channels for the markets.  
 
In order to meet the increased demand e-commerce firms can analyse the website visitor 
behavior, the visitor's trip on Internet. That is to say the customer experience both on the 
e-merchant's website but also what made the customer end up there. E-commerce can 
adjust and develop strategies in aspects such as navigation, information and layout, in 
addition to the price and characteristics of the product or service to increase sales. We 
would recommend Swedish e-commerce SMEs operating in China or Russia to adapt to 
those factors to succeed. 
 
6.4 Limitations 

During the course of this thesis certain limitations were identified that had certain 
influence on the ability to answer the chosen research questions, and over the quality of 
the empirical findings. One large limitation was that it was difficult to find Swedish e-
commerce companies with experience from both the Chinese and the Russian markets. 
Overall only 6 out of 55 contacted companies agreed to participate in an interview. 
Another limitation was that besides the issue of not having experience from both Russia 
and China, the companies furthermore had different levels of involvement in these 
markets. If the research would be focused on only companies with the same level of 
involvement, the final results would potentially be more generalizable. Even if this 
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study had few cases to represent a larger population, analytical generalizations can still 
be made with the strive for generalizable findings by the empirically enhanced 
theoretical framework in this thesis, as mentioned by Yin (2014). Further on, one other 
limitation of this study is that the phenomenon is only researched from a Swedish 
perspective, on how Swedish companies are influenced. By adding for example a 
Chinese or Russian perspective, the research could have provided more depth. But since 
this thesis connects barriers to internationalization to these countries, a completely 
different approach would have to be conducted, and would consequently result in a new 
outline of research. 
 
6.5 Suggestions for Future Research 
Even though our study has contributed on how Swedish SMEs could deal with the 
barriers that exists for e-commerce in China and Russia, very little previous research 
have been published regarding how to deal with barriers to e-commerce. Previous 
studies has mainly been centered around what barriers that do exist. Therefore we 
believe that one suggestion for future research is namely to focus on how e-commerce 
companies deal with the barriers. Since there is also a research gap concerning emerging 
markets, the future research could potentially focus on these markets to contribute to a 
greater depth and understanding of e-commerce in not only developed countries. Since 
e-commerce also contributes largely to international trade, the phenomenon could 
potentially affect the environment to a high degree. Since the environment is a highly 
important and relevant topic of today, we suggest that a future research topic therefore 
could be what impact e-commerce has on the environment. In addition we also suggest 
that future research focuses on the logistics within e-commerce, since the empirical 
findings of this thesis imply that logistics are an important factor in e-commerce 
business. 
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Appendix 
Appendix 1 Interview guide 
 
Background: 
1. What position in the company do you have, and how long have you been employed 

there? 
2. How many years of experience do you have? 
3. What year was the company founded, and by whom? 
4. How many employees do the company have? 
5. What is the company’s vision? 
6. Can you describe your product range? 
7. Is the company mainly a B2B- or a B2C company? 

 
Export: 
8. How many languages is the company's website translated to? 
9. When did you start to export? 
10. What did your expansion looked like, (Incremental, leapfrogging)? 
11. When did you start to export to the emerging markets of China and Russia and why? 
12. How much do you export? 
13. How much of your export goes to the emerging markets of China and Russia? 
14. What made you expansion to China and Russia possible? 
15. Was it important to have contacts or a good network in order to expand to or enter 

Russia and China? 
16. If yes, which are the units in the network? 
17. Is there more intense competition on the international arena rather than in Sweden? 
18. Did you felt any external press from the surroundings (customers, competitors) to 

start an e-commerce or was it mainly internal (managerial) press? 
 

Culture 
19. Have you encountered any cultural differences when doing businesses in these 

emerging markets of China and Russia? 
20. Are there any language barriers? If yes, how are these solved? 
21. Are there any differences in the buying behavior of customers in the emerging 

markets of China and Russia compared to Sweden? Explain how. 
22. Do see any fear regarding privacy and sharing personal- and transaction 

information? 
23. How do you manage these mentioned differences? 

 
Barriers: 
24. What barriers do you see when exporting to the emerging markets of China and 

Russia? 
25. Can you tell us about a case when sales to China/Russia went very well? 

- Reasons? 
26. Can you tell us about a case when sales to China/Russia went very poor? 

- Reasons? 
 

Institutional 
27. Are there any barriers regarding the technology that hinders the sales activities in 

these emerging markets of China and Russia? 



 II 

28. Were there any institutional barriers in these emerging markets of China and 
Russia? Regarding 
- Laws and regulations 
- Infrastructure 
- Logistics 
- Economic (taxes, customs, payment methods) 

29. How do you secure a safe e-commerce internationally? 
 
Dealing with these barriers 
30. How does the company deal with these mentioned barriers? 

(Infrastructure, logistics, economic, security concerns for customers, laws and 
regulations, other barriers) 

 
Future: 
31. What are the company’s plans for the future? 
32. Which country of China and Russia do you think has most potential? 
33. How do you think the e-commerce will develop in the future? 
 


